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Executive Summary

Universities, like many other service organisati@me operating in a competitive environment
aiming to attract the best students. It is theefionportant for them to understand how they are
positioned in the minds of their target market. sfioning is the image the product or service has
in the mind of the consumer” (Walker, Mullins andrteche, 2008, p.150).

Since its inception the Foundation Programme atlthiwersity of KwaZulu-Natal has been more
successful in meeting its enrolment targets thaméent years where this has not been the case on
the Pietermaritzburg campus. This study attempdeldetp understand the reasons for this and in
doing so investigated the effect of a number ofsjlide factors contributing towards this problem.
These factors included the positioning of the pragne to its target market, the needs of target
market, the effect of competing universities, thailability of Financial Aid, the merger between
the Universities of Natal and Durban-Westville &ne introduction of the Augmented programme.

The Foundation Programme’s target market includaskrs from disadvantaged schools in South
Africa. Grade 12 learners doing Science and Matliem&om this target marker were the chosen
participants for this study. Seven objectives weee to address this research problem. Using a
positioning framework the first objective was tceidify the determining dimensions, i.e. what
factors are looked by the target market when cimgpan access programme and university. The
second objective was to establish how various msduwvere rated on those dimensions to
determine how the Foundation programme is positlonéhin the target market relative to
competing programmes. The third objective was sess whether the needs of access students are
incorporated into the way the programme is positibrDetermining the perceptions of the target
market of the adverting strategies for this progreewas the fourth objective. The fifth objective
was to examine the effect of Financial Aid, or thek thereof, on the perceptions of the target
market. The sixth objective was to evaluate thectfdf the merger on the perceptions of the target
market, and the final objective was to criticallyakiate the impact of the introduction of the

Augmented programme on the enrolment numbers.

The triangulation methodology was followed for thtady. Firstly the researcher used literature to
identify the key attributes and issues surroundimg study. The data collection consisted of two
stages: qualitative research which included focusigs (Stage 1) and quantitative research which

included questionnaires (Stage 2). The literatuss used to develop Stage 1 of the data collection



and the findings of Stage 1 were used to develageSR of the data collection. All three areas are
brought together in the discussion and conclusi®hs. data was analysed using Excel and SPSS.
Issues of reliability and validity were addresdembtighout this study.

The findings of this study showed that the ovepalsitioning of Foundation Programme is not
aligned to the needs of the target market. UKZNeisn very positively and was given the highest
rating compared to competing universities. Howehkere are still gaps between where UKZN is in
the mind of its target market and where their negds The biggest gap was in the area of financial
assistance and this was followed by infrastructiréhe university. Both these factors are of
particular importance to the target market becadiskeir disadvantaged background. The findings
also showed that amongst the target market theretisnough awareness of access programmes in
general and in particular the access programmeKaiNJ The Centre for Science Access’s (CSA)
advertising isn't reaching a substantial portiontle# target market. The merger did not have any
negative effect on the target market's choice ofctWhuniversity to attend. However since the
merger what has happened is that the pool of apypBds being shared across the two centres of the
CSA. The Augmented Programme has also not affa@ttedenrolment targets of the Foundation
Programme, rather it has affected the “quality”sbtidents in the Foundation Programme. If the
Augmented Programme was not introduced the Fowrd&iogramme would be taking in students
with higher matric scores.

Recommendations were made to improve the posifitimeo-oundation Programme in the minds of
its target market. These were directed to the CShagement, UKZN policy makers and the

Department of Education.
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Chapter 1: Introduction

1.1 Introduction

The decision about attending university is excitamgl important as it marks the end of a chapter in
one’s life and leads to the beginning of anothiéediwith exciting possibilities. The positionind o
universities affects, and will contribute to thiscikion for the individual. “Positioning refers hdb

the place a product or brand occupies in custormeirisl...” (Walker, Mullins and Larreche, 2008,
p.150).

“Create an image for your company or your competitaill do it for you” is the advice of Keever
(1998, cited in lvy, 2001, p.276). Like many otregrvice organisations universities too are
operating in a competitive environment aiming twaat the best students. It is therefore important
for them to understand how they are positionetiénnhinds of their target market. Dibb and Simkin
(1992, p.31) emphasise the critical value of positig and point out that “a position of the product
is dependent on how its consumers perceive itglistgnits quality, the types of consumers who use
it, its strengths and weaknesses, memorable ckasdiitts, price and value, promoted image and
value”. These features are also supported by Wadltet Mullins (2011, p.154). Thus the
positioning of universities will affect the one @dividual will choose.

1.2 Background and Context

“The history of education in South Africa is markied segregation and inadequate schooling for
most black people” (Boekhorst, 2004, p. 67). “ Dgrthe apartheid era resources were lavished on
schools serving white students while schools sgrtime black majority were systematically
deprived of qualified teachers, physical resoureesl teaching aids such as textbooks and
stationery” (Fiske and Ladd, 2006, p.96). This seent is echoed by Brown (2006, p.512) who
states that Blacks were denied the most basiceniizip rights, laboured in low paying jobs,
attended poor schools and lived in extreme povéypartheid education sought to destroy Blacks’
intellectual skills; skills such as creativity, mwvativeness and ambition which are today revered by
business and government (Swart and Foley, 1998).p\8ncwabe (1993, p.3) concurs by stating
that the quality of the education system for Blalsis been so low that it makes it difficult forre

to meet the demands of modern society. These ulifairepancies amongst the races resulted in an
inferior education for the majority of black Sou#tfricans which also left them insufficiency

prepared for university studies.



Promoting racial equity in the education system wa®major task of the new democratic South
African government that assumed power in 1994 @akd Ladd, 2006, p.96). Since then there has
been ... “extensive and widely commended policy dgwelent in the education sector, aimed not
only at undoing the network of apartheid legislatt also at positioning the sector in relation to
international trends” (Scott, Yield and Hendry, 20(0.9). Hence the provision of access
programmes was accelerated, as these were aimédcrasing the number of previously
disadvantaged individuals entering university anitding the gap between learner's school
attainments and the demands of higher educatiogramumes (Department of Education, 1997,

chapter 2, paragraph 32).

The University of KwaZulu-Natal whose aim is to be “a truly South African university that is
academically excellent, innovative in researchijaally engaged with society and demographically
representative, redressing the disadvantages, itiesgand imbalances of the pastsponded to the
need of the disadvantaged learners through theemmmhtation of the Science Foundation
Programme (University of KwaZulu-Natal, 2004c, paragraph ZJhe Science Foundation
Programme (SFP), which is part of the Centre foer®e Access (CSA), was established in 1991.
It is a one year, alternative access programme whiahiges an access route for underprepared
students to enter the Faculty of Science and Alu@ The programme is an example of the
University of KwaZulu-Natal's strategic planning, transform itself and to address the problems
created by the educational inequities of secondahpoling in the apartheid era (University of
KwaZulu-Natal, 2004b, paragraph Bccording to Grayson (1996, p.993) the aim of thé $s to
enable black students to overcome the gap throygaialong transition from where they are when
they enter the university, to where they need tanberder to succeed in a science (or science-
related) degree programme. Thus the SFP targepedfis group of students with unique needs
compared to those that enter mainstream degreestlgiand provides a separate programme for

them designed to meet their unique needs.

The SFHRnitially started with 31 registered students ir01%n the Pietermaritzburg campus of the
then, University of Natal. Since then it has groavrd is currently offered on the Pietermaritzburg
and Westville campuses of UKZN with an enrolmengjea of 120 and 200 respectively. In 2007
some strategic changes were made to the SFP in wraitain funding from the Department of
Education (DoE) for the students registered fos thiogramme. The effect of this change was that
the SFP continued to be offered in its existing form to triwulants without an exemptionin

addition to this théBSc4 Foundationprogramme comprised of the same courses as theb&FP



was also attached to a three year BSc degree asdffiexed to studentwith exemptionsthus
meeting the DoE requirements for funding. Aparbfrihe matric exemption, the same entrance and
proceed requirements apply to both the SFP andBthe4 Foundation programmes. For the
purposes of this study both groups of studentscamabined and will be referred to as the

Foundation Programme students.

In recent years the Foundation Programme has noitsrenrolment targets on the Pietermaritzburg
campus despite an awareness of the problem an@rtedefforts to attract more applicants. The
growth and decline in the enrolment figures of Hmindation Programme from 1991 to 2011 is

seenin Graph 1.1

Graph 1.1: Enrolment Figures of SFP and BSc4 Foundin from 1991 to 2011 for

Pietermaritzburg

Enrolment Figures of SFP/BSc4 Foundation from
1991 to 2011

250

200
136 144 137

Number of students

150
100
v 1B
0
\9@"/ @q'b \9@’5 @qV @q" \9@@ \96\ @q‘b \9@ {]900 & ()96‘/ ()90"’ {]90“ ()96” {]90@ {]96\ {]90‘2’ (]9@ (]9\9 (]9\,"’

Source: (Faculty of Science and Agriculture, 2011)

Although slight growth from 2007 to 2011 took plabé was not sufficient to meet the enrolment

target as can be seen in Graph 1.2.



Graph 1.2: Targets and Actual Enrolments of the Fondation Programme from 2004 to 2011
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This problem of unmet targets for the FoundatioogPxmme at the Pmb campus of UKZN is the
crux of this study. The researcher wishes to ingatd the reasons or factors contributing towards
the CSA not meeting their enrolment targets anddt@ine in numbers for this programme on the
Pietermaritzburg campus.

The decision about where to attend universitydiffecult task for most high school pupils as itas
highly involved decision which often affects théiture life path (Veloutsou, Lewis and Paton,
2004, p.160). Adding to the complexity of this d&mn is the current reality of consumers being
overloaded with information about various produatsl services (Kotler and Armstrong, 2004,
p.259). Kotler and Armstrong (2004, p.259) expldiat consumers deal with this by organising
products and services into categories and ‘positiem in their minds. “Positioning refers to both
the place a product or brand occupies in custonmisds relative to their needs and competing
products or brands, and to the marketer's decigiaking intended to create such a position.”
(Walker, Mullins, Boyd and Larreche, 2006, p.158he overload of information is no exception
when it comes to the educational service. Bunz@0{2p.152) proclaims that universities are also
using corporate marketing strategies in order tprawe their ranking. In operating and surviving
in such a competitive environment some universiéies also choosing to follow the advise of
Kotler and Armstrong (2004, p.259) who suggestg thay plan positions that will give their
products the greatest advantage in the selecteketaailhe Foundation Programme at UKZN also

operates in a competitive environment as a redultoth internal and external factors. Thus the



positioning of the Foundation Programme is the ridmk framework that is underpinning this
study to help understand the problem of the unmetiment targets.

This study seeks to investigate how the progranmpesitioned with its target market and whether
the needs of access students are being met. ltalsil include an analysis of the competition,
advertising strategies and possible influencingoi@csuch as the financial aid, the merger and the

introduction of the Augmented programme.

1.3 Research Question

What factors contribute towards the Foundation Remgme at UKZN not attracting sufficient

applicants to meet its enrolment targets on thedpmaritzburg campus?

1.4 Research objectives

The research objectives of this study are to:

1. Identify determining dimensions, i.e. what &tites are used by scholars when choosing an
access programme and university

2. Determine how various products rate on thosesdgions to determine how the Foundation
programme is positioned within the target mark&ttiee to competing programmes

3. Assess whether the needs of access studeritxarporated into the way the programme is
positioned

4. |dentify the perceptions of the target markett@nCSA’s marketing communication

5. Examine the effect of Financial Aid, or the latlereof, on the perceptions of the target
market

6. Evaluate the effect of the merger on the peioepbf the target market

7. Critically evaluate the impact of the introdocti of the Augmented programme on the

numbers

1.5 Anticipated Contribution
The Department of Education has placed huge engpbasioundation programmes and have also
put much money into them. The Minister of Educafini995, Professor SME Bengu (Department

of Education, 1995, p.1) stated that educationteaiding is important to humanity. They have an



impact on every family as well as the state andesg of our national economy. The Department of
Education acknowledged that it will be necessargcdrelerate the provision of bridging and access
programmes within further education, but the lezgnileficits are so widespread that systematic
changes in higher education programmes (pedagagsicalum and the structure of degrees and
diplomas) will continue to be needed (DepartmenEdfication, 1997, chapter 2, paragraph 32).
This study may help guide their decisions regardiogndation Programmes across the country by
understanding what potential students look forrnmaacess programme. This study may also help
institutions that have, or are planning to intraglua Foundation programme as meeting their
enrolment targets will be a major concern for théfostly this study will benefit the CSA at the

University of KwaZulu-Natal which is the focus dfis study, to ascertain the position the UKZN

Foundation programme occupies in the minds of piatestudents and reposition the Foundation

programme if necessary.

1.6 Overview of the dissertation

Chapter 2 includes the theory of positioning. Isvimportant to cover the theory of positioning as
this is the underlying theoretical background whtiks study was based on and guided by. It begins
by providing an understanding of positioning in tharketing strategy. Also covered in this chapter
are positioning and the competitive advantagejrtiportance of positioning, bases for positioning
and the positioning process. A discussion of tegies in positioning research and positioning in
the marketing mix is also included.

Chapter 3 focuses on services and education asvigeseThe definition and characteristics of

services are discussed. This is followed by theketarg strategy for services and the services
marketing mix. This chapter ends with a discussibppositioning of a university. The services

theory was important as services have unique cteistics which impact on the marketing

strategy used and the research problem here irttludervice offering.

Chapter 4 provides the context for this study whickcience access education in South Africa. It
begins with the history of science access educati@outh Africa and is followed by a discussion
of foundation or access programmes for scienceatiucand competition. An overview of the
Foundation Programme within the Centre for Sciehceess (CSA) at the University of KwaZulu-
Natal (UKZN) is provided. This is followed by a disssion of the issues related to the problem
statement for this study: the merger between thigddsity of Natal and the University of Durban

Westville, financial assistance for access stugéimésneeds of access students and the introduction



of the Augmented Programme. The marketing stratfgyhe Foundation Programme is also
discussed. Other research done on access prograimroessidered. Finally the problem for this
study is discussed.

This dissertation includes two research methodoldwpters, of which Chapter 5 is the first. The
reason for this is that a triangulation method haen used for this study. The data collection
consisted of two stages: qualitative research winichuded focus groups (Stage 1) and quantitative
research which includes questionnaires (Staget®.fihdings of the qualitative research provided
input into the methodology of the quantitative sta@hapter 5 presents the statement of the
problem, the research question and objectiveshelh tgoes on to deal with the research design
which includes the overall triangulation approaeken. The sample design for this study is
described. Following this the interview guide, datdiection and analysis for Stage 1 and ethical

considerations are discussed.

Chapter 6 is the presentation of the findings dweddiscussion for Stage 1: the qualitative research
of this research. This chapter was structured aaogrto the focus group guide. The findings of

Stage 1 was used to develop the written questiomnaed for Stage 2 of the research.

Chapter 7 deals with the research methodologytiages2 of this study: the quantitative research. It
begins with a discussion of the quantitative redeaesign. The questionnaire used for Stage 2 is
then discussed in detail. The pilot questionnair@iscussed. This is followed by a discussion ef th

data collection and data analysis for Stage 2. Thipter also addresses issues of reliability,

validity and ethical considerations.

Chapter 8 includes a presentation of the findings Stage 2 of this study. The findings are
structured according to the written questionndiri;wcludes a brief discussion of the results.

Chapter 9 presents a detailed discussion of thdinfijs and conclusions to this research. It is

structured according to the objectives set for ¢higly and the main research question.

In Chapter 10 recommendations are made to implw@asitioning of the Foundation Programme
at UKZN. They are based on the findings of thisdgtand are addressed to the UKZN policy
makers and the Department of Education but mainthe¢ mangers of the CSA.



Chapter 11 addresses the limitations for this stadyg provides recommendations for future
research.



Chapter 2: Positioning Theory as a Theoretical Frarawork for the
Research

2.1 Introduction

This chapter on positioning provides the core tatoal background that is relevant for, and
guiding this study. This chapter provides a detkit®k into the concept of positioning. Related to
the positioning concept are issues concerning coaslehaviour and these theories are discussed

in relation to the positioning concept.

Understanding consumer perceptions is importaategiically, as it helps management to evaluate
their current positioning strategy and make chanige# (Cravens, 2000, p.120). Consumers’
buying behaviour is affected by their perceptiomsl ds thus crucial for an organisation’s

positioning strategy. “Positioning is the image fm®duct or service has in the mind of the
consumer” (Walkeet al, 2008, p.150).

2.2 Positioning in Marketing Strategy

Day (1995, p.27) states that marketers agree thdtating should play a leading role in charting
the strategic direction of a business. Accordingtavens, (2000, p.31) “strategic marketing is a
market-driven process of strategy development thkés into account a constantly changing

business environment and the need to achieve éiglsl of customer satisfaction”.

Biggadike (1995, p.17) concludes that “segmentadiod its counterpart positioning, must rank as

marketing’s most important contributions to strideganagement”.

Once the market has been segmented and targettingrkas been done the next stage, i.e. market
positioning can take place. The consumer buyingatielnr feeds into the positioning process.
Understanding consumer perceptions is importaategiically, as it helps management to evaluate
their current positioning strategy and make change# (Cravens, 2000, p.120). Consumer'’s
perception influences the positioning of a prodactservice, i.e. how they view it and their

perceptions influence their buying behaviour.

Perceptions play an important role in a consumeuging behaviour. “The mind is constantly
under attack” (Trout and Rivkin, 1996, p.3). Tedmgical developments have contributed towards

individuals being constantly overloaded with infation concerning just about anything from an



increasing number and variety of media. “Even thméin body has become a billboard for Adidas,
Gucci etc.” leaving the mind with numerous imaged emessages to contend with Ries and Trout
(2001, p.15). Ries and Trout (2001, p.6) argue thathave become a ‘over-communicated

society”.

Trout and Rivkin (1996, p.8) argue that the suceoedgilure of business efforts are dependant on
understanding the following mental elements ingbsitioning process:

e Minds are limited

e Minds hate confusion

* Minds are insecure

e Minds don't change

* Minds can lose focus
These limitations of the human mind lead to thectusion that the mind cannot cope with all the
images and messages it is presented with. “Peometraus blocking out more and more
information” which presents a challenge for the ke&gr who is trying to advertise his/her product
or service (Trout and Rivkin, 1996, p.8). Thesellehges of the mind bring one to a major part of

marketing strategy which is positioning.

Ries and Trout who “popularised positioning” (Wallet al, 2006, p.154) claim that “positioning
at its core is all about understanding the psyahpolof the mind and how you can manipulate
perceptions to make whatever you're selling moteaetive and unique” (Ries and Trout, 2001,
preface). Since then there have been many defisitid positioning in the marketing literature.

Doyle’s (1983, cited in Brooksbank, 1994, p.10)ini&bn of a positioning strategy “refers to the
choice of target market segment which describesubtomers a business will seek to serve and the
choice of differential advantage which defifsv it will compete with rivals in the segment”. This
is echoed by Kotler and Armstrong (2008a, p.63) wafine market positioning as “arranging for a
product to occupy a clear, distinctive, and des$irgilace relative to competing products in the
minds of the target consumers”. “Positioning is ithage the product or service has in the mind of
the consumer” (Schiffman and Kanuk, 1997, p.171)alké&t et al. (2011, p.154) state that
“positioning refers to both the place a productboand occupies in customers’ minds relative to
their needs and competing products or brand, anti¢anarketer’s decision making intended to
create such as position”. Kotler and Armstrong @Q0259) define a product position as “the way
the product is defined by consumers on importanibates — the place the product occupies in the
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consumer’s minds relative to competing productghadi (1993, cited in Blankson and Kalafatis,
1999, p.109) defines “positioning as the delibergieoactive, iterative process of defining,
measuring, modifying and monitoring consumer petioep of a marketable object”. Ries and
Trout (1981, p.219) state that “positioning is #ig in reverse, instead of starting with yourself,
you start with the mind of the prospect, insteadsKing what you are, you ask what position you

already own in the mind of prospect” (cited in hira and Gill, 2005, p.174).

2.3 Positioning and Competitive Advantage

Brooksbank (1994, p.10) divides the positioningtelgy into 3 interrelated subcomponents:
¢ Customer targets
« Competitor targets

» Competitive advantage

Schiffman and Kanuk (2010, p.186) state that bexthere is so much information that individuals
are exposed to today marketers have to stand otrielaging a distinctive product image in the mind
of the consumer.. “Create an image for your companyour competitors will do it for you” is the
advice given by Keever (1998, cited in vy, 20027%6). From the above discussion one can see

the importance of a positioning strategy.

A company can gain competitive advantage by pasitp itself as “providing superior value...
either through lower prices or by providing morendiits that justify higher prices” (Kotler and
Armstrong, 2004, p.259) thus differentiating thenfifrom its competitors. Michael Porter (cited in
Walkeret al, 2011, p.155) states that a company can succegdsadgs competitors only if it can
establish a sustainable difference. Hawkins, Mathaugh and Best (2007, p. 348) states that these
differences must also be meaningful to the conssmer

Kotler and Armstrong (2008a, p.223) advise compatdecarefully select the ways in which they
will distinguish themselves from competitors angigest the following criteria to decide whether
the difference is worth establishing:
« Important: The difference delivers a highly valued benefitaimet buyers.
« Distinctive: Competitors do not offer the difference, or thenpany can offer it in a more
distinctive way.
e Superior: The difference is superior to other ways that @mstrs might obtain the same

benefit.
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« CommunicableThe difference is communicable and visible to baye
» Pre-emptiveCompetitors cannot easily copy the difference.
« Affordable:Buyers can afford to pay for the difference.

» Profitable: The company can introduce the difference profytabl

Walker et al. (2006, p.155) state that effective positioning udgls creating both physical and
perceptual differences. The limitation of physipgaksitioning alone is that it does not provide a
complete picture of relative positions (Walketr al., 2008a, p.155). Consumers are buying the
benefits a product provides, for example, a heaglaeimedy may be judged on whatiitesrather
than what iis (Walkeret al, 2008a, p.156). Therefore perceptual positioningritically important

as positioning ultimately occurs in consumer’s mifd/alkeret al.,2006, p.156).

In a world filled with conflicting messages braradp by being a kind of shorthand to tell the good
from the not-so good (Braun, 2004, p.20). “Thelyasignposts in a busy marketplace, clustering
values and characteristics together in recognigadit&ages we regard with different levels of trust
or approval” (Braun, 2004. p.20).

McDonald and Payne (2004, p.146) state that brgnalimys an important role in value creation and

can also help support the positioning strategyllaatbeen determined for the service organisation.

Thus to gain competitive advantage a company needdifferentiate itself by choosing an

appropriate positioning strategy.

2.4 Importance of Positioning

Dibb and Simkin (1992, p.31) and Walker and Mull{g811, p.154) emphasise the critical value of
positioning and point out that “a position of theguct is dependent on how its consumers perceive
its standing, its quality, the types of consumehe wse it, its strengths and weaknesses, memorable

characteristics, price and value, promoted imagevatue”.

Schiffman and Kanuk (1997, p.171) claim that “posiing strategy is the essence of the marketing
mix, it compliments the company’s segmentationtsghaand selection of target markets. Similarly
Kalafatis, Tsogas and Blanks¢2000, p.416) acknowledge the “general agreementpbsitioning
has become one of the fundamental components oémadarketing management’.
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According to Brooke (1994) a product may be inadegjy positioned due to the following reasons
(cited in Ostaseviciute and Sliburyte, 2008, p.)101

“the segment in which it is targeted might havedmee unattractive because it is too small,
declining, too competitive or otherwise unprofibl

the quality and features of the product do not appethe segment to which it is targeted
or

the product costs are too high to allow it to hiega competitively”.

Thus positioning plays an important role in thecass of a product or service.

2.5 Bases for Positioning
Dibb and Simkin (1992, p.27) suggest four dimensiamich were identified by Doyle (1990) to

use as strong branding for services:

Prioritise quality. High quality is a leading factor among leadingrafs in all sectors. This
was also supported by Walket al (2006, p.234) and Etzel, Walker and Stanton (2001
p.244)

Offer superior serviceBrand switching is often a result of customersmpealissatisfied
with services

Get there firstBased on the product life cycle principle beihg first can help you capture
the market before competitors enter.

Be different Being different allows you to stand out amongsirycompetitors and special

needs of the consumer.

Some bases that can be used to differentiate ocodugtr from other include a brand, product

descriptors, customer support services and imagreglFHartline, Lucas, and Luck , 1998, p.104).

Peter and Olson (2005, p.392-394) suggest fiveosupes for a positioning strategy:

positioning by attribute. Positioning by attributeludes the product or customer feature
for example, the safety and durability of a VolWe{er and Olson, 2005, p.392).

by use or application. An example of the use ofiegiion positioning strategy is baking

power being positioned as an odour destroying agemefrigerators (Peter and Olson,

2005, p.392).

by product user

by product class and by competitors.
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Some examples of positioning strategies suggestd<bbnik (1989 cited in McDonald and Payne,
1996, p.102) are included in the Table 2.1:

Table 2.1: Examples of Positioning Strategies

Market share lead

The bigges

Quality leade

The most reliable products/servi

Service leadt

The most responsive, e.g. handling probl

Technology lead:

The pathfinder/first to break new grot

Innovation leade

The most creati\

Flexibility leade

The most adaptak

Relationship lead

The most committe

Prestige lead

The most exclusi

Knowledge leads The best functional/technical exper

Global leade The best positioned for world mark
Bargan leade The lowest pric
Value leade The best price utilit

(Kosnik , 1989 cited in McDonald and Payne, 199608)

Thus companies can choose from a number of appesdohtheir positioning strategy.

2.6 The Positioning Process
McDonald and Payne (1996, p.99) put forth the serpiositioning process in five steps:
1. Determine levels of positioning
2. ldentify key attributes which impact on selectegmsents
3. Locate these attributes on a positioning map
4. Evaluate other positioning options
5. Implement the new positioning strategy

Walkeret al (2011, p.158-168), include other aspects andtitile positioning as a 7 step process
which can be used for products and services:

1. Identify relevant set of competitive products segva target market

2. ldentify the set of determinant attributes thatimethe ‘product-space’ in which positions

of current offerings are located
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Collect information from a sample of customers aotential customers about perceptions
of each product on the determinant attributes

Determine product’s current location (positioning) the product space and intensity
thereof

Determine customers’ most preferred combinatiodetérminant attributes

Examine the fit between preferences of market satgr@nd current position of product

(market positioning)

Write positioning statement or value propositiorgtdde development and implementation

of marketing strategy

These seven steps are discussed below in mord dethiwill be applied to the Foundation

Programme at the University of KwaZulu-Natal.

Walker and Mullins(2011, p,158) state that positioning analyses aefull at many levels:

company, business unit, product category and spgeifduct line or brand.

At company or business-unit level the analysis $etp determine how the company or
business unit is positioned relative to its contjmeti(Walker and Mullins2011, p,159).

At product category level the analysis examinegarnser's perceptions about types of
products they might consider as substitutes tsfyathe same basic need (Walker and
Mullins, 2011, p,159). Porter (1995, p.119) advises thatsiiigstitutes that need most
attention are those that a) are subject to impmvheir price-performance and b) are
produced by industries earning high profits.

A positioning analysis at product or brand leveh ¢eelp understand how various brands
appeal to customers, to position new products pogigion current ones and identify where

new competitive opportunities might be found (Walkad Mullins,2011, p,159).

Step 1: Identify relevant set of competitive products sega target market

According to Walker and Mulling2011, p.160) identifying the competitive prodystdether they

be substitute products or potential competitors, lsalp prevent being blindsided by unforeseen

competition. Thus the competing products can b& ssechoices the consumer has to meet the

same need, either through a substitute produdirough a competitor. This step does not include

the particular features of the product which stepférs to.

15



Step 2: Identify the set of determinant attributes thatirethe ‘product-space’ in which positions
of current offerings are located

Consumers can use many attributes to evaluate giodau brands (Walker and Mullin2011,
p.160). According to Walker and Mullins (2011, §0} there can be confusion when too many
variables are used to position a product and thexdhe positioning effort must be kept as simple
as possible. Marketers should stick to the detangiattributes, i.e. those which help consumers
differentiate amongst the alternatives and detezrmaihich product or service they prefer (Walker
and Mullins, 2011, p.161). According to Aaker (2005, cited int@sviciute and Sliburyte, 2008,
p.99) “determinant attributes define not only threduct benefits and value to the user but also
associations with the product-consuming processwvétidthe consumer himself’. In other words
the important or significant features are alsodlation to how the consumer obtains the product
and with the consumers’ needs. Hawkatsal. (2007, p.570) state that “attribute-based choices
require the knowledge of specific attributes attihree the choice is made, and it involves attribute
by attribute comparisons across brands”. For exawplen a car is being purchased the consumer
would have knowledge of features such as fuel aopsion, engine size, comfort, interior features
and boot space etc. and the various brands suchowsta, Volkswagen, Ford etc would be
compared. Valuable attributes are those thatiaigue, essential, of a high quality and affordable
(Kotler, Armstrong, Saunders and Wong, 2003, dite@staseviciute and Sliburyte, 2008, p.100).

Step 3: Collect information from a sample of customersl gotential customers about perceptions
of each product on the determinant attributes

In this step Walker and Mullins (2011, p.161) explthat the marketer needs to find out what
attributes are determinant for the target marked anoduct category being considered. The
marketer also needs to know how the different petslun the competitive set rate on these
attributes (Walkeret al, 2006, p.161). This information can be obtainetbugh qualitative
research (e.g. interview and focus groups) showihgh attributes are determinant (Walker and
Mullins, 2011, p.161). This is then followed by qtitative research to determine how competing
products score on these attributes (Walker andivull2011, p.161). McDonald and Payne (1996,
p.99) point out that consumers make their purcliesision on the basis of perceived differences
between competing offers. The determinant attribuéder to aspects or features of a product or
service that are most important to a particulagegamarket. For example, in an educational service
which is a degree at a university the determinéinbates could be highly qualified lecturers and
state of the art facilities. These attributes wdoddwhat the customer uses when comparing each

university offering this service.
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Step 4: Determine the product’s current location (positing) in the product space and intensity
thereof

According to Walker and Mullins (2011, p.162), tipesitioning of the products that were
determined to be in the competitive step under &tequst be understood and the tools available to
do this are the perceptual map (also known as dsitipning grid) and the value curve. The
perceptual map provides a visual representatidheopositions of various products or brands in the
competitive set using two determinant attributesalgdr and Mullins, 2011, p.162). Whilst the

value curve comprise more than two determinantdk&vand Mullins, 2011, p.162).

The Perceptual Map
Two determinant attributes using the X and Y gwdjch reflect key customer preferences are used

on the perceptual map (McDonald and Payne, 199®0p. In the example of Figure 2.1 which
looks at woman'’s clothing, the two determinantilatties aré/alue andFashionability.

Figure 2.1: Perceptual Map
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(Walkeret al, 2006, p.162)
The competing stores are then plotted in a positibith indicates the perceived level they offer on
both these attributes. The form of this data shbas products or services compare at a glance

(McDonald and Payne, 1996, p.100). The percephag also provides useful information about
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possible opportunities for launching a new stordoorthe repositioning an existing one (Walker
and Mullins, 2011, p.162). Gaps, which in this eplanappears in the upper right quadrant, may
represent an opportunity for developing a new ewpiryrepositioning an old one (Walker and
Mullins, 2011, p.162). According to McDonald andyRa (1996, p.101) these maps can also

indicate and area of core demand which will bentost attractive combination for customers.

Further reasons given by Arora (2006) as to why pgkeceptual maps as such powerful tools
(Ostaseviciute and Sliburyte, 2008, p.100) include:

1. It develops understanding of how the relativergiths and weaknesses of different products are
perceived by buyers;

2. It builds knowledge about the similarities anskinilarities between competing products and 3)
the technique helps to track the perceptions thgets have of a particular product, and assists the
measurement of effective communication programs, marketing actions, intended to change
buyer perceptions.

Value Curve

The Value curve is another tool available for thmsipponing decision. Unlike perceptual maps
which are two dimensional, value curves are muttatisional (Walker and Mullin2011, p.163).
Value curves indicate how products within a catggampare in terms of the level: high or low, of
as many attributes as are relevant (Walker andindul011, p.163). In the example in Figure 2.2
the value curve also shows that “JCPenny choosesrtpete by reducing its level of customer
service, ambiance, category depth and fashionalpliesumably to deliver increased value for
money” (Walkeret al.,2006, p.163).
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Figure 2.2: Value Curve

Level of each
attribute ©  High

X‘ Neiman Marcus
Low

Customer service
Ambiance
Category depth
Fashionability
Value for money

(Walkeret al, 2006, p.163)

2.7 Techniques in Positioning Research

Other analytical tools for decision making in pmsiing research suggested by Walkeal. (2011,
p.162-172) include conjoint analysis, factor anialysand discriminate analysis and
multidimensional scaling.

The “conjoint analysis determines which combinatidra limited number of attributes consumers
most prefer” (Walkeet al.,2011, p.165). Walkeet al (2008, p.166) suggest that this is more useful
for new products as it cannot provide informationhow consumers perceive existing products.
Factor analysis is a statistical technique usedléxeloping positioning grids based on marketing
research data (Walket al, 2008, p.166). Discriminate analysis “determinesstumer’s perceptual
dimensions on the basis of which attributes beferdintiate or discriminate among brands”
(Walker et al, 2008, p.166). Mulitdimensional scaling comes ujphwdimensions based on
consumers’ judgements about the similarity of @irtipreferences for the actual brands (Wakker
al., 2008, p.166).

For this study the researcher chose to use the waltve and perceptual maps. This study included
a number of competing institutions with a rangaliofensions. These were thus sufficient for what

the researcher was trying to achieve.
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Step 5: Determine customers’ most preferred combinatibdederminant attributes

Customer preferences can be measured by survesspgpmdents and asking them to think of the
ideal product or brand within a product categorya{k&r and Mullins 2011 p.165). Respondents

could then rate their ideal product and existingdpicts on a number of attributes (Walker and
Mullins, 2011, p.165). Alternatively a conjoint analysististical technique can be used to learn

which attributes are more important than othethéoconsumer (Walker and Mullin2011, p.165).

Step 6: Examine the fit between preferences of markansegs and the current position of product
(market positioning)
According to Walker and Mulling2011, p. 166), “because differences between mests ideal
points reflect variations in the benefits they seeknarket positioning analysis can simultaneously
identify distinct market segments as well as theqiged positions of different brands”. By looking
at the clusters in one, two or more locations anriiep of the customer’s ideal points, distinct
market segments can be considered and is reprdseyta circle (Walker and Mullins, 2011, p.
167). The size of the circle represents the redapivoportion of customers within a particular
segment (Walker and Mullin®2011, p. 167). Walker and Mulling2011, p.167) state that by
examining the preferences of customers in diffeemgments along with their perceptions of the
positions of existing brands, analysts can learnmabout:

« The competitive strength of different brands iffetiént segments

» The intensity of the rivalry between brands inegi segment and

* The opportunities for gaining a differential positiwithin a specific target segment.

Step 7: Write a positioning statement or value propositito guide the development and
implementation of marketing strategy

According to Walker and Mullins (2006, p.168) thieaf decision about where to position a new
brand or reposition an existing one should be basetthe market targeting analysis and the results
of a market positioning analysis. The position emshould match the preferences of a particular
market segment and should take into account thremupositions of competing brands (Walker and
Mullins, 2011, p.168).

McDonald and Payne (1996, p.101) suggest 3 broadngpfor positioning:
1. Strengthen current position against competitors.
2. Identify an unoccupied position on the map, or

3. Reposition the competition.
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In deciding which of the above options to choosephsitioning should be meaningful, believable
and unique (McDonald & Payne, 1996, p.102).

According to Walker and Mullins (2006, p.168) ortbe desired positioning for the product has
been determined it should be written up especsilyhat those responsible for implementing the
strategy can have a clear understanding of it. &pgroaches to do this are through plesitioning

statementand thevalue proposition

Kotler and Armstrong (2004, p.265) state that aitpréng statement should summarise the
company or the brand positioning and take this form

To (target segment and need), our (brand) is (quhteat (point-of-difference).

