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ABSTRACT

The purpose of this study was to find out the mfidranding in attracting prospective
students to institutions of higher learning. Highestucation has been affected by
globalization such that universities are now conmmgetwith their services at the
international levels. In order to build sustainatdenpetitive advantage, universities have
to know their competitors, identify the programmeesd products to compete in and
assess their performance in relation to the cortnpeiin the market place. The objectives
of the study were to investigate the role of bragdn the university sector in Kenya, to
find out what prospective students are intereste@hien choosing institutions of higher
learning and to assess whether branding providemdial returns for universities. A
descriptive case study research design was used.eBkarcher collected data from 2 key
informants and 210 respondents who were chosendhrsimple random sampling. Data
was collected through interviews from key inforngaind through questionnaires and
focus group discussions from the respondents. Ratkected was further analyzed
through descriptive narrative analysis and StaatPackage for Social Statistics. The
findings of this study revealed that branding isessial for institutions of higher
learning, reputation and affordability stood outimportant factors prospective student
consider when choosing a university and when brapds well coordinated, it fosters
university recognition within the community and yide returns. This study further
recommends that universities need to work on matitirentiation in order to know the
need of their target audience and differentiatenf@dves in the competitive marketplace.
For future research, this study suggests focustoer aspects like onlinemarketing which
can be used by universities in the crowded maraegpl
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DEFINITION OF TERMS

Brand

According to American Market Association (2010) @ is a name, term, design,
symbol, or any other feature that identifies onéess good or service as distinct from

those of other sellers or competitors.
Branding

According to Rosenthal (2003), branding is parthef promotional aspect of marketing

and is extremely important to the image, reputasiod success of a product or company
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CHAPTER ONE

INTRODUCTION
The aim of this chapter is to introduce the study diving the research
background, the problem statement and the objectofethe study. It also discusses
Institutions of Higher Learning, with special irgst to St. Paul's University as a case

study.

1.1 Introduction

Brands and branding have existed for as long dmast been possible to trace
artifacts of human existence. According to Ameriddarket Association (2010) a brand
is a name, term, design, symbol, or any other featat identifies one seller's good or
service as distinct from those of other sellercampetitors. Branding emerged in the
nineteenth century when smart entrepreneurs relafizg they could charge more for an
otherwise standard commodity if they could guarangeality and consistency; they
usually claimed that their branded product had s@mutstanding characteristics that

justified the extra cost (Doyle, 2001).

In today’s business world companies have to mattketr product as well as
themselves. This enables them to gain an edge thear rivals and to differentiate
themselves. Coca- Cola for example is globally kmowt only for the cold drinks but
for providing a lifestyle. Drinking Coca-Cola meamsich more to some customers than
just having a cold drink or choosing to take Pejgesipite of both having about the same

price. Coca-Cola has a competitive advantage oepsiPbecause of the Coca-Cola
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brand. Through branding Coca-Cola has been alilestie a long-term relationship with
its customers and established a connection witimthed therefore their customers are

loyal. Coca-Cola is known as one of the world’s tmesognized brands (Melin, 2001).

The first marketing efforts in Coca-Cola historgr& executed through coupons
promoting free samples of the beverage. Considanethnovative tactic back in 1887,
couponing was followed by newspaper advertising #reddistribution of promotional
items bearing the Coca-Cola script to participajoigirmacies as seen in (Coca-Cola,

2007).

Before branding or even management emerged ascpldi Coca-Cola was
already spending over $ 11,000 on mass advertisamgpaign as early as 1892. Its
trademark was officially filed in the United Statiesthe same year and has consistently
been displayed with the same script to this dayerQwne, it also associated its brand
with the bright red color, the hourglass shapedléd@1915) and the ribbon logo (1970).
Together these aspects contribute to differentia@ioke from rivals such as Pepsi-Cola

which has been its competitive rival since 1898tated in (BrandChannel, 2015).

In 2015 Super Bowl championship, Super bowl braatkr NBC charged Kshs
4.0 billion to Kshs 4.5 billion per 30 second spotmmercial. Coca-Cola did a 60 second
commercial during the game’s"2quarter. In 2014 Coca-Cola ran two 60-second
commercial with Fox, which was then the broadcafsteKshs 3.6 billion per 30-second

spot as stated by (Business Insider, 2015)

In a research study done by IpsosSynovate in 20Cb2a cola had to up its

marketing budget in Kenya following the return @pBiCo its global rival. It therefore



increased its marketing budget from Kshs 899 mmllfoom 395.6 million reported in

2011, a 127.2% increase (Synovate, 2012).

In a study done by a media monitoring firm Reg&r Safaricom a
telecommunication company topped the list of tlggbest spenders in Kenya with Sh 8.5
billion advertising budget in 2014. The figures webased on card rate for radio,
television and print publications. Safaricom hasstipositioned itself as a home grown
Kenyan brand with long television adverts and pdge adverts that capture attractive

scenes of the national flag as described by (Bssibaily,2015).

Companies therefore have set funds aside to prifjecright kind of image and
capture their customers’ loyalty. While working ots image a company has to
incorporate its communication plan which aims atldiog its reputation among it
different stakeholders. The idea behind it is teate a coordinated image that runs
through all facets of the company’s appearance wefidser 1991, February Issue. A
communication plan dictates a company’s vision amdsion. To make the idea of a
communication plan successful, most universitiesoif all have a Public Relations and
Marketing department that ensures it keeps, baitdbkmaintains a good reputation. This

department is also trusted with the university drag.

1.2 Background

Today globalization is inevitable. According toulT$2007) evidence abounds that
globalization has been one of the most signifiGard rapid changes in recent decades.
Globalization has affected higher education sudt tiiversities are now competing

with their services at the international arena @A&r&Akel, 2005). Education has
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become a service, and universities are marketimgwale looking for customers. Long
gone are the times universities used to live imadegtive world, in the United Kingdom
for example the education system used to work inadel, in that there was no
competition, but rather a few big universities (ABo& Ivy, 1999). Back then the
demand was higher than the supply because there Wesv placements in the
universities. Marketing was considered as unnecgssst as long as students demand

exceeded the available places in the universiified)

Competition among the “traditional” universitieas United Kingdom has risen
because of three changes in the traditional uritiessenvironment. These changes are
students have to survive with decreasing grantstdushanges in government funding.
Many colleges and education institutions startefibriofy accredited and franchised
university degrees. The former polytechnics wes®s aiven university status. Due to
technology, one was able to cut the cost of joirangniversity by doing online courses
and services. These changes led to a decrease muthber of students due to increased

number of institutions (Anode & Ivy, 1999).

Greater competition among schools exist today @Uyr2007). This points out
that universities are no longer recognized astiurigins of higher learning, instead are
viewed as businesses (ibid). Universities have tmtioually and consistently
communicate the message in order to ensure bo#inalt and external customers
understand what they stand for and its valueshénUK, due to less student application,
universities started marketing aggressively in ptdeincrease their numbers (Naude&
Ivy, 1999). Due to internalization, there have beaemeased competition and the need to

stand out has become increasingly important amongtsities globally.
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Higher education in Kenya, can be traced as easlyl922 when the then
Makerere College in Uganda was established as i wdanical college which was then
expanded to meet the needs of the three East Afdoantries i.e. Kenya, Uganda and
Tanganyika and Zanzibar, as well as Zambia and WMala the 1940s and early 50s it
was the only college that provided university ediocain East Africa. This lasted until
1956 when the Royal Technical College was estadalish Nairobi. In 1963, the Royal
Technical College became the University Collegeirdta, following the establishment
of the University of East Africa with three congént colleges in Nairobi, Dar es Salaam
and Kampala (Makerere). The University of East @édroffered programmes and degrees
of the University of London till 1966. In 1970, théniversity of East Africa was
dissolved to create three autonomous universitieNarobi, Dar es Salaam and
Makerere. The University of Nairobi was thus egsdidd as the first university in Kenya

(Jowi 2003).

From the Ministry of Higher Education, Science arethnology 2012, Kenya
has fifty two public, private and constituent unsig/ college institutions. All these
institutions compete for students, therefore ursNEs need to be aggressive.
Universities in Kenya are taking both electronid anint media to advertise programmes
and display their achievement. Some universities lamying expensive airtime on
television and in print media, showcasing promiredaomni they consider as role models
— who are mostly successful media and corporatsopeel. This is done in hope that

such display will attract more students to thegtitutions (Waruru, 2013).

University branding may vary in regards to theestf the university. Older

universities often believe that they can survivellmnreputation and that this gives them
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sufficient attention (Bulotaite, 2003). A good exaenis the University of Nairobi. It was
the first established university in Kenya and ewvesy believes it's the best university
which they can recommend to anyone. This university already established itself. The
name stands out among the rest. On the other hauatles universities consider the
concept of branding more. For example Riara Unitermay be expected to do more
branding compared to other private universitiesesiih was just recently opened. With it
doing more branding other smaller universities Wwél required to join the bandwagon to
remind their clients that they are the best tomz&li (2007) urges that branding need not
be necessary for the top universities, but ratiiggsst the smaller universities should

market themselves more to improve on their repanaiibid).

Universities are also changing their marketing tegi@s in advertising their
programmes. According to Nganga (2010), Kenya'srensities are targeting specific
audiences by introducing courses that have marketadd. For example the Master in
Business Administration is such a course. Oveiptst few months Kenya’'s universities
(public and private have spent tens of thousanddotiars to boost their capacity to

enroll a soaring number of students seeking thé&iaddl qualifications.