An example to illustrate this is a positioning staent for Volvo: “For upscale American families,
Volvo is the automobile that offers the utmostafesy” (Walkeret al, 2008 p168).

A value proposition is the full positioning of aaomd - the full mix of benefits upon which it is
positioned (Kotler and Armstrong, 2004, p.262)shuld answer the customer’'s question: why
should | buy your brand? (Kotler and Armstrong, £200.262). Walker and Mullins (2011, p.169)
state that a value proposition should include:

» Target market

» Benefits offered (and not offered)

» Price range (relative to competitors)

Walker and Mullins (2011, p.169) emphasise thatgbsitioning statement or value proposition
need to state the benefits that the user of theéugatowill obtain rather than the features or atttés
of the product itself.

“Once the company has chosen a position, it mkst $&rong steps to deliver and communicate the
desired position to target consumers” (Kotler amthgtrong, 2004, 267). The company, its staff, its
policies and image all need to convey a consisteegsage which reflects the desired position
(McDonald and Payne, 1996, p.102). The practicpeets of the positioning strategy include the
planning of the marketing mix, the product, priptace and promotion (Kotler and Armstrong,

2004, p.267). Kotler and Armstrong (2004, p.26R)iselthat a company must take care to maintain
the established position through consistent peroice and communication. The company should
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also closely monitor and adapt the position overetito match changes in consumers needs and
competitors strategies (Kotler and Armstrong, 2q0268).

2.8 Positioning in the Marketing Mix

According to Cowell (1984, p.63) an essential elermod any marketing strategy is the marketing
mix. The origin of the marketing mix concept wasatéed by Borden (1965) in a paper he wrote
on the Management of Marketing Costs (Cowell, 19843). Borden (1965) referred to the
business executive as a ‘decider’, an ‘artist’ antinixer of ingredients’; one who is constantly
engaged in fashioning creatively a mix of marketprpcedures and policies in his efforts to
produce a profitable enterprise (Cowell, 1984, p.6Be marketing concept dictates that marketing
decisions should be based upon customer needs anid \{Kotler and Armstrong, 2004, p.14).
Kotler and Armstrong (2004, p.6) state that buymuschase goods and services to satisfy their
needs and wants. The marketing mix is the convenmeans of organising all the variables
controlled by the marketer to produce the respdhseants in the target market (Kotler and
Armstrong, 2004, p.56).

Kotler and Armstrong (2004, p.56) state that theking mix refers to a specific set of tools
available to managers to help them shape the tifésr present to consumers. According to Payne
(1993, p.22) the task of the manager in developiregmarketing programme is to assemble the
elements of a marketing mix to ensure the best mbttween the internal capabilities of the
company and the external market environment. A ikeye in the marketing programme is the
recognition that the elements of the marketing arix largely controllable by managers within the
organisation and that the market forces in the reateenvironment are to a large extent
uncontrollable (Payne, 1993, p.22). The success mfrketing programme depends primarily on
the degree of match between the external envirohagth the organisation’s internal capabilities
(Payne, 1993, p.22).

The traditional marketing mix is composed of fous:Product, price, place (distribution) and

promotion (Zeithaml and Bitner, 2003, p.23).

2.9 Conclusion
As seen in the discussion above, positioning ptay#tal role in a company’s marketing strategy.
Positioning a service is a challenging task becaofghe unique problems related to the

characteristics of a service and thus these neeblet@onsidered in the positioning strategy.
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Understanding consumer perceptions is importaategiically, as it helps management to evaluate
their current positioning strategy and make changesit (Cravens, 2000, p.120). Thus
understanding consumers’ behaviour and their p&mep are crucial for an organisation’s

positioning strategy.

The critical value of positioning is emphasised Walkeret al. (2008, p.150) who point out that a
position of the product or service is dependerh@mn consumers perceive its reputation, its quality,
its strengths and weaknesses, memorable charéiceriprice and value or benefits it offers.
Positioning is therefore an essential marketingtstyy for management to be aware of and practice
especially as they are responsible for making dewsfor a company’'s success and survival in a

competitive environment.

In “playing the positioning game” Ries and Troud(2, p.201-210) believe that:
* You must understand the role of words
* You must know how words affect people
e You must be careful of change
* You need vision
* You need courage
* You need objectivity
* You need simplicity
* You need subtlety
* You must be willing to sacrifice
* You need patience

* You need a global outlook

This chapter looked at the positioning theory dkemretical framework for this research. The
positioning theory was used to find answers tordsearch problem of why the Foundation
Programme has not met its enrolment targets. Utadelisig what ‘image’ the target market has
of the Foundation Programme at UKZN impacts onrttiecision of which university to attend.
The Foundation Programme at UKZN is an educatieaalice. The discussion in this chapter
leads to the next chapter which focuses on serdndsin particular education as a service as
positioning a service requires different stratedgeshat of positioning a product. The next
chapter also discusses the positioning of a urityesshich is the crux of this study, in relation

to what was found in literature.
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Chapter 3: Services and Education as a Service

3.1 Introduction

The service sector has become a booming and grandlugtry since the Second World War (Kurtz
and Clow, 1998, p.6 and McDonald and Payne, 1998, pccording to Kotler and Armstrong
(2008a, p.256) services constitute 67% of the Saffitican gross domestic product. The previous
chapter discussed the positioning theory which wezsl as a theoretical framework for this study to
provide answers for the unmet enrolment targetthef Foundation Programme at UKZN. This
chapter looks at the marketing of a service inipaldr in relation to an education service.
Positioning an educational service requires differsgtrategies to positioning a product or other
services. Thus this chapter first provides a disicmsof the classification ancharacteristicof
services. The services marketing mix is explained this is followed by the positioning of a
service. This chapter ends with a discussion ofptb&tioning of a university which is the central

focus of this study.

3.2 Definition of a service
McDonald and Payne (1996, p.10) provide the follaydlefinition of a service:

“A service is an activity which has some elemeninténgibility associated with it. It involves
some interaction with customers or property in rthpssession, and does not result in the
transfer of ownership. A change of condition maguwcand provision of the service may or

may not be closely associated with a physical prbtu

In a more recent publication Kotler and Armstro8§04, p.276) define a service as, “...a form of
product that consists of activities, benefits, atisfaction offered for sale that are essentially

intangible and do not result in the ownership ofthimg”.

The above definitions can be better understoodbkihg at the characteristics of a service, which

show how a service is different to a product.

3.3 Characteristics of Services
According to Shaik, (2005, paragraph 6), educaiom service and students are the prime focus of
the institution. Shaik (2005, paragraph 6) statest services are said to have characteristics

different to that of products in that they are ng#ble, inseparable, heterogeneous, and perishable.
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A further characteristic of a service is ownerg8paik, 2005, paragraph 6). Education is indeed a
service. The following discussion looks at educatioterms of these characteristics.

Intangible

Education has the characteristic of being intamgiBiccording to Palmer (2011, p.7), Kotler and
Armstrong (2008a, p.256) and Ziethaml and Bitn®0@ p.20) services cannot be seen, felt, tasted
or touched in the same manner that one can semgibl&goods. Education cannot be seen, tasted
or touched. The results of education may be visibtee works or ideas that an individual produces
or decisions they make but education itself cafm@seen. It is something is kept in a person’s
mind. For example, when assessing their educatimices at tertiary level prospective students
cannot see, taste or touch the education theyragkive. It is intangible. What is related to them
are the benefits of education, i.e. the careerstha go on to, the jobs that they would be queifi
for etc. Ivy and Naude’ (1999) (cited in De Jaged Du Plooy, 2006, p.11) state that students are
not buying degrees, they are buying the benefitt the degree can provide in terms of
employment, status and lifestyle. To reduce unt#ytaKotler and Armstrong (2008a, p.257)
suggests that buyers look for ‘signals’ of sendecrlity. They draw conclusions about the quality

from the place, people, price, equipment and conications that they can see.

| nseparable

Education is also inseparable. According to Palf(@éi1, p.9) and Kotler and Armstrong (2008a,
p.256) service inseparability means that servieemot be separated from their providers, whether
the providers are people or machines. In educdtiere is a teacher and a learner. The “teacher”
can be a person, technology such as the interretesr a book. Both the “teacher” and the learner
need to be present for education to take placen Bistance education requires a “teacher” and a

learner.

Hetrogeneous

Education has the characteristic of being hetereges Palmer (2011, p.10) and Kotler and

Armstrong (2004, p.299) states that heterogendsty meferred to as service variability, means that
the quality of services depend on who provides tlesnwell as when, where and how they are
provided. According to Ziethaml and Bitner (20p31) heterogeneity also results because no two
customers are precisely alike, each will have umidemand or experience the service in a unique
way. For example, the same topic taught by the sarersity lecturer is impossible to be exactly

the same. Human elements in the lecturer suching beed, de-motivated or still recovering from
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some bad family crisis will influence the servidéhe students may also be different from one
setting to another as their previous knowledgehusiasm towards the course etc may also be
different and this will influence the service beinlglivered. Solomon and Stuart state that
Professors vary so much in their training, thde &xperiences and their personalities that there i

little hope of teaching uniform and students witfiedent backgrounds and interests vary in their

needs, so that the lecture that one group findsifasng might be slept through by another

(Solomon and Stuart, 1997, p.370).

Perishable

According to Palmer (2011, p.11), Kotler and Arrosty (2008a, p.257) and Zeithaml and Bitner
(2003, p.22) perishability refers to the fact thatvices cannot be saved, stored, resold or returne
Education is also perishable in nature. For exaniple course at a tertiary institution does not
attract enough applicants it cannot be saved oedtor another time. Once education is bought it
also cannot be resold.

Ownership

The ownership characteristic of a service can bésgeen in education. Palmer (2011, p.13) and
Cowell (1984, p.26) states that the lack of owniprsh a basic difference between a service

industry and product industry because a consumgramiy have access to or use of a facility. For

example, when purchasing the education servicestiindent does not own the university or the

lecturer or the teaching aids.

The characteristics of education as discussed aliagerate how education is in fact a service.
Gordon and Partington (1993) offer a relativelyeg@atised definition of educational quality as “the
success to which the institution enables studentchieve worthwhile learning goals” (Saunders,
2005, p.146). According to Saunders (2005, p.146¢ “educational sector has a number of
different stakeholders to whom service qualityniportant, i.e. students, government, society, staff

and parents, with all these stakeholders havirfgrdifit perceptions and expectations”.
3.4 Marketing Strategy for Services

Services are very different to products as can dmn dn the above discussion. It is therefore

important that the unique properties or servicescansidered when planning a marketing strategy.
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3.4.1 Positioning a service

Webster (1991, cited in Kalafatis, Tsogas, and Bian, 2000, p.416) states that the positioning
theory can be equally applied to products and sesviMany writers point out the unique problems
regarding the positioning of services compared hysjzal goods because of the intangible
characteristic of services (Palmer, 2011, p.7, Blan and Kalafatis, 2007, p.436, Dibb and
Simkin, 1992, p.25, Schiffman and Kanuk, 1997, p)1Hoffman and Bateson (2006, p.195) state
that the intangibility clouds the consumer’s apilib differentiate one service provider's offering

from the next. McDonald and Payne, (1996, p.96)ekelthat irrespective of what the company
puts into its service product, it is the customegrsception which determines whether or not it is
successful. For effective positioning of servides suggested that one focus on “tangibilising® th

service (Blankson and Kalafatis, 1999, p.109).

Peter and Olson (2005, p.392-394) and Kurtz anav@1®98, p.336) recommend that a service can
be positioned in six different ways: by the servattributes, use or application, price/quality
relationship, service class and service user. Aarottay to position a service is relative to a
competitor (Kurtz and Clow, 1998, p.336). Thisngbrtant according to Kurtz and Clow (1998) as
it helps the company know which other vendors a@iad considered by the consumer when they
make their purchase decision. Further dimensioggesied by Zeithamal and Bitner (1996 cited in
Blankson, 1999, p.112) for services to be positiooe include: the needs they satisfy, the benefits
they deliver, specific service features, time af asd who uses it. For establishing the positioning
of the Foundation Programme at UKZN the researatemmed it appropriate to identifying
important attributes of the Foundation Programmevelt as identify the important needs of its

target market.

27



As already discussed positioning of services cammibee challenging because of their unique
characteristics. Table 3.1 represents the sechiaeacteristics and their implications for markegtin

and positioning strategies:

Table 3.1: Service Characteristics and the implicéns for marketing and positioning

strategies
Characteristic of Service Marketing Implications sRioning tactics and strategies
Intangibility Sampling difficulty Focus on benefits and attributes

Strain on promotional element of Increase tangibility of service

marketing mix Use brand names

No patents possible Use personalities to personalise

Difficulty to judge price and service

quality in advance Develop reputation
Inseparability Requires presence of producer| Learn to work in larger groups

Direct sale Work faster

Limited scale of operations Train more service providers
Heterogeneity Standards depend on who and Careful personnel selection and

when provided training

Difficult to assure quality Ensure standards are monitored

Pre-package service

Emphasise bespoke services

Perishability Cannot be stored Match supply and demand
Problem with demand effectively (e.g. reduce prices
fluctuations during off-peak)

Ownership Customer has access to but not Stress advantages of non-

ownership of service activity or | ownership (e.g. permit easier

facility payment system)
Standardisation Difficulty in consistency of Create uniformity. Instil
service company’s ethos in personnel

Source (adapted from Cowell, 1989 and Ellis and MosH&93, both cited in Blankson and
Kalafatis, 1999, p.108)

Although the positioning of services brings withuitique challenges, writers such as Shostack
(1987) and Arnot and Easingwood (1994) (both ciredBlankson and Kalafatis, 1999, p.107)
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believe that better strategies can be followed#itoning takes into account issues related to the
complexity and variability of the service on aneoff

3.4.2 Services Marketing Mix

As seen in the discussion above services are Viffigraht to products and therefore require a
different kind of management than that of produlrtsaddition to the traditional marketing mix of
the four P’s, the service marketing mix includesge, physical evidence and process (Zeithaml
and Bitner, 2003, p.24).

3.4.2.1 Product
Products, according to Palmer (2011, p.36) and McCallaghan and Palmét998, p.19), are the

means by which organisations seek to satisfy coasum@eds. A product in this sense, is anything
that the organisation offers to potential custonvengch may satisfy a need, whether it is tangible

or intangible.

The service product requires consideration of #mge of services provided, the quality of services
provided and the level of services provided (Ko#ded Armstrong. 2008a, p.257) Attention will
also need to be given to matters like the use arfiding, warranties and after-sale service (Cowell,
1984, p.71). As with goods, customers derive b&nefhd satisfactions from service products.
Service products are bought and used for the lientbéy offer and for the needs they fulfil and not
for themselves (Cowell, 1984, p.99).

Payne (1993, p.125) states that a service producitomplex set of value satisfactions. According
to Payne (1993, p.125), people buy services toesphoblems and they attach value to them in
proportion to the perceived ability of the servicedo this. Value is assigned by the buyers in
relationship to the benefits they receive (Pay®831p.125).

Cowell (1984, p.99) suggests four levels in analyshe service product:

« The consumers benefit concepateson (1977 cited in Cowell, 1984, p.99) arghes the
consumer’s view should be central to the shapincamf good or service offer. The
consumer benefit concept is defined by Batesonaasuhdle of functional, effectual and
psychological attributes”. For example, in the edian service, the degree will provide the
consumer with benefits such as finding a job.
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« The service concepPalmer (2011, p.2) defines the service concethiasdefinitions of the
general benefits the service organisation offersetbaon customer benefits sought. The
questions; what business are we in? and what reggbwants do we attempt to meet? helps
to explain this concept. For example, a car himgany such as Avis, offers the solution to
consumers temporary transportation problems. Coasumeed the benefit of temporary
transport and Avis’ key service offer is to proviaeystem of hiring vehicles to meet this

need.

« The service offerThe service offer is concerned with giving mopedfic and detailed
shape to the basic service concept notion (Palgtdr], p.13). The shape of the service
offer stems from managerial decisions concernel witat services will be provided, when
they will be provided, how they will be providedhere they will be provided and who will
provide them (Cowell, 1984, p.103).

« The service delivery systerfiwo key elements of many service delivery systamesthe
people and the physical evidence (Cowell, 19841@).1Palmer (2011, p.37) explains that
the people involved in service product performaaee delivery include the organisation’s
own personnel. Physical objects consist of builgimant, equipment, tools, and the layout
of the facilities and tangible elements of the mer{Palmer, 2011, p.37). For example in a
university this would include the teaching and adstration staff as well as the lecture
venues, laboratories etc.

Lovelock (1996, p.338) states that most manufawguend service businesses, whether they are
classified in government statistics as manufactun service, offer their customers a package,

involving not only the core product but a variefyservice-related activities.

Lynn Shostack developed a molecular model whicts us&hemical analogy to help marketers
visualise and manage what she terms the “total ebahtity” (Lovelock, 1996, p.339). Her model
can be applied to either goods or services. Atcvere is the core benefit, addressing the basic
customer need, linked to a series of other serefmacteristics. She argues that as in chemical
formulations, a change in one element may completiér the nature of the entity. Surrounding
the molecules are a series of bands representiig, pdistribution and market positioning
(Lovelock, 1996, p.339).
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Lovelock uses the concept of a ‘Flower of Servite’ illustrate the core product and the
supplementary services (Lovelock, 1996, p.341) hg seen in Figure 3.1. He defined eight
clusters as petals surrounding the centre of aeftowhe eight clusters are classifications of
supplementary services which include; informatianaer taking, safekeeping, billing, consultation,
hospitality, exceptions and payment (Lovelock, 198841) According to Lovelock, the important
issue is not how many petals the flower has, bsueng that each petal is perfectly formed and

adds lustre to the core product in the eyes ofaiget customers (Lovelock, 1996, p.359).

Figure 3.1: Flower of Service: Core Product Surrouded by Clusters of Supplementary

Services

Information

Payment Consutation

Billing
Crrdar Taking

Exceptions

Hospitality

Caretaking
(Lovelock, 1996, p.343)

3.4.2.2 Price
Price decisions are strategic and tactical and eronthe general level of prices to be charged,

discount structures, terms of payment and the exemhich price discrimination between different
groups of customers is to take place (Palmer, 20136 and McCollet al, 1998, p.19). These

decisions also affect the product manager.

The characteristics of services influence the priget in the service market. Cowell (1984, p.148)

discusses some of the impacts:
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Service perishability The fact that services cannot be stored and fthetuations in
demand cannot be met as easily through using iokiesthas price implications. Special
price offers and price reductions can be used topemsate for this effect. For example, an
airline is built to accommodate a certain numbepadsengers irrespective of which time
of year it is. Seats on flights not sold during-péfak seasons cannot be sold at another
time. It cannot be stored away. In order not t&lt®e unsold seat, airlines should offer a
lower price than the normal price so that the sestld.

Delay or postponeConsumers may delay or postpone the use of memyces because
they may be too busy, they may not be satisfieth wie current price charged for the
service and can wait for it to be performed etdsTéads to keener competition amongst
the providers of these services.

Intangibility. The intangible characteristic of services may mieat first time users have
difficulty in understanding what they get for theioney. Prices may be set based on costs
of the material content which means that it carséehigher if there is a higher material
content. It also means that services may be maredvthan physical products. The service
level, service quality and service quantity canaogusted to meet particular customer
requirements and would affect the price of theiserv

HomogeneousHomogeneous services such as car washes antednecs etc. will lead to
highly competitive pricing. The seller has morecdis$ion in varying the price when the
service is more unique.

Inseparability The inseparability of services may create gedygcagnd time limits on the
markets that can be served. The degree of conguetitithin an area will influence the

prices charged.

Zeithaml and Bitner (2003, p.25) state that prichegomes very complex in services where unit

costs needed to calculate prices may be diffieuldétermine, and where the customer frequently

uses price as a cue to quality. Zeithaml and Bi{2€03, p.484) therefore suggest that service

prices must be determined carefully. In addition bieing chosen to cover costs or match

competitors, prices must be chosen to convey theogpate quality signal as pricing too low can

lead to inaccurate inferences about the qualitthefservice (Zeithaml and Bitner, 2003, p.484).

Pricing too high can set expectations that mayitiiewt to match in the service delivery (Zeithaml

and Bitner, 2003, p.484). Competition-orientatedcipg although simpler, may not provide

assurance of covering costs (Zeithaml, ParasuraamdnBerry, 1985, p.38). Demand-orientated
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pricing may be as difficult to implement as cosentated pricing and does not guarantee that costs
will be covered (Zeithangt al.,1985, p.38).

3.4.2.3 Place
According to Palmer (2011, p.36), place decisioaferr to the ease of access that potential

customers have to a service. It also involves glaydbcation decisions, decisions about which
intermediaries to use in making a service accesgibla consumer and non-location decisions
which are used to make services available (Pal2@t]l, p.36 and McColét al, 1998, p.20).
Examples of these decisions include; where to ptat®tel, whether a tour operator uses travel
agents or sells its holidays direct to the custoamer the use of telephone delivery systems (McCaoll
et al, 1998, p.20). Examples of place decisions in avamity include location of campuses,

laboratories, residences and various support sstvic

According to Cowell (1984, p.197), location mayibrelevant for services like households repairs,
car breakdown services and utilities as they arfopred where the customer is. The accessibility
or availability to the customer for such servicesciitical when the service is required (Cowell,
1984, p.197). Some services are concentrated the isase when status is associated with certain
sites (Cowell, 1984, p.197). For example an area s Umhlanga in Durban, which is considered
to be an elite area, has many restaurants as iherehigh demand for this. On the other hand
services may also be dispersed as the nature adrdband the characteristics of the service may
require dispersal into the marketplace, for exampleen an institution is centralised but the
operations are dispersed, i.e. business consul@sitsspecific customers (Cowell, 1984, p.197-
198).

3.4.2.4 Promotion
The traditional promotional mix includes various thaels of communicating the benefits of a

service to potential consumers (Palmer, 2011, p.368g four elements of promotion include
advertising, sales promotion, public relations gq&tsonal selling (McColkt al, 1998, p.19).
According to Palmer (2011, p.36) and McCellal. (1998, p.20) the promotion of services often

needs to place a particular emphasis on incredsegpparent tangibility of a service.

Cowell (1984, p.163) states that the objectivegromotions include:
« Building awareness and interest in the serviceyrbdnd the service organisation,
« Differentiate the service offer and the serviceamigation from competitors,

« Communicate and portray the benefits of the sesvésmilable,
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« Building and maintaining the overall image and tation of the service organisation is a
forth objective,

* Persuade customers to buy or use the service.

The characteristics of services, i.e. intangihilihseparability, heterogeneity and perishabilitstt
were discussed earlier assume importance whenratiffes between goods and services are
examined from the buyer's viewpoint (Cowell, 198§4166). They can therefore be used to
strengthen the promotional effects for serviceds & particularly true of an education service
where the prospective student cannot feel or tolierservice beforehand. The need to see pictures
of the buildings or hear success stories of gradueitic. to help them visualise the service offering

3.4.2.5 People
According to Palmer (2011, p.37 and McCellal. (1998, p.20), for most services, people are a

vital element of the marketing mix. People inclidehuman actors who play a part in service
delivery and this influence the buyer’s perceptioramely, the firm’s personnel, the customer, and
other customers in the service environment (Zeitteard Bitner 2003, p.24).

With manufactured goods management can usually taé@&sures to reduce the direct effect of
people on the final output as received by custortieagmer, 2011, p.37 and McCalt al, 1998,
p.20). According to Palmer (2011, p.37), the bugenot concerned with whether the production
worker dresses untidily, uses bad language at wotkirns up for work late, so long as there are
quality control measures which reject the resultdaa behaviour before the car reaches the
customer. On the other hand, the performance ofctiredealership personnel in selling and
maintaining the vehicle is, however of more diiegportance to the customer (McCell al, 1998,
p.20).

Palmer (2011, p.37) and McCadt al, (1998, p.20) state that while the importancechtd to
people management in improving quality within mawtfiring companies has increased people
planning assumes much greater importance withirséingice sector. For this reason, it is essential
that service organisations clearly specify whadxpected from personnel in their interaction with
customers and maintain morale and retain staff.atbieve the quality service, methods of
recruiting, training, motivating and rewarding $tafannot be regarded as purely personnel
decisions — they are important marketing mix deaisi(Palmer, 2011, p.37 and McCel al,
1998, p.21).
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In many services situations, customers themsekleslso influence service delivery, thus affecting
service quality and their own satisfaction. Custsmaot only influence their own service
outcomes, but they can influence other customewgetigZeithaml and Bitner, 2003, p.25).

According to Zeithaml and Bitner (2003, p.318) frtine employees and those supporting them
from behind the scenes are critical to the sucoéssy service organisation. They go on to state
that service employees are the service, are traniation in the customer’s eyes, are the brand and
are the marketers (Zeithaml and Bitner, 2003, p.3Z8ithaml and Bitner state that satisfied
employees make for satisfied customers (ZeithamlBitner, 2003, p.320). They also mention that
unless service employees are happy in their jalstomer satisfaction will be difficult to achieve
(Zeithaml and Bitner, 2003, p.320).

Customers’ perceptions of service quality will bepacted by the customer-orientated behaviours
of employees (Zeithaml and Bitner, 2003, p.321)iMeeng the service as promised is often totally

within the control of front-line employees. Whemaees fail or errors are made, employees are
essential for setting things right and using thedigement to determine the best course of actipon fo

service recovery (Zeithaml and Bitner, 2003, p.321)

Front-line employees directly influence customercpptions of responsiveness through their
personal willingness to help and their promptnesserving customers. Individual employees with
whom the customer interacts confirm and build trustthe organisation or detract from its
reputation and ultimately destroy trust (Zeithamtl&Bitner, 2003, p.321). Zeithaml and Bitner
(2003, p.321) state that to build customer-orieutaservice-minded workforce, an organisation
must hire the right people, develop people to @elservice quality, provide the needed support
systems and retain the best people. For exampdeuaiversity staff who deal with promotional
activities or applications and enquiries often twethe first impression of the institution. If they
interact poorly with prospective students this migtop the student from eventually applying or

choosing that university.

According to Zeithaml and Bitner (2003, p.339) nfiloyees feel valued and their needs are taken
care of, they are more likely to stay with the aiigation. Zeithaml and Bitner (2003, p.240) state
that if a company wants the strongest service pmdcs to stay with the organisation it must
reward and promote them. Therefore it is importamit to ignore the employees in the service

delivery as their role can have very positive agaive impact for the organisation.
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3.4.2.6 Physical Evidence
According to Palmer (2011, p.37) the intangibleunatof a service means that in many cases

potential customers are unable to judge a sengferd it is consumed. This intangibility increases
the riskiness inherent in a purchase decision swrakes it difficult to judge the quality of the
service (Palmer, 2011, p.37). Palmer (2011, p.@@psst that by offering the tangible evidence of
the nature of services this level of risk can lzhioed.

Physical evidence refers to the environments ircivithe service is delivered and where the firm
and customer interact, and any tangible comporteatsfacilitate performance or communication
of the service (Zeithaml and Bitner, 2003, p.25).

Palmer (2011, p.8) suggest that the tangible egeleassociated with a service provides quality
service clues. For example, the design of depattiaueth other retail stores including their layout,
colour schemes, music, scents from perfumes, afgfearance, shopping bags and other aspects
covering the tangibles in this sophisticated emuinent (McCollet al, 1998, p.22). In management
consulting the business cards and the presentgtiality of reports and other materials provide
some of the tangible evidence used by customejigdge quality (McCollet al, 1998, p.22). The
appearance and content of invoices and bills i3 rgarded as part of the tangible evidence to be
considered carefully by the marketer (McGatllal, 1998, p.22). Communication such as letters and
pamphlets from a university as well as its buildimgc are also sending messages about the quality
it offers and influence their perception.

3.4.2.7 Process
Process decisions affect how the service is dad/¢o consumers. Process refers to the actual

procedures, mechanisms, and flow of activities byctv the service is delivered (Zeithaml, Bitner
and Gremler, 2009, p.25). Some services are vemplEx, requiring the customer to follow a
complicated and extensive series of actions to ¢teteghe process (Zeithaml and Bitner, 2003,
p.25).

Palmer (2011, p.38) suggest that a service marletemines the process involved in service
delivery to identify ways in which a better servitey be provided to a customer. In many cases
this may involve removing bottlenecks and othervgiseamlining the service delivery system. The
use of technology may be used to improve procedsseSoll et al, 1998, p.22). The processes at a

university involve the application process and sergtion for example. This can either be a tedious
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process with many manual components or allow theestt to do this online from their home

computers.

The underlying concept in developing each of thdements of the marketing mix for services is to
use them to support each other, to reinforce tistipning of the product and to deliver appropriate

service quality to achieve competitive advantagey(e, 1993, p.124).

3.5 Positioning of a University

The decision about where to attend university isamoeasy task for most high school pupils as it is
a highly involved decision which has implicatior® their future (Veloutsou, Lewis and Paton,

2004, p.160). Adding to the complexity of this d&mn is the current reality of consumers being
overloaded with information about various produatsl services (Kotler and Armstrong, 2004,

p.259). Kotler and Armstrong (2004, p.259) expldiat consumers deal with this by organising
products and services into groups and “positionitiggm in their minds. The overload of

information is no exception when it comes to thecadional service.

Potential applicants are faced with a wide rangkeufary institutions and qualifications to choose
from. According to James, Balwin and Mclnnis (19@8ed in Maringe, 2006, p.466) “higher

education environments in most developing counthiage become competitive and institutions
increasingly have to compete for students in récremt markets.

In applying the buying behaviour theory to eduaati€hapman (1986) suggests 5 stages that
students and their parents will pass through iactielg an institution or subject of study (Maringe,
2006, p. 468). There-search behavioustage is where students have early thoughts abeirt t
future and passively register the existence ofrinfdion about higher education to which they are
exposed (Maringe, 2006, p. 468). In thearch behavioustage applicants have already made a
short list of potential providers and use a ranfmformation to make up their minds (Maringe,
2006, p. 468). Students submit their applicatiansdlected institutions in thepplication stage
(Maringe, 2006, p. 468). Thehoice decisiorstage is when the student accepts the offer. \
applicant turns up for theegistration stage (Maringe, 2006, p. 468). Maringe (2006, 9)4fates
that an understanding of these stages providesoagsfoundation for institutions to position

themselves in a competitive market.

37



Consumers use a set of criteria based on featutesnefits when evaluating and deciding amongst
the competing alternatives in a product or ser¢R&mer, 2011, p.157 and Hawkiatal., 1998,
cited in Yamamoto, 2006, p.561). Amongst the lilema a wide range of factors have been

identified as influential in a potential studerdiscision about which university to attend:

* Reputation of the University and the specific pesgmes(Hayes, 1989; Moogan Baron
and Harrig 1999; Soutar and Turner, 2002; Vaughn, 1978 gitedeloutsouet al, 2004,
p.161). Veloutsoukt al. (2004p.161) suggest that “this is usually relatedhe earlier
performance of the institution rather than its entrperformance, structure and offering”.
Garden (2003, p.168) suggests that reputation sergice is often overlooked. Garden
(2003, p.168) also suggests a University shouldnoconicate its strengths and positive
elements to the community.

e The location of the university and the geographytosurroundinggJoseph and Joseph,
1998, p.91 and Veloutsat al.,2004, p.161).

« Distance from homé&Soutar and Turner, 2002, p.40). This could incltidetime taken to
get to each university and access to public tramsf®outar and Turner, 2002, p.40).
Distance from home was also identified in Gardettigly as part of the university decision
(Garden 2000, cited in Garden 2003, p.173).

« The institution’s infrastructuresuch as the library facilities, classrooms, corapuabs,
campus security and the university accommodatiooc¢@ri and Javaldi995; Vaughn,
1978 cited in Veloutsou, 2004, p.161).

» The campus atmosphegquite or lively) (Soutar and Turner, 2002, p.40).

» The costs associated with study at the Unive(€ihapman, 1986 cited in Veloutsou, 2004,
p.161land Joseph and Joseph, 1998, p.91). Theamastsbe related to University fees, cost
of living in the area and the possibility of seagyifinancial aid (Veloutsou, 2004, p.161).
“Students who rate the financial aspects highlysaer the practical implications of being
able to afford an education” (Bonnema and Van dedt\\2008, p.321). Garden (2003,
p.170) confirms “the reality in South Africa is thelarge group of scholars cannot afford
to pay for tertiary education and many rely on $atships and bursaries to continue their
education.

e The quality of the teaching stdftarden, 2003, p.165 and Soutar and Turner, 20d).p
According to Garden (2003, p.165) “Potential studeseek institutions that boast highly
qualified lecturers, as highly qualified lecturereuld be seen as an indicator of a quality

university and therefore quality education”. Acdagdto Garden (2003, p.165) “potential
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students seek institutions that boast highly giealifecturers, as highly qualified lecturers
would be seen as an indicator of a quality unitesnd therefore quality education”.

The future career prospects and opportunities foithg graduation from the university
(Chapman, 1986; Hayes, 1989; Newell, Titus and WE396; Soutar and Turner, 2002
cited in Veloutsou, 2004. p.161-162). This factoswd include the compensation, i.e.
earning potential and growth, job availability agrdwth and job requirements (Yamamoto,
2006, p.561).

Employability According to Bonnema and Van der Walt (2008, p)3h8se are aspects of
the institution that will enhance the chances afigg employment after the completion of
studies. This also shows a concern for long-teredralfiiment and not just the short term
aspects of being a student.

The quality of life during their studieBhe surroundings and available facilities becomes
important as students will spent a few years ofrtliges living in the area (Chapman,
1981, Coccari and Javalgi, 1995 cited in Veloutsbal, 2004, p.162).

Course contentThis includes the academic and practical componefitthe course
(Bonnema and Van der Walt, 2008, p.318).

The type of course they want toelg. business, law, engineering (Soutar and TURGE2,
p.40). This was also identified by Garden (200tkctin Garden 2003, p.173) as being very
influential in a student’s decision of which unisity to attend.

Sporting These include the opportunities for and the quadit sport at the institution
(Bonnema and Van der Walt, 2008, p.318). “Sporttgp implies a number of social
factors such as winning, being part of a team, teatial events and meeting people”
Significant persons; friends, parents, high schimdeph and Joseph (1998, p.91) state that
the ‘significant persons’ influence the studenthiree ways: 1) comments made by these
people shape the students’ expectations of a phatitertiary institution, 2) they may offer
direct advise on which institution the student dtiahoose, 3) the advice of friends that
attend a particular institution also influencesrtidecision. Chapman (1981, cited in Joseph
and Joseph, 1998, p.93) believes that of all theifitant persons, the parents are the ones
who have the greatest impact on the students’ eh@onversely in Maringe’s study (2006,
p.473) teachers were found to be the strongestrfactinfluencing the student’s choice of
course while parents were the least important. hgri (2006, p.473) suggests that
“secondary school teachers could be the univessitieeatest allies in helping students

decision making about higher education study”.
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« Institution’s efforts to communicate with studentsitten information, campus visits and
admissions/recruitment Joseph and Joseph (1998, p.95) conclude thamional
activities developed by tertiary institutions shibw@upport their market positioning and
reflect the importance of the value of educatiord ategree (content and structure)
attributes”. To achieve this they suggest usimggtitnonials of alumni who are presently
employed which would emphasize the value of edanatise testimonials of employers
who would attest to the quality of graduates. Tdosild build up the reputation of the
degrees offered by an institution. Promotional maltgprovided to potential students must
have clear and concise information in relation ke tcourses available, the entry
requirements and the availability of specialistgpeanmes” (p.95).

e Security:This can include safety on campus at nighatden (2003, p.177).

Soutar and Turner (2002, p.40) argue that somkeofdactors that influence a student’s decision of
which university to attend are more important tlethers and in determining their university
preferences students will consider what is impartarthem and, consciously or unconsciously,

trade-off between these attributes.

Maringe (2006, p.467) argues that the reasonsagi choose universities and courses are central
to institutional positioning. “Consumers in HighEducation now exist in a positional market,
where institutions compete for the best studenifevthe applicants compete for the most preferred
institutions” (Maringe, 2006, p.469). Bunzel (2007,152) proclaim that “various corporate
marketing strategies are being employed in the emoaddworld as universities search for ways to
improve ranking”. In operating and surviving inchua competitive environment some universities
are also choosing to follow the advice of Kotledalrmstrong (2004, p.259) who suggests that

they create positions that will be advantageoushfeir products in the selected market.

Veloutsouet al. (2004, p.170) maintain that “attracting and retairstudents suited to the courses
offered must be one of the most important objestioé any university” and conclude that this
requires “the development of unique selling posrtsl communicating this to potential students”.
Paramewaran and Glowacka (1995, cited in Ivy, 2@0A76) who did a study on university image
advocate that “higher education institutions neethaintain or develop a distinct image to create a
competitive advantage in an increasingly competitharket”. “It is this image that will impact on a

student’s willingness to apply to that institutifam enrolment” (lvy, 2001, p.279). Similarly Garden
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(2003, p.173) suggests that universities commumiadtectively by highlighting its strengths
especially those that are important to its targatiet.

However this can be a very challenging task forversities. Universities are finding it more
challenging to attract the appropriate students witir limited resources (Veloutset al., 2005,
p.280). This is supported by Ivy (2001, p.279) wdtates that many universities globally are

experiencing difficulties with decreasing studemtnter and decreasing funding.

“If educational institutions are to develop stragsgthat will attract a sustainable share of the
market, they need to know their customers, undedstiaeir needs and develop strategies to satisfy
those needs” (Joseph and Joseph, 2000, 43). “Tont®dhe university of choice you must be

positively represented, the students, adviserggendral stakeholders must know who you are, and

what you offer in order to consider you as a cHofeeloutsouet al.,2005, p.280).

3.6 Conclusion

This chapter discussed services and in partichkretiucational service which is the focus of this
study. It began by a discussion of the characiesisif services. This is followed by the marketing
strategy for services which included positioningeavice and the services marketing mix. These
service attributes and strategies are applieded-ttundation Programme at UKZN later on. Lastly
the positioning of a university is discussed. Tiavided the bases for identifying factors impottan
to the target market of the Foundation Programmdk&N in their selection of a university and
would be used to develop the questions for stageobthe data collection.
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Chapter 4: Science Access Education in South Africand the UKZN

Foundation Programme

4.1 Introduction

This chapter begins with a discussion of the hystifr Science Access education in South Africa
looking at the need for access programmes. Thatetailed discussion of the Foundation
Programme at UKZN is provided. The impact of thergee financial assistance for access
students, introduction of the Augmented Programntk @mpetition is included. This follows the
marketing of the Foundation Programme which inctutiggeting, positioning and the marketing

mix. Lastly other research on the Foundation Progna is provided.

4.2 The History of Science Access Education in Séugfrica

“In South Africa, since 1994, a democratically ¢dekcgovernment has set out to achieve ‘a better
life for all' by focusing on economic developmebly seeking to reconstruct the entire social
system, and by aiming to reintegrate successfotty the international community...” (Council for
Higher Education, 2004a, p.14). “... South Africastsiving to create a non-racial democratic
society based on the principles of equity, nonaigrin, and non-sexism” (Jaruzel, 2004 cited in
Brown, 2006, p.512).

South Africa’s apartheid past produced a systeinfefior education for blacks (Boekhorst, 2004,
p. 67). Blacks were deprived of the most basizeitship rights, laboured in jobs that earned them
a very small wages, attended under-resourced schoal lived in extreme poverty (Brown, 2006,
p.512). “During the apartheid era resources weristi@d on schools serving white students while
schools serving the black majority were systemiyicdeprived of qualified teachers, physical
resources and teaching aids such as textbookstatimhery” (Fiske and Ladd, 2006, p.96). These
unfair discrepancies amongst the races resultad inferior education for majority of black South

Africans which also left them insufficiently preparfor university studies.

Promoting racial equity in the education system wamajor task of the new democratic South
African government that assumed power in 1994 @iakd Ladd, 2006, p.96). “Despite the
inherited problems and challenges it faces higkeication has immense potential to contribute to
consolidating democracy and social justice, pragyciitical intellectuals, developing knowledge,
and expanding and improving the economy” (Counmil Hligher Education, 2004a, p.16). Since

then policies have been developed in the educatimtor correcting apartheid and attaining to
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global trends (Scottt al, 2007, p.9). Hence the provision of access prograsnwere accelerated,
as these were aimed at increasing the number ofopusly disadvantaged individuals entering
university and bridging the gap between learnetisosl attainments and the demands of higher

education programmes (Department of Education, 1@aragraph 32).

Besides the history of the apartheid educatioresysh South Africa there is also a shortage of, and
need to increase the number of science graduatelouth Africa the performance in Maths and
Science has been persistently low (Sebtal, 2007, p.11). Steyn and Maree (2002, p.47) believe
that “the number of students who, on the strendtltheir scholastic achievements, are able to
complete these courses (i.e. natural sciencesnesgng and medical sciences) successfully at
university, is insufficient to satisfy the demanafsa developing country such as South Africa”.
According to the National Assessment of EducatidPralgress, 2004, low Maths achievement is
especially pronounced in students from low-incoraadeholds (cited in Jordan, Kaplin, Olah and
Locunaik 2006, p.153). Statistics from the Department ofidadion (2001, p.12) verify the poor
performance in Maths and Science by their analysithe 2000 Senior Certificate results which
showed that out of 400 000 candidates only 20 2#Ra#n candidates wrote Mathematics on the
higher grade with only 3128 who passed. This cortnto be a problem as seen in the recent 2011
National Senior Certificate examination which shdwthat only 46% of the total number of
learners who wrote Mathematics in the country distymassed it (Department of Basic Education,
2011, p.57).

Compounding this problem is the reality that ...“mdhan half the black Maths and Science
teachers are under prepared in these fields” (Mar2@02, p.8 cited in Fiske and Ladd, 2006,
p.102). An EduSource report (1997, cited in Departimof Education, 2001, p.12) stated that
although 85% of mathematics educators were prafealy qualified as educators only 50% had
specialised in Mathematics in their training. Sarljy while 84% of science educators were
qualified only 42% were qualified in science (Dap@nt of Education, 2001, p.12).

A high level of mathematical and scientific compete in a country will determine its ability to
progress technologically, industrially and econatiyc(Anonymous, 2004, p.8). Steyn and Maree
(2002, p.47) concur and state that “prosperity 8outh Africa’s people requires that they
increasingly apply scientific and technological estige...which is possible through effective
training of students in the natural sciences, esgging and medical sciences”. In addressing the

inequalities of the past there is a particular neethcrease science graduates from a previously
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disadvantaged background. The Foundation programnhelping address this national need. In
order to attain the desired number of science @iadu particularly from disadvantaged
backgrounds it is therefore imperative that therfgélation Programme attract an adequate number

of applicants.

The above discussion highlights the reasons that bath to access programmes in South Africa
and in particular access programmes in sciencereThas also been a considerable amount of
growth in the number of access programmes in seiefibe growth in access programmes in
science has been encouraged by government whgjrig to address the “articulation gap between
learner’'s school attainment and the intellectuamaleds of higher education”, ...“found it
necessary to accelerate the provision of bridging access programmes” (Department of
Education, 1997, paragraph 32). Thus access progeanare being offered by a number of
institutions.

4.3 Foundation or Access Programmes for Science Ecttion

The terminology for foundation, bridging, augmenéed access are often used at various times but
really mean the same. (Hay and Marais, 2004, dite®ass, 2007, p.2). The Department of
Education (2006, p.2) states that “the term ‘fodimataprogramme’ is often used to refer to learning
activities, at the lower end of the higher educatiand, that are intended to enable students from
disadvantaged educational backgrounds to acquiee @btademic foundations necessary for
succeeding in higher education”. According to Waod Lithauer (2005, p.1002) the main function
of a foundation programme is to provide entry itgidiary education by empowering them with the
knowledge and skills they need “and in addition kimowledge and skills, well-constructed
foundation programmes also provide students withegand attitudes outside the purely academic

sphere”.

Pavlich, Orkin and Richardson (1995, cited in Eksand Quayle, 2007, p.74) argue that the
following factors contribute towards the effectiess of access programmes:
« The development of sensitive alternative selecpomcedures, i.e. identifying the more
capable students regardless of their matric results
e« The extent to which the faculty, administration atitt student body perceive the
programme as ‘legitimate’
* The use of learning technologies (tutorials, corapassisted learning etc.)

e Intra-and-inter programme management structures
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« Ensuring that disadvantaged students are catereih floon-academic ways (in terms of
financial aid, counselling services etc.)
Thus a number of factors need to be consideredeimffering of an access programme. Alternative
selection procedures are helpful as matric redaftaiccess students might not necessarily reflect
their ability (Grussendorff, Liebenberg and Houst@fA04, p.266). Its more a reflection of their
schooling environment.

For the Department of Education their main objectis “to ensure that students who enter
Foundation Programmes actually succeed in themdando from an educational perspective”
(Menon, 2008). The progress reports of each initituhelp them monitor the institutions’
implementation of the provision of access and héhgsn decide on funding they release for the
foundation programme (Menon, 2008). When tryin@diaress issues of access the Department of
Education does so from multiple levels not justthg provision of Foundation programmes at
universities (Menon, 2008). They try to “improveetacademic quality of the programmes by
increasing the infrastructural capacity of instdns and improve the matric throughput rates so
they help increase the number of students availfdrleentrance into university etc.” (Menon,
2008).

Rollnick (2010, p.16) states that a number of optiare available for redress: extra tutorials that
run alongside regular courses, zero-level pre-gegreurses, reorganised degree structures
involving one or more extra years and completauegiring of the degree. “By 2001, almost every
university in South Africa has been offering sonwmt sof intervention providing access to
disadvantaged students” (Pinto, 2001, cited inrkl 2010, p.44). Table 4.1 provides a list of
access programmes in South Africa at post schoahimersity level.

Table 4.1: Access Programmes in South Africa

Merged institution Previous name Programme

University of South Africa University of South Afa Access Programme
University of South Africa Technikon SA Open Acc&ssgramme
University of KwaZulu-Natal University of Natal, Bloan UNITE

National Access Consortium of | NA Leaf Programme

the Western Cape

Zululand University Zululand University Foundati®nogramme for

Science and Agriculture
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University of the Witwatersrand

University of theitWatersrand

College of Science

Cape Peninsula University of

Technology

Cape Technikon

Foundation Programme

Fort Hare University

Fort Hare University

The Emecd and Foundation
Year Programme&FYP

University of Limpopo

Medunsa

Foundation Coursese@istry,

Mathematics and Physics

Durban Institution of Technology

ML Sultan Techniko

Augmented programme in
Analytical Chemistry and

Chemical Engineering

Durban Institution of Technology

Natal Technikon

gireering Foundation Course

Nelson Mandela Metropolitan

University

Port Elizabeth Technikon

Pre-technician Programme

Tshwane University of
Technology

Pretoria Technikon

Certificate for Lab Assistants

University of Johannesburg

Rand Afrikaans Univgrsit

Science Foundation Programme

Tshwane University of

Technology

Technikon North-West

Foundation Year Programme

University of Johannesburg

Technikon Witwatersrand

Academic Support unASU

University of KwaZulu-Natal

University of Durban-Wille

Science and Engineering
Foundation ProgrammeEFP

University of KwaZulu-Natal

University of Natal,

Pietermaritzburg

Science Foundation Programme
SFP

Nelson Mandela Metropolitan

University

University of Port Elizabeth

University of Port Eibeth
Advancement Programme
UPEAP

North West University

University of Potchefstroom

TECHPUK Career Preparation

Programme

University of Pretoria

University of Pretoria

Fowtihn Year Programme in
Mathematics and the Basic
SciencedJPFY

University of Limpopo

University of the North

Unixadty of the North Science
and Mathematics Foundation
YearUNIFY

North West University

University of the North West

Science Foundation Year

Programme

Walter Sisulu University for

University of the Trskei

Science Foundation Year
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Technology and Science ProgrammeFP

University of the Western Cape University of thedtéen Cape Science Foundation Programme

University of the Witwatersrand University of theitWatersrand Engineering Foundation

Programme
Walter Sisulu University for Border Technikon Tertiary Foundation CoullgeC
Technology and Science
North West University University of Potchefstroom P®UK Academic Support
Programme for Engineers
Rhodes University Rhodes University Science Fouad@&@rogramme
University of Cape Town University of Cape Town @mad Entry Programme in
ScienceGEPS
University of KwaZulu-Natal University of Natal, Bloan Augmented Science Programmg
University of Pretoria University of Pretoria Extird Degree Programme
University of Stellenbosch University of Stellenbbs Physical and Applied Sciences

Foundation ProgrammerFP

University of Johannesburg Vista University 4-Y&s8c

University of Stellenbosch University of Stellenbbs Engineering Foundation
Programme

Free State Technikon Free State Technikon ContdxaAcement Program
CAP

University Free State University Free State Theuese-based learning

Career Preparation Programme

CPP

Private Private Star Schools

NGO NGO Protec

University of Pretoria University of Pretoria Tedhogy Access Programme
TAP

South African Government Dinaledi Programme

(Pinto, 2001 cited in Rollnick, 2010, p.61)

As can be seen in the above table access prograatrissversities in South Africa are referred to

in a variety of ways.
4.4 Competition

De Jager and Du Plooy (2006) state that technikadsuniversities are now competing directly, for

the same market. As seen in the table in the als®etion a number of tertiary educational
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institutions in South Africa offer a variety of gm@mmes to address the call to provide access to
previously disadvantaged students. Higher educaitistitutions are taking on a more active
marketing approach to improve the efficiency andailigy of their offerings to deal with the
increased competition that tertiary institutionsefgdDe Jager and Du Plooy, 2006).

The Foundation Programme at UKZN faces both dieext indirect competition. The researcher
was not able to obtain a comprehensive set ofrimftion of competing Foundation Programmes in
South Africa from the Department of Education disparious attempts. For the purposes of this
study the Universities of Cape Town, Fort Hare, SWdtersrand, Stellenbosch, Rhodes, Pretoria
and Zululand were chosen are the main form of tzempetition for the Foundation programme at

UKZN as they have access programmes as well.

In addition the Foundation Programme also facesynfarms of indirect competition. These
include Technikons, Colleges, finding employmentwarking in family business. Competition
could exist from those intuitions that offer ‘voicatal training’, i.e. the institutions that teachda
train one for a specific job (Kioko, 2008). The affig of the Foundation Programme on the
Westville campus and the offering of the Augmenpedgramme could be a form of internal
competition, according to the Head of the CSA (KioR008). The target market is faced with all
these options to choose from after completing thehiooling.

Farrington (1999) (cited in Rowley and Sherman,1208.17) states that competition exists and
campuses really have no choice but to confrorgaidhon.

4.5 Overview of the Foundation Programme at UKZN

The Science Foundation Programme (SFP) which tsgbaine Centre for Science Access (CSA) is
a one year alternative access programme whichges\an access route for underprepared students
to enter the Faculty of Science and Agriculturee Phogramme is an example of the University of
KwaZulu-Natal's strategic planning, initially tatrsform itself and to address the problems created
by the educational inequities of secondary schgailinthe apartheid era (University of KwaZulu-
Natal, 2004b, paragraph 1).

The SFP was established in 1991 with 31 registetedents. The programme has since grown in

numbers having the highest number of students @1 2then there were 280 students. It is offered

on the Pietermaritzburg and Westville campusebh@tiniversity.
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Grayson (1996, p.993) states that in South Afrida tommon to speak of a ‘gap’ between high
school and university. The gap refers to a disooitl between the attitudes to learning, amount of
work, intellectual environment, and so on thatemmeountered at school and at university (Grayson,
1996, p.993). According to Grayson (1996, p.998 ¢ap exists for all students, owing largely to
the highly authoritarian, disciplinarian naturesshooling in South Africa but the gap is wider for
students coming out of black schools, where thdlpro has been compounded by issues such as
severe lack of resources, overcrowded classroomderqualified teachers, and unstable and
sometimes dangerous social environments. Accortbin@rayson (1996, p.993) the aim of the
Science Foundation Programme (SFP) is to enabbl btadents by preparing and bringing them to

a place where they will be able to successfully giete a science degree.

The SFP differs from a bridging programme in thatdes not assume that the students enter at a
level close to what is needed for university waalkd then attempt to provide an intermediate
stepping stone between school and university. Rattee assumption in the SFP is that students
need to build a foundation for meaningful learnimgmost cases for the first time (Grayson, 1996,
p.993). It is a phased transition, where the begqmand end of the programme are matched to
where the students come from and where they wisgotmext (Grayson, 1996, p.993). The
transition is phased in terms of pace of work, gitvaof work, background required and level of
difficulty, with each of these facets increasinglas year goes on (Grayson, 1996, p.993).

Peacock (1995, p.4) identified seven factors behlggacteristic of the SFP:

« that the guarantee of full funding for SFP studehés been crucial in making the
programme not only acceptable to students butigelitsought-after

- thatitis a well-theorised and coherent programme

- that the coherent philosophy of the programme helmire that students get a clear and
continually reinforced set of messages and expegienabout working consistently
throughout a course and developing useful studitdab

- that the students all living in campus accommodafacilitates both social and study
interaction

« most agree that the integral counselling part efgtogramme has proved its value beyond
reasonable doubt in providing support for studevite are undergoing a sometimes very
stressful and concentrated period of private ardigpuhange
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- that language and language-related work (the 3L poomnt) is most valuable in
reinforcing reflective skills in students (‘leargimow to learn’) and that it should — as it

does - liaise closely with the content needs oftligect tutors

Some of these characteristics are no longer appdicdue to influencing factors such as limited
funding etc. Currently the Foundation Programmgiven a limited amount of funding for students.

Campus accommodation is also limited.

“The identification of students with potential tocgeed in Mathematics and science-based studies
despite previous educational disadvantage is igalrissue which many institutions in South Africa
are grappling with” (Van der FlieThijs, and Zaaimare003, cited in MabilaMalatje, Addo-
Bediako, Kazeni, and Mathabatha006, p.295). To be considered for the Foundation
Programme at UKZN, applicants must be from a diaathged school and have done Maths and
Science in matric with a minimum of a standard H have at least 20 matric points. They would
also be students that do not meet the entry rageinés to go directly into a science degree. “The
greatest uncertainty about the validity of Matrécaapredictor of further performance exists for low
scoring, disadvantaged students from the previdt$ Black only educational systems” (Hofmeyr
and Spence 1989, Rutherford and Watson, 1990, Wd®92, Braun and Nel, 1995, Herman, 1995
Yeld and Haeck, 1997, cited in Van der Fli¢hijs, and Zaaimar2003, p.399). Thus applicants
are also required to write a selection test whiahsao test students’ abilities in Mathematics and
Science and look for students with learning po&nti these subjects. “The selection test itself is
used to assess whether students would respone tevbl of work that they will encounter in an

educational intervention” (Grussendorff, Liebenbangl Houston, 2004, p.267).

Students in the Foundation Programme take a packfdeundation courses which includes
Mathematics, Chemistry, Physics, Biology and ondwaf language courses: Communication in
Science or Scientific Writing. In addition to thetbey also take the Lifeskills component which

provides support in terms of study skills, caresriee and many other life issues.

Students are assessed throughout the year in timedfotests, tutorials, assignments and the final
assessment includes an examination. Successfullyimgeall the requirements to proceed at the
end of the year, which is to pass all modules,vadlthe student entry into a BSc degree in the

Faculty of Science and Agriculture. Students masoafjo into degrees in the Faculties of
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Engineering, Health Science and Medicine provided they meet those entry requirements which
are higher than just passing the Foundation Pragia(entre for Science Access, 2011a, p.1)

Since its inception the Foundation Programme has Baccessful in producing Maths and Science
graduates at the University of KwaZulu-Natal. Frd@91 to 2004, 1770 students were admitted to
the Foundation Programme on the Pietermaritzbumgpoa and of these 530 students graduated so
far (i.e. by the end of 2007) with a science oesce-related degree whilst 138 students graduated
with a degree in other fields (Centre for Scienaxedss, 2011b). It should be noted that these
students did not meet the university’s entry reguients on their matric results and would not have

been admitted into a science degree without thedrtion Programme.

The Foundation Programme has many strengths aogordithe CSA Head (Kioko, 2008,) which
include:

« the location of the programme

« the provision of the correct intervention for stotde

» the entry requirements

* it meets the needs of its students

« there is ongoing reflection which allows for a walpke intervention

e itis very dynamic which allows it to respond taaolyes

« the recruitment strategies which emphasise goingooeach students in their schools

e itis well integrated into the Faculty and univéysitructure and receives support from these

systems

e it has a group of staff very committed to teaching

« very competent and efficient administrative staff

e its curriculum
The CSA Head also acknowledged the programme’s meesak which is mainly not enough
financial resources to support students with thafion and accommodation costs.

4.6 Impact of the Merger on the Foundation Programre

Goedegebuure (1992, cited in The Council for Highducation, 2004b, p.2) defines a merger in
higher education as “the combination of two or meeparate institutions into a single new
organisational entity, in which control rests wéttsingle governing body and chief executive body,
and whereby all assets, liabilities and resporigéslof the former institutions are transferredtte

single new institution”.
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As part of transformation, redress and equity a lmemmof mergers in higher education were
prescribed by the state to dismantle the apartlagidscape of higher education and reconfigure a
new landscape which will allow higher educatioratthieve the goals set for it in national policy
(Council for Higher Education, 2004b, p.11). Acdogito Botha (2001, p.274) “mergers occur

fairly regularly in higher education abroad but acé a common phenomenon in South Africa”.

The University of KwaZulu-Natal was formed on 1 Jary 2004 as a result of the merger between
the University of Durban Westville and the Univeysof Natal (University of KwaZulu-Natal,

2004c, paragraph 1). A change like this could eib®eseen negatively or positively by the public.
It is important to understand what effect this neergas on potential students in their choice of
university and Foundation Programme. As a resuthefmerger the Foundation programme was

offered on two campuses.

Thus the researcher wanted to investigate whetiernerger of the Universities of Durban

Westville and Natal contributed towards the enraltriargets not being met.

4.7 Financial Assistance for Access Students

The previous discussions highlighted the manydiffies that the foundation target market has to
contend with. An area which continues to be chajileg for them is the lack of financial resources
because of their poor backgrounds. Often the lef/gloverty is extremely high and shortages of
resources like food, water, transport and housiegnat unknown amongst the students (Science
Foundation Programme, 1998, p.7). In addition,léio& of these resources because of finances can
increase can make studying more stressful thalneiady is (Foster, 1995, cited in Robotham and
Julian, 2006, p.111).

In a study done by Chetty (2006, p.144) on the smemdstudents in the Science Foundation
Programme at UKZNfinancial support for University Feasas found to be thé®3most important

need. Thus financial assistance is a very impoasapeéct for access students. Anderestoal. (1993,

cited in Bass, 2007, p. 20) point out that accesfinince (or the lack of) impacts negatively on
academic performance especially amongst disadveaitggoups. Pavlich, Orkin and Richardson
(1995, cited in Essack and Quayle, 2007, p.74)ethat the financial aid is one of the factors that
contribute towards the effectiveness of accessrpmges and should be provided for students

from disadvantaged backgrounds.
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According to De Villers and Steyn (2006, p.36) afethe challenges facing Higher Education
institutions internationally is the pressure frdm tlecrease in public funding. The trend of stuglent
having to pay more out of their own pockets for tlsts of higher education is pointed out by De
Villiers and Steyn (2006, p.38) who also suggest #h scheme is therefore needed to assist the

poor.

Financial assistance for the Foundation studentizN has changed over the years. In the initial

five years of the programme all Foundation studere given full bursaries to cover the costs of
their studies and accommodation. Following thigificial aid packages, which are loans that would
need to be paid back, were given to all Foundastudents who needed and qualified for it.

Subsequently this has been replaced with a limitemhber of financial aid packages which are

awarded on academic merit. As a result of the éichitinancial assistance a number of accepted
students decline the offer of a place on the progra whilst others take a chance and register
hoping to find some sort of financial assistanceanduthe year and sometimes drop out at a later
stage when this does not materialise.

The National Student Financial Aid Scheme (NSFA&¥introduced in 1995 so that loans could
be granted to needy students from disadvantagddjttamds to provide poor students with access
to higher education (De Villiers and Steyn, 20086p. To qualify for the loan the student’s total
family income needs to be below a certain amoungpaum which is determined by NSFAS.

Financial assistance and its influence in the tamgeket’s decision about choice of University and

Foundation Programme is thus appropriate for tinidys

4.8 Needs of access students

As can be seen in the discussion above the targedetfor the Foundation Programme comes from
a unigue background which might be different frdme taverage’ student that enters university.
This background is likely to influence their chaic¢heir likes and dislikes and most importantly

their needs.

Chetty (2006, p.89) in her study on the needs d® Stidents identified the following needs as
being important to this group of students:
« Financial support for university fees

» Financial support for travelling expenses
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However these needs were identified from studeingmdy within the University. This study was

also focused on the time of entry into univers8judents deciding on an access programme may

Financial support for accommodation and meals
Accommodation close to the University
Prepared meals

After hours study facilities

Security

Clear information regarding application

Clear information regarding admission
Information about SFP

Easy procedures for application

Easy procedures for registration

Counselling advise

Career advise

Mentors

Selection tests held in their province
Accommodation when writing the selection test
Orientation to University

Orientation to SFP

have other or broader needs in addition to these.

Keke in her study of the SFP students which loakietheir experiences at UKZN also identified
needs of the Foundation students. These were méadsial, academic and personal nature (Keke,

2008, p.84):

Academic AdjustmenStudents felt underprepared for academic demahétsh was more
than they were used to in school. They now also teatle responsible for their own
learning. (Keke, 2008, p.84). Keke (2008, p.93)gasted that students be orientated early
in the year with the amount of work they need tal aéth.

Socio-economic condition§tudents struggle with finances which impactsttaair living
conditions and thus affects their academic perfooea They also worry about their
family’s destitute conditions back home (Keke, 20085). Keke (2008, 95) suggests that



the financial issues must be addressed by awastihglarships and helping the students
secure residence places at subsidised costs.

» Student Demonstratar§ome of the demonstrators were unfriendly ancewert patience
to give students the support they needed (Kekes,3086). Keke (2008, p.96) stated that it
was important to carefully screen demonstratorereegémploying them and to deal with
their attitude towards the students.

e Misconceptions about counsellin@tudents had misconceptions about counselling and
therefore did not seek help when needed. They sawnfirmation of them not coping
which would be embarrassing and a sign of weakfiesghem they preferred group
sessions to avoid embarrassment (Keke, 2008, pk&Re (2008, p.94) suggested that
students be educated about personal counsellintpatidcuss the misconceptions openly.

« Family support Many of the students’ parents were not educateidid not provide the
needed encouragement or academic support. Studdigs on their peers for academic
motivation and personal support (Keke, 2008, p.8®ke (2008, p.95) suggested that
mentorship be encouraged and monitored within the $iroughout the year as well as
peer groups which would provide the academic amsigmal support for the SFP students.

» Vocational guidanceStudents come to university without much caremviledge. Career

advice should be offered early in the year (KeK€& p.97).

The need recognition of consumers is the firstestafjthe buyer decision process where they
recognise a problem or a need (Palmer, 2011, pKi&Br and Armstrong, 2004, p.199). Thus it is

important that the needs of the target market acevk. The researcher wanted to investigate if the
needs of the access students are being cateréd tiee Foundation Programme as this could be a
contributing factor to the problem of the unmetaément targets. According to Engel, Blackwell

and Miniard, (1995, p.13), well thought out markgtistrategy can impact on the motivation and
behaviour of consumers if the product or servickerofg is designed to meet their needs and

expectations. Thus it is important to first estsiblivhat the needs of the target market are.

4.9 Introduction of the Augmented Programme

The Augmented Programme was operating on the Ho®@atidge campus of the University from

1991 and it was introduced on the Pietermaritzlmangpus in 2007. It is basically a 3 year BSc
degree which is done over 4 years thus reducingvthikload and providing additional support for

students. It is still aimed at students from disadaged schools who do not meet the Faculty's
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entrance requirements but have higher minimum ectitgria than the Foundation Programme,
i.e.28 matric points, higher grade E/standard gBafla Maths and Science.

The target market for this programme is ‘a slice'tttose who would have been taken into the
Foundation Programme prior to the offering of thegAented programme on the Pietermaritzburg
campus. The Augmented programme has replaced théand of the Foundation students, i.e.
students between 20 to 34 matric points were posilyoconsidered for the Foundation programme
whereas now those with 28 to 34 points are consitifar the Augmented Programme. Thus is can
be concluded that as a result of this, the targatket for the Foundation Programme is now
smaller. Therefore the researcher wishes to conffigeimpact of the Augmented Programme on

the Foundation targets not being met.

4.10 Marketing Strategy of the Foundation Programme

The following discussion includes the targetingsiponing and marketing mix for the Foundation
Programme at UKZN.

4.10.1 Targeting
The Foundation Programme targets students who hagean a disadvantaged schooling, largely

from previous D.E.T schools, i.e. they have beersdbools where there is a lack of, or poor,
resources such as laboratories, proper laboratprjpment, library facilities, electricity, teleptes
computers, toilets or watéFiske and Ladd, 2006, p.96 abiversity of KwaZulu-Natal, 2004b,

paragraph 1)Sometimes these schools may not have had apatelgrgualified teachers.

The socio-economic background that SFP students doom is associated with a number of
difficulties (Science Foundation Programme, 1998:1):
« Students come from fragmented families and sosietieey struggle with identity and
family support, both personal and financial,
» They have often come from traumatised communitieksome are personally the victims
of violence and abuse,
« Often the level of poverty is extremely high andrsages of resources like food, water,
transport and housing are not unknown amongstttitests. This leads to poor health and
nutrition.

In a study done by Simpson, Munro and Quayle (2p08) of 792 students at UKZN, it was found
that 26.5% of CSA students were highly vulneraldefdod insecurity compared to 11% of
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mainstream students. Food insecurity included 3edsions: anxiety and uncertainty about food
situation, resources and supply; insufficient gydincludes variety and preferences of the type of
food) and insufficient quantity of food intake aitd physical consequences (i.e. reduced food
intake and experience of hunger) (Simpsbal, 2008, p.16).

Many students experience high levels of anxietyualfimance (Science Foundation Programme,
1998, p.7). Schafer (2006) states that althouglstitess of financial uncertainty may be temporary,
it can still have a negative impact on individu@dged in Robotham and Julian, 2006, p.111). In
addition, having limitations on financial resourcesn increase the impact of strains normally
associated with studying (Foster, 1995, cited ibd&laam and Julian, 2006, p.111).

Many of the SFP students have also strongly feltetiects of AIDS. Many of the students are in
the age bracket where they or family members aké ptisitive (Science Foundation Programme,
1998, p.7). They experience fear, anxiety and dsjya as a result of ill-health and bereavements.
Significant members of the community (role modetgntors, bread-winners and seniors) are no

longer there and this causes insecurity for manglesits (Science Foundation Programme, 1998,
p.7).

4.10.2 Positioning
The image the CSA would like its target market &vé of the Foundation programme is one of

success (Kioko, 2008,). Kotler and Armstrong (20p4£67) state that “the designing of the
marketing mix, i.e. the product, price, place anzhpotion, involves working out the tactical details
of the positioning strategy”. The marketing mix fbe Foundation Programme is discussed below.

This study aims to identify the image that the ¢éamgarket has of the Foundation programme.

Thus the unique selling proposition for the FouimatProgramme is the access it provides for
students from disadvantaged backgrounds into seielegrees. As discussed above it provides
them with the much needed skills and helps preffaeen to succeed in a science degree. The
students considered for the Foundation Programnmmetmeet the university’s entry requirements
on their matric results and would not have been itedinto a science degree without the
Foundation Programme. The Foundation Programmesiged to meet the unique needs of its

target market.
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Together with providing access, the Foundation Rrogne tries to address other areas of needs of
its target market. The Programme receives suppamt the Faculty and University (Kioko, 2008)
which allows it to provide for the needs of itsgiar market and which is part of the strengths ef th
programme. This includes the use of well-equip@dzbiatories, technical staff, campus security,
campus clinic, university cafeterias, sporting lities and university residences etc. (Kioko, 2008)
The counselling component and staff take care efrnibed for career and counselling advice.
Special consideration is given to welcoming stusldnt its own orientation programme that the
Foundation Programme provides. The programme gig®e to motivate its students through the
teaching staff, counsellors and by arranging mdtwal talks by leaders in the community.
Mentors who are senior students are employed tistastsidents with extra help and act as role
models. However, a weakness for the programmaeatsittdoes not make provision for the need for

job experience (Kioko, 2008).

4.10.3 Marketing mix
The following discussion includes the applicatioh the marketing mix to the Foundation

Programme at UKZN.

4.10.3.1 Product
Products, according to McCoafit al. (1998, p.19) are the means by which organisats@m®k to

satisfy consumer needs. A product in this sensayshing that the organisation offers to potential
customers which may satisfy a need, whether @rigible or intangible (McCo#t al, 1998, p.19).

For the Foundation Programme the core product usatn but more specifically the product is
access into a science degree. Foundation student®tdmeet the minimum requirements to go
directly into a science or science-related degregah®y have a need and desire to study a science
or science-related degree. The Foundation Progratherefore satisfies the intangible need for
access into a science degree. It provides stuaétitgshe skills necessary to cope with a science or
science-related degree.

The programme consists of a package of coursesvimitude:
- Biology
« Chemistry
« Communication in Sciences or Scientific Writing
- Mathematics
» Physics
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« Lifeskills

The learning outcomes of the programme are thandes should (University of KwaZulu-Natal,
2004b, paragraph 2):

« be able to communicate effectively

« gain mathematical competence

« acquire problem solving skills

- learn to use the scientific method and experimamtaechniques
« be able to think critically

« be able to work effectively in groups

« manage information competently

- take responsibility for their own learning

« explore ethics and life skills

- have an awareness of career outcomes

In applying Lovelock’s (1996, p.343) illustratiofithe Flower of service discussed in Chapter three
in this instance the core product of the FoundaRomgramme is education which consists of the
modules, curriculum etc. The petals of the FoumdatProgramme consist of the counselling
component, financial assistance and bursaries,argrgccommodation, infrastructure and facilities
of the university, extra tutorial sessions, computaining, leadership opportunities as such class
reps, career talks, motivational speakers and dsirative assistance etc. Both the core product

and the petals helps the Foundation improve itgiposn the minds of its target market.

Thus the product element of the marketing mix foe tFoundation Programme includes an
extensive offering for the Foundation students. d@ksired outcome for the students is for them to

be successful.

4.10.3.2 Price
According to McCollet al. (1998, p.19) price decisions concern the genexallof prices to be

charged, discount structures, terms of paymenttaméxtent to which price discrimination between

different groups of customers is to take place.
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In the Foundation Programme there are a numbericé ponsiderations. These vary from year to
year. Firstly there is the application fee. Theli@ption fee for the 2011 cohort was R150 (Central
Applications Office, 2011, p.124). This was to ladpat a First National Bank before 31 October
2010. Late applicants had to pay a fee of R300.

The 2011 tuition fee for the programme was R1740% tuition fee could be paid at any First

National Bank or at the University cashier. Theiom fee was payable as follows:

Table 4.2: 2011 Foundation Programme Fees

Acceptance deposit fee R500 payate by 30 January :11

secure an SFP place

Initial paymen R2 0(0 payable on or beforegistration

order to register

Balance ' semester payme Payable before 31 May 11

Balance of fee Payable befre 31 August 211

Over and above the tuition fee Foundation studenéscharged R1822 towards costs for their
lecture notes.

Financial assistance is a major concern for acseskents because of their economic background.
For students who are eligible and have been grdirtadcial aid these costs will be paid on their
behalf through an internal transaction into theg iccount. Included in the loan is also a promisio
for books and meal allowances. A limited numbefimhncial aid packages are allocated to the
Foundation Programme. In addition there are alémited number of bursaries that are awarded to
the foundation students based on academic merit(€dor Science Access, 2011a, p.1). The
Foundation Programme is aware of the financial ndeits target market and continually tries to

obtain bursaries for them. It will help the programimprove its position with its target market.