With the demand of MBA degree rising, universite® spending heavily on
advertising their courses. No day goes by withounhiersity advert on both print and
broadcast media. Universities are spending moneyake money — public universities
are been forced to supplement their income thrchigh-fee courses such as MBA, as

their subsidies have declined (Nganga, 2010).

St. Paul's University has not been left behind ffeing an MBA. In the year

2012, the management lowered the price of MBA fridals 85, 000 per semester to
6



Kshs 75,000 per semester. This enabled the uniydosattract an increase in customers

due to decreased charges.

1.2.1 St. Paul's University

St. Paul’s University is a private University whialas chartered in September 14,
2007 and allowed to offer its own degree programnidse university was initially
started off as a college and over the years it kvesvn for training theologians and
pastors for service in the Christian Churches. Witewas chartered in 2007 the
university had only one campus in Limuru, and whictay is the main campus. Back
then, it offered three degree courses with gretdrést in Theology. In 2012, the
University had a student population of 3,000 inimas undergraduate and post graduate
courses and around 150 staff members. There arentiyr over ten undergraduate
programs, five post graduate programs, severalowigl programs and one bridging
course, and many more market oriented programbeing developed. The university is
growing rapidly. From the Registry Department timdversity population had increased
by upto 5,500 students by May 2014. This growth Ib@sn brought about by a lot of

branding, rebranding and enhancing the communitati@tegies.

1.2.1.1 Vision

St. Paul’s is a university of academic excellegoaed by Christian principles
producing graduates in various fields for globa/se. (A Christian university for global

service)



1.2.1.2 Mission

To develop servant leaders by impacting knowledgéls and values through

creative methods of education, research and sgiifitamation.

1.2.1.3 SPU Core Values

Professionalism — the university upholds high gualtademic status, ethical and quality
standards in terms of recruitment, admission and/ices provided to enhance

professional competence by providing the higheatllef education to all.

Ecumenism — The University honors and respects dhneerse denominational

backgrounds of both its staff and students.

Integrity — the university strives for transparerayd accountable in all its areas of

operation.

Partnership- the university creates an environmdrdgre shareholders in the university

share in decision making.
Equity — the university promotes good citizensligo,all are made in God’s image.

In recruiting students, the PR and Marketing teames up with strategies of
attracting customers into the institutions. A Idt tone and money is invested in
marketing the university programmes in churches ethacation expos. Advertising is
also done on both print and broadcast media, pitchiarketing teams in strategic towns,
doing roadshow, using paraphernalia like brandghirts, pens, umbrellas and caps and
enhancing the university’s corporate colours irttah activities. This kind of branding is

enhanced in order to win clients over and fromabepetitors.
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Being a Christian University has had a boost todgtmvth of the University. St.
Paul's University is based upon the partnershigoof participating churches and the
National Council of Churches Kenya as corporateybdtiey have a representation in the
governing council which are Anglican Churches ofnif@ (ACK) 50%, Presbyterian
Church of East Africa (PCEA) 20%, Methodist Chuchef Kenya (MCK) 10%,
Reformed Churches of East Africa (RCEA) 10% andNh&onal Council of Churches in
Kenya (NCCK) 10%. The university being owned byfatént churches has had an
advantage over individual owned institutions. Pereand sponsors prefer it when their
children join the institution since they will be igad wholistically (academic and
spiritual). This factor has become an added adgenta the university branding; this
alone is enough to convince a parent that it's theversity of Choice. St. Paul's
University over the past years and presently esstiiastalls Christian principles among

its graduates. This has led to the growth of tisétuttion.

1.3 Problem Statement

Branding efforts in academia are easily observecexample through the use of
vision statements, visual designs and core vallieste is a striking scarcity of research
on branding in higher education. Existing studigbee discuss branding policies in
general or in specific institutions (Belanger et 2002; Chapleo 2004; Judason et al.,

2006) or focus on external aspects of brandingd®ite, 2003; Gray et al., 2003).

Herr (2001) explains that in today’s higher edwwmatiandscape, college and
university leaders may well consider the princippébrand management to assure their
positions vis-a-vis their competitors. This is entl through the use of trademarks to

9



market and promote an institution to the public.dv#n(2004) states that institutions have
to differentiate themselves depending on the ctirdbates of the category in which they
operate, and makes them different from othersersdime category. Differentiation helps
an institution get a niche in the market place. &opllege or university, the name and all

the symbolism attached to it represent the brand.

According to figures from the Commission of Univgr€Education in Kenya, the
private higher education sector in Kenya is thigvand now enrolls 20% of all students,
that is 60,000 out of the 300,000 student curreartiyolled in Kenya’s Private and Public
universities. This has intensified competition a@ident enrollments among private
universities. As they compete for prospective stisleinstitution of higher learning
(IHL) have to come up with a brand name that th&t@uer can easily recall. St. Paul's
University goes with the ‘tag name’ “Your Univessibf Choice”. This tag name is
evident in all marketing materials and it's alsedisn the television adverts. This creates
remembrance in the customers mind, and while sgekin studies the University of
Choice will come in mind. The researcher will dease study of St. Paul's University,

which in a Christian university and see how it eatless branding in attracting customers.

Branding is about creating perception (Rier&Rie898). Perception is reality,
therefore whatever people are thinking and saybwutiyour brand, is your brand. The
challenge then is to motivate a significant majoof the audience being targeted to
perceive a brand in a positive and desired manrestefore the purpose of this study is

to find out whether branding attracts customeigstitutions of higher learning.
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1.4 Objectives

1. To investigate the role of branding in the univigrsector in Kenya.
2. To find out what prospective students are intetegtewhen choosing institutions of
higher learning.

3. To assess whether branding provides financial msttor universities.

1.5 Research Questions

1. What is the role of branding in the university sech Kenya?
2. What are prospective students interested in whe&osthg an institution of higher
learning?

3. Does branding provide financial returns for univezs?

1.6 Justification and Significance of the Study

The results of this study will be recommended taPaul’s University and will be
used to give guidelines on the importance of bragndand how it can be used to increase

the number of customers.
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CHAPTER TWO

LITERATURE REVIEW

This chapter will make a review of literature byet scholars that has been done
on branding, discuss the research objectives aud@bk at theories that support

branding in relation to this study.

2.1 Branding

Branding institutions of higher learning (IHL) piides the community and most
importantly, the prospective students an easiertwaglentify and distinguish them from
other schools. In order for an IHL’s to attract gpective students it is essential that they
stand out against the competition. This is achie@dugh branding; a process which

highlights the institutions distinguishing featu(&ennett & Ali-Choudhury, 2009).

Branding is a management concept that has gaingaady in higher education
institutions over the last few years. In the fadenareased national and international
competition, universities and colleges in all patshe world have begun a search of
unique definition of what they are in order to difintiate themselves and attract students
and academic staff (Chapleo, 2004; Hemsley-Brow@dnawardana, 2007). Concepts
of branding, corporate communication, identity argputation have emerged in
academia, making higher education organizationera@rare of the link between what
they “stand for” in terms of values and charactmssand how they are perceived.
Competition has also resulted to employment ofdseth marketing practices in higher

education institutions. University managers arerdasingly focused on marketing
12



techniques such as targeting and communicating theéghmarket segments (Rindfleish,

2003).

Wolport (1999) described the importance of brandasgreducing the level of
effort a consumer must put in assuring a speciésirdd level of quality, reducing the
perceived risk of making a costly mistake and patong a certain psychological reward
to the customer such as prestige or status. Whdeching for schools, students draw to
those where they want to become a member of thencomty and alumni base that is
affiliated with the institution. People look fordlphysical elements such as location or
school colors, and or prestige of the institutibar example, the Harvard brand has long
communicated preeminence in higher education. Thaadohas a staying power and
impact that is inarguable (Moore, 2004). Across ti@e Harvard is known for its
academic excellence in higher education. The HdriBarsiness School for example is a
strong brand in education, however, it is stronganse customers know exactly what it
stands for and has a clear position in the conssmands (Chapleo, 2006). A branded
institution therefore can decrease the time a asge student may spend in researching

the school they want to attend.

A company can license its own name, or corporaie,lor the mane of one of its
brands in an effort to capitalize on their repatatio an intended audience (Revoyr,
1995). Likewise many college institutions such Baul's University, University of
Nairobi and Harvard University have branded thelentity through the use of
trademarks: “any word, name, symbol or device (@nisination thereof) that identifies
and distinguishes the source of the goods of omy fleom those of another” (United

States Patent & Trademark Office, 2004).
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Due to increased competition in the IHE's, brandimgs become relevant in
promoting an institution’s reputation and also ehgrating additional revenue for the
institution through the sale of trademarked godde trademarked goods could be items
like branded pens, umbrella, t-shirts and mugs wWlhth university’s logo. St. Paul's
University Marketing department for example, udes trademarked goods when doing
marketing activities. For a college or universttyge name and all the symbolism attached
to it, either through longevity, reputation, qualitr some other factor, represent the
brand (Rosenthal, 2003). Branding in higher edooatan be used in the following

ways; packaging, advertising, corporate coloursurigic relations.