If a student has been accommodated in the uniyeestdence they need to pay an initial deposit of
R2500 on or before registration. Outstanding residdees for semester one must be settled in full
by 31 May 2011. Second semester fees are payakd Byugust 2011. Residence costs are from
R16067.16 to R17758.44 per annum excluding meatsvBusity of KwaZulu-Natal, 2011, p.10).

These costs are covered by financial aid if gratdetie student.
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Although the Foundation programme provides a gopabrtunity for its target market it can only
help them achieve success if they are given thehmeeded financial support to study at

university.

4.10.3.3 Place
In services the accessibility in terms of easecokas that potential customers have to a servige is

component of this mix element. It also involves sibgl location decisions, decisions about which
intermediaries to use is making a service accessih consumer and non-location decisions which
are used to make services available (Mc@ollal, 1998, p.20). Intensive face to face delivery
requires students to attend lectures on campusnégchct personally with various aspects of the

service, for example the counsellors etc.

The Foundation Programme is offered both on theeRiaritzburg and Westville campuses of the
University of KwaZulu-Natal. In Pietermaritzburghet CSA Administration Building and the
lecture venues are situated on 1 Golf Road. Thighisre Foundation students spend most of their
time. Foundation students also use other venuedbkeatJniversity. The Biology Laboratory is
situated on the Life-Sciences campus. The PhysidsChemistry laboratory is situated on the main
campus. This means that students travel aroundcdimepus to attend lectures, tutorials and

practicals.

Foundation students also go to other buildings tpaim the main campus for information or
services. These include the library, Risk ManagdrSenvices, Information Technology Division,
Student LANS, Campus Clinic, Student Housing, FamnAid Offices, Student Fees, Sports
Administration and sports facilities.

Both the support and the academic services for diation students are spread over the campus.
This requires that students have a level of fitn@$se moving around in different venues for
lectures also has to be done within a limited amhaintime. One of the rules of Foundation
Programme is that students will be locked out éytlare late for lectures. Foundation students also
have a very full timetable and sometimes goinchtohain campus to Student Fee etc to sort out

administration duties may be problematic.
Both campus of the Foundation Programme is setleautiful surrounding, one being near the

beach and the other near the Drakensberg. Theatolog help to emphasis the image of success
for the students.
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4.10.3.4 Promotion
The traditional promotional mix includes various thaels of communicating the benefits of a

service to potential consumers. Promotion inclualéegertising, sales promotion, public relations
and personal selling (McCo#t al, 1998, p.19). According to McCo#lt al. the promotion of
services often needs to place a particular empl@sigcreasing the apparent tangibility of a
service (1998, p.20).

Promotions for the Foundation Programme includertffby the University and specific efforts by
the CSA. The University uses advertising, publiatiens and personal selling to promote all the
courses offered. Much of the advertising is handthbugh the Public Affairs Division.

Advertising is done through newspapers, radio aredgos.

The Schools Liaison Office implements a Universiligle schools programme which compliments
specific faculty and school initiatives. The primaask of this section is to promote undergraduate

programmes to the schools’ community (UniversitKefaZulu-Natal, 2004a, paragraph 1).

The CSA also has some strategies in place forwts promotion which focuses on reaching its
specific target market. Reaching the target maokehe CSA is not an easy task as many do not
have televisions or radios nor do they read thespaper. This is especially applicable to those who
live in rural areas. Many of the parents are alBoetducated. From a survey done with students in
the CSA it was found that the most appropriate teayeach the target market is by a current or ex-
student from the programme or a university staffriper going and speaking to the students at their
schools and therefore much effort is made in tagard (Centre for Science Access, 2011c, p4).
The CSA calls on current and ex-students to giesgmtations about the access programmes at
their previous schools during the winter vacati®tudents are given training on how to do this and
give a package of information and forms for eadiost Principals of these schools are required to
complete an evaluation which gives feedback toGB& and helps them improve this strategy. In
addition, a marketing assistant has been emplayem tout to the schools that are not covered by
the students. On regular occasions staff of the @&dress learners in a variety of events such as
career days, community events and at certain sshit@mselves. Word-of-mouth advertising
(Kotler and Armstrong, 2004, p. 476) by studentgjrt families and members of the public also
helps creates awareness of the CSA. Advertisenaeatplaced in the CAO handbook which goes
out to all applicants. The CSA has a variety oftessand pamphlets which are used to advertise

the programme. The CSA has also produced its owb.DApplicants from the target market who
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have been not been accepted for Engineering, Magidilealth Sciences and general sciences
degrees are also invited to apply for the programhie CSA tries to continually review these
strategies to make them relevant to its target etaf®ne of the ways this is done is to check how
the current students heard about the programmeunknown area pointed out by the CSA Head,
Dr Joseph Kioko (Kioko, 2008) is that they don’tonhow many students could have come into
the Foundation programme even though they are agfdateand what would have been the reason

for them not coming. In other words are there leesrwho are aware of the CSA but who choose

not to apply?

The Promotion of the CSA aims to help its targetkmsee that they can have successful careers

by completing the Foundation Programme.

4.10.3.5 People
According to McCollet al. (1998, p.20) for most services, people are a \étament of the

marketing mix. People include all human actors vty a part in service delivery and this
influence’s the buyer's perceptions: namely, them® personnel, the customer, and other

customers in the service environment (ZeithamlBitakr, 2003, p.24).

In Foundation Programme the people include theeausity staff involved in the service delivery,
both academic and support staff. The staff are froamy departments within the university.
External to the university are staff who also payole in the service delivery, for example staff
from the Central Applications Office. Prospectiviedacurrent students also impact the service

delivery.

People play an important role in the service miravidg internally renowned faculty teaching
courses is not sufficient for gaining competitivlvantage (Shaik, 2006, paragraph 16). Shaik states
that quality teaching has to be supplemented bylitgusupporting services by staff with a
marketing attitude to maintain long-term relatiapshwith the students. Implementation of
relationship marketing requires a dedicated stifi & service attitude of mind, a good physical or
virtual environment and well managed service preeg$Shaik, 2005, paragraph 16).

The CSA and UKZN has a number of initiatives faffstecruitment and development. By doing

this the image of success is once again beingestifior.
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4.10.3.6 Physical Evidence
According to Zeithaml and Bitng2003, p.25) physical evidence refers to the emvrents in

which the service is delivered and where the firmd a&ustomer interact, and any tangible
components that facilitate performance or commuitinaf the service.

The physical evidence for Foundation in Pietermabtitg includes the buildings and grounds of the
University, sports and recreational facilities, rdity, lecture rooms, laboratories, the CSA
Administration building. Lecture notes and studearids also form part of the physical evidence.

The campus and buildings of the University of KwhiZNatal are continually maintained. These

help promote the image of success for the student.

4.10.3.7 Process
Process decisions affect how the service is deid/éo consumers. Process refers to the actual

procedures, mechanisms, and flow of activities hychv the service is delivered (Zeithaml and
Bitner, 2003, p.25).

Prospective Foundation Programme students arereehud apply to the Central Applications
Office. They are then sent information about thdrasme tests by the CSA Faculty and
Administrative staff. Once this has been done theje the CSA entrance tests. Selection takes
place. Students are then informed of the outcomtheif application. They are then required to
accept the offer of a place. Once students havepsed their place they are sent information about
the university and CSA orientation and registratidittendance at the university orientation is

voluntary but compulsory for the CSA orientatiotudents also need to attend registration.

If a student is offered a financial aid loan theg also required to complete the financial aid
application form. The application is first checkedthe CSA Administration and then processed by
Financial Aid Services. Students are then inforrktheir eligibility for the loan and in some case

the amount of the family contribution. Students #Hren required to complete a loan agreement

form.
If a student is offered a place in university resice they are required to complete an acceptance

form for the residence. They are also advised whewg are allowed to take up occupancy in the
university residence.
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Once the registration and orientation have beenptated students are provided with timetables
and are required to attend lectures for both sersesthroughout the year a number of tests are
written and a final examination in November whidgttetmines whether they can continue with a

science degree or not.

Therefore it can be seen that the service markeatiixgfor the Foundation Programme is unique

and different to mainstream courses.

The image the CSA would like its target market &wé of the Foundation programme is one of
success (Kioko, 2008). It would be valuable to @8A to know how it is positioned in the minds
of its target market and whether there is alignnvétit what they are trying to portray. This study

aims to identify the image that the target marlkes bf the Foundation programme.

4.11 Other Research on the Foundation Programme

Research has been done on the Foundation Progranitd&ZN in many aspects. Most of the
research on access or the Foundation programmerhaivdy focused on pedagogical issues (e.g.
Aungamuthu, 2010) or interventions such as langulyelopment (e.g. Boughey 2005); quality
assurance to achieve access with success not npartigipation (e.g. Akoojee and Nkomo 2007);
learning approach profiles (e.g. Rollnick, DavidtayiKeane, Bapoo and Magadla 2008); small
group skills development workshops (Davidowitz @threiber 2008) and curriculum alignment
(e.g Reynolds 2008). Keke (2008) in her studyhef 8FP students looked at their experiences at
UKZN in which she also identified needs of the Faation students. This study focuses more on
the managerial and marketing side aspects, lookingow the programme is positioned with its

target market.

4.12 Problem

The problem that the Foundation Programme fact®isit has not met its enrolment target for the
past five years on the Pietermaritzburg campuss fias many implications for the CSA, one being
funding as funding is based on enrolment targeisgbmet. This research aims to identify the

possible reasons contributing to this problem.

4.13 Conclusion
The reasons applicants choose universities andsesuare central to institutional positioning

(Maringe, 2006, p.467). “Consumers in Higher Ediarahow exist in a positional market, where
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institutions compete for the best students while #pplicants compete for the most preferred
institutions” (Maringe, 2006, p.469). Bunzel (20Q7.152) proclaims that universities are also
adopting corporate marketing strategies to thegraowe ranking.

“Attracting and retaining students suited to therses offered must be one of the most important
objectives of any university” and this requires e'tdevelopment of unique selling points and
communicating this to potential students” (Veloutset al, 2004, p.170). Paramewaran and
Glowacka (1995, cited in Ivy, 2001, p.276) who @idstudy on university image advocate that
“higher education institutions need to maintaindexrelop a distinct image to create a competitive
advantage in an increasingly competitive markdt’is' this image that will impact on a student’s
willingness to apply to that institution for enramt” (lvy, 2001, p.279). Thus it is important fiwet
CSA to strategically improve the positioning of theundation Programme at UKZN in the minds

of its target market to help attract the best stigland meets its enrolment targets.

This chapter looked at the history of science aceshication in South Africa. This provided the
rationale behind the introduction of access prognasn in South Africa and explained the
competitive environment that exists in this aréa. seen in the above discussion potential students
have a number of institutions to choose from. Ideorto attract more students to its Foundation
Programme UKZN needs to improve its position arehta an image in its target market's mind
that will help them choose UKZN as their institutiof choice for tertiary studies. Also included in
this chapter was a detailed discussion of the Fatim Programme at UKZN and possible issues
that might be contributing to the enrolment target$ being met. This discussion provided an
indeth understanding of this service offering whisHater compared to the target market's needs.

The following chapter provides the research metlagofor stage one of this research.
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Chapter 5: Research Methodology

5.1 Introduction

This dissertation includes two research methodoldwgpters, this being the first. The reason for
this is that a triangulation method has been usethfs study. Firstly the researcher used litegatu
to identify the key attributes and issues surrongdhis study. The data collection consisted of two
stages: qualitative research which included focusigs (Stage 1) and quantitative research which
includes questionnaires (Stage 2). The literatuae used to develop Stage 1 of the data collection
and the findings of the qualitative research irg8ta were used to develop the quantitative research
in Stage 2 of the data collection. All three ar@as brought together in the discussion and
conclusions. Thus this chapter focuses largelyhenmethodology of Stage 1 of this study. This
chapter begins with a discussion of the statemgttteoproblem for this study. The main research
guestion and objectives are spelt out. It then goe® deal with the research design which includes
the overall approach taken. The design of theitgtiak research for Stage 1, sample design for
Stage 1 and 2, data collection and analysis fogeSta interview guide for the focus groups and

ethical considerations are discussed.

5.2 Statement of the problem

Since its inception the Foundation Programme at NKias been more successful in meeting its
enrolment targets than in recent years where thgsriot been the case on the Pietermaritzburg
campus. A number of factors may be contributingams this problem such as the positioning of
the programme, the needs of access students mgt b&t, competition, lack of Financial Aid, the
merger and the introduction of the Augmented pnognea. The researcher undertook to investigate
the effects of these various factors.

5.3 Research Question

The research question for this study was therefore:

What factors contribute towards the Foundation Ramgme not attracting sufficient applicants to

meet its enrolment targets on the Pietermaritzlmmgpus?
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5.4 Research objectives

The research objectives of this study were to:

1. Identify determining dimensions, i.e. what &ifites are looked at when choosing an access
programme and university

2. Determine how various products rate on thosesdgions to determine how the Foundation
programme is positioned within the target mark&ttiee to competing programmes

3. Assess whether the needs of access studertxarporated into the way the programme is
positioned

4. |dentify the perceptions of the target markett@nCSA’s marketing strategies

5. Examine the effect of Financial Aid, or the lablereof, on the perceptions of the target
market

6. Evaluate the effect of the merger on the peioepbf the target market

7. Critically evaluate the impact of the introdocti of the Augmented programme on the

numbers

5.5 Research Design

The research design for this study was divided itwto stages where two approaches, i.e.
gualitative research and quantitative researchevibeith used to gather information. According
Durrheim and Painter (2006, p.13Bpth quantitative and qualitative research havéeiify
strengths and weaknesses, and constitute altegnatiot opposing, research strategies. The
combination of the qualitative and the quantitatayyggoroach in one study is referred to as the
concept of methodological triangulation (Padgef98, cited in De Voset al, 2005, p362).
According to Patton (2002, p.206 cited in Strydomd aDelport (2005, p. 314) ‘by using
triangulation the strengths of one procedure campemsate for the weaknesses of another

approach”.

Denzin (1970, cited in Kelly, 2006, p.380) iderdgfifour basic types of triangulation:
- “Data triangulation. This refers to the use of a variety of data sesiin a study.
« Investigator triangulation This refers to the use of several different resesrs or
evaluators, which is useful in drawing our attemtio previously unnoticed researcher

effects.

68



« Theory triangulation This refers to the use of multiple perspectivesterpret a single set
of data and this also means finding that the rebefindings can be incorporated into a
more macro-analytical level of inference.

* Methodological triangulationThis refers to the use of multiple methods talgta single
problem, looking for convergent evidence from diff@ sources, such as interviewing,

participant observation, surveying, and a reviewafument sources.”

Thus for this study the researcher undertook théhogelogical triangulation by using focus group
interviews and survey questionnaires. Within theuf group interviews a data triangulation
method has been followed as there were three gafugisidents which were also compared to each
other.

Some advantages of triangulation are that:

« “It allows researchers to be more confident ofithesults” (De Vos, 2005, p. 357). Cohen,
Manion and Morrison (2007, p. 141) agree by stating that “if the ootes of a
guestionnaire survey correspond to those of anreatienal study of the same phenomena,
the researcher will be confident of the findings”.

* ‘It may also help to uncover the deviant or off-dtent dimension of a phenomenon (De
Vos, 2005, p. 357).

» “The use of multi-methods can also lead to synthesiintegration of theories (De Vos,
2005, p. 357)".

« “Triangulation may also serve as the critical tést,virtue of its comprehensiveness, of
competing theories (De Vos, 2005, p. 357)"

According to Nieuwenhuis (2007b, p.80) “triangubatiis a traditional strategy for improving the
validity and reliability of research or evaluatiohfindings”.

Triangulation was used in this study to improve dgoelity of the findings and to provide a deeper
understanding of the research problem by includinth qualitative and quantitative data. The
triangulation approach also helped improve theidente in the results as seen in the comparisons
of findings of the two research stages in the disimn chapter.
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5.6 Research Population Sample

The CSA targets applicants from disadvantaged dshiaogely from previous Department of
Education and Training (DET) schools, i.e. thesgliaants have been to schools where there is a
lack of, or poor, resources such as laboratoradmrhatory equipment, library facilities, electngit
telephone, computers, toilets or water and somsetiomer-qualified teachers (Grayson, 1996,
p.993). The full ‘population’ of potential studerfts the CSA is thus all disadvantaged schools in
South Africa. No international students are setbébe the Access Programme. The CSA uses a list
of 1942 high schools in KwaZulu-Natal provided b tDepartment of Education (DoE) in which
schools are given a decile rating indicating hosadivantaged they are, to select students. The
decile rating is arrived at by weighting varioupexts about the school such as the number of
learners in the school, number of classrooms, ¢iondof the road access to the school, condition
of the school building, availability of water atetlschool, power supply at the school, functional
literacy, dependency ratio and per capita incomecilBs 1 to 8 which totals 1662 schools are
considered for the access programme where decidpresents the most disadvantaged and 8 the
least disadvantaged. The breakdown of schools @gledcan be seen in Table 5.1. Schools from
the other provinces are selected on a discretidmasis using similar factors because at the time no
similar list was available from the Department afuEation for selection. The CSA mainly targets
students from KwaZulu-Natal. The researcher theeefhose to use the DoE list of Schools as the

full population from which to extract the samples the research

Table 5.1: Schools selected using Proportional Stiified Random Sampling

Strata Decile Number of Relative Number

schools Frequency Sampled
1 1 27¢ 0.167268351 5
2 2 17C 0.102286402 3
3 3 262 0.157641396 5
4 4 19C 0.114320096 3
5 5 23z 0.139590854 4
6 6 19C 0.114320096 3
7 7 13€ 0.081829122 3
8 8 204 0.122743682 4
Total 1662 1.0C 3C

Adapted from Lind, Marchal and Wathen (2005, p.255)
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Due to the need for representivity of the quarntitastage, Stage 2, this sample was determined
first. To ensure proportional representation ofhedecile the researcher employed a proportional
stratified random sampling technique to selectdtieools for this study. “Stratified sampling is
used to address the problem on non-homogeneoudatiops in the sense that it attempts to
represent the population much better than can be @dath simple random sampling” (Maree and
Pietersen, 2007, p. 174). The list of schools vaivieled into groups (strata) based on their decile
rating thus resulting in 8 groups as only decil® B are considered for access programmes. Once
this was done 30 schools were selected proporBon&iom the strata to ensure that there is an
even spread of the various levels of disadvantagldols. One limitation here is that the sample
was limited to 30 schools due to time, travel ammhay constraints. It should be noted that 30
represents the number of the schools sampled butitmber of respondents far exceeded this and
was a total of 520 learners. A table of random nemmlin Lindet al, (2005, p. 721) was used to
select the actual schools within each strata. Tap im Appendix A illustrates the actual location of
the sampled schools in KwaZulu-Natal. The studamde was limited to grade 12 learners as
these learners are more likely to be thinking altediary education and institutions. The full
population of the Grade 12 learners who were dbiodn Maths and Science at selected schools
was included in the sample as only they would besiciered for the Foundation programme and
therefore their opinions were sought. The researeheisaged that this will result in a sample size
of at least 600 respondents. The researcher wastalget the total number of learners at these
schools (857596 learners) but not the total nuntméng Mathematics and Science. Using this
population in a sample size calculator with a 9@ficence level the result was that a sample size
of 519 was needed. The actual responses which 25 the quantitative study is therefore very
good considering that the actual full populationuldobe a subset of the 857596 learners, i.e. it

should only be those doing Mathematics and Sciandeonly those in grade 12.

5.6.1 Focus Group Sample (Stage 1)

The qualitative research was done by conductingsfagroup interviews with respondents from

disadvantaged schools, who are within the targekebdut not included in the quantitative, Stage
2, sample, to identify factors that are used inosimy a programme and which institutions and
programmes the respondents see as competitior t0KEZN Foundation Programme. The schools
chosen for the focus group interviews were chossgnguconvenience sampling based on their
location. The information gathered from the focusup interviews was used to design the survey
guestionnaire.
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Literature points out that conducting just one foguwoup is not advised (Nieuwenhuis, 2007b, p.90
and Cohenet al. 2007, p.288). Therefore the researcher conductedus group interviews on 3, 5
and 25 June 2009 also considering time and costr@ints which are limitations of this study.
Welman, Kruger and Mitchel(2005, p.202) advises that the group size shouldbadewer than
six participants and no more than twelve, therefbeeresearcher asked for group sizes of eight to
ten participants which also made allowance to cgagsible “no shows” (Greef, 2005, p.304).
Students doing Mathematics and Science in Gradeet@ asked to volunteer to participate in this
research.

Once the data for Stage 1 was collected and amhlyseas used for the development of Stage 2
which comprised the quantitative research. Thigpthaoutlines the research design for Stage 1, its

data collection and analysis. The research ddsigtage 2 is discussed in chapter 8.

5.7 Stage 1: Qualitative Research Design (Stage 1)
“Qualitative interviews aim to see the world thrbuthe eyes of the participant as they can be
valuable sources of information” (Nieuwenhuis, 200p.87). Therefore the researcher found it

appropriate to use the qualitative research tecienigr the first stage of this research.

5.7.1 Justification for the use of Focus Groups

Nieuwenhuis (2007b, p.87) argues that the benéfilsong the semi-structured interview is that it
allows the exploration of the research problemubhoprobing and clarification of answers. The
researcher used the three probing strategies edtlryy Nieuwenhuis (2007b, p.88) in the focus
group interviewsDetailed-orientated probefusing ‘who’, ‘where’ and ‘what’ to understand the
answers given by the participant§laboration probeqto ask the participants to tell you more
about an answer) ar@arification probes(used to check if your understanding of what waid &
accurate). Another advantage of the focus grougnii@gws for this study was that it allowed the
researcher to confirm and fine-tune the factorgtifled in the literature and identify others befor
the questionnaire was developed thus making themroppate to the target market and the focus of
this study. Focus groups are also advantageouseaple feel relatively empowered and supported
in a group situation where they are surroundedtbgrs” (Strydom, 2005, p. 301). This view is also
supported by Nyamathi and Shuler 1990, cited ineGr2005, p.312) who state that “focus groups
create a fuller, deeper understanding of the phenom being studied”. Welman, Kruger and
Mitchell (2005, p.203) also state that allowing participaatshare their opinions may lead to new

ideas amongst the different respondents. One disdalge of focus group interviews is that some
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participants could feel intimidated by other mensbefrthe group (Welmaet al, 2005, p.204). To
overcome this the researcher monitored the coninibiand ensured that every participant was
given a chance to answer and encouraged individoigive their opinion where it seemed like they

were feeling intimidated.

5.7.2 The Focus Group Interview Guide
The focus group interviews were done through a&sef open-ended questions. The advantages of
using open-ended questions according to Maree itelr§en (2007, p.161) are that:

» ‘“the respondents can give honest answers and ail,det

» the respondent’s thinking process is revealed,

e complex questions can be adequately answered,

« thematic analysis of responses will yield intergstiinformation, categories and

subcategories”.

No sensitive questions were included. The intersiemere conducted by the researcher and
recorded with a dictaphone with prior permissiohisTallowed the researcher to fully engage in the

discussion.

The researcher was guided by the following pha$esfocus group interview offered by Welman
et al. (2005, p.202):
» ‘“the researcher introduces the topic to the focosg
« the researcher sets rules indicating for exampé,dnly one person should speak at a time
» the researcher will guide the open group discugsiath the planned questions).

« the session ends with each person giving a fisékistent that may not be challenged”

The focus group interview included the followingegtions (Appendix G);

1. This is an exciting stage in your life as yoe apw at the end of your schooling and you have
many dreams about your future. How many of you evbkié to attend university after completing
school?

This question was asked to ascertain whether thiécipants were even considering studying at
university. The researcher did not want to assume this would be the case. This target market
experience a wide range of financial, social andnemic difficulties (Science Foundation
Programme, 1998, p.7) that it may be possiblettieyt find these difficulties insurmountable and
therefore not even contemplate a university edacatlhis would influence the contribution they
would make to this research.
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2. Who would you say influences your decision abtiahding university?

Probes:
Parents
Friends
Teachers
Siblings

Other relatives

Literature points out that significant personsuefice the student’s decision about which university
to attend (Chapman, 1981 cited in Joseph and Jp260l0, p.40). It was therefore necessary to
establish who is highly influential in the targearket’s decision as this may possibly be one of the
factors the researcher aims to identify in Objextlv The probes had been identified in literature
(Chapman, 1981 cited in Joseph and Joseph, 2080, aad Maringe, 2006, p.473) and the

researcher needed to establish if they were afgbdiced the target market that this study was
focused on. After the participants answered thestipre the researcher checked which of the above

probes were not mentioned and asked specificatiytaithem.

3. What are some of the things that influence gagision about which university to attend?

This question aimed to address Objective 1 of #hisly which aimed to establish the choice
factors. As potential applicants are faced withidewange of tertiary institutions and qualificai$o
to choose from, what they look for in an accesgmme and university becomes important. If
the factors that the target market is looking forrbt match what the university has to offer then
they may go elsewhere. The probes were identifiguh fa variety of literature:
* Reputation of the University and the specific peogmes(Hayes, 1989; Moogast al,
1999; Soutar and Turner, 2002; Vaughn, 1978 citédeloutsolet al, 2004, p.161).
e The location of the university and the geographyit®fsurroundings(Veloutsouet al.,
2004, p.161).
« Distance from homéSoutar and Turner, 2002, p.40).
e The Iinstitution’s infrastructure(Coccari and Javaldi995; Vaughn, 1978 cited in
Veloutsou, 2004, p.161).
e The campus atmosphef@outar and Turner, 2002, p.40).
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* The costs associated with study at the Unive(€ihapman, 1986 cited in Veloutsou, 2004,
p.161).

* The quality of the teaching sté8outar and Turner, 2002, p.40).

e The future career prospects and opportunities ot graduation from the university
(Chapman, 1986; Hayes, 1989; Newell al, 1996; Soutar and Turner, 2002 cited in
Veloutsou, 2004. p.161-162).

« Employability(Bonnema and Van der Walt, 2008, p.318).

e The quality of life during their studi€d€hapman, 1986 cited in Veloutsou, 2004, p.162).

» Course contenfBonnema and Van der Walt, 2008, p.318).

« The type of course they want to(@wmutar and Turner, 2002, p.40).

e Sporting Bonnema and Van der Walt, 2008, p.318).

« Significant persons; friends, parents, high schpefsonnel(Chapman, 1981 cited in
Joseph and Joseph, 2000, p.40).

e Institution’s efforts to communicate with studentsitten information, campus visits and
admissions/recruitmerfChapman, 1981 cited in Joseph and Joseph, 1398, p

4. Is there something else that you are considedlisigg besides going to university? (What are the
other things that compete with your decision alaiténding university?)

This question relates to Objective 2. For exampdéudent may be considering tertiary studies and
may be contemplating to do that at a technikonooparate university. The other alternatives that
the student is considering forms part of the coitipetthe university faces and thus it is important

for UKZN to know how these are positioned in redatto the Foundation Programme.

5. What are some of your important needs that yooktshould be considered in an access
programme?

Objective 3 aimed to assess whether the needscetastudents are incorporated into the way the
programme is positioned. Thus it was necessarintbdut what the important needs of the target

market are. No probes were used.
6. What are the important factors that you lookdbm an access programme and university?
Probes:

Costs
Financial aid

75



Location

Leading to employment, future career prospects

Reputation of the university

Institution’s infrastructure — library facilitiesglassroom, computer labs, campus security campus
accommodation

Campus atmosphere

Quality of teaching staff

Quality of life during studies

Course content

Type of course you want to do

Sporting

Institution’s effort to communicate with studentsitten information, campus visits, recruitment &

admissions

This question was linked to Objective 1. The redsar aimed to identify which factors are
important for this target market. Here the researaxpected answers related more to an access

programme.

7. The Foundation Programme at UKZN is offered iinbPand Dbn. Which would you like to study
at and why?

The problem of unmet enrolment targets was onlyodlpm on the Pietermaritzburg campus. This
problem only began on the Pietermaritzburg camposesUKZN had merged. The Foundation
programme in Durban may be internal competitiont thiae Pietermaritzburg Foundation

Programme faces (Kioko, 2008).

8. What are your opinions about UKZN?

9. Is there any reason that you would not wantuoys at UKZN?

Questions 8 and 9 were included to find out whattrget market thought about UKZN. If there

are negative perceptions about UKZN this would ciffthie Foundation Programme meeting its

enrolment target.
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10. What do you think about the Foundation Prograngim science) at UKZN?
This question aimed to establish the perceptiormutathe Foundation Programme as negative
perceptions could be contributing to the researobhlpm.

11. What do you think about the Foundation ProgranaiUKZN compared to other institutions?
Question 11 is linked to Objective 2. Comparisorustomer perceptions of competing products is

part of the positioning process.

12. Which are the other institutions that you wocdsider attending?

This question is also linked to the positioninggass and is part of Objective 2.

13. Are you aware of any advertising that the C8as@
Questions 13, 14 and 15 were aimed at answeringdbg 4. The researcher wanted to find out
what perceptions the target market had of the Ca8&i®rtising strategies.

14. The CSA uses ex and current students to ulsitods and advertise the programmes. What do
you think about this?

The CSA uses students as the main form of promatsedf. The researcher wanted to assess
whether the target market found this a suitableappiopriate method.

15. Do you think there is a more appropriate wapdeertise the programme?
The target market may have some ideas of what wauak best for them. Therefore it was

important to hear what they believed would havenbe®re appropriate.

16. The University of Natal and University of Dunb®&/estville merged to form one institution —
UKZN. What you do think about this merger?

Objective 6 aims to evaluate the effect of the merat UKZN on the target market to try to
understand if this contributed toward the resegciblem. Questions 16, 17 and 18 are linked to
this objective.

17. How do you view the new UKZN?

18. Has the merger affected your decision aboutkbniversity to attend?
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19. The CSA also offers another access programnwnigithe Augmented Programme. Have you
heard of it?

The Augmented Programme was introduced on the rRiatézburg campus in 2007. This may
have contributed to the research problem. Questi®n20 and 21 have therefore been asked and

are linked to Objective 7.

20. What are you opinions about the Augmented Rirogre?

21. How do you view the Augmented Programme cordgarthe Foundation Programme?

5.7.3 Focus Group Procedure

The focus group interview was conducted at the glcttomake it convenient for the participants.
The use of a classroom was requested so thatipartis would not be distracted by other students
or other happenings outside the venue. The tinr@naluct the interviews was negotiated with the

principal of the school ensuring that it did nagrdipt the learners’ school activities.

The researcher was a complete stranger to theipariis and tried to make them feel at ease right
from the start. Light refreshments were providediasncentive for the participants and served at
the end of the interview to avoid distracting tretigipants from engaging in the interview. This
may be considered to be a minor incentive howegsearcher was limited by funding for this

research.

5.7.4 Data Analysis

Stage 1 included a qualitative approach to gathta ftom the target market. In the analysis of the
qualitative data the researcher attempted to utadefghe research problem specifically with input
from and in the context of the target market. Timuthe interviews the researcher did not only rely
on counting up the number of respondents that dgnéth a particular statement but checked if
there was general agreement and in the cases Weseewere opposing views, reflected on this in
the findings chapter. In analysing the data theasher made use of a content analysis approach.
Cohenet al. (2007, p.475) define content analysis as “the m®ad summarising and reporting
written data — the main contents of data and timeissages”. “Content analysis involves counting
the frequencies and sequencing of particular wgshsases or concepts in order to identify words
or themes.” (Welmaet al.,2005, p.221).The numbers reported on for each thdemdified do not

represent the number of respondents who agreedhdgthtatement but it represented the frequency
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for which that particular issue came up in thervitawvs, i.e. the number of times this theme came
up across all three interviews. It was thus monergqriate that the percentages given for all the
data, except the biographical data, were workedhentotal number of responses, not the total
number of participants. According to NieuwenhuiQ2b, p.87) the data gathered from a
qualitative interview is unique and rich. Cohetral (2007, p. 461) state that “qualitative data often
focus on smaller numbers of people than quantédatata, yet the data tend to be detailed and rich”.

Therefore the researcher chose this approach &geSt of the data collection.

After each focus group the researcher made notestahe interviews summarising the main

points. The tape recordings were listened to a murobtimes to become familiar with issues that
arose. An assistant was employed to transcribedtefrom the tape recordings. Instructions were
given on how to capture the interviews and thay theeded to maintain the privacy and anonymity
of the respondents. Due to unforeseen circumstaheesssistant was only able to transcribe two of
the interviews leaving the researcher to transdtiedast one. However, although time consuming
for the researcher, this was beneficial as it fblipe researcher become more familiar with the

data. The transcription was done in three sepévaiel 2003 documents.

Once the transcriptions were done the researchésteaed to the tape recordings while reading
what was actually typed out in the Word documeatsdrify them as a correct reflection of the
interview. The transcribed data from the Word doents was then imported into Nvivo version 8
for analysis and interpretation. The three focumigrinterviews were put into one project in Nvivo
so that the same themes could be used. AccordiRgda and Bernard (n.d. cited in Welnetral,

2005, p. 211) “theme identification is one of thestfundamental tasks in qualitative research”.

The results from focus group interviews were coradar The researcher identified themes that
could be used in the design of the written questine (Welmanet al, 2005, p.211). Once this was
done the researcher read through the text and cibded creating tree nodes and nodes using
NVIVO in order to create themes and sub themes. t€Re identified as nodes or themes was
highlighted. Each node or theme was given a shestription to help illustrate that portion of the
text. The themes were used to formulate hypothiesehe quantitative research in relation to the

objectives of this study.

Nieuwenhuis (2007b, p.113) states that “trustwoehs is of the utmost importance in qualitative

research”. To ensure the trustworthiness of thea dbe researcher used a peer researcher
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(Nieuwenhuis, 2007b, p. 80 and 86) to verify theesrcher’'s understanding of the analysed data.
The peer researcher who has a higher educatiorgtmsid independently read through the data
and the themes after the researcher had compleiegrocess. Following this a discussion took

place regarding any ambiguities. The peer researstas also present during the focus group

interviews and thus was able verify the data.

5.8 Ethical Requirements
The issues of consent in this study concern beirantgd approval from four levels: the
management of the CSA, Department of Educationpaimtipals of the sample schools to conduct

this research as well as the Research Office atNUKZ

The researcher dealt with these ethical issuesrsyyfwriting to the Head of the CSA seeking
permission to conduct this research as this resemrcspecifically dealing with a problem
experienced by the CSA at UKZN. Approval from thead of the CSA was granted and is included
as Appendix B.

Permission was also sought from the DoE as thdssokcfall under their jurisdiction. The DoE
was also requested to grant approval by way of ittenrletter to the Principals of the sample
schools to allow this research to be done (AppefixApproval from the DoE was granted and is

included as Appendix C.

The principals of the sampled schools were thertaobed seeking their permission for this study.
This proved to be a difficult task as some schdddsnot have telephones, email addresses or fax
machines and were located in rural areas far frooess to such amenities. Permission for this
research was however eventually granted by the Isgingrhools. These were submitted to the
Research Office with the researcher’s ethical eleee application. An application was made to the
University of KwaZulu-Natal's Ethical Clearance Cwmittee to obtain ethical clearance for this
study as is required for all research done at UKEfthical clearance was given by the University
(Appendix D).

As the participants may be under 18 years old méat consent was required from their parents or

guardians. The informed consent letter (Appendixwds sent to the schools prior to the
administering of the questionnaire. Participantsemequested to take this form home to their
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parents or guardians seeking their permissionHfemtto participate in this study. The completed
forms were collected from the participants on thg the questionnaires were administered.

Throughout this study the researcher complied withical standards ensuring utmost care and

respect was given to all the participants.

5.9 Conclusion

This chapter was the first of the two research odlogy chapters. A triangulation methodology
was used which combined the literature review, fmis group interviews of Stage 1 and the
questionnaires of Stage 2. The literature was tsatbvelop the focus group interviews and the
findings of the focus groups was used to develepathestionnaire. These are all brought together
in the final discussion and conclusion. In thisptlkea the statement of the problem was discussed
with the main research question and objectivesgbsgelt out. It included a discussion of the
research design for this research as a whole agtifigally focused on the design for Stage 1of the
research. These findings are presented and ditusshe next chapter.
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Chapter 6: Findings and Discussion: Stage 1

6.1 Introduction
This chapter presents the findings and a discussitime focus group interviews. The focus groups
represented the first of two stages in the datecibn process of this study and were qualitaitive

nature as outlined in Chapter five.

Given the uniqueness of the target market, as skgtliin previous chapters, it was necessary to
situate the researcher’s understanding of theatitee within the context of the target market. Thus
the purpose of this stage of the research wasgment that understanding of the literature with the
research problem and so design an appropriate iojeaire. In other words, the findings and
discussion that emanated from the focus groupsgepted here, informed the questionnaire design.
The questionnaire represented the second stageeadata collection process. This stage of the
research added value to this study as it was paheatriangulation approach taken. According to
Patton (2002, p.206 cited in Strydom and DelpoO& p. 314) ‘by using triangulation the

strengths of one procedure can compensate foréh&nesses of another approach”.

6.2 Description of Focus Group Sample

Focus group interviews were held with three Highosis from the Pietermaritzburg area. These
schools fall within the target market of the CSA, disadvantaged schools, and were chosen using
convenience sampling as explained in Chapter 5. sSEmpled schools for Stage 1 consisted of
schools with a decile of 1 to 8 ensuring that thveye disadvantaged schools and were not the ones
selected for quantitative Stage 2 of this reseaFchprotect the anonymity of the schools and the
participants their real names have not been mestioGchools are referred to as School A, School
B and School C.

The participants were Grade 12 learners who wereewily doing Mathematics and Science

subjects. Their participation was completely votumt School A had 12 participants, School B had
11 participants and School C had 12 participarite gender breakdown of the participants was: 9
(75%) females and 3 (25%) males from School A;®¢%females and 6 (55%) males from School
B; and 5 (42 %) females and 7 (58%) males from 8lc@oi.e. combined 54% (19 out of 35) were

female and 46% (16 out of 35) were males thus sgmiténg a relatively even split.
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6.3 Presentation of Findings and Discussion of FosGroup Interviews

Question 1 This is an exciting stage in your life as you apav at the end of your schooling and
you have many dreams about your future. How manyoofwould like to attend university after

completing school?

All the participants except one said that they wlolike to attend university after completing

school.

This meant that the participants’ contribution histstudy was valuable and appropriate as no
intention to study might have meant that they waubtl have thought about or have an interest in
the issues that the researcher planned to discuss.

Question 2 Who would you say influences your decision abdendtng university?

In all the groups the participants agreed thatethveere both positive and negative influences in
their decision about attending university. These@esented are in Table 6.1 below and followed

by a discussion.

Table 6.1: Positive and Negative influences abouttanding university

Codes Frequency Percentage Themes
Positive I nfluences
Parental influence 8 20% 1. Parents
Family (other than parents) 7 18% 2. Family
Teacher 6 15% 3. Teacher
Self-motivated 6 15% 4. Self-motivated
Home conditions 5 13% 5. Other
Friends 4 10% 6. Friends
Celebrity 2 5% 5. Other
A motivational speaker 1 3% 5. Other
A stranger’s life 1 3% 5. Other
Total 40
Negativeinfluences
Family (Other than parents) 4 40% 2. Family
Friends 2 20% 6. Friends
Community 3 30% 7. Community
University students 1 10% 8. University Students
Total 10
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A company's marketing decisions can be influencgdthe buying decision process of their
customers. According to Wilsoet al. (1992, p.111), sometimes the buying decision E®@an
involve several people with distinct roles, onenethe influencer whose comments affect the

decision made.

Although literature provides a range of the poss#ignificant persons who influence a student’'s
decision of which university to attend (Chapmang1l@ited in Joseph and Joseph, 2000, p.40) it
was still essential to ascertain which of themagplicable for the target market of the CSA. The
percentages here have been calculated on thentotadber of responses given not the total number

of respondents.

Parental influencecame up as the most frequently mentioned influef@f®s) regarding the
participants’ decision about attending univerdit\any of the participants were encouraged by their
parents to attend university. Chapman (1981, ditetbseph and Joseph, 1998, p.93) believes that
of all the significant persons the parents areotiies who have the greatest impact on the students’
choice. Parents play an important role in theitdtkin’s lives and spend a lot of time with them and

their influence could impact greatly on their clesic

Family included siblings, aunts and uncles and grandpar@®%). In the case of grandparents
sometimes they have taken on the parental roleeagraindchildren live with them. In some of the
cases the family members have also been to uniygr@mselves and have succeeded and may
also be looked at as role models.

Some participants indicated th&acherswere influential in their decision about attending
university (15%). Teachers spend a lot of time gifindents and also have some knowledge about
tertiary intuitions and students often look to thiEmguidance as some of their parents may not be
educated or have this information. Maringe (2008/8) suggests that universities could link up
with high school teachers who are key influencersstudents decision making about higher

education study.
Some participants indicated that no one had infltadrthem in attending university and that they

wereself-motivated15%). They were very determined to be successiliaprove their and their
families’ lifestyle.
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This was followed bynome condition$13%) which the participants also said had infleshthem.
Many of the participants expressed their sadnesstdbeir poverty in their homes and families and
really felt that it was up to them to change thigation. They just wanted their families to “lead

normal life”.

Friendscame up as another influence (10%). Joseph angll@¢$898, p.91) state that ‘significant
persons’ influence the student in three ways: Mroents made by these people shape the students’
expectations of a particular tertiary instituti@),they may offer direct advise on which institatio
the student should choose, and 3) the advice ehds that attend a particular institution also
influences their decision. The participants alstidated that “friends encouraged each other to be

successful by getting a good education, a gooaimbimproving their lifestyle”.

There were alsother influencesin the participants’ decision . Some participantsntioned that
they were influenced by a “celebrity”. This includector Will Smith and pop star Michael
Jackson. Their success motivated these participartte better and also achieve their dreams. The
participants were able to relate to them as theydothe media and pop music. One of the
participants was inspired by a “motivational speake attend university. The speaker encouraged
the participate saying that “studying at universitgs not easy but one should really be proud of
being there”. Another participant was influencedalfgtranger’s life”. In this case the “person was
fighting against cancer and shared her life expegs” with the participant. After listening to the
stranger the participant was motivated to “dreaggéi and achieve those dreams”.

The discussion with the participants showed they tiot only had people that positively influenced
them but that there were also people wiegatively influencethem by discouraging them from
going to university. These included family membdrignds, community members and university
students. Some of the reasoning behind this negatilvice included the students “not having
enough money therefore not being able to affordarsity studies and life”, being discriminated
against because of their “disadvantaged backgrouigding to university being a waste of time”,
or “doing a science degree might make you go caazlyyou will be influenced to drink and party”.
Some of the female participants mentioned that these often told not to go to university as “it
will be a waste of time for females and they aré seen as equal to males but should rather get
married and have children”. In some of these ctsedividuals who tried to negatively influence
them had not completed matric nor studied furthet the participants felt that they might be
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jealous of their success. However the particip&itsstrongly that this negative advice should be
ignored and that they should focus on achieving threams.

Question 3.What are some of the things that influence youisitat about which university to
attend?

Table 6.2: Factors influencing choice of university

Codes Frequency| Percentage Themes

of

responses

Out of 94
Co_mmgnication from 10 11% 1. Communication from university
university
Financial Assistance 8 9% 2. Financial assistance
Reputation of the institution 8 9% 3. Reputatiémhe institution
Career and Qualification 7 7% 4. Career and quatibn
Leading to employment 6 6% 5. Leading to employimen
Positive feedback from 6 6% 6. Positive feedback from university students
university students
Location — away from home 5 5% 7. Location — afvagn home
Location — near home 5 5% 8. Location — near home
Atmosphere of university 5 5% 9. Quality of lifdnile studying
Security 5 5% 10. Security
Cost of fees 4 1% 2. Financial assistance
Quality teaching staff 4 4% 11. Quality education
Sports 4 4% 12. Sports
Infrastructure of university 3 3% 13. Infrastruetwf university
University product 3 3% 14. University product
Endorsed by companies 2 2% 5. Leading to employmen
Quality education 2 2% 11. Quality education
Entertainment 2 2% 9. Quality of life while studgi
Best for qualification 1 1% 4. Career and quadifion
Want to be independent 1 1% 15. Want to be indaigran
Legitimacy of university 1 1% 3. Reputation of thetitution
Quality of life while studying 1 1% 9. Quality bfe while studying
Want to be with friends 1 1% 9. Quiality of life ikhstudying

It is believed that the decision about where terattuniversity is a difficult task for most high
school pupils as it is a highly involved decisiohigh often affects their future life path (Veloutso
et al, 2004, p.160). Potential applicants are faced witvide range of tertiary institutions and
gualifications to choose from. Consumers use afetiteria based on features or benefits when
evaluating and deciding amongst the competingredtares in a product or service (Palmer, 2011,
p.157 and Hawkingt al.,1998, cited in Yamamoto, 2006, p.561). The evaleatriteria are also
applicable in the decision of which university ttead. In South Africa there are a large number of
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universities that students can choose from. Inftloeis groups the participants agreed that the
following criteria were very important to them matme were more important than others:

Communication from the universit{l1%) influences the participants’ decision abaeuftich
university to attend. The communication from thevearsity includes written information in the
form of posters, letters etc, open days, visitsdeools and advertising through various media etc.
Joseph and Joseph (1998, p.95) conclude that “gronad activities developed by tertiary
institutions should support their market positigniand reflect the importance of the value of
education and degree (content and structure) atiish. The participants were particularly keen on
visits to their schools as this would give themogportunity to ask questions thus making it two-
way communication. They also felt that written coumication provided important information for
them regarding the courses they want to do. In saases the participants felt that the
communication from the university would not infleenthem if they already had decided where

they were going.

Financial Assistancg9%) would influence many of the participants irgoing to a particular
university. Financial assistance could be eithaghaform of a bursary or a loan. This is probably
very important for the target market as they carmdily mentioned their difficult financial
circumstances and the costs of studying at uniyerStudents from the target market also come
from disadvantaged schools where they either page® or a minimal amount of fees. The lack of
finances was also one of the reasons why partitspaare discouraged from studying at university.
Limitations on financial resources can increase ithpact of strains normally associated with
studying (Foster, 1995, cited in Robotham and duRk806, p.111). Participants agreed that “cost of
fees”was an important factor in deciding which universit attend. Veloutsoat al. (2004, p.161)
states that the costs associated with studyingisiersity could be related to University fees, cost
of living in the area and the possibility of seagrifinancial aid. “Students who rate the financial
aspects highly consider the practical implicatiofi®eing able to afford an education” (Bonnema
and Van der Walt, 2008, p.321). Repeatedly in ttierviews participants mentioned the lack of
finances and its impact on their university eduratiThe cost of fees is thus a real concern for
them. Some even mentioned that they would go tstitution based on the cost of fees being

lower even if that isn’t their first choice.

Participants also agreed that teeutation of the institutiof®%) would influence them. Veloutsout

et al. (2004, p.161) suggests that reputation of thetitistn “is usually related to the earlier

87



performance of the institution rather than its euotr performance, structure and offering”.
Participants also mentioned that their parents evaednt them to go to an institution with a good
reputation. The reputation of the institution speakits quality, its history, its staff and itsrgeal
management. Participants also felt that the rejoutaif the institution would help them when they
are searching for a job. The “legitimacy of univsf'swas another factor identified by a participant
that would be used in choosing a university. Leariage faced with a wide choice on institutions to
choose from, some of which are not authentic andggm one of these institutions may not place
the participant in a good stead for employabilithiey had also seen the success of individuals that

have gone to the legitimate university.

Career and Qualification(7%) also came up as one of the influences in the aecisf which
university to attend. Participants who were vergesof what they wanted to study said that they
would go to the institution that offered the quahtions or career they wanted to do and also who
are known to be the best in that qualification. Type of career and qualification were identifiad i
the literature by Soutar and Turner (2002, p.40) wpoke of the type of course students want to do
and Bonnema and Van der Walt (2008, p.318) whoespdiout the course content which includes
the academic and practical components of the caaffeeting students’ choice. Participants are
also looking for a qualification that is of a higlandard as this would better equip them for the
working environment. Participants would choose &ensity that is “best for the qualification”
This is closely related to the career and quatifica factor. Getting a good education is very
important to the participants and they see thitheai life-line to change to circumstances at home.
By going to the university that is best for the IfiGation participants felt that they would be

empowered to get the best jobs in their field.

Participants agreed that a university qualificaliesding to employmer{6%) was very important

to them in their decision of which university tdemid. Throughout the focus group participants
continually mentioned their poor background and hiogy were determined to change this through
education and getting a good job. Therefore a usityethat could help by leading them to good
employment was essential for them. Bonnema and ®em Walt (2008, p.318) referred to
employability of a university as aspects of theitngon that will enhance the chances of gaining
employment after the completion of studies. Thisoashows a concern for long-term need
fulfilment and not just the short term aspects@ifij a student (Bonnema and Van der Walt, 2008,
p.319). Some participants also wanted some invadverfrom the institutions to help them find a

job. In making their decision about which universib attend some participants said that they
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would choose the one that is “endorsed by companiHse participants’ main aims were to

succeed in their education and to get a good jabuwfil help them change their circumstances at
home. Thus being employed by a successful compmmwery important to them. Therefore they
wanted to go to the university that companies spgegkly of regarding the quality of graduates

they produce and will likely employ graduates from.

Positive feedback from university studef@®) was found to be an influence in the decisibaut
which university to attend. The participants félatt the university students would not lie to them

and therefore their opinion could be relied upon.

Location (away from homandnear home)5%)was another factor in deciding which university to
go to. Some of the participants wanted to be regir home and families whilst the others wanted
to be far away from home. The reason given forgheho wanted to be closer to home was that
they could visit their parents whenever they wishBding away from home for some of the
participants meant that they could forget abouttladl problems at home and focus on their
studying. They wanted to be away from their envinent so that they can learn to be responsible.
They also felt that there was too much of presatireome. Soutar and Turner (2002, p.40) say that
the distance from home is due to the travellingetime. to get to each university and access to
public transport. Some of the participants wantedvtoid the travelling time making it easier for

their studies.

Quality of life while studying5%) was important to the participants when deciding ciwhi
university to attend. The quality of life while diing refers to the surroundings and available
facilities that become important as students vaktred a few years of their lives living in the area
(Chapman, 1981, Coccari and Javalgi, 1995 cité¢elputsouet al, 2004, p.162). The participants
felt that the surroundings would help them relad anjoy their stay while at university. Some of
the participants agreed that the “atmosphere ofeusity” does influence their decision about
which university to attend. Soutar and Turner (20q020) state that this could be either a quiet or
lively atmosphere. Some participants felt that thegre not going to university for parties and
preferred an atmosphere that was conducive to istgdyn the other hand, there were some
participants that wanted a lively atmosphere witlodyentertainment. “Entertainment/as one of
the factors that would influence the participantghoosing a university. Here however, there were
mixed views. Some wanted entertainment while otlids’'t as they felt that this was not the

reason for them going to university. They werersgtp focused on preparing for their future. The
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entertainment included parties at which they cade popular artists. Some participants would
choose a university because they “want to be wiidnds”. If their friends were going to a
particular university then they would go there adlwGoing as friends to an intuition may make it

less intimidating and a more enjoyable experience.

Security(5%) was very important to some participants. Some eftrticipants said that this would
be the most important factor for them. They warttedo to an institution where they felt safe.
Good security would allow them to focus on theirdgs.

A deep concern expressed by the participants weis desire to change their circumstances and
they believed that they could do this through abitej aquality education(4%). The participants
defined ‘quality education’ as teachers who aréoser helpful, supportive and able to explain
things when needed. This also had to be balancedtspoon-feeding the students but giving them
an opportunity to also work on their own. “Qualtgaching staff” was identified by Soutar and
Turner (2002, p.40) as a factor that influencesnaividual’s decision about which university to
attend. Some participants also agreed that thisawastor that they would consider in making their
decision. The participants agreed that they woeldethd on them for guidance and expect them to
be supportive towards them. According to Garde®82@.165) “potential students seek institutions
that boast highly qualified lecturers, as highlalified lecturers would be seen as an indicata of

quality university and therefore quality education”

Bonnema and Van der Walt (2008, p.318) explain $patts(4%) includes the opportunities for

and the quality of sport at the institution. Papants were clearly divided in whether this was a
factor that would influence their decision aboutiakhhuniversity to attend. Some participants felt
strongly that they were not going to universityplay sports and thus this was not important to
them, whilst other participants who enjoyed playsmprts mentioned that they would go to an
institution that is well known for its sporting adgties and one that also allows them time to play
sports. They felt that this was an important paretaxing and de-stressing. According to Bonnema
and Van der Walt (2008, p.321) a university beiggdtting also implies a number of social factors

such as winning, being part of a team, team seei@ahts and meeting people”.
Infrastructure of university3%) was another factor that would influence somsigipants in their

decision about which university to attend. Coceawd Javalgi (1995) and Vaughn (1978) (cited in

Veloutsouet al, 2004, p.161) refer to the institution’s infrastiure such as the library facilities,
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classrooms, computer labs, campus security andinhersity accommodation. The participants
were particularly interested in laboratory facditias this exposure was something that they lacked
during their schooling. Many of the disadvantageldosls are known to not have any laboratories
or equipment. “During the apartheid era resourcesevavished on schools serving white students
while schools serving the black majority were systcally deprived of qualified teachers,
physical resources and teaching aids such as wkband stationery” (Fiske and Ladd, 2006,
p.96).

Participants pointed out that they wanted to seeuthiversity product(3%), i.e. a successful
graduate of the university. The university prodspbke of the institution’s success and made it
more tangible for them. Their success was encoogagind also made it seem more attainable for
the participants. The university product speakthefinstitution’s ability in grooming and guiding

its students to achieve their career goals.

A participant would choose a university becausg thanted to be independe(it%). This is their
time to grow and learn to do things for themselMd®y want to go to a university that encouraged

them in this regard as well as be away from homaothey can rely on themselves.

Thus for this target market there are specificdiector attributes that are important to them in
deciding which university to attend. The level ofportance is unique to them because of their
backgrounds and needs.

Question 4.Is there something else that you are consideririggibesides going to university?

The participants were also considering working (gferences) as an alternative to going to
university. This varied between finding a job, dpiwolunteer work to gain experience or working
in a family business. There was a sense of urganoyaking money so that they could improve
their home circumstances. Some of the participaaid by working immediately they could start
earning money sooner and would not have study |tdzatsthey needed to pay back. On the other
hand some patrticipants felt that by working immealiathere was a limit on the salary one could

earn and having a qualification would help earrten salary.
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Question 5.What are some of your important needs that youktsimould be considered in an
access programme?
Table 6.3: Needs

Codes Frequency Percentagt of
responses
Out of 11
Financial assistance 3 27%
Lab facilities 2 18%
Making us feel welcomed 1 9%
Motivate us 1 9%
Provide job experience 1 9%
Safety and security 1 9%
Health 1 9%
Place to buy food 1 9%

According to Kotler and Armstrong (2004, p.199) abihvens (2000, p.85) the first stage of the
buyer decision process starts witmeed recognitiorwhere the buyer recognises a problem or a
need. The target market for the Foundation Prograroomes from a unique background which
might be different from the ‘average’ student teaters university. This background is likely to
influence their choices, their likes and dislikexd anost importantly their needs (Chetty, 2006,
p.148). Only a few answers were given to this qaestThis was because the rest of the group
agreed with aspects by nodding of their heads wiridicated general agreement. As there were
only a few codes which were quite different no Hertthemes were necessary to establish in this

question.

The socio-economic background that SFP students doom is associated with a number of
difficulties (Science Foundation Programme, 1998).pOften the level of poverty is extremely
high and shortages of resources like food, watansport and housing are not unknown amongst
the students (Science Foundation Programme, 1988,4 major concern for the participants was
their lack of finances to study at university. Istady done by Chetty (2006, p.144) on the needs of
students in the Science Foundation Programme atNJK#ancial support for University Feesas
found to be the 3 most important need. Pavlich, Orkin and Richardd®@®5, cited in Essack and
Quayle, 2007, p.74) agrees and states that thecimaaid is one of the factors that contribute
towards the effectiveness of access programmes shodld be provided for students from
disadvantaged backgrounds. Thus an important needhém is for the university to provide

financial assistancé27%)to help them study at university.
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The targets market for the CSA are applicants fdisadvantaged schools largely from previous
Department of Education and Training (DET) schoiots,they have been to schools where there is
a lack of, or poor, resources such as laboratdébsratory equipment, library facilities, elecitjc
telephone, computers, toilets or water and somsetiomaer-qualified teachers (Grayson, 1996,
p.993).Due to this lack of exposure some participantsciagid that it is important that their need
for lab facilities (18%) be incorporated in an access programmeoitldvbe important that this
target market is given exposure to laboratories t@nght the necessary skills to cope with the
degree.

In identifying their needs that should be considarean access programme, a participant wanted
the university tomake them feel welcomg#f%). Going to university would be a totally new
experience for them. They may feel intimidated foaid as it often is very different to their homes,
and schools because of the lack of resourceschartis wanted to feel part of the institution and
that the institution wanted them to be there.

A participant mentioned that they would like theivensity to motivate them(9%). Adjusting to
university may be difficult for them because of ttmmpletely different lifestyle and they may not
be receiving the support needed from their familRether than just leaving them to ‘find their own
way’, participants wanted the institution to makeedfort in motivating them to succeed.

As mentioned already the ultimate goal of someig@pants was to get a good job that will be
financially rewarding. They strongly believe thiagir education will change the poverty situation in
their homes and families. Participants were awatbedifficulties in the job market and want the
university toprovide job experiencf©%) for them as this would strengthen their cleanaf getting
into a good job. According to Bonnema and Van dedt\W2008, p.319) they are interested in the
long-term need fulfilment and not just the shortrteaspects of being a student. Participants were

confident in what they wanted to achieve with thaiiversity education.

Throughout the focus groups the participants wereerned about thesafety and securit{9%)
whilst being at university. The need for safetyoise of the basic needs according to Abraham
Maslow (Kotler and Armstrong: 2004, p.193). Maslsuggested that people need to satisfy their
most basic need before satisfying needs of theehitgvel (Kotler and Armstrong: 2004, p.393
Participants did not want to go to an institutiomere they did not feel safe.
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A participant wanted their need fbealth (9%) to be taken care of. This was relating to hg\a
place to go at university, such as a clinic, iftfet sick. This is another basic need that needs
met before any higher needs can be satisfied (Katld Armstrong: 2004, p.193). Having a place

at university to take care of minor illnesses waosdgte them time and make it convenient for them.

A place to buy food9%) was another need that a participant wanteditinersity to take care of.
They wanted this to be near or on campus to avwenhtgoing into town. In a study done by
Simpson, Munro and Quayle (2008, p.15) of 792 sttgdlat UKZN, it was found that 26.5% of
CSA students were highly vulnerable to food insiégurompared to 11% mainstream students.
This target market has very limited resources hastlaerefore have more concerns about food. The

university would save them time and money if thest this need.

As can be seen in the discussion above the patitipyvanted some very basic needs to be taken
care of in an access programme and/or universitgetstanding the needs of customers is very
important for every organisation. Universities migsbw their customers and understand their
needs and develop strategies to meet these neemden for them to be successful in attracting
students (Joseph and Joseph, 2000, 43).

Question 6. What are the important factors that you look for dn access programme and

university?

It was found that the respondents did not have nawhreness of access programmes and they
agreed that what they would look for in an accesgnamme was no different to what they would

look for in a university

Question 7.The Foundation Programmes at UKZN are offerednmbRand Westville. Which would

you like to study at and why?

The majority of the participants, i.e. 25 responddiil%), wanted to study in Westville whilst the
rest, i.e. 10 respondents (29%) preferred to stadietermaritzburg. The access programmes are
offered on both campuses but it is only the Pieteitaburg campus that hasn’t met its enrolment
targets. Therefore the researcher wanted to knaav pdwticipants preferences regarding the
campuses and the reasons behind this.

Reasons given for those who wanted to study inillest
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Participants had been to the campus and were &amilith it. The Westville campus was also
closer to the beach. Studying at the Westville asnglso meant that they were far away from
home and they wanted to leave their environmenmeSwanted to go to Westville because the
course they want to do is only offered there likeditine or Dentistry. They were not concerned

about additional costs such a travelling as thenewsending to live in the university residence.

Reasons given for those who wanted to study irPietritzburg:

Some of the participants wanted to study in Piegeitaburg because it was closer to home and they
wanted to be closer to their families. Some pandints also felt that Pietermaritzburg was more
focused on studies while Westville had a lot mowratips and they felt that students in
Pietermaritzburg perform better because of thistiddaants also mentioned that they would know
more of the students studying in Pietermaritzbunggared to Westville and would therefore prefer
Pietermaritzburg. By studying in Pietermaritzbutgdents are also able to live at home and travel
daily and this would be cheaper for them. They waesare of the financial difficulties that their

families go through and didn’t want to increase thirrden.

Question 8.What are your opinions about UKZN?
Table 6.4: Opinions about UKZN

Codes Frequency | Percentage
Positive opinions Out of 11
Great university 3 27%
Good security and safe 2 18%
Quality education 2 18%
Friendly students 1 9%
Helps the community 1 9%
Lovely campuses 1 9%
Impressed with university students on open day 1 9%
Negative opinions Out of 4
Does not provide enough career information 1 25%
Have not seen the ‘product’ of UKZN 1 25%
Inadequate security 1 25%
Slow in responding to applices 1 259

This question had a fairly low response rate. Tras possibly because the participants agreed with
what was being said by nodding of their heads. Midsthe responses about the UKZN were
positive. Participants thought of the UKZN as a€dr university that offers quality education”.
There were a few negative responses about the URBNSse included that the UKZN seems to be

slow in responding to applications compared to rothiiitions. One participant also felt that the
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security on campus was inadequate. Another paatiti@lso felt that UKZN did not provide

enough career information.

Question 9.Is there any reason that you would not want topatdJJKZN?

Reasons given here were mainly to do with lackfidrimation such as:

Table 6:5 Reasons for not studying at UKZN

Transcription quote Frequency Percentage
of responses
Out of 4
“Never heard anyone from UKZN talking about my eate 1 25%
“I haven't heard anyone say, | have learnt respmlityi at UKZN” 1 25%
“The quality of sports” 1 25%
“The course | want to do is not offered there (mg)f 1 25%

In assessing why participants would not want talstat UKZN it was mainly because of things
that they did not see. The participants wantede®the ‘product’ of the UKZN, i.e. a successful
student and one that has learnt responsibilitytidiaants were looking for evidence of an impact
on the student.

Choice of career came up as another reason whyabeld not study at UKZN. If a career such as

mining was not offered at the UKZN then the studeotild have to go elsewhere.

Quality of sports was a reason given for why onéhefparticipants would not come to the UKZN.
They would rather go to an intuition that is wellokvn for its excellent sport opportunities.

Question 10.What do you think about the Foundation ProgrammeSgience) at the UKZN?
School A and B had never heard of the UKZN’s FotindaProgramme and therefore were not
able to answer this question. School C who hadntgcéeard about the Foundation Programme
from a presentation done by the CSA student haébttmving thoughts about the programme.
“They make it easier for us”

“It shows that they care. They don’'t want us ty stehome and do nothing”

“It shows that even though we have lower marks aredo better”
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“Most of the people they are staying at home bez#usy have low marks. | think it really supports

”

us.

In general participants felt that the programme deainig something good for them, giving them

another opportunity to go to university.

Question 11.What do you think about the Foundation ProgrammthatUKZN compared to other

institutions?

None of the participants had heard about any folimmigorogrammes at other institutions and

therefore were unable to answer this question.

Question 12.Which are the other institutions would you considiéending?

Table 6.6: Other Tertiary Institutions being Considered by Focus Groups Respondents

Transcription Quote | Frequency Percentage of
responses
Out of 4
DUT 1 25%
Rhodes 1 25%
Stellenbosch 1 25%
Boston 1 25%

Students had very little knowledge about the othstitutions in the country. They were only able

to mention a few other institutions.

Question 13.Are you aware of any advertising that the CentreSfcience Access (CSA) does?
Two of the schools were not aware of any advegdisinpromotions that the CSA does. School C
was only aware of the CSA because they had recésthned to a presentation done by a CSA

student at their school.

Question 14.The CSA uses ex and current students to visit &chod advertise the programmes.
What do you think about this?

All the participants agreed that the advertisingtef CSA through their current and ex students

doing presentations at the schools was great.
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Table 6.7: Responses regarding students visitinghsmols

Codes Frequency Percentage of
responses
out of 6
Meet our needs 2 33%
Easier to relate to students from our community 2 33%
Saves us money 2 33%

This form of advertising was believed to be bernefito the students because it saved them time
and money as they didn't have to travel to uniwgri get this information. They also found it
easier to relate to students who were from theimroanity. They felt more comfortable to ask
guestions and were inspired by them. The schootlhfc received a visit from the CSA before the
focus group was held, felt that they gained a foinformation from the visit. Many participants
don’t have access to computers, radios or telavisio this is the best way of them getting the

information.

Question 15.Do you think there is a more appropriate way toextige the programme?

The participants agreed that the visits of studentee schools is the best way of advertising.eOth
forms of media were thought not to be very succgdsfcause of the lack of resources such as
computers, television, radios and not many purcti@seewspapers.

Some suggestions to advertise the programmes eutiud

Table 6.8: Suggestions for advertising

Transcription quotes Frequency Percertage of
responses
Out of 5

Use other media such as television and radio spaltyf 2 40%

Ukhozi station

Put up posters 1 20%

Show the university ‘product’ i.e. a successfuldyrate 1 20%

Use cellphone advertising 1 20%

The participants made a few suggestions of otheyswa promote the programme such as
advertising on a radio station specifically UkhoPRiosters could be put up in the community
especially near schools. One participant suggastedy cellphone advertising. The need to see a
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university ‘product’ i.e. a successful graduate eamp at other times in the focus group as well.
Participants want to see proof of what the unitgiisiable to do for them.

Question 16.The University of Natal and University of Durban stéle merged to form one
institution — UKZN. What you do think about thisrges?
Table 6.9: Merger

Transcription Quote Frequency
It was good 1
It was helpful to both institutions 1

Most of the participants did not know that the timtuitions had merged. They did not know the
reasoning behind the merger. Once this was explainghem as the merger happened to make
better use of resources and build up weaker uniiexsthey agreed with the reasoning behind the
merger. None of the participants had any negatpiaians about the merger. They felt that by
doing this both institutions would be on par angstit was a good move.

Question 17.How do you view the new UKZN?

Students still shared the same views expressedéstipn 8 about the UKZN.

Question 18 Has the merger affected your decision about whitikiarsity to attend?

The merger had not affected any of the participalgsision about which university to attend. They
gave positive feedback about the merger.

Question 19.The CSA also offers another access programme vidittte Augmented Programme.

Have you heard of it?

Only the participants at School C who recently trel CSA presentation at their school, had heard

of the Augmented Programme. The Augmented Prograwasebriefly explained to all schools.

Question 20.What are your opinions about the Augmented Prograthm

Participants at School A and B had never hearth@iQSA or it's access programmes prior to this
focus group and were therefore unable to answerghéstion. Participants at School C had to be
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reminded of what the Augmented Programme was. Th&ne not strong opinions about the
Augmented Programme as the participants felt they tlid not have enough information about it.
Only one participant said that they would prefedtothe Augmented Programme because it would

give them the experience of what they would be gitie next year.

Question 21. How do you view the Augmented Programme comparedhéo Foundation

Programme?

Participants at School A and B had never hearth@fQSA or it's access programmes prior to this
interview and were therefore unable to answerdhisstion. Participants at School C felt that they

did not have enough information about the prograrovaswer this question.

6.4 Conclusion
The purpose of this chapter was to discuss thénigsdof the focus group interviews which was the
first stage of the data collection. This data wasduto design the questionnaire which formed the

second stage of the data collection.

This chapter included a discussion of the factoet the CSA target market looks for in an access
programme and university. An unexpected outcomethatsthis target market was not aware of the
CSA’s access programme or an access programmabeatiostitutions. They also had very little or
no information about the other universities in toentry. These outcomes have implications for the
second stage of the data collection.
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Chapter 7: Research Methodology for Stage 2: Quartttive Survey

7.1 Introduction

This study comprises two research methodology ehapthis being the second. It focuses on Stage
2, i.e. the quantitative part, of the researchii@dngulation methodology was used for this stulg: t
literature review was used to develop Stage 1, hvhias the qualitative focus group interviews, the
findings of Stage 1 were used to develop Stagheqtiantitative questionnaires. All three aspects
are brought together in the discussions and coiociub this Chapter the design of the quantitative
research is discussed. This also includes a distuss the pilot questionnaire, the survey
instrument used and the data collection and amal{@nally issues of reliability and validity are

addressed.

7.2 Quantitative Research Design (Stage 2)

Once the data from the focus groups was transcdbedanalysed it was used for the second stage
of the research design. Here a positivist apprdamwn as quantitative research was taken to
gather primary data from the target market allowtimg researcher to generalise the findings. The
positivist approach holds that research must bétdinto what we can observe and measure
objectively (Welmaret al, 2005, p.6). The quantitative approach is mormé&dised and controlled
than the qualitative approach (Moutain and Mari290, cited in De Vos, 2005, p.357). In this
study the researcher was mainly concerned abouytdieeptions of the potential applicants so as to
quantify the effects of factors, i.e. determine timportance of the factors, on their decision in
choosing an access programme. Thus it was appt®pt@ use the quantitative research

methodology to collect data from the target maf&ethis stage of the study.

A written questionnaire survey was used for thentjtetive research to gather data from sampled
schools within the target market and thus was adteired in groups. This method of data
collection offers the following advantages (Maree &ieterson, 2007, p. 156):

« “Many respondents can complete the questionnaiaesimort space of time

« Test administrators can check questionnaires fouracy

* This method is relatively cheap and easy to do

* Respondents can be reached across long distances

* The response rate is optimal

« The interviewer can immediately assist with issinethe questionnaire which are not clear

to the respondents”
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A disadvantage of this method pointed out by Delf2005, p. 169) is that some participants could
experience difficulties in understanding certairegtions and may be too embarrassed to ask for
clarification within a group. To overcome this diifflty the researcher ran a pilot questionnaire.

7.2.1 Questionnaire Design
The survey questionnaire contained mostly closetbemuestions which, according to Maree and
Pietersen (2007, p.163-164), are advantageousin th

» they are easy and quick to answer,

« coding and statistical analysis are easy and

* sensitive questions are more easily answered.

The questions for these respondents needed teaeand easy to understand since the participants
speak English as a second language and may hdigailtliés with the English language (Grayson,
1996, p.994). All these students will be doing Esfglas a compulsory matric subject therefore
leaving the questions in English was justifiable. ithere was no need for translation. The
guestionnaire addressed the hypotheses relatéa foositioning of the access programme using 4
and 5 point Likert scales. The 4 point Likert ssalvere used to force the respondent to make a
decision and not give a neutral answer which waaldbe helpful. For some questions participants
needed to choose one of the following responsesngly agree, agree, strongly disagree and
disagree. Other questions included the followingpomses: not important, not very important,
neutral, important and very important. Questionsenadso used to explore how respondents rated
UKZN'’s access programme in comparison to otheiitirigins on various factors. A threat to the
validity of an instrument according to Pietersed Maree (2007, p. 218) is that some respondents
may say yes to all questions and advise guardiagmsigthis by formulating some items positively
and some negatively. Thus the researcher apphieddin the formulation of the questions.
Dichotomous and category questions (Maree andrBa@te2007, p. 161-163) were asked to gather
biographical information such as gender and homguage etc. Anonymity of the participants was

guaranteed.
The questionnaire comprised four sections andclsided as Appendix H.
Section A

Section A included biographical questions. Thisada#s important to define the respondents and

was used for classification of the data. The biphigal information requested covered gender, age,
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home language, living arrangements and breadwinriérs section was put first to ease the
respondents into the questionnaire as it contaimedensitive data and thus there were no risks

associated with asking this first.