Packaging for example is applicable through the afsbrochures. Choosing a
university entails a lot of information gatheringdainformation processing (Hossler,
Schmit & Vesper, 1999). Most universities use broes to communicate with
prospective students before they are admitted. wiwels, images and symbols in the
brochures constitute the basis on which instititionoose to begin forming relationship
with their students. For example, a picture of alisg student is an image found in
almost all brochures. The meaning that can benedefrom it is that universities are fun
or good to be in. Most brochures are usually falloar, glossy with flashy pictures
representing college life. They also have finanei@ option for example St. Paul’s
University brochures are indicated that fee is raffble and scholarships are available.
They have pictures of well-manicured grounds thadents may enjoy while having their
group discussions. Some brochures come in formowklets and other in leaflets.
Booklets brochures are well detailed while-elsdlé¢drochures are brief and may not

give the prospective student satisfactory infororati
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Public relations is a planned and sustained managefanctions that evaluate
public attitudes, identifies the policies and piahages of an institution with the public
interest, and executes a program of action to pabfic understanding and acceptance
(Malan et al, 1991). Universities have both intéaral external publics. Internal publics
(employees and students) can be good ambassadanstitiitions of higher learning.
They represent the brand to the external publie@afly the prospective students and
recommend the institution to them. In most unitersj a public relations office is
engaged in monitoring the institutions public imageedia relations and advises the
management on areas of image strength and weakn@dsey also prepare adverts for
television, radio and newspapers especially on s&lons. The PR department also
prepares for events that foster corporate socsgamsibility for example cleaning the
surrounding community; they prepare for univerghibitions, and sponsor sporting
activities. These activities are done to show gathdmd build trust by presenting the

university in a positive way to the surrounding coumity.

Advertising is a favourable promotion of goods aedvices to the public with the
intension to draw the attention of people and iasesthe amount of sales for these goods
and services (Petley, 2003). Advertising servea &l for competition, companies use
creative and appealing advertisements to patrahie brands against their competition
and universities have not been left behind. Adveds be done through print and
broadcast media. Technological advancements hagheduinstitutions to do vital
marketing through social networking sites like MyaSe, Twitter and Facebook
(Kashorda, 2002). Advertising is an activity thatiormally paid for in the media used.

Universities use advertising to market activitidse ladmissions or intakes by buying
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airtime in radio or television and buying a pagenmre in the daily newspapers. For
example, during graduation ceremonies, most uniiessn Kenya buy airtime on local
television to air the ceremony. This airtime helih& universities increase brand

knowledge within the audience watching.

Corporate colours are used by organizations tandisish themselves from other
organizations in the same line of goods and sesvitése of corporate colours by
universities is very predominant in the univerdityildings; promotional materials for
example mugs, umbrellas diaries, note books anéndal; universities vehicles;
billboards, marketing tents and brochures. In Stul'B University for example, all
building are painted the corporate colours creach @aroon, the university has three
buses and two vans which are branded with the cat@acolours, all promotional
material have the colours and university logo erdieddn them. Advertisements done on

newspaper and aired on television have the cotoors

2.1.1 Brand Identity / Brand Knowledge

Selecting a university to attend is a complex camsudecision, and looking at
the brand simplifies the selection process. Thosausities have increasingly recognized
the importance of developing a brand identity foe university. According to Lawlar
(1998) brand identity is “the essence of how yowhdike alumni, prospective students,
legislators and the public to perceive your insiini’. The basic purpose of brand
identity is; to make it easier for consumers tanidg and remember a particular product
and to strengthen the association of a product with or more attributes of quality
(Wolpert, 1999).
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For example, a black T-shirt with a brand nametas more than just clothing. A
person wearing a black T-shirt without any brancheas simply wearing that. But when
to T-shirt has a brand name, the wearer gets rbéind perception about him changes. In
addition, a T-shirt with the brand name Gucci okéNon it makes the wearer feel special

in same way, even if others may not see it that (Bayprak, 2010).

Brand identity as a unique set of brand associationplies a promise to
customers and includes a core and extended idevitigh marketers are aiming to create
and obtain (Gylline&Lindherg, 2006). Brand identitan be influenced by different
identity notions (Balmer & Thompson, 2009) identigpresents the firm’s reality while
image represents the consumer. Aaker states tlaatd bidentity “provides direction,
purpose and meaning for a brand”, which includes@melity traits the brand should
project (ibid). According to Ghodeswar (2008) thartd image implies a promise to the
customer. Ghodeswar further states that a stroagdbidentity that is well understood
and experienced by the customer helps to developumy which in turn results in
differentiating the brand from competition. To bieetive a brand identity needs to
resonate with customers, differentiate the braathfcompetitors, and represent what the

organization can and will do over time (Aaker & doiansthaler, 2000).

2.1.2 Brand Identity Model

Bjerre et al. (2009) created a model on how to aeti brand identity. This
model consists of external and internal elemerasdalhcompany need to identify to solve

the important question: who we are? According terij et al. (2009) brand identity
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consists of four components. The internal companané organizational identity and

corporate identity while the external componenésiarage and reputation.

2.1.2.1 Internal Components

Corporate identity can be divided into visual andhtegic perspective of the
brand and brand identity. The visual perspectivi$es on how the company expresses
itself visually, and how it should express its imva&ommitment of the organization
through signs and symbols. It focuses on the Idige,name, color, sound, touch and
smell. These attributes reflect the brand idenfitye strategic perspective focuses on the
central idea of organization that is the missiod gision statements. It tries to link the
corporate strategy to the brand identity, how tbeocrate strategy can be expressed and

be reflected in the company’s image and reputation.

Corporate identity boosts brand identity in two wafirst it implements the
strategic direction of an organization (vision anidsion statement) and second, it tries to
convey the brand identity visually in form of logaad signs (Bjerre et al., 2009). In
2007, for example, after St. Paul’'s University whartered and a lot of rebranding was
done. The most remarkable was the change of name $t. Paul’'s United Theological
College to St. Paul’'s University. The name becamehrshorter and easier to remember.
People stopped associating the university much thidlological courses but were more

open to learn of other degree courses being offigpetd date.

Organizational identity refers to the cultural abeéhavioral aspects of an
organization, how the members of an organizati@mtifly who they are and what they

stand for. It's the employee’s capability to detivehat is promised of the brand that will
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affect brand image and reputation. The brand coale® through the interaction

between the employees and the customers. Schifienfa001) maintains that the brand
message will lose its credibility if it is not supped by the employees within the
organization. As important internal promise delerer employees within the

organization must align their performance with theéernal brand promise (Schultz &
Schultz 2000) in order to maximize the strengththeff brand (Arruda, 2002). Internal
branding is essential in the service industry egfigdn universities. If employees are
not able to understand and take ownership in tlendrthen consumer loyalty is
challenged by service quality which is more valeadnhd difficult to control than product

quality (Schultz, 2002).

In an institution where employees are demotivated anhappy with the
employee, productivity is likely to be very low,etiefore the services given to the
customers will not be at per with the brand. Invensities for example, while recruiting
students the marketing team works closely withcitstomers. This been the case, they
need to represent the brand as it is, so as toeocoence their clients. In St. Paul's
University, after a staff is recruited to work imetinstitution, he or she is expected to
conduct him/herself in an ethical manner that regmés Christian principles. By
conducting themselves this way, they encourageestsdand other customers to follow

by examples and this enhances the university'statipn.

2.1.2.2 External Components

Corporate image is not the image that the compahgues it to be, but rather it's
the image the audience have in their minds. Cotpomaage refers to all signals,
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informal and formal, that the company sends outistaudience. Therefore, it's necessary
for a company to regularly check the corporate ntwrecognize how the customers

and stakeholders perceive the brand identity (Bjetral., 2009).

Reputation is different from image. Reputation @vha company has behaved
and acted over time and it's therefore more lomgiteéCorporate reputation is often used
externally to measure the customers’ evaluationthef brand identity. Enhancing
reputation through communication is most effectieen it comes from an independent
third party. This is why companies invest in pubktations (PR) and good relationship

with the media (Bjerre et al., 2009).

Brand Identity Model

Internal Elements

External Elements

Figure 1: Brand Identity Model

Source: (Bjerre, Heding&Knudtzen, 2009)
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According to Servier (1994), university studentshgrally give four reasons for
their school choice, which are; image or reputatiocation, cost and the availability of a
particular major. When asked to choose among the factors, students invariably
choose image. Berger and Wallingford (1996) apptresl hierarchy of communication
goals, to the field of higher education to investégthe university selection process
undertaken by prospective students. They conclildad“reputation” and “academics”
were the two most important factors while selectingchool followed by “cost” and

“location”.

2.2 Brand Awareness

Brand awareness is a position of the brand in tleenany of a consumer in
comparison with its competitors. Brand awarenederaenes whether a consumer will
purchase or not purchase a particular product imicge Being able to make a positive
association on the minds of a target group and mgatkie brand to come first to the mind
of the consumer during the time of need is thellef@wareness which organization or
companies wish to achieve. Consumers’ brand awssdegels vary between the lowest
level of being unknown brand and the highest lefddeing the first brand that comes to
mind within the product or service category. Inerdo have brand awareness as a
strength of a brand existence on the mind of a woes, brand recognition and

remembrance is needed.

A brand which acquires the level of recognitiod aemembrance will possess
the first choice of the consumer purchases andhale a huge competitive advantage
among other competitors. Recognition of the braamdle achieved by creating consumer
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awareness in the minds of the customers. Brandeseas is the sum of good or bad
information about a particular brand that a persams (ValkenburgueBuijen, 2005).
According to Aaker (1991) brand awareness is tistotners’ ability to identify the brand
under different conditions. For marketers to crdatend awareness they have to give
their product an identity. There are two types i@ awareness; brand recognition and

brand recall.