Section B

This section was related to Objectives 1 and 3.s&hguestions were asked to determine what
factors or attributes are important to the targatket in their selection of a university. Questions
were also aimed at identifying the needs of thgetamarket.

1. Would you like to attend university after cortippschool?
Question 1 was asked to establish if the respongasatactually intending to go to university after

school. As in the focus group, the researcher didvant to assume that this would be the case.

2.In choosing a university, please indicate the l@fémportance of each factor influencing which
university you attend.

Question 2 relates to Objective 1. A 5 point Likseale ranging from not at all important to very
important was used. The purpose of this questiahtawascertain what factors are important to the
target market and which they use in deciding whicfiversity to attend. This study aimed to
understand why the Foundation Programme has nottsnetrolment targets in the past five years.
As potential applicants are faced with a wide ranfeertiary institutions and qualifications to
choose from what they look for in an access programand university becomes important. If the
factors that the target market is looking for do match what the university has to offer, then they
may go elsewhere. The findings of the focus gragsssted in refining the factors identified in the
literature and identifying which were appropriate the target market. Respondents were asked to
rate the following factors in relation to their iontance:

e Communication from the universifj.e. through written information such as posters
brochures or presentations by a university stafftber forms of advertising). Participants
from the focus groups agreed that this was infliabim their decision of which university
to attend. This among all the factors was menticghedmost number of times. According
to Joseph and Joseph (1998, p.95) communicatiarptbenotes the university can “reflect
the importance of the value of education and de@restent and structure) attributes”

» Financial Assistance from the Univers{tpans or bursaries or cost of fees). Costs thatin
to be covered are related to University fees, obditZing in the area and the possibility of
securing financial aid (Veloutsou, 2004, p.161)tHa focus groups participants repeatedly
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mentioned the lack of finances and its impact agirthiniversity education. They even
mentioned that they would go to an institution lolhse the cost of fees being lower even if
that isn’t their first choice.

Reputation of the institutioriVeloutsoutet al. (2004p.161) suggests that “this is usually
related to the earlier performance of the institutrather than its current performance,
structure and offering”. Focus group participamintioned that their parents would want
them to go to an institution with a good reputatiBarticipants also felt that the reputation
of the institution would help them when they ararsking for a job.

The university offers theareer and qualificatiort want to study. Career and qualification
were identified in the literature by Soutar andarr(2002, p.40) who spoke of the type of
course students want to do and Bonnema and Vawdkr(2008, p.318) who spoke about
the course content which includes the academicpaadtical components of the course
affecting students’ choice. Focus group participawho were very sure of what they
wanted to study said that they would go to theitintgnn that offered the qualifications or
career they wanted to do and also who are knowretthe best in that qualification. By
going to the university that is best for the quedifion participants felt that they would be
empowered to get the best jobs in their field.

Studying at that university wilead me to employmeronnema and Van der Walt (2008,
p.318) referred to employability of a university aspects of the institution that will
enhance the chances of gaining employment aftezdhmpletion of studies. Throughout the
focus group participants continually mentioned rthmior background and how they were
determined to change this through education artthged good job. Therefore a university
that could help by leading them to good employnwead essential for them.

Positive feedback from university students attemdimat university The focus group
participants felt that the university students vdoulot lie to them and therefore their
opinion could be relied upon. This feedback is rdgd as word-of-mouth advertising
(Kotler and Armstrong, 2004, p. 476) which can tegaositive or negative impressions of
the university.

The university is near my hom&here were mixed responses from the focus group
participants regarding the distance of the uniwetsi their home. Some of the participants
wanted to be near their home and families whilst dthers wanted to be far away from
home. The reason given for those who wanted tddseicto home was that they could visit

their parents whenever they wished.
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The university is far away from my hang8outar and Turner (2002, p.40) explain that the
distance from home is due to the travelling time, io get to each university and access to
public transport. Being away from home for sometaf focus group participants meant
that they could forget about all the problems an@cand focus on their studying. They
wanted to be away from their environment so thay tban learn to be responsible. They
also felt that there was too much of pressure atehd@hey would also avoid the travelling
time making it easier for their studies.

Quality of life while studyinduniversity atmosphere, entertainment or being wi#gnds
studying at the same university). The quality de liwhile studying refers to the
surroundings and available facilities that becomedrtant as students will spend a few
years of their lives living in the area (Chapma®81, Coccari and Javalgi, 1995 cited in
Veloutsouet al, 2004, p.162). The focus group participants fekt the surroundings
would help them relax and enjoy their stay whileuatversity. Some participants that
wanted a lively atmosphere with good entertainmritst others preferred an atmosphere
that was conducive to studying.

Security. Maslows in his Hierarchy of Needs states that dasiysiological and safety
needs must first be met in order to achieve thédrigneeds, i.e. social, esteem and self-
actualisation needs (Kotler and Armstrong, 200843). Some of the participants said that
security would be the most important factor fornthd hey wanted to go to an institution
where they felt safe. Good security would allownthte focus on their studies.

Quality education (includes quality of teaching staff). “Quality tddng staff” was
identified by Soutar and Turner (2002, p.40) asetdr that influences an individual's
decision about which university to attend. The rvieaved participants defined ‘quality
education’ as teachers who are serious, helpfplative and able to explain things when
needed. According to Garden (2003, p.165) “potéstizdents seek institutions that boast
highly qualified lecturers, as highly qualified terers would be seen as an indicator of a
quality university and therefore quality education”

Sports.Bonnema and Van der Walt (2008, p.318 and 321aéexghatsportsincludes the
opportunities for and the quality of sport at thetitution and “also implies a number of
social factors such as winning, being part of anteéeam social events and meeting
people”. Participants were clearly divided in whegtthis was a factor that would influence
their decision about which university to attendm@oparticipants felt strongly that they
were not going to university to play sports andstthis was not important to them, whilst
other participants who enjoyed playing sports nosrdd that they would go to an
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institution that is well known for its sporting adties and one that also allows them time to
play sports. They felt that this was an importaart pf relaxing and de-stressing.

« Infrastructure of the university(facilities e.g. library, laboratories, computeabs,
accommodation etc.) Coccari and Javalgi (1995)\énghn (1978) (cited in Veloutsaat
al., 2004, p.161) refer to the institution’s infrastiwre such as the library facilities,
classrooms, computer labs, campus security andutiieersity accommodation. The
participants were particularly interested in lalbona facilities as this exposure was
something that they lacked during their schooliMgny of the disadvantaged schools are
known to not have any laboratories or equipmentriifly the apartheid era resources were
lavished on schools serving white students whiteosts serving the black majority were
systematically deprived of qualified teachers, jitaisresources and teaching aids such as
textbooks and stationery” (Fiske and Ladd, 20086).

e Seeing successful graduates of the universiBor the focus group participants seeing
successful graduates of the university spoke ofikitution’s success and made it more
tangible for them. Their success was encouragidga#so made it seem more attainable for
the participants. Having successful graduates @ra lstrength and achievement of an
institution which can separate it from others. Tisismportant for its positioning and can
help create the “distinctiveness” (McDonald andrieay1 996, p.97) it needs for a service.

e The university will allow me to be independent
Focus group participants mentioned that this ig tirae to grow and learn to do things for
themselves. They want to go to a university tha@baraged them in this regard as well as

be away from home so that they can rely on theraselv

3. Please indicate the level of importance of theseds considering an access programme and
university

Understanding the needs of customers is a veryritapoaspect in marketing. The need recognition
of consumers is the first stage of the buyer dewigirocess (Kotler and Armstrong, 2004, p.199).
This question was related to Objective 3. It airtedlentify what needs are important to the target
market and thereafter establish if these importee¢ds are incorporated into the way the
Foundation Programme is positioned. If the impdrtaeds of the target market are unknown and
not incorporated into the programme’s positionihghay be a contributing reason as to why the
programme is not meeting its enrolment targets. idexds asked about came from the focus groups
and a study done by Chetty (2006, p.90) on the #ation students and included:
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| need the university to make me feel welcdroeus group participants wanted to feel part
of the institution and that the institution wantbém to be there. Going to university would
be a totally new experience for them. They may &eknse of intimidation or fear as it
often is very different to their homes, and schdi@sause of the lack of resources.

I need financial assistance from the univergitg. loan or bursary). Financial Assistance
was a major concern for the participants to stutlyumiversity. Pavlich, Orkin and
Richardson (1995, cited in Essack and Quayle, 20(F4) argue that the financial aid is
one of the factors that contribute towards the atifeness of access programmes and
should be provided for students from disadvantdmgedkgrounds.

| need the use of laboratories at the universifjhe CSA targets applicants from
disadvantaged schools largely from previous Depamtrof Education and Training (DET)
schools, i.e. they have been to schools where thaadack of, or poor, resources such as
laboratories, laboratory equipment, library famht electricity, telephone, computers,
toilets or water and sometimes under-qualifiedheex (Grayson, 1996, p.99Because of
this lack of exposure some participants indicated it is important that their need for lab
facilities be addressed in an access programme.

| need to be motivated in my studi@sljusting to university may be difficult for tharget
market and they may not be receiving the suppatee from their families. Rather than
just leaving them to ‘swim on their own’, particiga wanted the institution to make an
effort in motivating them to succeed.

| need the university to help me get job experiedoeording to Bonnema and Van der
Walt (2008, p.319) this also showed a concern dagiterm need fulfilment and not just
the short term aspects of being a student. Thealé goal of some the participants were to
get a good job that will be financially rewardinbhis is the solution they believe will
change the poverty situation in their homes andili@sn Participants were aware of the
difficulties in the job market and want the univgrso provide job experience for them as
this would strengthen their chances of getting mtgood job. Participants were aware and
focused on where they want their university edocetd take them.

My safety and security needs to be taken careThfoughout the focus groups the
participants were concerned about their safetysamudiritywhilst being at university. The
need for safety is one of the basic needs accorttingbraham Maslow (Kotler and
Armstrong: 2004, p.193). Maslow suggested that |gesptisfy their most basic need
followed by needs of the higher level (Kotler anan&trong: 2004, p.193Participants did

not want to go to an institution where their safes compromised.
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My health needs to be taken care Tiis is another basic need that needs to be afeteé
any higher needs can be satisfied (Kotler and Awongt 2004, p.193). Participants wanted
their need forhealthto be taken care of. This was relating to havinglace to go at
university, such as a clinic, if they felt sick.tie student is able to take care of minor
illnesses at the university this would save thametand make it convenient for them.

| need a place to buy foodSimpson, Munro and Quayle’'s (2008, p.15) stuflyr@?
students at UKZN found that 26.5% of CSA studen&zewhighly vulnerable to food
insecurity compared to 11% mainstream studentsug-gooup participants wanted this to
be near or on campus to avoid them going into t@®atause of their limited resources this
target market has more concerns about food. HaWiisgtaken care of at the university
would save them time and money.

| need accommodation close to the universtjudents living in campus accommodation
facilitates both social and study interaction wa@entified by Peacock (1995, p.4) identified
as one of the seven factors characteristics t&S#R. SFP students experience shortages
such as housing because of their background (SciEaandation Programme, 1998, p.7)
and this financial limitation can impact on theindying (Foster, 1995, cited in Robotham
and Julian, 2006, p.111). Staying in universityomemodation would mean that the target
market has access to good facilities and it woalatghem travelling time.

| need career adviceDne of the learning outcomes for the Foundatiorgrame is for
“learners to have an awareness of career outcotesversity of KwaZulu-Natal, 2004b,
paragraph 2). This need did not come up in thedamoup interviews but was a need
identified for the CSA’s target market in a studynd by Chett{2006, p.89).

| need counselling advicéAccording to Pavlich, Orkin and Richardson (198hed in
Essack and Quayle, 2007, p.74) for an effectivess@rogramme one must “ensure that
disadvantaged students are catered for in non-adadeays (in terms of financial aid,
counselling services etc.)” Counselling advicehisstan important need particularly for this
target market.

| need mentors to guide mdentors was identified in Chetty’s (2006, p.89)dstas a need
of the target market of the CSA students. Thismdidcome up in the focus groups.

4. What else are you considering besides goingnieeusity, after school?

Question 4 aims to identify what the FoundationgPamme is competing against in the minds of

their consumers. Competition exists even in a ugitye environment (Farrington, 1999, cited in

Rowley and Sherman, 2001, p.17). The types of ctitigre the Foundation Programme faces,
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apart from other universities, could include Te&bni, Colleges, finding employment or working
in family business. Competition could exist fronodk intuitions that offer “vocational training”,
i.e. the institutions that teach and train oneda@pecific job (Kioko, 2008). The target market is

faced with all these options to choose from aftenpleting their schooling.

5. Who influences your decision about which unitxete attend?

It was necessary to establish who is influentiatha target market's decision about attending
university as this may possibly be one of the fisctbe researcher aims to identify in Objective 1.

Literature points out that significant personsuefice the student’s decision about which university
to attend (Chapman, 1981 cited in Joseph and Jp26ph, p.40). This knowledge will also assist

with the advertising strategies for the programme.

6. Would you consider attending another universigsides the University of KwaZulu-Natal

(UKZN)?

Question 6 relates to Objective 2 which relatetidwv the Foundation Programme is positioned
relative to competing programmes. Walker and Mal{2011, p.154) state that “positioning refers
to both the place a product or brand occupies ®stotoners’ minds relative to their needs and
competing products or brand, and to the marketde@@sion making intended to create such as
position”. This question aims to help identify htive target market views its competition.

7a. Are you considering doing a Science or Scieaked degree?
Question 7a was asked to determine if the respds@ea even thinking of doing a Science degree

as this is the focus of this study.

7b. If you answered Yes to Question 7a: If yourdiimeet the entry requirements to go directly
into a science degree, would you consider doingaacess programme that will allow you to
continue with a Science degree thereafter?

This question aims to identify if the respondentsuld consider the Foundation Programme as a
route into a science degree. If they have negaidmeeptions about an access programme this

question will be able to identify that.

109



Section C
This section related to Objective 2: looking at hitne Foundation Programme is positioned relative
to competing programmes, Objective 4. the targaekets perception of the advertising strategies

and Obijective 7: the impact of the introductiortred Augmented programme on the numbers.

1. Have you heard about the Foundation ProgramntbetUniversity of KwaZulu-Natal?
This question related to Objective 4. A clear firglof the focus groups was a lack of awareness of
the Foundation programme. Lack of awareness wiltrdaute to the Foundation Programme not

meeting its enrolment targets.

2. Have you heard about any Access programmesiém@&scat other universities?

This question related to Objectives 2 and 4. This wnportant in looking at the competition the

Foundation Programme faces. Walker and Mull@811, p.154) state that “positioning refers to
both the place a product or brand occupies in custe’ minds relative to their needs and

competing products or brand, and to the marketde@@sion making intended to create such as
position” Part of understanding where the compatitexist in the mind of the customer is to

understand if they have any knowledge of it first.

3. Using the scale below please rate the Foundattwagramme at UKZN and Foundation
Programmes in Science at other universities on @dthe following factors?

Even though you may not have had experience wétketliniversities it is your opinion, i.e. what
you think, that matters.

Question 3 has two parts. Firstly it aimed to dighbwhat position the Foundation Programme at
UKZN holds for its target market. Secondly it aintedestablish the position that other universities
occupy. The focus group participants did not hawschmknowledge of the other universities
therefore the researcher chose to use the hidtgrigall known universities in the country. The
researcher also chose not to use DUT and Bostotedgeoby one participant each that was
mentioned once so as to compare similar institgtiofhereafter a comparison was made to
determine if the positioning of the UKZN foundatiprogramme is better than its competitors. It is
related to Objectives 1, 2 and 3. This was impartandetermining the positioning of the

Foundation programme relative to its competition.
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4. Have you heard about the Augmented Programrtfeedt/niversity of KwaZulu-Natal?

The researcher aimed to find out if the introductiof the Augmented Programme on the
Pietermaritzburg campus is a contributing factothte Foundation Programme not meeting its
enrolment targets. Question 4 assisted by firstifaldishing if there is an awareness of this

programme. It is related to Objective 7.

5a. The Foundation Programme is an access coansstfidents from disadvantaged schools who
do not meet the requirements for direct entry iat@&cience degree. It is offered on both the
Pietermaritzburg and Westville campuses of the &mity of KwaZulu-Natal. If you were going to
apply for the programme which campus would youtlikstudy at?

The problem of the unmet targets has been a proliéenthe Pietermaritzburg campus only.

Question 5a is related to Objective 2.

5b. If you apply, why would you choose that campus?

If there is a preference of studying on a particampus it is important for the CSA to be aware of
this. This can be fed into the advertising straegind in particular address the problem faced on
the Pietermaritzburg campus.

6. Are you aware of any advertising that the CefareScience Access (CSA) at UKZN does?
Question 6 related to Objective 4. A lack of awasmnof the programme could be a contributing
factor as to why the foundation programme is nog¢ting its enrolment targets.

7. Which of the following ways of advertising doi floink the CSA should use to reach you?
Using the appropriate channels is an important pardvertising. This question was asked to
ascertain what channel was appropriate for thestamparket of the CSA. The following probes
which were obtained from literature and the foctmup interviews were used:

e Send CSA students (from our community) to visit sahool and do a presentation about

the access programmes

» Send a staff member to visit our school

* Advertise on Ukhozi radio station

e Put up posters in our community

* Use cellphone advertising

* Show us successful university graduates

» Advertise on television

« Advertise in newspapers
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Section D

This section was important in determining the posihg of the Foundation Programme and UKZN

in comparison with the competing programmes.

1. What are your opinions about UKZN?
Question 1 related to Objective 2. It helps underdtthe target markets’ perception of UKZN and
the position it occupies in their minds.

2. The University of Natal and the University ofrban Westville merged (joined) to form the
University of KwaZulu-Natal (UKZN) in 2004. Did yanow about this merger?

Questions 2 and 3 of this section were asked tbdint if the merger had a negative effect on the
target market. If this was the case then this cdidda contributing factor for the Foundation
programme not meeting its enrolment targets.

3a. Did this merger affect your decision about whiclvarsity to attend?
3b. If so, how?

4. Describe UKZN in 3 worddhis question relates to Objective 2 and helps tstdied the target
markets’ perceptions of UKZN.

5. What in your opinion is UKZN best known fdrflis question relates to Objective 2 and helps

understand the target markets’ perceptions of UKZN.

7.2.1.1 Pilot Questionnaire

Welmanet al. (2005, p.148) advise to ‘test out’ a newly devetbpgeasurement instrument before
administering it to the actual sample. This gives tesearcher the opportunity to detect possible
flaws in the measurement procedures such as amisguastructions, inadequate time limits etc.
and identify unclear or ambiguously formulated itef#/elmanet al, 2005, p.148). According to
Delport (2005, p. 169) some participants could egpee difficulties in understanding certain
questions and may be too embarrassed to ask féficzgition within a group. Therefore the written
guestionnaire was first piloted at a local schawit tfalls within the target market but which not

included in the sample for the focus group intemgieor questionnaires to help eliminate any
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ambiguity in the questions especially as the mijaf respondents have English as their second
language. The researcher checked with respondeamy iquestions need further clarification. This

school was chosen using convenience sampling.

The research assistant accompanied the researbtleer the pilot questionnaire was administered.
This formed part of the training for him as theeasher was able to demonstrate how the

guestionnaires should be administered.

Permission was sought and granted prior to thetigmesires being completed. The researcher was
given a classroom in which to administer the qoestaire. Only the participating students, the
researcher and the research assistant were prekéatthe questionnaires were administered. A
total of 14 students participated in the pilot diggmaire. They also met the researcher’s critefia
being Grade 12 learners who were doing Mathemadtiod Science. Following the pilot
guestionnaire minor changes were made to the gunestire to make it more understandable and
readable in terms of the layout for the responddris example each new question was shaded to
make it more readable as there were many quesiiothéhe words please tick with a symbol was

added where applicable.

7.2.2 Reminder about the Sample Design

As mentioned previously the sample design for sitiégye of the research comprised the use of a
proportional stratified random sampling techniqueeve 30 schools were selected from the DoE'’s
list of 1662 disadvantaged schools in KwaZulu-Ndtel those with deciles 1 to 8. This technique
was used to ensure proportional representatioaaif decile. A table of random numbers in Letd

al. (2005, p.721) was used to select the actual $shathin each strata (decile). The schools for
Stage 2 was selected before the schools seleatdldefdocus groups and pilot questionnaire. None
of the schools were duplicated in any of theseestagihe student sample was limited to grade 12
learners doing Mathematics and Science at thetedlschools. The actual number of learners who

participated in Stage 2 was 520 learners.

7.2.3 Data Collection

A research assistant was employed to administergthestionnaire to the chosen schools. The
assistant was given training on how to administer questionnaire so that the data collection
method was not compromised in any way and ethimasiderations were adhered to. The assistant

also accompanied the researcher when the pilahgestas done as part of the training. He was
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provided with copies of the questionnaire and wgtmaterials for each school. Only respondents
who together with their parents had completed thferined consent forms were allowed to
participate in the research. The assistant wasvatoto use a classroom in each school for this
research and only the assistant and the respondests present in the room. Once the
guestionnaires were completed they were kept iars¢g bundles so that each school response was
kept together for the purpose of the data analysiangements were made with the school in

advance for a suitable time to administer the doieséires.

7.2.4 Data Analysis

First the questionnaires were coded. Each schoolle began with a different alphabet so that the
responses per school could be kept separate. Tdwigunaires were then captured into an Excel
spreadsheet. The basic counts, percentages anlkicglapepresentations were done using Excel.
Data was imported into SPSS for further analysid &sting. The descriptive statistics are

displayed using graphs and tables.

The researcher wanted to check if certain demoggaialctors influenced how the respondents
answered Question B2, i.e. were there any pattdrhs?question included the important factors in
the selection of a university. This analysis woheduseful in informing marketing decisions. For
example, if the males responded differently tofdreales on a particular item and the Programme
wanted to increase the number of females havirgdftinther analysis would be helpful, i.e. females
for example perceive security as to be most impbaéribute in their decision of which university
to attend. The data was first tested to see iktheas a normal distribution of the data which was
necessary for determining the appropriate testst he Shapiro-Wilk test was used to test the
data. “The ShapiroWilk test... compares the scorethénsample to a normally distributed set of
scores with the same mean and standard deviafitime test is non-significanp$.05) it tells us
that the distribution of the sample is not sigrfitly different from a normal distribution (i.e.i&
probably normal). If however, the test is signifitdp< .05) then the distribution in question is

significantly different from a normal distributidne. it is non-normal)” (Field, 2009, p.144).

The results of the Shapiro-Wilk Test for normaligsed on Factors from Question B2 and gender
(Table I 1 in Appendix I) showed that the data was-normal (p value is < 0.05). Therefore a non-
parametric test was required to test for significdifierences among groups within each factor from
Question B2.

114



The results of the Shapiro-Wilk Test for normalitgsed on Factors from Question B2 and Living
Arrangements (Table | 2 in Appendix I) showed ittt data was non-normal (p value is < 0.05).
Therefore a non-parametric test was required tdaesignificant differences among groups within

each factor from Question B2.

The results of the Shapiro-Wilk Test for normaliiyased on Factors from Question B2 and
breadwinners (Table | 3 in Appendix 1) showed ttit data was non-normal (p value is < 0.05).
Therefore a non-parametric test was required tdaesignificant differences among groups within

each factor from Question B2.

Similarly the researcher wanted to examine the anpé the biographic factors: gender, living
arrangements and breadwinners on Question B5 whattified who influenced the respondents
decision of which university to attend. Patternsnfd would be useful in influencing the marketing
strategy of the CSA in attracting more studentsfiits target market. First the Shapiro-Wilk test
was done. These results as can be seen below shioatetie data was non-normal therefore a non-

parametric test would be required for testing é@rthwas any difference among these factors.

The results of the Shapiro-Wilk Test for normaligsed on Factors from Question B5 and gender
(Table I 4 in Appendix I) showed that the data war-normal (p value is < 0.05). Therefore a non-
parametric test was required to test for significdifierences among groups within each factor from
Question B5.

The results of the Shapiro-Wilk Test for normalitgsed on Factors from Question B5 and living
arrangements (Table | 5 in Appendix I) showed thatdata was non-normal (p value is < 0.05).
Therefore a non-parametric test was required tdaesignificant differences among groups within

each factor from Question B5.

The results of the Shapiro-Wilk Test for normaliiyased on Factors from Question B5 and
breadwinners (Table | 6 in Appendix I) showed tthegt data was non-normal (p value is < 0.05).
Therefore a non-parametric test was required tdaesignificant differences among groups within

each factor from Question B5

Once this was done the KrusKal-Wallis test was uBedest if there were any significant
differences in the responses (Leech, Barret andydur2011, p.281). The KrusKal-Wallis is a non-
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parametric test, in other words it is used to fiestifferences among groups (more than two) when
the data under consideration is non-normal (Fi20)9, p.559). These results are included in the
Findings Chapter.

In the cases where there were comparison of twopgrdesting for significant differences the
Mann-Whitney test was used. The Mann-Whitney tesa inon-parametric test used to test for

differences among two independent groups (Fiel@920.540).

7.2.5 Reliability of the Questionnaire

In this section, reliability statistics for Stagei2. the questionnaire used in this study arented

on. There are various approaches to showing tHatacollection instrument is reliable. According

to Leechet al (2011, p.52) one approach is test-retest wheresame instrument is administered

at two different points in time and a correlatimefficient is calculated so as to represent rdligtbi

of the instrument; a second approach is equivdtemts where two instruments are constructed
which are similar to each other, each instrumergdsiinistered once with a time delay between
each administration of the instruments and a catical coefficient is calculated so as to represent
reliability of the instrument; and thirdly, the usé internal consistency reliability statistics for

guestionnaire items which can be grouped togethfarin an underlying variable or construct.

The first two approaches described above were setl un this study due to time constraints
surrounding the availability of respondents. Thepomndents were Grade 12 learners involved in
various school activities related to their finalaex preparation. This made it difficult for the
researcher, both logistically and ethically, tongatcess to the respondents. Thus the researcher
made use of reliability statistics to explore thkability of the data collection instrument, namal
guestionnaire, used in this study. The reliab#itstistics used in this study are Cronbach’s alpha,
item to total correlation coefficients and the @nah split-half reliability coefficient. The use thfe

three statistical methods also helped ensure trlatign. These statistics are reported on below.

The Cronbach’s alpha coefficient is used to meatheénternal reliability of an instrument and is
based on the inter item correlations (PietersonMarcke, 2007, 216). Pieterson and Maree (2007,
p.216) contend that “if the items are strongly etated with each other, their internal consistdacy
high and the alpha coefficient will be close to .olfg on the other hand, the items are poorly
formulated and do not correlate strongly, the alpbefficient will be close to zero” (Pieterson and
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Maree, 2007, 216). A value of 0.7 or higher cancbesidered reliable (Nunnally, 1978 cited in
Peterson, 1994, p.381).

Since the questionnaire measured a variety of Wyidgrvariables and binary questions (yes or no
type answers), Cronbach’s Alpha for each underlyimgable was calculated. Given that the
guestionnaire measured a variety of underlyingaldeis, an overall Cronbach’s Alpha based on all
items in the questionnaire would have been an iecbiterpretation of Cronbach’s Alpha because
Cronbach’s Alpha is a measure of uni-dimensionalitthe data. Thus a Cronbach’s Alpha was
used to test the reliability of questions that espnted a common underlying variable. For example

the items making up Question B2 measured the widgrvariable, the needs of the student.

The Guttman split-half test was also used to @stdliability. The Guttman split-half test splitse
data in half and tests each half of the data fieebidity (Welman, et al 2005). “...It obtains a score
from each half of the scale. The correlation betwtbe two scores, corrected to take account of the
fact the correlations are based on only half ofitbens, is used as a measure of reliability” (Field
2009, p.794).

For the establishment of reliability the Factor lgsis tests were used to identify underlying
variables. “Factor analysis is a method of groupiogether variables which have something in
common. It is a process which enables the reseatchake a set of variables and reduce them to a
smaller number of underlying factors which accolamtas many variables as possible. It detects
structures and commonalities in the relationshigtsvben variables. Thus it enables researchers to
identify where different variables are in fact askliing the same underlying concept” (Cokkal,
2007, p.560).

Reliability testing was done for all the Likert t&&ype questions. Further, reliability statistiesre

not computed for Section A (the biographical infation questions of participants), questions with
a choice of two answers (for example the Yes/Ncstioles in B1) and open-ended questions (for
example question 3b in section D) as these guesti@re not measuring one underlying variable

due to the nature of the questions.
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Reliability statistics for questions on questionnaire

Question B2

The Cronbach’s alpha for the questions making upsfion B2 is 0.771 (Table | 7 in Appendix I)
which is regarded as good reliability (Field, 20pp,675-679).

From Table | 8 in Appendix |, except for the itefar from home’, the corrected item to total
correlations are all above 0.3 which indicates thatitems are reliable (Field, 2009, p. 678). For
the item ‘Far from home’ with a corrected itematal correlation of 0.279, removing the item from
the questionnaire would increase the Cronbach’saafpom 0.771 to 0.776 which the researcher
considered to be a negligible increase. Thus #ma Wwas retained on the questionnaire analysis in

view of the acceptable level of reliability refledtby the Cronbach’s alpha of 0.771.

A further measure of reliability for the items magiup Question B2 was calculated, namely the
Guttman split-half coefficient. From Table | 9 Appendix |, the Guttman split-half coefficient is
0.758 which indicates good reliability (Field, 20@0674).

Thus, taking the three measures of reliability usleove as criteria (Cronbach’s alpha, the corrected
item to total correlations and the Guttman splif-baefficient), the items constituting Question B2

are reliable.

Question B3
The Cronbach’s alpha for the questions making upsfion B3 is 0.815 (Table | 10 in Appendix I)
which is regarded as good reliability (Field, 20pp,675-679).

From the Table | 11 in Appendix I, the Guttman tspélf coefficient is 0.732 which indicates good
reliability (Field, 2009, p.674).

From Table |1 12 in Appendix | the corrected itemtatal correlations are all above 0.3 which
indicates that the items are reliable (Field, 2@0%78).

Similarly taking the three measures of reliabilitged above as criteria (Cronbach’s alpha, the

corrected item to total correlations and the Guttraplit half coefficient), the items constituting

Question B3 are reliable.
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Question B4
The Cronbach’s alpha for the questions making upsfion B4 is 0.451 (Table | 13 in Appendix I)
which is lower than 0.7 and not reliable.

From the Table | 14 in Appendix |, the Guttman tshélf coefficient is 0.216 which is lower than

0.7 and is not reliable.

Two out of the three items that make up QuestiomaBtbelow 0.3 which indicates that the two
items are not reliable; the item ‘Working in my fdynbusiness’ is the only reliable item of the
three items. Removal of item ‘Other’ increases@nenbach’s alpha to 0.572, however, this is still
below the acceptable level of 0.7. Thus, when dmred in conjunction with the other two
reliability measures (mentioned in the previous wewagraphs), the researcher concluded that the
items making up Question B4 are not reliable. Tlis considered to be a limitation of the

instrument used.

Question B5
The Cronbach’s alpha for the questions making upsfion B5 is 0.832 (Table | 16 in Appendix I)
which is regarded as good reliability (Field, 20pp,675-679).

From Table | 17 in Appendix I, the Guttman splitfl@efficient is 0.529 which is lower than 0.7.
In view of the high Cronbach’s Alpha of 0.832 aspaction of the corrected item total statistics
reveal that all are above 0.3 with the exceptiorseff-motivated’. It was decided not to drop the

item as the gain in the Cronbach’s Alpha was néaég

From Table | 18 in Appendix |, except for the iteBelf-motivated’, the corrected item to total
correlations are all above 0.3 which indicates thatitems are reliable (Field, 2009, p. 678). For
the item ‘Self-motivated’ with a corrected itemtttal correlation of 0.194, removing the item from
the questionnaire would increase the Cronbach’saafpom 0.832 to 0.853 which the researcher
considered to be a negligible increase. Thus #ma Wwas retained on the questionnaire analysis in

view of the acceptable level of reliability refledtby the Cronbach’s alpha of 0.832.

Overall Question B5 is reliable based on the CrohizaAlpha and the corrected item total

correlation.
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Question C3

The Cronbach’s alpha for the questions making upsfion C3 is 0.846 (Table | 19 in Appendix I)
which is regarded as good reliability (Field, 20pp,675-679).

From Table | 20 in Appendix |, the Guttman spliffh@oefficient is 0.787 which indicates good
reliability (Field, 2009, p.674).

From Table | 21 in Appendix |, except for the ité@BA7’ which wasthe university is near my
home the corrected item to total correlations is dibwe 0.3 which indicates that the items are
reliable (Field, 2009, p. 678). For the item ‘C3Avith a corrected item to total correlation of
0.236, removing the item from the questionnairdyamawould increase the Cronbach’s alpha from
0.846 to 0.854 which the researcher consideredet@ megligible increase. Thus the item was
retained in the questionnaire analysis in viewhaf acceptable level of reliability reflected by the
Cronbach'’s alpha of 0.846.

Similarly taking the three measures of reliabilitged above as criteria (Cronbach’s alpha, the
corrected item to total correlations and the Guttraglit half coefficient), the items constituting
Question C3 are reliable.

Question C5b

Based on the low Cronbach’'s Alpha (Table | 22 inp&mpdix 1), the low Guttman Split-Half
Coefficient (Table | 24 in Appendix I) and the losorrected total correlation (Table | 23 in
Appendix 1) the statistics suggest that there mighttbe one underlying variable being measured.
The researcher investigated this further by appglyarctor analysis. Six of the seven items that
made up Question C5b on the questionnaire wergsethlusing factor analysis; the purpose being
to identify items which could be clustered togeti@rrepresent an underlying variable and to
statistically determine the reliability of the desed items. Item seven which was excluded from the
factor analysis as it was regarded as an open engestion compared to the other items making up
Question C5b. The items included were: it is aldséhome, it is further away from my home, it is
closer to the beach, the degree | want is offenedet | can save time and money as | will be living

on campus and it will be cheaper as | can liveoatdnand travel daily.
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From the above table, the Kaiser-Meyer-Olkin Measoir Sampling Adequacy statistic of 0.602
(Table 1 25 in Appendix 1) is adequate (Leesthal, 2011, p.76; Field, 2009, p.647). Bartlett's Test
of Sphericity has a significance value less thadb Owhich means that factor analysis is an
appropriate statistical procedure for an analybth® data under consideration (Leesthal, 2011,
p.72).

Principal component analysis with varimax rotatimas used to extract two components or
underlying factors; two components or factors wdeemed appropriate using the criteria of
eigenvalues greater than 1 (Leettal, 2011, p.72). From Table | 26 in Appendix |, aftarimax

rotation, component one accounted for approxima®l$o of the variance and the second
component accounted for approximately 21% of théamae; cumulatively the two components

extracted accounted for approximately 53% of thitawmae within the data.

Table | 27 in Appendix | shows the items and theresponding loadings onto each of the two
components extracted. In order to make interpaetatif the components easier, item loadings

which were smaller than 0.4 in absolute value vgeppressed from the table (Field, 2009, p.655).

From Table | 27 in Appendix I, Component 1 corssist the items ‘Living on campus’;‘Closer to
the beach’, ‘Close to home’, ‘Cheaper, travel dalyd Degree is offered’. Component 2 consists
of the items ‘Further from home’. The item ‘Clogehtome’ loaded onto both components but since
the item loaded higher on Component 1 than on Coepo2, the researcher chose to include the
item as part of Component 1.

Thus each of the components can be thought of asderlying variable and the items belonging to
each variable form a coherent cluster. By reveatmy components or factors, the factor analysis
confirmed the researcher’s suspicion that thetsim$ had more than one underlying dimension.

However, from table | 28 in Appendix I, the low ualof Cronbach’s Alpha (0.610) for component

one suggests that the components do not formabtelscale. This is a limitation of the study.

Question C7
The Cronbach’s alpha for the questions making upsfion C7 is 0.784 (Table | 29 in Appendix I)
which is regarded as good reliability (Field, 20pp,675-679).
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From Table | 30 in Appendix | the corrected itemttdal correlations is all above 0.3 which
indicates that the items are reliable (Field, 2@0%78).

From Table | 31 in Appendix |, the Guttman splittheoefficient is 0.685 which indicates good
reliability (Field, 2009, p.674).

Similarly taking the three measures of reliabilitged above as criteria (Cronbach’s alpha, the
corrected item to total correlations and the Guttraglit half coefficient), the items constituting

Question C7 are reliable.

Question D1

The Cronbach’s alpha for the questions making ugsfion D1 is 0.661 (Table | 32 in Appendix ).

Based on the low Cronbach’'s Alpha (Table | 32 inp&mpdix 1), the low Guttman Split-Half
Coefficient (Table | 33 in Appendix I) and the logorrected total correlation (Table | 34 in
Appendix 1) the statistics suggest that there mighttbe one underlying variable being measured.

The researcher investigated this further by appglyéctor analysis.

Ten of the eleven items that made up Questionskdtion D1 on the questionnaire were analysed
using factor analysis; the purpose being to identéms which could be clustered together to
represent an underlying variable and thereafte¢isstally determine the reliability of the cluster
items. Item 11 was excluded from the factor analgsi it was regarded as an open ended question
compared to the other items of section D1. The stemluded were UKZN is a great university,
UKZN has good security, UKZN is a safe place, UKENs lovely campuses, UKZN provides
quality education, the students from UKZN are fdlgn UKZN helps the community, UKZN does
not provide sufficient career information, UKZN dtetes are successful and UKZN is slow in

responding to its applicants.

The Kaiser-Meyer-Olkin Measure of Sampling Adequsiatistic of 0.848 (Table | 35 in Appendix
) is good and indicates that the sample size Ardnimber of items are acceptable for a factor
analysis (Leechet al, 2011, p.76; Field, 2009, p.647). Bartlett's Te$t Sphericity has a
significance value less than 0.05 which means thetior analysis is an appropriate statistical

procedure for an analysis of the data under coratide (Leeclet al, 2011, p.72).

122



Principal component analysis with varimax rotatimas used to extract two components or
underlying factors; two components or factors wdeemed appropriate using the criteria of
eigenvalues greater than 1 (Leettal, 2011, p.72). From Table | 36 in Appendix |, aftarimax

rotation, Component 1 accounted for approximatet$o3of the variance and Component 2
accounted for approximately 18% of the variancanwatively the two components extracted

accounted for approximately 53% of the variancéiwithe data.

Table | 37 in Appendix | shows the items and theresponding loadings onto each of the two
components extracted. In order to make interpmiatif the components easier, item loadings

which were smaller than 0.4 in absolute value vgeppressed from the table (Field, 2009, p.655).

From Table | 37 in Appendix I, Component 1 consiststhe items ‘Quality’, ‘Great’, ‘Good

security’, ‘Successful graduates’, ‘Safe’ and ‘Liyveampuses’; Component 2 consists of the items
‘Slow response’, ‘Career info’, ‘Community’ and iEndly students’. Thus each of the components
can be thought of as an underlying variable anditids®s belonging to each variable form a
coherent cluster. By revealing two components atofa, the factor analysis confirmed the

researcher’s speculation that the ten items hae than one underlying dimension.

However, from Table | 38 in Appendix I, the low wal of Cronbach’s Alpha for Component 2
suggests that the items making up Component 2 tiforra a reliable scale. This is a limitation of
the study.

In summary as can be seen in Table | 39 in Appehdid in the discussion above the majority of
the Cronbach Alpha coeffients, apart from threes above 0.7. This leads the researcher to
conclude that the instrument is reliable.

7.3 Validity

Henning, Rensburg and Smi{2004, p. 148) state that “to validate it@®ck(for bias, for neglect,

for lack of precision and so forth), tmestion(all procedures and decisions — critically)theorise
(looking for and addressing theoretical questitras arise throughout the process — not just towards
the end) and taliscuss and shareesearch actions with peers as critical in-procesgewers”.
Pietersen and Maree (2007, p. 216) simply explat the validity of an instrument refers to the

extent to which it measures what it is supposedntamsure”. Alternatively, validity can be
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conceptualised to focus not just on the instrunsmt the items but also on the population of
interest within a research study (Coleral, 2007, pp.133-143).

This study aimed to satisfy two types of validifgice validity and content validity. Face validity
examines whether or not an instrument makes senfignwthe research problem under
investigation; on the face of it, will the instrumeallow the researcher to gather data that will
answer the research problem (Pietersen and Mabé&, p.217). The questionnaire was seen and
approved by the researcher's supervisor who in dagacity as an experienced researcher

established the face validity of the instrument.

Content validity examines whether or not an insgntncontains a comprehensive range of items
that are representative of and applicable to tkearch problem under investigation (Cole¢ral,
2007, p.137). The range of items must be compréreens the sense of covering a broad category
of aspects within a problem as opposed to havilagge number of items on a questionnaire. The
questionnaire included a range of items that weréveld from literature, interviewing the Head of
the CSA, a representative of the Department of &iilme and the focus group of Stage 1 of this

research and the instrument was thus deemed valid.

7.4 Ethical Requirements
As explained in Chapter 5 approvals for this studye granted from four levels: the management
of the CSA, Department of Education and princifdilthe sample schools to conduct this research

as well as the Research Office at UKZN.

As the participants were mostly under 18 yearsimfiotkmed consent was obtained from them and

their parents or guardians.

7.5 Conclusion

This chapter addressed the research methodologycytarly for Stage 2 of this research which
was the quantitative research. A triangulation apph was used for this study and this chapter
dealt specifically with rationale for stage 2 of ttesearch. The design of the written questionnaire
pilot questionnaire, data collection and analysisyes of reliability and validity were discussed.

The next chapter presents these findings withef beporting.
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Chapter 8: Findings for Stage Two

8.1 Introduction

This chapter reports on the findings of Stage dckviis the quantitative part of this study, i.ee th
written questionnaire. The results are structuredrder of the questions. Only a brief reporting is
given here. A detailed discussion of these findifiggows in Chapter 9 in relation to each

objective.
8.2 Results of Section A

Biographical Profile of the Sample
There were a total of 520 respondents who complbedjuestionnaires. For stage 2 there were 23

high schools that participated in the research.

The researcher wanted to establish whether theobth®respondent was from made any difference
in the way they rated UKZN. Table | 63 in Appentishows the means per school for the rating of
UKZN. As can be seen in the table the responseseamyesimilar except for school 8 whose scores
are slightly lower than the others. Apart from ttiisre was no significant difference between the

schools.

8.2.1. Gender
The gender of the respondents was 298 female, 218and 9 gave no response.

Graph 8.1: Gender

Gender

no response
2%

male
41%

female
57%
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8.2.2. Age
The age distribution of the respondents were:

16 years old — 32 19 years old - 101
17 years old — 137 Other: from 20 to 27 years - 77
18 years old — 150 no response - 23

Graph 8.2: Age Distribution

no reponse Age 16 ye:(:)lrs old
4% 6%
other
15%
17 years old
26%
19 years old 18 years old

19% 30%

The majority of the respondents, i.e. 75% were betwl7 and 19 years old.

8.2.3. Home Language
The home language of the respondents were:

IsiZulu - 498
IsiXhosa - 5
English - 8
Other — none

9 no response
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Graph 8.3: Home Language

Home Language
no response

English 2%
2%
IsiXhoﬁ

Most of the respondents, i.e. 95% spoke IsiZulthes home language.

8.2.4. Living Arrangements

Table 8.1: Living Arrangements

Number of responses Percentage
I live with one of my parents 186 36%
| live with both my parents 166 32%
I live with my relatives 31 6%
| live with my grandparent(s) 61 12%
I live with my guardian 59 11%
Other 8 (1 lives alone and the 0%
others did not specify)
No response 9 2%

As can be seen in the table above the greatesterurhthe respondents, i.e. 36% lived with at least
one parent. This was closely followed by a largenber of respondents, i.e. 32% who lived with

both their parents.
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8.2.5. Bread Winners

Table 8.2: Breadwinners

Number of responses Percentage
Both my parents are working 61 12%
Only my father is working 126 24%
My guardian is working 46 9%
Only my mother is working 104 10%
My grandparent(s) whom [ live with works 14 3%
Neither my parents nor guardian works 139 27%
No response 30 6%

In the case of who the breadwinners in the familjpame are, most of the respondents, i.e. 27%
came from homes where neither their parents nargliardian was working. This was followed by
a large proportion of the respondents, i.e. 44%rwiomly one of the parents was working. This
would have financial implications for the familydafor the respondent in particular.

8.3 Results of Section B

1. Would you like to attend university after complgtathool?

Table 8.3: Reponses to Question B1

Frequency Percent
No. 13 3%
Yes 459 88%
No response 48 9%

The majority of the respondents, i.e. 88% indicdteat they would like to attend university after

completing school.
2. In choosing a university, please indicate the l@fémportance of each factor influencing which

university you attend.

Based on the findings, the following table summegithe relative importance of each item.
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Table 8.4: Level of Importance of Determining Dimesions

Question | Factor (descending order pfExtent of importance Mean Standard
importance) (based on % of Deviation
sample giving a
rating of 4 or higher
on Likert scale)
13| Infrastructure (Academic 92% 4.75 0.599
facilities)
2 | Finance 92% 4.72 0.609
4 | Vocation 92% 4.71 0.565
5| Employment 88% 4.66 0.677
11 | Quality education 85% 4.61 0.731
10 | Security 88% 4.54 0.801
14| Graduates 87% 4.47 0.818
1 | Communication 84% 4.4 0.924
6 | Feedback from students 80% 4.34 0.824
3 | Reputation 72% 4.29 0.971
15| Independent 78% 4.24 1.011
12 | Sport 68% 3.92 1.072
9 | Quality of student life 56% 3.57 1.321
7 | Distance (near) 43% 3.17 1.443
8 | Distance (far) 38% 3.11 1.35

1. Communication from the University was importantstome degree for majority of the
respondents i.e. 84%.

2. 92% of the respondents indicated that financidktssce (loans or bursaries or low cost of
fees) was important to them to some degree.
Reputation of the institution was important to sategree for 72% of the respondents.
92% of the respondents indicated that the uniwersfering the career and qualification
they want to study is important to them to somereeg

5. Employment after studying at that university wapdmtant to some degree for 88% of the
respondents.
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6. 80% of the respondents agreed that positive feddiiemnm students attending that
university was important for them to some degree.

7. Only 43% of the respondents indicated that thearsity near their home was important. In
contrast, 34% felt this item was not important.

8. Only 38% of the respondents indicated that the amsity being far from their home was
important.

9. Quality of life while studying (university atmospiee entertainment or being with friends
studying at the same university) was importan5ifo of the respondents to some degree.

10. Security was important to some degree for 88% @féspondents.

11. Quality education (includes quality of teaching®taias important to some degree for
85% of the respondents.

12. 68% of the respondents indicated that sports wasitant to them to some degree.

13. The infrastructure of the university (facilitiesge.library, laboratories, computer labs,
accommodation etc.) was important to some degme@2f of the respondents.

14.87% of the respondents agreed that seeing suctegsfiluates of the university was
important to them to some degree.

15. The university allowing them to be independent wmagortant to some degree for 78% of

the respondents.

Based on the level of importance in the table aptive majority of the sample viewed all the
factors, except distance from home, as importairtfinencing their choice of university. However
infrastructure and finance were the two most imgatritems.

The researcher wanted to check if the demograpriales influenced how the respondents rated
the importance of the factors, i.e. were there patgerns, were there any differences found in
responses based on gender, living arrangement eadinners? For example, based on the
demographic category gender, was communicationl itie same by males and females. In other
words, was each item rated similarly among respatsdeithin a demographic category. This was
tested using Mann-Whitney and Kruskal-Wallis t&ior to this the data was tested for normality
using the Shapiro Wilk test and these results mckided in the Research Methodology Chapter.
The tables | 41, | 42 and | 43 (Appendix 1) shohattthere were no significant differences based on
gender for the importance of the factors. Table4l (Appendix I) shows that there were no
significant difference based on living arrangemeéotsthe importance of the factors. Table | 45
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(Appendix 1) show that there was no significantfeliénce based on bread-winners for the
importance of the factors.

3. Please indicate the level of importance of thessdaevhen considering an access programme
and university

Table 8.5: Importance of Needs

1. Not at
all
Important

2. Not very
important

5. Very No

3.Neutral | 4.Important
Important response

Freq | % |[Freq | % |Freq | % |Freq | % Freq | % |[Freq | %

1 | I need the university to
make me feel welcon
2 | I need financial assistance
from the university (i.e. 1 0 5 1 15 3 91 18| 390 75 18
loan or bursan

3 | I need the use of
laboratories at the 0 0 5 1 14 3 120 23 351 68 3(
university

4 | | need to be motivated in
my studie

5 | I need the university to
help me get job 1 0 5 1 17 3 114 22 3594 68 29 5
experienc

6 | My safety and security
needs to be taken care off

7 | My health needs to be
taken care of

8 | Ineed a place to buy food 7 1 28 | 5| 46| 9| 186 36 221 43 31
9 | I need accommodation
close to the university
10 | | need career advice 1 0 5 1 27 5 164 32 29Q 5

7 1 5 1 18 3 147 28 324 6

1

19 4

o

15 3 15 3 26 5 150 29 28% 5p 29

(*2)

7 1 8 2 27 5 181 35 263 51 34 4

15 3 24 5 a7 9 189 36 211 an 34 4

1>

2 0 15 3 30 6 142 27 285 5

OT
IN
>
O

=
w
W
o

11 | I need counselling adviceg 6 1 27 5 57 | 11| 208 40 191 3¢ 31

12 | I need mentors to guide
me

(*2)

9 2 26 5 42 8 178 34 234 4

oT
w
hire
O
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Table 8.6: Needs ranked according to level of imptance

Standard
Important Mean o
Deviation

2 | need financial assistance from the

university (i.e. loan or bursary) 93% 4.72 0.588
3 | need the use of laboratories at the

university 91% 4.67 0.584
5 I need the university to help me get job

experience 90% 4.66 0.616
1 I need the university to make me feel

welcome 91% 4.55 0.74
10 | I need career advice 87% 4.51 0.669
9 | need accommodation close to the

university 82% 4.46 0.785
6 My safety and security needs to be taken

care of 85% 441 0.791
4 | need to be motivated in my studies 84% 4.37 0.944
12 | I need mentors to guide me 79% 4.23 0.944
8 | need a place to buy food 78% 4.2 0.931
7 My health needs to be taken care of 77% 4.15 0.993
11 || need counselling advice 77% 4.13 0.908

Financial assistance from the university was thetnimportant need for the respondents with a
mean of 4.72. This was followed by the use of labmies with a mean of 4.67, then the need for

the university to help them get job experience witmean of 4.66 and then by the need to make

them feel welcome with a mean of 4.55.

4. What else are you considering besides going toeusity?

Table 8.7: Other Alternatives to Attending a Univesity

> © > No response | Mean | Std
[=) o [=)
s 8 2 38 |5 Dev
= o 0 — O 5 s o o
2 Eo |[£8< |V 3§
- 0O F Ol o < < = <
Freq | Freq % Freq | Freq % Freq %
1 | Finding a job 67 88 | 39 | 129 | 174 | g | 62 12 | 290 1.072
2 | Working in my 138 | 163 | 5g | 96 | 33 | o5 | 90 | 17 | 206| 0.922
family business
3 | Other 13 22 7 16 15 6 250 | 1.056

The majority of the respondents, i.e. 58%, are idening finding a job.

Of the respondents 25% are considering workingéir family business.
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Only a few responded who indicated ‘other’ spedifitheir answers: Paramedic (1), teacher (1),
starting my small business (1) and play any typspoit (1)
Thus for most of the respondents finding a job wdok competing with their decision to attend

university.

5. Who influences your decision about which univetsitgttend?

Table 8.8: People influencing decision about attemmy university

> o o @ o > . Mean | Std
29 ) > Q 2 o Q Dev
o o © [} > c 9 )
=R 2 5] < s O < No
S ; o ™ . S
- N = < response
Freq Freq % Freq Freq % | Freq| %
1. Parents 33 69 | 20% 143 228 | 71% 47 9| 320! .933

2. Family (other than

43 101 28% 196 115 | 60% 65 13| 2.84 911
parents e.g. aunt) ' ’
3. Teacher 35 84 | 23% 135 188 | 62% 78 15| 3.08 963
4. Friends 69 117 | 36% 147 106 | 49% 81 16| 2.66| 1.012
5. Teacher (s) 37 82| 23% 151 149 | 58% 101 | 19| 298| .952
6. No one, | am self -

53 92 28% 99 213 | 60% 63 12| 3.03| 1.064

motivated

7. Community (e.qg.
. 87 129 | 42% 129 85 | 41% 90 | 17| 2.49| 1.026
neighbours) ' ’

8. University students 50 83| 26% 174 129 | 58% 84 | 16| 2.88| .965

9. Other
8 14 4% 13 22 7% 286 | 1.093

As can be seen in the above table the majorityegpandents agreed that most of the individuals

excluding the community, influence their decisidnoat which university to attend.

Only a few specified their answer for ‘other’: Giiénd (1), Friends (1), Mr Mchunu (1), Radio aetevision

(1), Career advice (1) and Successful graduates (1)
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Table 8.9: Influential people ranked according toével of agreement

Mean Standard
% Agree Deviation
1 Parents 71% 3.20 .933
3 Teacher 62% 2.84 911
2 Family (other than parents e.g. aunt) 60% 3.08 63 .9
6 No one, | am self -motivated 60% 2.66 1.012
5 Teacher (s) 58% 2.98 .952
8 University students 58% 3.03 1.064
4 Friends 49% 2.49 1.026
7 Community (e.g. neighbours) 41% 2.88 .965
9 Other 2.86 1.093

Parents are the most influential for the resporglgmtheir decision making about which university
to attend with a mean of 3.20. This was followgdh®e teacher with a mean of 2.84. Based on the
above table the researcher wanted to examine thacimif any, of the demographic factors on the
above data. In other words, do the demographicofacof gender, living arrangements and
breadwinners reveal any patterns about how theonggmts answered Question B5, the influential
people in their decision of which university toesitl. These patterns would be useful in informing

the marketing strategy especially in terms of tleek@ating communication.

First the Shapiro-Wilk tests were done which shoted the data was non-normal. The testing for
significant difference was done using the Mann-Wdt (where the grouping variable was gender)
and Kruskal-Wallis tests (where the grouping vdeakas based on the demographic factor living
arrangements and breadwinners). For Question Bbethdts in Table | 47 in Appendix | showed
that for the demographic factor gender, exceptherquestion on parental influengevalue less
than 0.05), there was no significant differencegsponses among males and females. With regard
to gender and parental influence, females rateeintarinfluence more highly than males since the
mean rank for females (mean 246.66) was higher ttieumean rank for males (mean 213.91) (see
Table | 46 in Appendix I). However this does need any special consideration for the marketing
communication as parents was rated the highesif &imel programmes need to target more females

this can still be done by directing the communarato the parents.

For the biographic factor living arrangements thiagkal-Wallis test revealed no significant
difference(Table | 48 in Appendix ). For Questi®h the results in Table | 50 in Appendix |
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showed that for the biographic factor breadwinnexsgept for the question on the influence of
friends p-value less than 0.05), there was no significaffédince in responses among the
grouping of respondents based on breadwinners. Mfilird to breadwinners, the ‘guardian’ had
the greatest mean (mean=3.08) when compared tathike categories of breadwinners. This
suggested that this group of respondents, on aseimmfluenced more by their friends when it
comes to choice of university. So this meansithttte marketing communication apart from it
being directed to parents, friends should als;mblkided as they influence respondents where the
breadwinners are guardians.

6. Would you consider attending another universityidessthe University of KwaZulu-Natal?

Table 8.10: Considering Studying at Other Universies

Frequency Percent
No. 266 51
Yes 204 39
No response 10 50

The majority of respondents, i.e. 51% were not &g attending another university besides
UKZN. The following table includes the universitiespecified by the 204 respondents who
answered yes, i.e. they were considering atteratiogher university besides UKZN.
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Table 8.11: Other universities considered by respatents

Number of responses %
Durban University of Technology 57 11.0
University of Johannesburg 23 4.4
University of Cape Town 20 38
University of Pretoria 18 35
University of Zululand 15 59
Mangosuthu University of Technology 12 23
UNISA 12 23
Ongoye 9 17
Medunsa 7 13
University of Witswatersrand 192
Stellenbosch University 4 0.8
FET 2 0.4
Nelson Mandela Metropolitan University 2 0.4
Rhodes University 2 0.4
University of the Free State 2 0.4
Cedara College 1 0.2
University of Cape Peninsula 1 0.2
University of Tswane 1 0.2

Durban University of Technology was being considdrg most of the respondents, followed by
University of Johannesburg and then University ap€ Town. These therefore represent primary

competitors for UKZN with regards to this targetrike.

7a.Are you considering doing a science or scienceteglalegree?

Table 8.12: Considering a science degree

Frequency Percent
No. 428 82
Yes 36 7
No response 56 11

The majority of the respondents, i.e. 82% were iclemsg doing a science-related degree. Other
degrees being considered were Bachelor of Commgceesponses), Bachelor of Business
Management (1 response), Nursing (2 responsesgniedical (2 responses) and Social work (2
responses).
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7b. Would you consider doing an access programme tilbalow you to continue with a science
degree thereafter?

Table 8.13: Considering an access programme

Frequency Percent
No. 412 79
Yes 18 3
No response 90 17

The majority of respondents, i.e. 79% would consitling an access programme that will allow
them to continue with a science degree. Some reagiven for not wanting to do an access
programme included: | have three options (1 resppriswant to be full time (1 response) and |
can’t wait, my career needs a science degree fbmss).

8.4 Results of Section C

1. Have you heard about the Foundation Programme @atthiversity of KwaZulu-Natal?

Table 8.14: Awarness of UKZN’s Foundation Programme

Frequency Percent
No. 140 27
Yes 343 66
No response 520 7

The majority of the respondents, i.e. 66% wereanare of the Foundation Programme at UKZN.

2.Have you heard about any Access programmes in &citrother Universities?

Table 8.15: Awareness of other access programmes

Frequency Percent
No. 358 69
Yes 93 18
No response 69 13

The majority, i.e. 69% of the respondents wereavare of any Access Programmes in Science at
other Universities.
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3. Using the scale below please rate the Foundatioogfkamme at UKZN and Foundation
Programmes in Science at other universities on @diche following factors. Even though you may

not have had experience with these universitiessyibur opinion, i.e. what you think that matters

The frequencies for the ratings for UKZN are présdrhere as well as the means for all the
universities. Frequencies for the other universitee presented in Tables | 64 to | 70 in Appendix
I. Also included here is the value curve for théng of the universities. Tables | 55 to | 62 in
Appendix | includes the means and standard dewidtiothe rating of each university as well as a
comparison of the positive (Table | 71 in Appendixand negative (Table | 72 in Appendix I)
responses for the rating of the universities.
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Table 8.16: Results for Rating of UKZN

S o e &
A. University of KwaZulu-Natal g ‘g ? § % % = é
g o g o g S g 8
A s = | =
-
S| 8% & (% & (%8 |%|8|%|& %
[ [ [ [ [ [ [
Communication from the university
(i.e. through written information such
1 | as posters or brochures or 1| 29 | 6| 151 | 29| 203 | 39 | 109 | 21 | 22 | 4
presentations by a university staff or
other forms of advertising)
Financial Assistance (loans or
2 bursaries or cost of fees) 1| 34 | 7| 142 | 27| 216 | 42| 99 | 19 | 25 | 5
Reputation of the institution 2 42 8| 133 | 26| 177 | 34 | 114 | 22 42 8
4 | The career and qualifications offereg 1 24 51 141 | 27| 233 | 45 | 79 | 15 35 7
5 Studying at that university will lead
me to employment 1| 41 | 8| 123 | 24| 232 | 45| 77 | 15 | 39 | 8
6 Positive feedback from university
students attending that university 812 48 9 109 | 21 | 211 411100 | 19 35 7
7 | The university is near my home g g 4| s6 i 138 | 271 179 | 34 | 50 | 112 | 36 | 7
8 The university is far away frommy | 1 5|1 1
home 2 711 59 1 90 17 | 113 22 59 11 41 8
Quality of life while studying
9 (university atmosphere, entertainment 1
or being with friends studying at the 8 s ar 9| 185 | 26| 151 | 29 | 125 | 24 38 7
same university)
10 | Security 1| 28 | 5| 128 | 25| 208 | 40 [ 111 | 21 | 36 | 7
1 Quality education (includes quality o o " il 17 Loa | 208 | aa | 80 . o 1
teaching staff) 0
12 | Sports 1| 3 | 7| 13 | 26| 166 | 32 | 134 | 26 | 37 |7
Infrastructure of the university
13 | (facilities e.g. library, laboratories, 1 18 3| 124 | 24| 226 | 43 | 101 | 19 42 8
computer labs, accommodation etc.)
" Seeing successful graduates of the ) 26 6 | 10n | 20| 232 | a5 | os " a6 .
university
The university will allow me to be
15 1| 29 | 6| 132 | 25| 198 | 38 | 113 | 22 | 38 | 7

independent
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Table 8.17: Comparison of Means for Universities

A UKZN
B UCT
C Fort Hare
D Wits
E Stell
F Rhod
G Pret
H Zulu

Communication from the university
(i.e. through written information
such as posters or brochures or

presentations by a university staff

=

1 | other forms of advertising) 4.42 3.99 3.62 3.80 3.73 3.67 | 420 | 4.23

Financial Assistance (loans or

bursaries or cost of fees) 4.44 4.13 3.67 3.88 3.66 358 | 411 | 424

Reputation of the institution 4.29 4.14 3.71 4.07 3.81 3.84 | 408 | 4.02

o

The career and qualifications offere 447 4.28 397 4.04 3905 | 388 | 419 | 423

Studying at that university will lead

5 | me to employment 4.43 4.30 3.96 4.09 3.93 391 | 421 | 4.26

Positive feedback from university

students attending that university 431 4.05 3.60 3.03 370 | 370 | 2413 | 210

7 | The university is near my home 3.97 2.57 2.53 2.61 2.42 244 | 2.66 | 3.86

The university is far away from my

8 | home 3.14 3.88 3.58 3.67 3.59 358 | 375 | 3.21

Quality of life while studying
(university atmosphere,
entertainment or being with friends

9 | studying at the same university) 4.14 4.01 3.59 3.77 3.72 3.64 | 3.97 | 411

10 | Security 442 | 432 | 407 | 419 | 412 | 403 | 429 | 433

Quality education (includes quality

11 | of teaching staff) 4.52 4.33 4.05 4.20 4.11 416 | 434 | 4.29

12| Sports 4.31 4.09 3.83 4.05 3.87 3.88 | 4.18 | 4.22

Infrastructure of the university
(facilities e.qg. library, laboratories,

13 | computer labs, accommodation etc)4.50 438 414 424 402 | 210 | 435 | 429

Seeing successful graduates of the|

14 | universit
Y 4.47 4.30 3.93 4.02 3.82 3.93 4.18 4.29

The university will allow me to be

15 | independent 4.39 4.27 3.93 4.05 3.90 3.99 | 421 | 436

The ‘I don't know’ category which was scored 6 be tikert scale for Question 3 in Section C was
recoded from 6 to O and left out of the mean caliioh. This was done because a score of 6 would

be incorrect for this answer as it would gain ehbigscore and place them on the positive extreme
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of the Likert scale. When respondents chose thdenit know’ category for this question they were
not rating the universities and thus it is incotrecuse this score in the means. It does however
provide valuable information, i.e. a large numbérthe respondents had very little information
about the other universities. This can be seeménfitequencies and percentages of the “l don't
know’ category which are presented in Table 8. hs@bove and Tables 64 to 70 in Appendix .
Thus the ‘I don't know category was treated simitathe no responses and left out of the mean

calculation.
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Graph 8.4: Value Curve for Rating of Universities
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The above graph provides a visual representatidheofevel of importance of the factors used for
selecting a university by the responses as wehasatings of the various universities included in
this study on these factors. This visual represiemtas part of the positioning process (Wallegr
al., 2006, p.158-167) as discussed in the Literateweew Chapter. Mean scores were used for the

ratings of the university.

As can be seen in the graph above the target narextd, which is the level of importance of the
factors, exceeds their rating of the universities hany factors. The factors faistance from
university (near and fanvere not important to the respondents. All uniiiexs exceeded the target
market's expectation in terms of Factog@ality of life UKZN was rated the highest for all except
one factor compared to the other universities. ®he factor waglistance from university (far)
which was not important to the respondents. Thevémsity of Zululand was rated the second
highest for six factorsCommunication, financial assistance, feedback, ityueaf life, security, sport
and independentvhilst UCT was rated the second highest for fivetdes: reputation, quality
offered, employment, infrastructure and graduatdisiversity of Pretoria was rated second highest

for education.

The biggest gap in terms of the highest ratindhefuniversities and the respondents’ ideal position
was in the area dinancial assistancend this was followed binfrastructure of the university
Both these factors are of particular importancehie target market because of their disadvantaged
background.
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The following two graphs display the positioningpador the top four factors of importance to the
target market in their decision of which univerdityattend. As can be seen in both maps UKZN is
the closest to the most ideal position, i.e. trefgrence of the target market for these factorghmut
other universities are not too far behind. Ther@se possibly some bias in the response to UKZN
as the respondents may have answered what thegtthwe wanted to hear to get financial

assistance.

Graph 8.5: Positioning Map for Factors: Financial Assistance and Infrastructure
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The biggest gap was in the area of financial assist (.28) and this was followed by infrastructure
of the university (.25). Both these factors argaifticular importance to this target market because

of their disadvantaged background.

4. Have you heard about the Augmented programme adftivaersity of KwaZulu-Natal?

Table 8.18: Awareness of UKZN’s Augmented Programme

Frequency Percent
No. 340 65%
Yes 87 17%
No response 93 18%

The majority of the respondents, i.e. 65% were awéare of the Augmented programme at the

University of KwaZulu-Natal.

5a. The Foundation Programme is an access coursetfmtests from disadvantaged schools who
do not meet the requirements for direct entry iat@&cience degree. It is offered on both the
Pietermaritzburg and Westville campuses of the &msity of KwaZulu-Natal. If you were going to

apply for the programme which campus would youtlikstudy at?

Table 8.19: Choice of campus

Frequency Percent
Pietermaritzburg 234 45%
Westville 207 40%
Wouldn't apply 28 5%
No response 51 10%

The largest number of the respondents, i.e. 45%&peel to study on the Pietermaritzburg campus.
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5b.1f you apply, why would you choose that campus?

Table 8.20: Reasons for choice of campus

1. Strongl 4. Strongl
_ Wl Disagree| 3. Agree Y| No
Disagree Agree response

Freq % Freq % Freg % Freg % Freq %

1| Itis closer to home 61 12 137 26 1p6 24 152 (294 |48
It is further away from my

2 73 14 | 195 38| 113 22 82 16 57 11
home

3 | Itis closer to the beach 84 16 1p2 29 109 |21 (12 63 12
The degree | want to study is

4 13 3 35 7 154 30, 261 5( 57 11

offered there

| can save travelling time and
5 | money as | will be living on 32 6 45 9| 163 31| 231 44 49

w0

campus
It will be cheaper, | can live at

6 ) 128 25| 173 33| 80 15 7€ 15 68 12
home and travel daily

7 | Other

Table 8.21 Means and Standard Deviation for Resultsf Reasons for choice of campus

Mean Standard

Deviation

1 Itis closer to home 2.78 1.035
2 It is further away from my home 244 .958
3 It is closer to the beach 2.54 1.053
4 The degree | want to study is offered there 3.43 752
5 | can save travelling time and money as | willibijag on campus 3.26 .890
6 It will be cheaper, | can live at home and tradely 2.23 1.035
7 Other 2.57 1.158

A large majority, i.e. 80% of the respondents agneéh Statement 4, i.¢he degree they want to
study is offered theras the reason for their choice of campus, ireefample they chose to study
in Pietermaritzburg because the degree they wastiutly is offered in Pietermaritzburg. This was
closely followed by 76% agreeing with the readwging able to save travelling time and moasy
they will be living on campus.

Reasons for the ‘Other’ category includédiwill get enough time to study” (6 responses), {ina

there is good information” (1), “more knowledge’),(Z2he course | want to do” (1), “good
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education” (1), “I can learn with peace and beimigipendent” (1) “and | don’t care about anything
only studying” (1).

6. Are you aware of any advertising that the CentreSfcience Access (CSA) at UKZN does?

Table 8.22: Awareness of CSA’s advertising

Frequency Percent
Yes 150 29%
No 236 45%
No response 134 26%

Only 28% of the respondents were aware of the &diregy done by the CSA. More of the
respondents, i.e. 45% were not aware of the CSAlgerising. A large proportion of the
respondents, i.e. 26% did not answer this questias.possible that they might have experienced
fatigue from the questionnaire at this stage agaié towards the end or were not sure what was

meant by advertising.
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7. Which of the following ways of advertising do yoink the CSA should use to reach you?

Table 8.23: Appropriate advertising strategies

> 3 > 0}
g g > g 2 o 2 c .é
o O I S c 9 © O © S d
= g & < =2 )] zZ o 3] n S
nh @ a) X n < @ = 3
. 0O ™ s &
- o <
Freq | % Freq % Freq % Freq %) Freq %
Send CSA students (from our
community) to visit our school and
1 . 14 | 3| 35 | 7 | 172 33| 252 | 48 | 47 | 9 | 3.40| .753
do a presentation about the access ’ '
programmes
Send a staff member to visit our
2 10 | 2 28 5 170 | 33 | 268 | 52 | 44 8 3.46 702
school ’ '
Advertise on Ukhozi radio station 153 | 41 8 198 | 38 | 220 | 42 | 46 | 9 | 331 | .761
Put up posters in our community 153 | 54 | 10| 217 | 42 | 182 | 35 | 52 | 10| 321 | .768
Use cellphone advertising 245 | 88 | 17 | 192 | 37 | 170 | 33 | 46 | g | 307 | 862
5 Show us successful university 4 35 104 236 51
graduates 1 7 37 45 10| 3.41| .666
Advertise on television 11 o | 29 6 176 | 34 | 255 | 429 | 49 | ¢ 3.43 714
8 | Advertise in newspapers §o| 25 | 5 | 195 | 3g | 224 | 43 | 68 | 13| 340! 677
Other
9 297 | 836

For each of the eight suggested forms of advegdisite majority of the respondents agreed that
these were appropriate for the CSA to use in regctiiem. According to the students responses
“sending a staff member to the school” would be niest effective with 84% of the respondents
agreeing. This was closely followed by advertisonrgtelevision (83%), showing them successful
graduates (83%), sending CSA students (from thainnounity) to visit the school and to do a
presentation about the access programmes (82%daradtising in newspapers (81%). Cellphone
advertising was not as highly recommended as therdbrms of advertising with 70% of the
respondents agreeing. Other suggestions, which narerery significant, included: advertise at
school (2), advertise on facebook (2), advertiséviixit (1) advertise via email (1) magazine (4)

and organise career guidance (4).
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8.5 Results of Section D

1. What are your opinions about UKZN?

Table 8.24: Opinions about UKZN

> 3 > [0}
8 5 $ =5 2 c | 3
[SlE=Y @© =) o9 oo [ e
= 3 % P4 = z2 % S
s e o N < o &
— N <
Freq % Freq % Freq % Freq %) Freq
1 UKZN is a great university 3 1 2 4 202 39 223 4372 | 14 3.44 .614
2 UKZN has good security 4 1] 2 4 259 50 156 B0 |785 3.28 .602
3 UKZN is a safe place 2 0 1 3 268 52 159 B1 |75 |18.31 .561
4 UKZN has lovely campuses 3 1 1 B 246 47 170 |334 [816 3.34 .586
UKZN provides quality
5 ] 1 0 11 2 | 219 42| 223 43 66 B 3.4p .558
education
The students from UKZN
6 ] 18 3 76| 15| 244 47 99 14 83 6 2.97 752
are friendly
UKZN helps the
7 ) 13 3 63| 12| 247 48 119 2 78 5 3.07 725
community
UKZN does not provide
8 | sufficient career 50 | 10 | 112 22| 163 31 108 2p 9P 8 2.15 .952
information
UKZN graduates are
9 4 1 28 5 | 208 40| 198 3§ 82 6 3.37 .645
successful
UKZN is slow in
10 ) ) ) 48 9 | 156| 30| 134 26 69 1 110 1 2.55 905
responding to its applicants
11 | Other (please specify) 274 1010

The majority of respondents commented positivelyuabJKZN with mean scores indicating

general agreement with the statements. The higbest of 3.46 was for statemeldKZN provides

quality educatiorwhilst the lowest was 2.55 fafKZN is slow in responding to its applicants

which is only just into agree.
Other included: “People | know did their degre®KZN are all working” (1), “UKZN has
bursaries and loans” (1), “UKZN is responsibledach person’s vision and progress” (1) and

“UKZN is the most successful university’ (1).