2.2.1 Brand Recoghnition

Aaker (1991) explains that brand recognition is thistomers’ ability to verify
prior contact to the brand when given the brand esminder. Their ability to recognize
it as one they have been exposed to before. Custiaimeonsciously choose brands that
they earlier have been in contact with rather t@mpletely new ones. Brand recognition
results into positive feelings, for example whemading between a familiar and
unfamiliar brand. This could be because peopleatdalieve that a company would not
spend a lot of money on a product that is not addgquality. Consumers take the
recognition as a sign that the brand is good (Aaké&®6). For example St. Paul's
University has been branded as a Christian uniyeesid those wishing to attend an
institution of higher learning and only confine tigelves to a Christian one for the

morals then this particular institution would beaarg the listed one for consideration.

2.2.2 Brand Recall

Brand recall is the customer’s ability to recalbametrieve the product when the
customer thinks of the product category (Keller92)© What marketers try to achieve is

22



that their brand is ‘top of mind’ or dominant (Aak&996). A brand that is easily recalled

has deeper brand awareness than a brand thatambecrecognized (Keller, 1997).

According to Keller (1997) it is important that tleastomer is considering your
product when making a purchase where the need edulfilled by you brand. Usually
customers have a few brands in mind when makingirahpse. The customers has
different considerations set of brands, and if éher higher level of awareness of a
particular brand then there is higher consideratwdnthat brand even though the
consumers has no association with that brand. Tdrereonnecting your brand to a

positive association is a way of enhancing brandraness.

Brand recall and brand recognition can be reachedrborganization which is
consistently involved in advertising its productsdaservices. Advertising helps a
consumer know that a certain product or servicstexand they are able to choose one
over its competitors. Therefore it's an organizagiauty to ensure that when a consumer

is choosing a certain brand, its product comestimtanind of the consumer

2.3 Branding and Revenue Generation

If the identity of an institution is not recognizezhrollment of students is likely
to be low, this can create a negative or challapgiffiect on the incoming revenue. In
many countries worldwide, universities get reveritem students’ tuition fee, thus
making them customers of the university. The fad pahigher education can vary from
very high to very low, for example in Kenya, prigatniversities tend to be expensive

compared to public universities.
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In public universities in Kenya, there are two type students; students admitted
through Joint Admission Board (JAB) and parallepavate students. Even though these
students are in the same institution, the fee gagyis totally different. Students that join
through JAB are advantaged as their fee is mowdeble and they receive government
funding through Higher Education Loans Board (HELB)e parallel students and those
in private universities know the cost of educatamit is very high. School fees as seen
among private institutions brings about competiti®ince there are many private
universities competing for customers, universitynagement boards have come up with
ideas on how to survive the competitive marketsis it done through ensuring that
school fee is at a standard level with other ingtihs or either slightly low or high above
the standard level. For universities whose feelightty high, they have deviated the
attention to their stronghold, “what people knowerthfor” — reputation). For example
DayStar University is well known for its BacheldrArts in Communication and Masters
in Communication degree, the fee for these two famog is very high compared to other
universities that offer the same degree. As thevarsity does its advertisements, it
showcases prominent television and radio anchods canporate personnel that have
studied there. This being the case, then a lottodents enroll into the institution
regardless of the fee payments. Therefore we sgethth money the institution spends on

advertising is returned through increased studemtsliment (Author, 2015).

Higher institutions of higher learning generatearaye from different areas which
include the following: “students and their familiethe federal government, state
governments, local government, local governmentect donors, past donors (through

endowment funds) and consumers from multiple cdstépatents, sporting events and
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numerous other activities)” (Cheslock, 2006). Idesrfor higher learning institutions to
maintain incoming revenue, it’s important to entibe community to attend a particular
school. This can be accomplished by the developraedt sustainability of a strong
brand. Incorporating strong brand awareness ista &spect in communicating what
organization have to offer in a manner that peresaadividuals to want to attend and be
a part of. Branding essentially drives the salessarvices of an organization (Cheslock,

2006).

2.4 Factors that Influence Student’s Choice of Unirsity

A person’s preferred tertiary course representsnaptex portion or aggregate of
his or her personal field of study interest, thecpered characteristics of the relevant
course in the intended university, and also thditige of that institution (James et al.,
1991). Choosing an institution or a course is dif, made more so by the amount of
available information (Briggs, 2006) and the fdwatteducation providers sell services
which cannot be tested or sampled before purchask vehich students may be
committed to for several years, thus has an elewfemigh risk to customers (Moogan et

al., 1999).

When purchasing services, alternatives are oftatuated without the benefit of
any direct experience of the “product” (Moogan let 8999). It's therefore assumed that
consumers gather as much information as they caatdbe product and supplier before
purchasing, and this also applies to a prospe&tgcation purchaser. When students
make poor choices, this adds to the need to attmac¢ students, therefore its rewarding
to ensure that there is ‘a “quality fit” betweendsnts and institution or course’ (Briggs,
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2006). For students, the greatest motivator to simgoan institution of higher learning is
the availability of a particular course of studyigfha student is interested in or wishes to
pursue in readiness for a particular employmentaue. Other factors are institutional

and course reputation, ease of access, both pHysca in terms of entry scores.

According to Soutar& Turner (2002) a number ofibtites attract students to a
particular institution such as attractiveness @& tdampus, recommendation of family,
closeness of home, campus atmosphere and acadgmui@tion, students appear to be
more prepared to accept almost any level of therdattiributes, as long as they enroll in
their preferred course. Prospective students leah research on courses offered by
different universities through print and online ngedJniversities websites and brochures
play an important role in informing students. Cgdeand university websites are a
primary means by which prospective students leoutinstitutions of higher learning

and are essential to these organizations markptangices (Carnevale, 2005).

The text and messages that appear on university gibvide many prospective
students with the first and only institutional impsions. Prospective students use
websites to differentiate among the crowded unityersarket place, websites vary from
one university to another and they communicateitgskhat are distinctive and mission-
specific (Anctil, 2008; Hossler, 1999; Poock&LeforzD01). As prospective students
choose universities or course to pursue, it's irtgydr for universities to do market

differentiation.
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2.4.1 Market Differentiation

Market differentiation is simply standing out inceowd — making your product
stand apart from others in a meaningful way. Tha gbmarket differentiation is not just
to look different but to look appealing so thateasumer is more likely to take action on
your product instead of others that are equallyilavi@. Successful market
differentiation requires articulating your product differentiating qualities or
characteristics when compared with those of youngetition (Johnson and Salle, 1994;

Jugenheimer, 1995; Kotler 1999; Martin, 1989).

Market differentiation requires persuasion. Thelgedo persuade the audience
that you have a product that is both different hatter that your competitor’s similarly
designed and marketed product. Persuasion is almalgrstanding how people process
information as part of their cognitive and how tasere your message is part of the
choice set. Market differentiation works when a sae® is clearly articulated, carefully
and purposefully delivered, and when the pointdistinction are made clear to the
audience between two similar products. Even thougarket differentiation is
challenging in IHL admissions professionals have #fility to define for prospective
students the slight difference between their in8tih and those with which they are
compared with (Johnson & Salle, 1994). They do thyshighlighting the class size,
housing advantages, social life distinctions orliuaf faculty. But then the challenge
come when all universities are highlighting the samng, then they suddenly become
similar to prospects. The solution to breaking #imilarities is highlighting and
advertising the minor differences that do exist dmg probably not obvious to the target

market audiences.
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For example, St. Paul's University (SPU) does offerk study programmes to
assist the needy students and scholarships foerstsigpursing programmes likes Masters
in Islamic Muslim and Christian Relations. Collega®sd universities are not like most
companies that make and sell products or servideschallenge for IHLs administrators
is to identify how their institutions should be fdifentiating itself and to communicate
those key differences to all members of the cangpusmunity. Market differentiation in
higher education occurs in three general areasetietle an institution to make tangible
the numerous intangible characteristics of an eiluta experience and provide research
for myriad disciplines which are; perceived acadenuality, perceived social life and
campus amenities and a successful and visibletiatigeogram. The goal of marketing
higher education is not to highlight everything doabout the institution. It's about

making the intangible both tangible and desirable.

2.5 Theoretical Framework

The theoretical framework will look into two theesi that support branding; the

consumer based brand equity (CBBE) theory and Gegri*sychology theory.

2.5.1 Consumer Based Brand Equity (CBBE) Theory

Brand equity is identified as consumer’s percegioh branded and unbranded
products or services, and these varying perceptbisand can influence the long-term
relationship between customers and the brand (Yaw&bu, 2001). Powerful brand
strategy and marketing leads to consumer-basedl leguoity (CBBE) which yields a

different effect on consumer’s perceptions of thrankd (Keller, 1993). The CBBE
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perspective suggests that consumer’s brand knowlesdgot just the facts about a brand;
brand knowledge includes all of the thoughts, ifes, perceptions, images and
experiences about a brand that become linked tobthed in the consumer’s mind

(Keller, 2009).

CBBE occurs when the consumer has a high levelafreness and familiarity
with the brand and holds some strong, favorable anidue brand associations in
memory (Keller, 2008). Brand building is an on-gpiprocess. This process starts when
consumers first identify a brand and associatdth & particular need; after exposure to
marketing content, the association continues tgthet where consumers have an active
(product or service-purchasing) relationship whb brand (Keller, 2009). Aaker (1991)
proposed five dimensions of brand equity; brandaltyy brand awareness, perceived
quality of brand, brand associations and other netgry brand assets. Brand loyalty
refers to customer’'s willingness to buy or use llobeand as a primary choice
(Yoo&Donthu, 2001). Brand awareness addresses hmtomers recognize and recall
are used to measure brand awareness. Perceiveitly gsallefined as the customer’s
judgment of the quality or superiority of the brarttis construct depends on the
consumer’s subjective evaluation of product or isenquality (Aaker, 1991). Brand
associations is anything in a customer’s memoryithbnked with a brand, brand image
is one of the brand associations that help stremgthe relationship between customers
and brand (Aaker& Keller, 1990). Other brand assettude logos, trademarks, and
channel distribution (Aaker, 1999). These brandsetss also have an influence on

customer’s use or choice of a specific brand.
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CBBE theory is a tool that provides users with cign in building a brand. It is
built on the premise that the power of a brandaseld on what customers experienced,
heard and learnt about a brand over time (KelleD)NKeller believed that people make
a decision to use a brand depending on the repatatssociated with that brand or
company or organization. If a brand is a populadpct or service, CBBE is presented in

a positive light.

CBBE is presented in a pyramid model containingr fsteps which include;
creating the identity of the brand, having an ustierding about the brand, creating
consumer response and creating a strong relatipnsatween the brand and the
customer. Keller (1993) explained that customeebtalrand equity occurs when the
consumer is familiar with the brand and holds sdaveurable, strong and unique brand
associations in memory. According to Keller, the twcentives of customer-based brand

equity are financial and marketing productivity.

The financial aspect deals with the value of thantdr whereas marketing
productivity focuses on the efficiency of the protdar company. In regard to this study,
the financial aspect focuses on the benefits afdirey to the organization (the revenue
acquired). When branding is well done, the numlbatwlents enroliment increases. This
brings back revenue to the institution through ssbool fees paid by students. With
increase in the number of students, the univeisityeases in infrastructure, number of
programmes offered, increases of campuses in elfferegion where there is a target

market and also in employments of new staff. Thisds grown into the institution.

The marketing perspective deals with the issueoohpetition. By conducting

branding, St. Paul's University is able to compeith other public universities. The
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prospective students are able to distinguish mfogher institutions and therefore making

a cognitive decision in choosing the right instdnt

2.5.2 Cognitive Psychology Theory

In addition to CBBE theory, Herr (2001) believedoitive psychology is at core
of brand management strategy. Cognitive — psyclyotbgory addresses the areas of
human memory, and processes by which informatiorinisrnalized and used by
individuals to make sense of their surrounding (H2001). This information whether
good or bad is stored in their memory in a fornt tten be retrieved, manipulated and
otherwise used and that is organized in meaninggitterns (Herr, 2001). For example,
when individuals think about SPU they associatasitbeing the best in theological
courses; if its Kenyatta University, they associateith good education programmes.
There is a clear relationship between the organizand the image that surfaces at the
thought of the company. If people are able to Bpkcific attributes to a brand, based on

cognitive psychology theory, they are ultimatelyeato differentiate it from others.

Cognitive psychology theory’s relevancy to thisdstus to identify how best SPU
can do its branding in attracting prospective stisle If SPU does its branding in a bad
way or gets into a crisis which goes into the pubiomain then the public will change
their perspectives from viewing it as a Christiastitution and looking at it from the
portrayed image. Therefore the way an instituticanids determines how best or worst its
perceived and the assumptions that people make @bbucontrast to CBBE, cognitive
psychology theory addresses the area of human nyeaiong with the methods by
which information is stored. The use of these thaoties assists the prospective student
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to develop brand identity and helps the univerkitpw how to do its branding well in

order to attract more customers.
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CHAPTER THREE

METHODOLOGY

This chapter explains the research design of ti#ystt also discusses the target
population to be investigated, the methods of dali@ction and data analysis that are

used in the study.

3.1 Research Design

A research design is a detailed plan or methodbtaining data scientifically.
Mugenda (2008) cites that there are three resigsigde which are descriptive,
correlational or analytical and experimental. Theearcher used descriptive case study
research design for this study. Yin (1994) definesase study as an empirical inquiry
that investigates a contemporary phenomenon withireal life context especially when

the boundaries between phenomenon and contexbaobearly evident.

A descriptive case study is ideal for this studgeaese it determines and reports
the way things are. It is restricted to fact figliand may result to the formulation of

important principles (Mugenda&Mugenda, 2003).

3.2 Research Population

According to Mugenda (2008) population refers t® éimtire group of individuals,
objects, items, cases, articles or things with commattributes or characteristics. Since

the researcher cannot study the whole populatiengrhshe needs a target population;
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which comprises of all individuals, objects or tjsnthat the researcher can reasonably

generalize his or her findings to.

This research targeted students who joined St.’$dulversity within academic
year 2014/2015. Three intakes were put into congioka; September 2014 intake,
January 2015 intake and May 2015 intake. A sam@s wbtained from these three
intakes since the whole population could not bedugdso, key informants for example
the Public Relations and Marketing Officer was iivitewed to get information on St.
Paul's University involvement in branding. Anothay informant was a consultant in

the field of marketing to discuss issues of bragaispecially in the university sector.

3:3 Sampling and Sampling Techniques

A sample is a finite part of a statistical popwativhere properties are studied to
gain information about a whole (Webster, 1985). flarg therefore, is the method of

selecting a sample from the entire population.

The respondents for this study were picked usingpk random sampling. St.
Paul's University, Nairobi Campus admits 700-80@dsnts per intake in one academic
year. One academic year has three intakes. 10%eomtnimum range per intake was
used thus resulting to 210 respondents. The rdsmratargeted students in lecturer
theatres before classes began or immediately eteses, before the students dispersed.
In a class of 20-50 students, the researcher gaw@ers to the students for example
number 1 to 5 and every"5person was appointed to fill in the questionnaifhis
process wasrepeated in different classes withrdiftelevels of study which included

certificate, diploma, degree and masters’ level.rBgching out to different levels, the
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researcher got diverse responses which were goodhéo study. Therefore, simple
random sampling was suitable for this study bec#us@opulation was well defined and

a good representation of the entire population (&hakz, 2008).

3.4 Data Collection Methods

Data was collected using questionnaires, interviamg Focus Group Discussion
(FGD). Questionnaires were used to collect datanfstudents enrolled in St. Paul’s
University for the three intakes. A questionnaisea set of questions for gathering
information from individuals. They can be administé through mail, telephone, use of
face to face interviews, as handouts or electrdgicQuestionnaireswere used in this
study because they were more objective and theomess were gathered in a
standardized way. They are also quick in adminirggeand collecting data from a large
group of people within a short period. For thisdgtuthe researcher administered the
guestionnaires manually through lecture classels thieé assist of lecturers teaching the

first year students.

Interviews were used while interviewing the PubRelations and Marketing
Officer (PRMOQO) of St Paul's University who is inwa@d directly with branding the
university. An interview was also conducted witiMarketing Consultant to get more
insight on branding. The researcher also did twouBdGroup Discussions with thé' 1
year students. The FGDs were important for thidyshecause they helped the researcher
obtain detailed information from the respondentsywk their perceptions and opinions

concerning SPU branding.
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3.5 Validity and Reliability

According to DeVellis, (1991) reliability is the ggortion or variance attributable
to the true measurement of a variable and estintlaéesonsistency of such measurement
over time. Mugenda (2008) interprets this as a oreasf the degree to which a research
instrument would yield the same results or daterattpeated trials, validity on the other
hand estimates how accurately the data obtainéukistudy represents a given variable
or construct in the study. To determine the validind reliability of this study, a pilot

study was conducted before the actual data cadlecti

3.6 Data Analysis and Presentation

Data collected through use of questionnaires wal/aed using Statistical
Package for Social Sciences (SPSS). Data colléaiedinterviews and Focus Group

Discussionswas analyzed through descriptive nagatnalysis.

3.7 Ethical Consideration

The researcher conducted all stages of the reseaeshethical manner. The data
collected from the participant was kept private aodfidential and was only be used for
the purpose of the study. The researcher was dlsicak in data collection and
presentation and wasnot biased in supporting aifspeariable. The researcher also

obtained a letter from the University allowing hercollect data.
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CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION

4.0 Introduction

This chapter encompasses the data analysis angretigion of the findings in
relation to the research objectives. The resealjbctives were to assess the role of
branding in the university sector, to find out wipadspective students are interested in
when choosing institutions of higher learning andassess whether branding provides

returns for universities.

4.1 General Information

A sample of 210 students was selected for the s&@Bp were female while 37%
were male. 57.5% of the respondents were predoniynbetween 18 to 30 years. The
education levels varied from certificate to mastbtg the highest attained level of
education was degree level with 66.2%. Unemployad wncommon with 3.7% while
19.7% of the respondents were self-employed. Tableelow represents the general

information in details.
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Table 1: Demographic characteristics of the respulemts

DEMOGRAPHICS FREQUENCY PERCENTAGE
(N=219)

Gender

Male 81 37.0

Female 138 63.0

Age

18-30 126 57.5

30-40 85 38.8

40-50 6 2.7

50 years and above 2 9

Education level

Certificate 13 5.9
Diploma 52 23.7
Degree 145 66.2
Masters 9 4.1

Social status

Unemployed 67 30.7
Employed 77 35.3
Self employed 43 19.7
Others 31 14.2
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4.2 The Role of Branding in the University Sector

81 % of the respondents indicated that universitiee branding to attract

prospective students. The results are shown ifighee below:

Does branding attract students?

90.0

Yes, 81.4

80.0 -

70.0 -

60.0 -

50.0 -

40.0 ~

30.0 -

No, 18.6
200 —
10.0 | -
0.0 - :

Yes No

Figure 2: Does branding attract students

The Public Relations and Marketing Officer saidttBRU branding is significant
in its corporate colours which are cream and mardbte use of these colours is seen in
the university painting of its building in all canges, used in billboards and banners,
marketing tents and university vehicles. The cobesalso used in promotional materials
like mugs, t-shirts, umbrellas, pens, wall clockash disks, brochures, business cards,

notebooks and diaries.
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The promotional materials are produced annualbiugust when the university
starts a new academic year. T-shirts, brochuress, giash disks and business cards are
given to prospective students while mugs, umbrellas! clocks, note books and diaries
are given to both continuing students and universiff. The promotional materials are
also sold. For example a total of two thousand miaga are produced annually and each

copy is sold at Kshs. 200.

From the marketing consultant, brand managememtentral factor in economic
success and offers several advantages for compamersities included. Companies
therefore, have to connect the brand with the caoyipa overall strategy and
organization. This is also true for institutions togher learning. This is supported by
Moore (2004) who states that across the globeHtrgard brand has long communicated
pre-eminence in higher educatidn.the brand has a staying power and impact that are
inarguable” (Moore, p.58). Harvard has penetratedbiand for people across the world
to recognize its academic excellence in higher atoe. Chapleo (2006) further
explained, that Harvard Business School is “an gtarof a strong brand in education,
however, arguing that it is strong because custsrk@ow exactly what it stands for and
has a clear position in consumer’s minds” (p.26prAnded institution can decrease the

time a prospective student may spend in researchagchool they want to attend.

The role of branding in the university sector isimiportance as Herr (2001)
explained, “in today’s higher education landscagslege and university leaders may
well consider principles of brand management tai@ssheir positions vis-a-vis their
competitors” (p.23). This is also evident througie tvidespread use of trademarks to

market and promote an institution to the public.d#o(2004) stated “differentiating an
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institution depends on recognizing the core attabuof the category in which you
operate, plus what makes you different from othersthe category” (p.59) and,

“differentiation is the key to an institution’s @amg out its own niche in the marketplace”
(p.60).

For a college or university, the name and all ymalslism attached to it, either
through longevity, reputation, quality, or some esthfactor, represents its brand.
Branding “makes the consumer’s choice process ribeetive” and this alone could be
argued to offer a rationale for brandings’ applitBbto higher education. This is
supported by (Doyle, 1989, as cited in Gathungu&ikar2010, p.7) who states that
“...ideally consumers choose to have a relationshih & brand if they trust it will

deliver specific promises”.

4.2: What interests’ prospective students when chetng institutions of higher

learning

Television and radio emerged as the most commomuavehrough which
prospective students get to know about St. Paulivéysity. Marketing activities stood
as the least used avenue in reaching out to prowgpestudents with 21.1%. The chart

below presents the sources of information and stesngth.
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Source of Information

[VALUE]%

[VALUE]%
0,
(VALUEI% [VALUE]%

Television and Radio  Marketing activities Social Media Correspondence

Figure 3: Sources of Information about SPU

In a study done by the Public Relation and Markgtiepartment in January 2015
after the intake on how prospective students leabdut St. Paul's University. The
department found out that correspondents and mpliged a major role with a
percentage of 37.87% and 38.67 % respectively-i@eifftification and the social media

followed suit.
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Table 2: How prospective students learnt aboutFul’s University

SOURCE NO. OF PEOPLE PERCENTAGE %
Correspondence 1140 37.87
Media 1164 38.67
Billboards and signpost 64 2.13
Church 80 2.65
Internet — Social Media 225 7.48
Affiliate Colleges 24 0.80
Marketing Tents 56 1.86
Self-identification 257 8.54
3010 100%

The results of this study agree with a researcle dgnthe PRMO’s office which
also showed that the media is highest source ofrimdtion prospective students use to
know about SPU. In an academic year the SPU PR Mawketing Department is
allocated a budget of Kshs 23 million. Out of tkghs 12 million is spent for advertising
on radio, television and newspapers. The remaidibgmillion is distributed in the

following areas: promotional materials for exampleducing the annual magazine,
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diaries and booklets, brochures, mugs, umbrelladendars, and t-shirts; direct

marketing; producing and putting up billboards.

Even though the PR and Marketing department plachketrtising as their best
medium of communication, the Focus Group Discussgapondents insisted that even
though the advertising was done it lacked conststemhey could not remember when
they last saw an advert on television or heardramgton radio as compared to other
private universities advertising. The respondenifisrmed the researcher that people still
associated SPU with theological courses only; thezehe PRMO’s office should target
advertising particular courses in different intak€sn the same, the FGD insisted that
SPU in not well involved in Corporate Social Resqbility (CSR) and sponsorships
which are good avenues for marketing the universi$R is important because it

promotes goodwill with the surrounding community.

Attraction to St. Paul's University
34.70%
31.50%
14.20% 14.20%
Physical Appearance Reputation Affordability Proximity to Place of Work

Figure 4. Attraction to St. Paul’s University
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Further, reputation (34.7%) and affordability (Fb)5stood as the two most
common reasons that attracted respondents to @ts Riiversity. The findings of this
study confirm with Berger and Wallingford 1996 sgutb investigate the university
selection process undertaken by prospective stsidefeir study concluded the
reputation and academics were the two most impbféaors that prospective students

considered when selecting a school.

The unique attributes an institution presents te tutside community can
ultimately have an influence on how one feels alibetinstitution. Students may not
remember everything they learned at an institutibnt they will remember the
atmosphere and impression the school had on thbis.ig supported by Wagner (2004)
who expressed that, many educators have come teedheation of the importance of
having and maintaining a good school culture toigvioiting a school’s innovation
(p.11). This is a clear indication that instituttoshould look at their school identity as a
priority and be conscious of how persona/identitgfacter may affect the community

involved with the institution.

4.3 Description of Roles and Use of Branding

Among the respondents, there was a general sdtisfaby the level of
involvement of branding within the University as shof them (30%) reported the level
of involvement as satisfactory. Furthermore, 39%eegd to the supposition that branding
has made the University competitive while 13% gfipragreed that it made St. Paul's
University be at a competitive level with other wamsities. The responses that depicted

acceptance to the position that branding can makeeak a university also showed that
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most of the respondents (28.9%) agreed that brgroigars that role. The table below
presents the details regarding the roles and Udeswoding in detail. Inferential analysis
using chi-square tests further revealed that educétvel of the respondents correlates
with the perception that branding can make or braakniversity. The two variables
correlated at the Pearson correlation level of @5 0.003. More degree holders
(73%) perceived branding as a method that can tedthie making or breaking of a
university than those who had certificate, diplomacertificate level of education. The

comparison is provided in the chart below.
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Table 3: Roles of Branding

Level of Involvement

Extremely Dissatisfied 8.7
Dissatisfied 18.7
Neutral 26.0
Satisfied 30.6
Extremely Satisfied 16.0

Branding has Made St. Paul’'s Competitive

Strongly Disagree 7.3
Disagree 22.0
Neutral 18.3
Agree 39.0
Strongly Agree 13.3

Branding Can Make or Break a University

Strongly Disagree 8.7
Disagree 21.6
Neutral 19.7
Agree 28.9
Strongly Agree 21.1
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Branding Can Make or Break a University
90.00%
80.00%
70.00%
60.00%

50.00%
40.00%
30.00%
20.00%
10.00%
e B - m L=

Certificate Diploma Degree Masters

B Strongly Disagree M Disagree Neutral Agree  H Strongly Agree

Figure 5: Perceptions of Branding as a Tool That @dake or Break a University per

Education Level

4.5 Branding and Financial Returns

The study also involved an assessment of the ietarmniversity gets from
branding. On the variable regarding whether bragéiads to an increase of students, the
findings show that there were more (Agree — 33%grigly Agree — 47%) respondents
who agreed that branding led to an increase in eurobstudents as opposed to those
who didn’t (Strongly disagree — 5.9%, Disagree 4%). Although it generates a small
margin of income, there were more respondents whaated that branding assists in
generating revenue (Agree 27.5%, Strongly Agreé%3.than those who felt that
branding did not lead to the generation of reveikisagree — 15.6%, Strongly Disagree

16.5%). Table 3 below presents the results in full.
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Table 4: Branding and Revenue Generation

Increases Students

Number Percentage
Strongly Disagree 13 5.9
Disagree 14 6.4
Neutral 16 7.3
Agree 73 33.3
Strongly Agree 103 47.0
Helps Generate Revenue
Strongly Disagree 36 16.5
Disagree 34 15.6
Neutral 54 24.8
Agree 60 27.5
Strongly Agree 34 15.6
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Increases Students

30 | Agree, 27.5

| Neutral, 24.8 |
Di 16.5
ISagree, Disagree, 15. Strongly Agree, 15.6

T III

Strongly Disagree Disagree Neutral Agree Strongly Agree

25

20 +—  Sstrongly

Figure 6: Branding increases Students

Generates Revenue

30 [ Agree, 27.5 [
| Neutral, 24.8 |
25
20 +— Strongly
Disagree, 16.5 Disagree, 15.6 Strongly Agree, 15.6

15 +—— — e —
10 +— — e —

5 J — — [

0 .

Strongly Disagree Disagree Neutral Agree Strongly Agree

Figure 7: Branding Generates Revenue
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SPU generates revenue from branding through thalerent of students into the
institution. The revenue also helps the institutionmprove on its infrastructure. From
the PRMO, the marketing department is tasked tarenthat they admit 3000 and above
students for each academic year, inorder for theewsity to run on a surplus budget.
The university is able to get money through salpromotional/branded material such as
mugs, T-shirts, umbrellas and through the saldefUniversity Voice Magazine which
is produced annually. For example in the acadensiar 2014/2015, the university
produced 2000 copies of the Voice Magazine and eeah sold at Kshs 200. The
advertisers who have their adverts in our magaliirteg in an amount of Kshs500,000.
Of which Kshs400,000 is spent in production of th@gazine. Therefore, the university

gets an income of Kshs500,000 through the saleagfazines.

From the marketing consultant, personnel and theeldpment of higher
education institutions’ strategic plans are accabilet for the overall success of an
institution, including the development of succeksfiarketing strategies in order for the
school to be recognized by potential students drel dommunity. In the Gallup
Management Journal, Lockwood and Hadd (2008) degitte importance of students
feeling a sense of belonging to the known communmityich has an effect on a student’s
preference on whether to continue being associaitid the institution. For instance,
students who feel as if they are part of the in8tih they are attending might be further
inclined to remain and graduate from the school leecbme more involved with school

activities.
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Once students graduate, they may continue to bsvied and become donors as
alumni. A student feeling they belong at an insttu is the center point of the
interactions and the relationships they build amdspon to the greater community.
Consequently, students play a significant rolednveying an institutions brand promise.
If the identity of an institution is not recognizetie probability of a limited enrollment is
more likely, and can have a negative or challengifigct on the incoming revenue for
the university. Institutions of higher learning geste revenue from a number of areas,
including the following: “students and their faredi, the county government, central
governments, local governments, current donorst pasors (through endowment
funds), and consumers from multiple contexts (pgatesporting events, and numerous

other activities).

According to Cheslock (2006, p.31), branding esabytdrives the sales and
services of an organization. It is important fagtitutions of higher learning to emphasize
their matchless elements to the greater communitranding essentially holds
corporations and institutions, such as universitiesountable for the worth of the
product or service they offer. Branding is the mgfible feature an organization or
institution upholds and delivers. This is supporbgdMoogan (2010, p.574-575) who
postulated that, “marketers should make sure thet provide accurate information in
the first instance and that student expectatiores ret inflated as a consequence.
Providing relevant information sources so that stusl can make the best possible

decision for them is crucial”.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Introduction

This chapter presents a summary, conclusion arahm@endations of the study
findings as guided by the research objectives. ®bgctives of the study were to
investigate the role of branding in the universictor, to find out what prospective
students are interested in when choosing and utistit of higher learning and to assess

whether branding provides returns for universities.

5.2 Summary

The introduction chapter for this study providetbackground of the study and
formulated the research objectives and the reseproblem. The second chapter
literature review gave a discussion of the studydlations to the variables and the
theoretical framework. The methodology in chaptee¢ outlined the research design
and the sample population to be investigatedsti ptovided data collection and analysis
technique. The fourth chapter presented the outcahethe data analysis and
interpretation in relation to the research objextihe five chapter presented the

summary, conclusion and recommendations.

The first objective of the study was to investigéte role of branding in the
university sector in Kenya. The study establistreat branding is used by universities to

attract prospective students. The second objecatigs to find out what customers
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(prospective students) are interested in when ¢hgam institution of higher learning.
The study established that customers are inter@stezgputation and affordability of the
university as compared to image and proximity &cplof work. The third objective was
to assess whether branding provides returns forewsities. The study established that
universities are able to get financial returns tigto enrollment and sale of promotional

materials.

5.3 Conclusion

In conclusion, the purpose of this research waghtaw the relationship between
university branding and attraction of prospectigdsnts to these institutions. The first
objective of the study was to investigate the mfidranding in the university sector in
Kenya. The study concluded that branding is a pullations technique that
organizations use to differentiate themselves ftbencompetition and universities have
not been left behind. To avoid being displaced byilar institutions, universities
enhance their branding by consistently remindirgspective students of what they have
that their competition lacks. In Kenya this is sigant through the television adverts we
see with universities. The universities emphasizéheir achievements, unique courses,
duration to complete courses and their facilit@sexample libraries with well furnishes
books, laboratories for scientific or medical castsAll this is done with the aim of

attracting a prospective student who is lookingaf@miversity to enroll in.

The second objective was to find out what custonf@rsspective students) are
interested in when choosing an institution of higlearning The study concluded that
customers do not entirely depend on branding tolkinra university rather they put into
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consideration important factors like reputation affbrdability of the university they

choose. Berger and Wallington (1996) investigatmnuniversity selection process
undertaken by prospective student concluded thautagion and academics were the
most important factors, followed by cost and lomatwhen selecting a school. From this
study reputation and affordability were very imaortt, while image and location were
less put into consideration by prospective studetiesn choosing an institution of higher

learning.

The third objective was to assess whether brangimyides returns for
universities. The study concluded that universitjesreturns from branding directly and
indirectly. Since branding is meant to attract peagive students, universities have to
invest in the kind of image that creates rememi@andhe customers mind. This means
that resources have to be spent doing good adaedtproducing promotional materials.
Through this, universities get returns through stig enrollment, this then leads to
improvement of infrastructure and thus grown ofuheversities. Also through the sale of
the promotional materials universities are ablggbmore finances that are further used

in the university.

5.3 Recommendations of the study

This study recommends that universities should dwket segmentation and
know the needs of their clients before embarkindgp@nding strategies. By knowing the
needs of their prospective students, they aretaligve what is needed which then leads
to enrollment of students thus resulting to finahcreturns. Universities current
marketing strategies are generally strong on rieetand week on tangible details
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(Baldwin & James 2000). This is a danger becauseests get overwhelmed by
information; rather a framework of issues shouldibed by students before they make a
choice. According to Baldwin and James (lbid), pexgive students’ knowledge of
academic reputations are largely based on versflinearsay evidence. Therefore there

is a need for much stronger market differentiabetween institutions of higher learning.

5.4 Areas of Further Research

This section explores opportunities for future eesk. From the study, we find
out that public and older universities depend agirtheputation to attract prospective
students. It is thus necessary for newer and farivestitutions to focus on other areas of
influence like market differentiation and relatibis marketing. Studies could be
conducted to assess how market differentiationralaionship marketing can be used by

universities to attract prospective students.

Another area of future research would be on theafighe web as a marketing
tool for universities. Websites can be used to gqathformation on both students and
prospective students and help to recruit studerdms fall corners of the globe, but
universities are currently failing to use them efifeely to meet consumer requests and
respond to consumer complaints (Klassen, 2002)vesities should aim to make their
websites welcoming and interesting to encouragspgactive students to look further and
apply for enrolment. The websites should be ablkdltw students to complete an online
application and check on its progress online. Taisa is not well ventured by
universities in Kenya. According to Briggs 2006e ttvebsite is the most influential
source of information for applicants followed byrgaus visits.

56



REFERENCES

Aaker, D.A (1996).Building Strong BrandsNew York. The Free Press/ Simon &
Schuster

Arruda, W. (2002). More than Employees: Brand Eists. Retrieved from
http://lwww.reachcc.com/reachdotcom.nsf/relatedlida@bbeal91bfe06ccl1256b4
200719d06!opendocument

Baldwin, G., & James, R. (November 01, 2000). Trerlkdt in Australian Higher
Education and the Concept of Student as Informats@oerJournal of Higher
Education Policy and Management, 22,139-148.

Balmer, J.M.T. & Thompson, I. (2009). “Shared maragnt and ownership of corporate
brand identity — case of HiltonJournal of General ManagemeB4.(4).
Retrieved from http://www.braybrooke.co.uk/tabid@8fault.aspx?articleld=167

Berger, K. A., & Wallingford, H. P. (January 01,98).Developing Advertising and
Promotion Strategies for Higher Educatibournal of Marketing for Higher
Education, 74, 61-72.

Bjerre, M., Heding, T., &Knudtzen, C, F. (2009).BdaManagement Research, Theory
and Practice. London: Routledge

Briggs, S. (2006). An exploratory study of the @astinfluencing undergraduate student
choice: The case of higher education in Scotl&tddies in Higher Education
31(6), 705—722. Retrieved from
http://www.tandfonline.com/doi/abs/10.1080/0307580/0004333

Chaple, C. (2004). Interpretation and ImplementatibReputation/Brand Management

by UK

57



University Leadersnternational Journal of Educational Advancemesitl), 7-23.
Retrieved from http://www.palgrave-

journals.com/ijea/journal/v5/n1/abs/2140201a.html

Coca-Cola (2015).Coca-Cola History. Retrieved fitatp://www.worldofcoca-

cola.com/about-us/coca-cola-history/

DeVellis, R. F. (1991)Scale development: Theory and applicatiddewbury Park,

Calif: Sage.

Doyle, P. (2001)Marketing management and strategpndon: Pearson Higher

Education.

Fearn, H.(2008) Makeover mania; Times Higher Edanaupplement, March 6.Gioia,
D.A., Shultz, M. and Corley, K.G. (2000), “Organizielentity, image and

adoptive Instability’The Academy of Management Revyig®b, 1, 63-81.

Grimaldi, V., (2003, November 3Jhe Fundamentals of BrandinBetrieved from

http://www.brandingchannel.com/

Gylline, C. & Lindberg-Repo, K. (2006).Investigagithe link between a corporate brand
and customeBrand ManagemeniL3(49), pp. 257-67.

Hemsley-Brown, J., & Goonawardana,S.(2007). Braathtbnization on the
International Higher Education Market. Journal ofsiess Research, 60, 942-

948.

Herr, P. (2001). Higher education institutionalrmasalue in transition: Measurement

and management issuéarum Futures 20023-26.

58



Hossler, D., Schnit, J., & Vesper,N. (1998ping to College. How Social, Economic and
Educational Factors Influence the Decisions Stusiémdke Baltimore: John

Hopkins University Press

Kashorda, M. (2002)sing Information Technology in Higher Educatidxge

Publishers

Keller, K. L. (January 01, 1993). ConceptualiziMgasuring, and Managing Customer-

Based Brand Equitylournal of Marketing, 571, 1.

Klassen, M. L. (January 01, 2002). Relationshipkating on the Internet: the case of
top- andlower-ranked US universities and colledesrnal of Retailing and

Consumer Services, 9, 81-85.
Lawlor, J. 1988. Brand identity, Case Currents92416—23.

Madhavaram, S., Badrinarayanan, V., & McDonaldER(January 01, 2005). Integrated
Marketing Communication (Imc) and Brand IdentityG#ical Components Of
Brand Equity Strategy: A Conceptual Framework aeddarch Propositions.

Journal of Advertising, 34, 69-80.

Moore, R. M. (January 01, 2004). The Rising Tidedf&ling" in the Academic

MarketplaceChange New Rochelle Then Washington Dc-58&1.
Mugenda. A. G (2008). Social Science Reseaftieory and Principles.

Nandan, S. (January 01, 2005). An exploration efltftand identity-brand image
linkage:A communications perspectivlaurnal of Brand Management, 12,

264-278.

59



Ng'ang’a, G. (2010, August 8). Kenya MBA Course Quatition hot as demand grows.

Retrieved from http://universityworldnews.com/

Petley.J, (2003).Advertising. Smart Apple Media

Ries, A., &Ries, L. (1998Jhe 22 immutable laws of branding: How to buildradquct

or service into a world-class brantllew York: HarperBusiness.

Rindfleish, J., & Sheridan, A. (June 01, 2003).d%ange from within: senior women
managers'response to gendered organizationalwstesdf/omen in Management

Review, 186, 299-310.

Rosenthal, G. (20037 name by any other name: Responding to the inorgasle

ofmarketing in higher education

Sevier, R. A. (March 08, 1995). Image Is EverythiSgrategies for Measuring,
Changing, and Maintaining Your Institution's Ima@ellege and University, 69,

2, 60-75.

Schiffenbauer, A. (2001). Study all of a brand'ssttuenciesMarketing News35 (11),

17.

Don, E., & Schultz, H. F. (January 01, 2000). HowvBuild A Billion Dollar Business-

To-Business BrandMarketing Management, 22-28.
Stone, M. (2005)Marketing Revolution: The Radical New Approach tanEforming the
Business, the Brand and the Bottom Linendon: Kogan Page.

Synovate, (2012).Retrieved from http://www.busineday.co.ke

60



Tsui, A. S. (December 01, 2007). From HomogeniratioPluralism: International
Management Research in the Academy and Beyfimel Academy of

Management Journal, 56, 1353-1364.

Merriam-Webster, Inc. (1983)Webster's ninth new collegiate dictiona8pringfield,

Mass: Merriam-Webster

Valkenburg, P. M., &Buijzen, M. (2005) Identifyirdgterminants of young children’s
brandawareness: Television, parents, and péeusnal of Applied

Developmental Psycholog®6, 456-468.

61



APPENDICES

Appendix I: Interview guide for the Public Relations Officer of St. Paul’'s University

How many intakes do you have in a year?

What is the general university intake per semester?

Being the University’s Public Relations Officer,vihdoes St. Paul’'s University
conduct its branding?

What kind of branding activities has the Univerdigen involved in?

In comparison with other private universities, basnding placed SPU in a
competitive position?

Is there any one major branding activity that Sl University has even gone
through? Did it have any effect?

Has branding brought about increase of customeysuninstitution?

How does St. Paul's University generate income fobwamding?

Appendix II: Interview Guide for the Marketing cons ultant

What is the role of branding in the university seet

Does branding attract prospective students to usiies?

What factors do prospective students consider vahiteosing a university?
What kind of returns do universities get througaraling?

Rather than branding which other ways can univessiise to attract customers?
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Appendix lII: Interview Guide forthe Focus Group Discussion

1. How did you know about St. Paul’'s University?
2. What attracted you to the university and would y@eommend it to a prospective
student?

3. Which of the following branding aspect is well i##d by SPU in attracting
prospective students; advertising, use of sociaiaelirect marketing, good
public relations and customer service?

4, In comparison to other universities, which areasastioned in (Q3) above

should St. Paul’'s University improve on?
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Appendix IV: Questionnaire

The Role of Branding In Attracting Prospective Stuaents to Institution Of Higher

Learning. A Case Study of St. Paul’s Univesity.

My name is Patricia Gakinya. | am a student at theversity of Nairobi. | am

conducting a research on the role of branding tnaeting prospective students to
institutions of higher learning with special intstrén St. Paul’'s University, for the award
of Masters of Arts in Communication. | need yousistance to enable me complete this

study by filling in this questionnaire.

The role of this questionnaire is to gather infotioraon the above mentioned topic of
study. The information collected shall not be u$edany other purpose rather than
compiling my project. Your feedback will be mosiefid for successful completion of

my study.

SECTION I: GENERAL INFORMATION

Instructions: Please put a tick ( in he box indicating your response
1. Identify your sex.

Male Female
2. Identify your age.

[ ] 18-30vyears

I:I 30 — 40 years
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40 — 50 years
50 years and above
What is your education level?
Certificate
Diploma
Degree
Masters
Currently what is your social status?

Unemployed

N ooog GOd

Employed

Self-employed

Others

SECTION A: KNOWLEDGE ON ST. PAUL’'S UNIVERSITY

1. How did you get to know about St. Paul's Univergity

Television & Radio adverts

Marketing activities

|:| Social Media

Correspondence

2. What attracted you to St. Paul’s University?

Physical Appearance

Reputation/ Image

[ ] Affordability

|:| Proximity to place of work
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3. Do you think St. Paul’'s University uses brandin@tiwact customers?

[ ]

Yes No

SECTION B: ROLE OF BRANDING IN THE UNIVERSITY SECTO R
Instructions: Please circle the number that bestrilges the following;

4. How is St. Paul’s University involvement in branglilike?

1 = Extremely dissatisfied

2 = Dissatisfied

3 = Neutral

4 = Satisfied

5 = Extremely satisfied

5. Branding has put St. Paul’'s University in the satompetitive level with
other private universities in Kenya.

1 = Strongly disagree

2 = Disagree
3 = Neutral
4 = Agree

5 = Strongly agree
6. Branding or lack of branding can make or breakigarsity after a crisis?
1 = Strongly disagree

2 = Disagree
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3 = Neutral
4 = Agree

5 = Strongly agree

SECTION C: BRANDING GENERATE INCOME

7. University involvements in branding may lead torease in the number of
students?

1 = Strongly disagree

2 = Disagree
3 = Neutral
4 = Agree

5 = Strongly agree
8. Branding helps universities generate revenue?

1 = Strongly disagree

2 = Disagree
3 = Neutral
4 = Agree

5 = Strongly agree
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Appendix IV: Certificate of Field Work

UNIVERSITY OF NAIROBI

COLLEGE OF HUMANITIES & SOCIAL SCIENCES
SCHOOL OF JOURNALISM & MASS COMMUNICATION

. Telegram: Journalism Varsity Nairobi P.O. Box 30197-00100
Telephone: 254-02-3318262, Ext. 28080, 28061 Nairohi, GPO
Director's Office: 254-02-2314201 (Direct Line) Kenya

Telex: 22085 Fax: 254-02-245566
Email: director-soj@uonbi.ac ke

REF: CERTIFICATE OF FIELD WORK

EY

This is to certify that all corrections proposed at the Board of Examiners’ meeting held

on J_’Q&__Af_&l_@ﬂﬁ in respect of M.A./Ph.D final Project/Thesis defence have
been effected t6 my/our satisfaction and the student can be allowed to proceed for field

work.

Reg.No: K50 [19459[ 2012
Name: GARINYE  PATRICIA  GIAKIN YA

Title: ___THE BOLE OF BRAMMANG N ATTRACTING  PROSPECTIVE STUBETIS

0 INSTITVTIONS  OF HIGHER LEARMING - A cASE STUbY OF 517 [AUL'S UHNIVERSITY

MR T0Y MUEH] LWM ol il
SUPERVISOR SIGNATURE DATE

1 B gC\w\wz& S wr) &‘ ol 2o ¢
. PROGRAMME COORDINATOR s{I&' ATURE T TOR & DATE
A ' 6%4{' ﬂ” /&/ 15 /}Z /O 015
“DIRECTOR ARURE/STAMP /-
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