149



2. The University of Natal and the University ofrban Westville merged (joined) to form the
University of KwaZulu-Natal (UKZN) in 2004. Did yenow about this merger?

Table 8.25: Awareness of merger

D2
Cumulative
Frequency Percent Valid Percent Percent

Valid Yes 130 25.0 26.7 26.7

No 357 68.7 73.3 100.0

Total 487 93.7 100.0
Missing System 33 6.3
Total 520 100.0

The majority of the respondents, i.e. 69%, wereavedre of the merger of the former universities
of Natal and Durban Westville to form the Univeysif KwaZulu-Natal.

3a.Does this merger affect your decision about whiatversity to attend?

Table 8.26: Effect of merger

D3A
Cumulative
Frequency Percent Valid Percent Percent

Valid Yes 50 9.6 10.8 10.8

No 415 79.8 89.2 100.0

Total 465 89.4 100.0
Missing System 55 10.6
Total 520 100.0

For this question 79% of the respondents indictitatithe merger does not affect their decision of

which university to attend.
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3b. If so, how

Table 8.27: Reasons given for effect of merger

Number of responses
The university is now closer to my home, which ngake 6
it easier for travelling
The standard of education has increased 4
The university is good 3
The merging of both universities created a good 1
reputation
It means they work together 1
| don’t know the university 1

Of the 10% of the respondents who answered Yedstipn 3a, i.e. the merger has affected their

decision of which university to attend, very fewegaeasons as to how this affected them.
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4. Describe UKZN in 3 words
The table below includes the respondents’ desoriptif UKZN. Using content analysis the
responses were categorised into themes and orfteradthe highest number of responses to the

least for responses given by more than one responde

Table 8.28: Description of UKZN

Number of responses % of total responses
It is a good/great university 88 16.€
Good quality education 79 15.2
Successful 49 94
Safe/good security 33 6.3
Helps one get a good career/future 21 4.c
Successful/intelligent/well educated graduates 20 38
It is an excellent university 18 3E
Lovely university 14 27
Best university 14 27
Beautiful, good atmosphere and facilities 13 25
Friendly and Kind 10 19
Good/quality/well educated lecturers 7 12
Responsible 6 12
Good reputation 6 12
Helps community 5 10
Motivating 5 1.0
Helpful 4 0.8
Good opportunities 3 0.6
Provides bursaries/financial assistance 3 0.6
Friendly students 3 0.6
Fun 3 0.6
Informative 3 0.6
Supportive 2 0.4
Close to home 2 0.4
Innovative 2 0.4
Good entertainment 2 0.4
Good communication 2 0.4
Interesting 2 0.4
Helps improve our poor life 2 0.4
Comfortable 2 0.4
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Respondents gave mostly positive descriptions #ZN. The top descriptions given to UKZN was
that it was a “good/great university’ (17%), folled by “it offers good quality education” (15%)
and “it is successful” (9% ).

5. What in your opinion is UKZN best known for?
The table below includes the respondents’ opin@idKZN and ordered from the highest number

of responses to the least for themes mentioneddrg than one respondent.

Table 8.29: UKZN Best Known For

Number of responses % of total responses
Good/Quality/Best Education 95 18.2
Successful graduates 78 15.0
Best/good/Excellent University 26 50
Safe place/good security 19 37
Good/Excellent results 18 35
Good job opportunities for graduates 10 19
Best qualifications/career 8 15
Helping the community 8 15
I don’t know 7 13
Lovely campuses 6 12
Provides financial assistant to poor students 6 12
Friendly 5 10
Good information 5 10
Helps one achieve their dreams 5 10
Good educators 4 0.8
Is slow in responding to applicants 3 0.6
Cultural diversity 3 0.6
Good accommodation 2 0.4
Is fast in responding to applicants 2 0.4
Helps solves problems 2 0.4
Law and Medicine 0.4
Engineering 2 0.4

The respondents’ opinions of UKZN were also mopthgitive. The top opinions were that UKZN
offers good/quality education (18%), followed byhids successful graduates (15% ) and it is the
best/an excellent university (5% ).
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8.6 Conclusion
This chapter presented the findings for Stage € qimantitative part of this study, i.e. the written
guestionnaires. These findings are discussed ire metail and conclusions are drawn in the next

chapter.
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Chapter 9: Discussion and Conclusions

9.1 Introduction

This study attempted to better understand why thienfation Programme at the University of
KwaZulu-Natal was not meeting its enrolment targetsr a 5-year period on the Pietermaritzburg
campus. The researcher felt that this was a conmgaXem with more than one factor contributing
to this problem. Thus the research question forfoedhis study wasWhat factors contribute
towards the Foundation Programme at UKZN not atirag sufficient applicants to meet its

enrolment targets on the Pietermaritzburg campus?

This chapter includes a discussion of the findiings both stages of the study and is structured in
order of the objectives set to answer the aboweareh question. The researcher sought to apply the
triangulation method by bringing together the Atere, findings from Stage 1, i.e. the qualitative
focus groups and findings from Stage 2, i.e. thantjtative research questionnaire in this
discussion. Before the discussion of the objectavémckground is provided which includes some

of the general findings. These help set the ‘scempécially in describing the target market.

9.2 Background to Discussion

The majority of the respondents (88%) indicated thay would like to attend university. These
results addressed the researcher’'s concern abdingrthe assumption that the target market are in
fact interested in attending university. This wapezially important as the target market experience
a wide range of financial, social and economicidifties (Science Foundation Programme, 1998,
p.7) that it may be possible that they find thecdlties insurmountable and therefore not even
contemplate a university education. However thgetamarket represented by this sample does
indeed contribute positively to this research &y how an interest in university studies.

The question on breadwinners in the family or handicated that the respondents came from
homes where neither their parents nor their guandias working (27%) emphasising the financial
plight of the target market for the access progranhis was followed by a large proportion of the

respondents where only one of the parents was a@(&4% for father and 10% for mother).
Key individuals influence the respondents’ decisadnout which university to attend. They can do

this by making comments that can create particelgrectation about a university and offering

advice on which university to choose (Joseph argbply, 1998, p.91) Parents were the most
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influential with 71% of the respondents agreeingttBupports what was found in literature.
Chapman (1981, cited in Joseph and Joseph, 198®) Ipelieves that of all the significant persons
the parents are the ones who have the greatesttimopathe students’ choice. According to the
respondents, the teacher is the second most itfiigmerson in their decision about which
university to attend with 62% agreeing. AccordimgMaringe (2006, p.473) secondary school
teachers are very influential in the university iden making. In the case of the target market,
teachers are likely to be more educated than fhmiilies (Boekhorst, 2004, p. 67) and would be
relied upon to give sound advice. Family was ragthe third most influential for the target market
with 60% agreement. No one (i.e. they are selfwatdid) had 60% agreement in influencing the
respondents’ decision of which university to atteincthe case of other university students 58% of
the respondents agreed that they influenced thesisibn. The results showed that 49% of the
respondents agreed that friends influence theiisiec In the focus groups the participants
indicated that “friends encouraged each other teumeessful by getting a good education, a good
job and improving their lifestyle’. They also sposk“having their friends with them would make
studying more enjoyable and thus they would wargttend the same university”. The results also
showed that friends were influential in cases whieeeguardian was the breadwinner. These results
provide useful information for the marketing stgigss in respect to who the advertising should be
directed to or include. Significant people playitalvrole in influencing the target market so the
advertising should not be directed to the studealtsne. The social index was also not
demographically specific as the results in theifigd chapter shows. This means that gender, living
arrangements and breadwinners did not affect theth@respondents answered or the people who
most influenced their decision.

Most of the respondents (66%) were not aware adaess programme either at the University of
KwaZulu-Natal or any other university (69%). Therget market is looking specifically at
universities without the knowledge of the routeemscprogrammes provide. Their answers to the

guestions are thus based on their knowledge ainhersities.

The majority of the respondents, i.e. 82%, indiddteat they are interested in studying a science
degree. This high finding is possibly because tmam@e was limited to students who are doing
Mathematics and Science and therefore are moty tiidoe interested in a science career. This was
important to find out as this study focuses oniarg®e context and would be more valuable to have
the responses of individuals who are interestedoilowing a science career. This allows for

appropriate and specific strategies to be desifprathis target market based on these findings.
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9.3 Objective 1
Identity determining dimensions, i.e. what fact@®e looked at when choosing an access

programme

Objective 1 identified the factors that were impaitto the target market for the Foundation
Programme in their selection of which universityattend. The discussion for this objective is split
into two sections. First the university attributgsthe factors affecting the target market's decisi

in choosing a university is discussed. This isteglato the findings for Question B2 of the

guestionnaire and Questions 3 and 6 of the foamspgr

9.3.1 Influential Factors

Most of the identified factors in choosing a unaibf, except distance from home were viewed as
important for majority of the respondents. This nsethat they would be using these factors when
making a choice about which university they wanstiady at. These factors would help them rate
each university that they would be consideringhgirt selection. The statistical tests done and
reported on in the findings chapter showed thaffdlotors were not demographic specific. In other
words both the female and the male respondentsesiadwthe questionnaire similarly for each

factor. In considering living arrangements, i.e.etiter the respondent lived with one or both

parents or with a grandparent etc. there was asdifference in the responses. The factors were
also not breadwinner specific, i.e. it made noeddhce as to what the situation at home was with
regards to whom or if anyone was the breadwinnetheir responses regarding the factors.

The results of the factors are discussed belowgubie means to rank from highest to lowest.

Infrastructure of the academic facilitieBhance and vocationyere the top 3 highest in terms of
importance to the respondents in how they wouldsba@ university.

Infrastructure of the university, i.e. facilities.ge library, laboratories, computer labs,
accommodation efavas the most important factor for this target keiwith a mean score of 4.75
were 5 is very important. Students for the accesmgramme are specifically chosen from
disadvantaged schools where there is a lack ofuress and facilities. The target market would
have experienced an education with little or noosxpe to libraries, laboratories, computer labs etc
(Grayson, 1996, p.993, Fiske and Ladd, 2006, pr@bBoekhorst, 2004, p. 67). Participants from

the focus groups were particularly interested bofatory facilities as this exposure was something
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they lacked during their schooling. They seem taWware of the importance of these facilities on
the quality of their education. Attending a univgrshat is well structured with these facilitieanc
help to prepare the student for the working wonddiving them the practical experience and
knowledge that is needed. The infrastructure ofuthigersity can cause one university to be rated
higher in terms of perceived quality of educati@ampared to another. It also provides value for
money spent. Infrastructure of the university soalvhere this service can be made more tangible
for its effective positioning (Blankson and Kala$at1999, p.109). The customers or target market
can actually see the library and laboratoriesthtss it provides the physical evidence of the servi
(Zeithaml and Bitner, 2003, p.25).

Financial assistance from the university, i.e. lsar bursaries or low cost of feesas also very
important for the respondents in their choice oiversity and had a mean score of 4.72. As
discussed previously the target market for the sscpeogramme experience economic difficulties
which cause much anxiety and negatively affectdr theademic work (Science Foundation
Programme, 1998, p.7 and Schafer (2006) cited boB@am and Julian, 2006, p.111). Pavitial.
argue that for an effective access programme stsidanst be catered for in non-academic ways
such as financial aid (1995, cited in Essack andy@, 2007, p.74). It makes sense that this factor
is so important to the target market and a critetilbat they would use in the selection of a
university. Universities and more specifically asx@rogrammes face the challenge of catering for
this genuine need of students and the continueskpre of decreased funding for higher education
(De Villers and Steyn, 2006, p.36). Also, considgrihat no one or only one parent of most
respondents are actually working, financial asstgafrom the university becomes non-negotiable
and could very well determine which university adgnt may attend. Repeatedly in the focus
groups participants mentioned the lack of finarexed its impact on their university education thus

emphasising its importance.

Vocationrelates to the university offering the career gudlification that the student would want

to study and had a mean score of 4.71. The typepofse that the respondents want to do has
implications for their career and employment. ltukbseem that the respondents are also quite
specific in what they want to study. In another dgthey don’t just want to be a university student
or have a university degree but they want to go mtspecific field of study. Soutar and Turner

(2002, p.40) found this factor to be importanttiedents in general when choosing a university. As
this factor rates highly for the respondents it neethat they would possibly choose to go to a

university that is offering the qualification thesant to study.
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Employmentvas the factor of importance to the respondenthoosing a universitfemployment
(mean score 4.66), i.e. studying at that univensity lead me to employment, is understandably
important for this target market. In Stage 1 ofsthiesearch, during the focus groups, the
respondents felt quite strongly about “wanting teamge their financial plight”. They were
determined that they “will be the ones to helptifi@nilies come out of poverty and lead them to a
comfortable life” as this target market has expuréal extreme poverty (Science Foundation
Programme, 1998, p.7). Being able to get a good gfibr qualifying is important to the
respondents. They are not only interested in thpeence of studying at university or having a
qualification behind their name but know the imparte of their qualification in getting them good
jobs that will sustain them financially. Employttyi also shows a concern for long-term need
fulfilment and not just the short term aspectsaihl a student (Bonnema and Van der Walt, 2008,
p.319).

Quality educationwas the next important factor in choosing a ursitgrfor the respondents with
85% agreeing and a mean score of 4.61. Qualityatiucinclude the quality of the teaching staff
(Garden, 2003, p.165 and Soutar and Turner, 20dR).pGetting a quality education is the main
reason why students attend a university and isctine aspect of the service offering (Lovelock,
1996, p.339). As discussed previously this tangatket had a disadvantaged education (Fiske and
Ladd, 2006, p.96, Brown, 2006, p.512 and Boekh@®D4, p. 67). The respondents are aware of
the implications of a good or poor education arelaming to improve their lives through a good
education. The teaching staff affects the qualftyhe education and the service provided by the
university. As people are a vital element of therkmting mix and affect the quality of service
received (McCollet al, 1998, p.20) the teaching staff play an importaf in the core service.
Their skills, knowledge, experience and demeanoitih wtudents all help give the student a
valuable service. Beside the delivery of the cautise focus group participants agreed that they
would “depend on the teaching staff for guidance expect them to be supportive towards them”.
Thus the target market views quality educationragy@ortant attribute of a university and would
use this in their selection of which universityattend. The focus group participants believed that
quality education would help them change theirwirstances. The quality of the teaching staff
could be measured in a number of ways such agsatjiiven by external bodies which considers

their qualifications, research, publications andleations by current students and graduates.

Security(mean score: 4.54) was rated as an importantrfé@tdhe respondents when choosing a

university. Security or feeling safe is a basic important need for individuals. Maslow's in his
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Hierarchy of Needs states that basic physiologhcal safety needs must first be met in order to
achieve the higher needs, i.e. social, esteem elfidctualisation needs (Kotler and Armstrong,
2008, p.143). Some of the participants in the fogtmips said that “security would be the most
important factor for them”. They “want to go to mstitution where they felt safe”. “Good security
will allow them to focus on their studies”. Going tiniversity would also mean that the target
market is in a new environment, possibly a new ,aaed there isn’'t the support and protection of
family. Some might even be staying in campus accodation. Thus it is important for the target

market to go to a university where they feel safe.

Graduates(mean score of 4.47) refer to the respondentsngesiiccessful graduates of the
university, i.e. they have completed their quadifions and are employed in good careers. Seeing
successful graduates is encouraging for the prtigpestudent according to the focus group
participants. Successful graduates speak of théuitien’s ability in grooming and guiding its
students to achieve their career goals. Thus iteakiccess more attainable for the target market.
The majority of the respondents, i.e. 82% indicdtest they are interested in studying a science
degree. In South Africa there is a shortage of,re®tl to increase the number of science graduates.
There has also been poor performance particulariathematics and Science (Soettal, 2007,
p.11, National Assessment of Educational Progr2@84 cited in Jordaet al., 2006, p.153 and
Department of Education, 2001, p.12). Thus the aedpnts need to see that it is possible for
individuals to achieve success at a particular ensity and more especially in a science degree.
Having successful graduates can be a strengthdmelvament of an institution which can separate
it from others. This is important for its positiogi and can help create the “distinctiveness”
(McDonald and Payne, 1996, p.97) it needs for as®r

Communicationwas rated the next highest with a mean score 4f @ommunication from the
university is through written information such aesfers or brochures or presentations by a
university staff or other forms of advertising. Qoomication from the university can reflect its
professionalism and the quality it offers. In theus groups in Stage 1 of the research; partitgpan
were particularly keen on visits to their schootsthis would give them an opportunity to ask
questions thus making it two-way communication. yiladso felt that written communication
provided important information for them regardirftg tcourses they wanted to do. Sometimes
communication from the university creates the firgbression of the institution for the prospective
student. Joseph and Joseph (1998, p.95) conclatiépttomotional activities developed by tertiary

institutions should support their market positi@niand reflect the importance of the value of
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education and degree (content and structure) ati@sh. Thus the communication from the
university should be of a high standard and refleetprofessionalism of the university.

Positive feedback from students attending that arsity had a mean score of 4.34. Students
attending a particular university are already edquming the journey that a prospective student is
contemplating. Their opinions then become imporgamt the target market might also find it easier
to relate to them. Positive feedback from studattesnding that university is considered word-of-
mouth communication (Kotler and Armstrong, 2004, 476). This form of marketing
communication is very powerful and very influeniialcreating impressions and making decisions.
The focus group participants felt that the uniwgrstudents would not lie to them and therefore
their opinion could be relied upon. This factorthierefore one that the target market trusts and

would rely on in choosing which university to atten

Thereputation of the institutiomas an important factor in their selection of &ersity. This has a
mean score of 4.29. The reputation of the institupeaks of the performance of the institution,
quality, history, legitimacy, staff and its genemahnagement. Building up a reputation can take
years and much effort. Veloutsoeit al. (2004, p.161) suggests that “this is usually ezlab the
earlier performance of the institution rather thisncurrent performance, structure and offering”.
The reputation of the institution is often relaydough word-of-mouth communication, through
written articles, radio and television, i.e. thébfiw relation activities. The focus group partiaips

in particular, spoke about their parents being Umgi to send them to a university with a bad
reputation especially where there is violence etzurring. The reputation of the institution has
other impacts as well. The focus group participaaid that “the reputation of the institution could

also help them when they are searching for a job”.

Independentefers to the university allowing the student toifiependent. This has a mean score
of 4.24. This aspect is an outcome that can beewetli with the right balance of support and
exposure for the student which gives them oppditsto develop their independence. Participants
from the focus group explained that their time @itversity would be when they want to grow and
learn to do things for themselves. They would decaway from home making it an appropriate
time to mature and learn to be more independent @&n be provided through the curriculum
which should foster opportunities or activities ftudents make certain decisions on their own. For
example students can liaise with community membertheir own regarding a project.
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The next important factor in the selection of avensity wassport with a mean score of 3.92.
Bonnema and Van der Walt (2008, p.318) explain $pattincludes the opportunities for and the
quality of sport at the institution. Sport can tadere of relaxation, exercising, competitive and
social needs of an individual. Focus group pardntp felt that sporting activities would help them
relax and de-stress. According to Bonnema and \&anWdalt (2008, p.321) sport also refers to
teamwork and social events. This is only imporfantertain individuals as the results of the focus
groups and the guestionnaire shows. Attending usityealso happens at a time when individuals
are often fit and young and therefore physicalégtif often sought after.

Quality of life while studyindiad a mean score of 3.57. This refers to the wsityeatmosphere,
entertainment or being with friends while studyimigthe same university. The surroundings and
available facilities become important as studeritsspend a few years of their lives living in the
area (Chapman, 1981, Coccari and Javalgi, 1998 rit¥eloutsowet al, 2004, p.162). There were
mixed views about entertainment in the focus gromme wanted to attend parties etc. while
studying whilst others felt that this was not tkeason they were going to university. In the focus
groups participants felt that “having friends withem at a university would make it less
intimidating and a more enjoyable experience’. Tthige in their lives is often looked forward to

for a long time and therefore they seek an enj@yakperience.

The lowest two rated factors of importance in thlection of a university wadistance from home

— far and near For distance near homehe mean score was 3.17 which is not importahe T

results also showed thdistance far from homéad a mean score of 3.11 which was also not
important. Thus the distance from home was notgsortant as other factors. There were also
mixed feelings about distance from home with theufogroup participants. Some said that being
closer to home meant that they could visit theirepts whenever they wished. Being away from
home for other participants meant that they cofddget about all the problems at home and focus
on their studying”. “They wanted to be away fromeithenvironment so that they could learn to be
responsible”. They also felt that “there was toacmpressure at home”. Distance from home could
include the time taken to get to each university aocess to public transport (Soutar and Turner,

2002, p.40). Some students don’t want to waste eimgavelling.

9.3.2 Conclusion for Objective 1
It is believed that the decision about where terattuniversity is a difficult task for most high

school pupils as it is a highly involved decisiohigh often affects their future life path (Veloutso
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et al, 2004, p.160). Adding to the complexity of thiscidéon is the current reality of consumers
being overloaded with information about variousduets and services and consumers deal with
this by organising products and services into @aieg and ‘position’ them in their minds (Kotler
and Armstrong, 2004, p.259). Consumers use a setitefia based on features or benefits when
evaluating and deciding amongst the competingredtares in a product or service (Palmer, 2011,
p.157 and Hawkint al., 1998, cited in Yamamoto, 2006, p.561). In the dismn above the
importance of the various factors or criteria tinffuence the target market’s decision about which
university to attend were looked at. Soutar anch&u2002, p.40) argue that some of the factors
that influence a student’s decision of which ursitgrto attend are more important than others and
in determining their university preferences studewmill consider what is important to them and,
consciously or unconsciously, trade-off betweersehattributes. These factors should therefore be
looked at by the university and in particular tleeess programme and included in their marketing
mix. If the university is offering the importantctars for this target market then it is more likédy

be the one that the prospective student seledtastructure of the academic facilities, finance an
vocation were the top three factors of importance.

Many of the factors discussed above, apart fronuaity education which is the core service
(Lovelock, 1996, p.339) also form the petals ofdhevice to the target market. Quality education is
the main service that the target market seek, lnubsnding this are other important attributes that
are sought after and add value to the core offddnthe target market such:
« asfinancial assistanc€payment petal) for example loans or bursariesdbeer tuition and
accommodation expenses,
« theinfrastructureand facilities of the universitfhospitality petal) for example computer
LANSs, laboratories and sporting facilities ,
« finding employment after studyingexception petal) example internship or graduate
recruitment programmes that help secure employfieetihe student,
* security on campus (safekeeping petal) example surveillasam@eras and guards on
campus,
e good communication from the universfigformation petal) example posters, brochures or
letters with clear instructions of what qualificats are offered and how to apply ,
e studying at an institution with a good reputati@onsultation petal) example awards given
to the university for being the top researchingitnson,
» sporting opportunitieghospitality petal) for example having sportingld for swimming,

tennis etc.
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« quality of life while studyingconsultation petal) for example musical concertshopping

centres nearby with hairdressers or movies etc.

The Access Programme should look at both the cereice and its surrounding petals when
aligning itself to the target market’s determinutigrensions. This provides the added value for the
target market.

9.4 Objective two
Determine how various products rate on those dinomssto determine how the Foundation

programme is positioned within the target markéatige to competing programmes

Objective 2 discusses the findings that UKZN haal highest rating amongst the universities but
still had gaps between their rating and what tlspoadents’ needs were. ‘Products’ here refers to
the competitors of the Foundation programme andudes alternatives for the target market

besides attending university or access programmes.

Beside going to university, 58% of the respondémigcated that they were considering finding a
job and 25% of the respondents were consideringingtin their family business. The focus group
participants answered similarly indicating they aveonsidering working as an alternative to going
to university. For the focus group participantsrégheas a sense of urgency to make money so that
they could improve their home circumstances. Samed group participants felt that by working
immediately after finishing school they would limihe income they earn. The data for the
guestionnaires also showed that if the respondesivered (in response to what else they are
considering doing beside going to university) ttiety are considering finding a job, this did not
have any significant difference in the way theyedatJKZN except for the factors related to the
university’'s proximity to their home and the unisi¢y allowing them to be independent. As
mentioned in previous discussion distance from haras not so important to the respondents in

their decision of which university to study at.

The results showed that 51% of the respondents mareonsidering going to any other university
besides UKZN however, 39% of the respondents weresidering going to other universities
besides UKZN. Of these Durban University of Tecloggl(11%) was the most favoured alternative
but, University of Johannesburg (4%), UniversityGafpe Town (4%), University of Pretoria (4%),
University of Zululand (3%), Mangosuthu Universif Technology (2%) and UNISA (2%) were

164



also mentioned. Thus the other universities repted#ect or brand competitors to UKZN. All

these institutions, apart from Mangosuthu Univegrsit Technology are known to have an access
programme (Pinto, 2001, cited in Rollnick, 201044). Only 4 of the focus group participants
indicated they were considering another institutimsides UKZN each mentioning one. These

included DUT, University of Rhodes, University akeffenbosch and Boston College.

9.4.1 University scores on the important factors

In the comparison of the positive ratings (i.e. j@md excellent responses) for each factor across
the universities UKZN had the highest responseslfcgxcept one factahe university is far from

my homeln this case UCT's rating was higher. The factme discussed in order of importance,

i.e. the mean scores. Mean scores indicated idititassion below are specific to that institution.

For infrastructure of the university(facilities e.g. library, laboratories, computer Hs,
accommodation etcHactor 13 where UKZN was given the highest meanesof 4.50. University

of Cape Town was given the second highest meare swfod.36 and followed by University of
Pretoria with 4.35 for this factor. Thus the respemts perceive UKZN to be the best in this area
but the other universities were very close. Thesniost important factor for the respondents which
had a mean of 4.75. The focus group participante warticularly interested in laboratory facilities
as this exposure was something that they lackeidgitheir schooling. Many of the disadvantaged
schools are known to not have any laboratoriegjaipenent. “During the apartheid era resources
were lavished on schools serving white studentdewdthools serving the black majority were
systematically deprived of qualified teachers, |talsresources and teaching aids such as
textbooks and stationery” (Fiske and Ladd, 20086)..

For Factor 2financial assistance (loans or bursariesas given the highest mean score of 4.44 for
UKZN. University of Zululand was given the seconighest mean score of 4.24, followed by
University of Cape Town with 4.13 for this factofhus the respondents perceive UKZN to be the
best in this area too but again the other univessdre very close. This factor was the second most
important factor for the respondents in their siadecof a university with an importance score of
4.72. There is a small difference of 0.28 betwe®&ZN's rating and the respondents expectation.
The issue of finance is huge for this target markée target market for the access programme
experience economic difficulties which cause muckiety and negatively affects their academic
work (Science Foundation Programme, 1998, p.7 ahdfSr (2006) cited in Robotham and Julian,
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2006, p.111). Repeatedly in the focus groups ppatits mentioned the lack of finances and its
impact on their university education. The coste#< is thus a real concern for them.

Factor 4 Vocation, i.e. the careers and qualificationsecff] has the highest mean score of 4.47 for
UKZN. University of Cape Town was given the sectighest mean of 4.28 and this was followed
by University of Zululand with a mean of 4.23. Thise third most important factors for the
respondents which had a mean of 4.71. There isadl difference of .23 between the target market
ideal position and UKZN's rating indicating theiatisfaction with UKZN. The focus group
participants were very sure of what they wantedttaly and were not just interested in being a
university student. They also said that they waddo the institution that offered the qualificaiso

or career they wanted to do and also who are krtoviae the best in that qualification. This factor
was also important for students around the worlgtasvn in literature (Bonnema and Van der
Walt, 2008, p.318 and Soutar and Turner, 2002,)p.40

Factor 5,studying at that university will lead me to empleymwas given a mean score of 4.43 for
UKZN. University of Cape Town was given the secdmghest mean score of 4.30 followed by
University of Zululand with 4.26 for this factorhlis the respondents perceive UKZN to be the best
in this area. This was the fourth most importactdato respondents in their university selection
with a mean of 4.66. Bonnema and Van der Walt (2@0818) referred to employability of a
university as aspects of the institution that witihance the chances of gaining employment after
the completion of studies. This also shows a cant@ariong-term need fulfiiment and not just the
short term aspects of being a student (Bonnema\Vard der Walt, 2008, p.319). This is an
important area for this target market because effithancial difficulties they experience. Focus
group participants expressed a strong desire tbdood employment after their university studies

so that they can change their financial circumsgarand support their families.

For Factor 11lquality education (includes quality teaching staffe highest rating was given to
UKZN with a mean of 4.52 which was also its higheding among all the factors. University of
Pretoria was given the second highest mean sc84eatd this was followed by University of Cape
Town with a mean of 4.33. Thus the respondentsepardJKZN to be doing well in this area. In
terms of importance this factor was the sixth nmogtortant with a mean of 4.61. Focus group
participants felt that they could change theirwinstances by having a quality education. Getting a
quality education is the main reason why studetténd a university and is the core aspect of the

service offering (Lovelock, 1996, p.339). The ta@ag staff plays a huge role in affecting the
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quality of the education received. According to @ar (2003, p.165) “highly qualified lecturers
would be seen as an indicator of a quality unitersind therefore quality education. People are a
vital element of the marketing mix and affect thelity of service received (McCo#t al, 1998,
p.20).

Factor 10.Security was given a mean score of 4.42 for UKZN. Uniugrsef Zululand was given

the second highest mean score of 4.33 followed biyvedsity of Cape Town with 4.32 for this
factor. Thus the respondents perceive UKZN to leeltbst in this area but there is still room for
improvement. Security was important to the respotdavith a mean of 4.54. Focus group
participants said having good security would alktvem to focus on their studies. Safety is a basic
need. Abraham Maslow’s in his theory on the Hidmgrof Needs states that basic physiological
and safety needs must first be met in order toeaehihe higher needs, i.e. social, esteem and self-

actualisation needs (Kotler and Armstrong, 200848).

Factor 14 seeing successful graduates of the universigs given mean score of 4.47 for UKZN.
University of Cape Town was given the second highesan score of 4.30 followed by Universities
of Zululand had a mean score of 4.29 of for thitda Thus the respondents perceive UKZN to be
the best in this area. This was an important faftiothe respondents with a mean of 4.47. Having
successful graduates can be a strength and acheeverhan institution which can separate them
from others. This is important for its positionirand can help create the “distinctiveness”
(McDonald and Payne, 1996, p.97) it needs for acs®r

In Factor 1,communication from universityKZN had a mean score of 4.42 for UKZN regarding
this factor. The next highest rating for this facteas given to University of Zululand who had a
mean score of 4.23 followed by University of Prigtowith 4.20. Thus the respondents perceive
UKZN to be the best in this area. According to jpbsand Joseph (1998, p.95) “promotional
activities developed by tertiary institutions shibglpport their market positioning and reflect the
importance of the value of education and degreatért and structure) attributes”. This is
reflective in the university’'s communication thrdugritten information such as posters, brochures,
letters, and presentations by a university stafftber forms of advertising. As discussed earhes t
was an important factor for the respondents witheamn of 4.4. Participants from the focus group

indicated that this would influence them in whiakiversity to attend.
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Positive feedback from university students attemthiat university Factor 6, was given mean score
of 4.31 for UKZN. University of Zululand was givethe second highest mean score of 4.10
followed by University of Cape Town with 4.05 fdni¢ factor. Thus the respondents perceive
UKZN to be the best in this area. In terms of imigoce factor had a score of 4.34. The focus group
participants felt that the university students vaonbt lie to them and therefore their opinion could

be trusted.

Reputation of the institutionvhich was Factor 3, was given a mean score d R UKZN.
University of Cape Town was given the second highesan score of 4.14 followed by University
of Pretoria with 4.08 for this factor. Thus thepaesdents perceive UKZN to be the best in this area.
This factor was important to the respondents withean of 4.29. The focus group participants also
felt that the reputation of the institution wouldljr them when they are searching for a job. They
also spoke about their parents being unwillingdndsthem to a university with a bad reputation
especially where there is violence etc. occurrifgoutsoutet al. (2004p.161) suggests that “this is
usually related to the earlier performance of th&tifution rather than its current performance,
structure and offering”. The reputation of the itogion speaks of the performance of the

institution, quality, history, legitimacy, staff diits general management.

Factor 15,the university will allow me to be independewis given a mean score of 4.39 for
UKZN. University of Zululand was given the seconigltest mean score of 4.36 followed by
University of Cape Town with 4.27 for this fact@ius the respondents perceive UKZN to be the
best in this area.ln terms of importance this fastmred 4.24. Participants from the focus group
explained that their time at university would beentthey want to grow and learn to do things for
themselves. They would also be away from home ngakian appropriate time to mature and learn

to be more independent.

Factor 12 sports was given a mean score of 4.31 for UKZN. Uniuwgrsef Zululand was given the
second highest mean score of 4.22 followed by Unityeof Pretoria with 4.18 for this factor. Thus
the respondents perceive UKZN to be the best im dinéa. Bonnema and Van der Walt (2008,
p.318) explain thasporting includes the opportunities for and the quality pdi$ at the institution.
Respondents had indicated this was important tanttad this scored 3.92. Focus group
participants were divided regarding whether spads important to them. According to Bonnema
and Van der Walt (2008, p.321) a university beipgréng also includes the social aspects such as

being in a team and meeting people.
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For quality of life while studying (university atmospheentertainment or being with friends
studying at the same universifyactor 9, the ratings of the universities exdiedespondents ideal
position, i.e. the importance of it which had a me& 3.57. UKZN was rated the highest with a
mean of 4.14. University of Zululand was given seeond highest mean score of 4.11 followed by
University of Cape Town with 4.01 for this factdhus the respondents perceive the universities to
be great in this area. The surroundings and availalcilities becomes important as students will
spent a few years of their lives living in the a(€apman, 1981, Coccari and Javalgi, 1995 cited
in Veloutsou, 2004, p.162). There were mixed vidwsn focus group participants concerning
entertainment, some felt this was important wtolsters felt that it was not the purpose of them

coming to university.

Apart from distance from home none of the negatiatings for any of the universities were
significantly high. Although UKZN stands out fronther institutions in all but one factor, there is
still room for improvement in these areas. Howewer other universities had very close scores to

UKZN. There is possibly proximity or familiarity &% for UKZN.

9.4.2 Perceptions about UKZN's position

UKZN was rated the highest in all but one factdnjak was not important to the respondents, and
is closest to the target market's ideal positiomoking at the University of KwaZulu-Natal
specifically, in each of the factors, except fog factorthe university is far from my honfmean
score: 3.14), the majority of respondents ratedntpesitively, i.e. good or excellent. UKZN had
mean scores rating from 3.14 to 4.52. The UnivemsitKkwaZulu-Natal was rated the highest for
Factor 11 quality educationwith a mean score of 4.52. This was followed bytéa 13
infrastructure of the universityith a mean score of 4.50 and then Factoarker and qualification
offered and Factor l14successful graduates of the universithich each had a score of 4.47.
Although UKZN was rated the highest for all thetéas when compared to the other universities it
should not be complacent as the other universigestes were very close to it. The rating of
UKZN is possibly skewed due to proximity or familtg bias. There were no significant
differences between the schools in the way theorefgmts rated UKZN.
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Looking at the written responses, i.e. sectiondgarding UKZN, these were mostly positive. 82%
of respondents agreed that UKZN is a great unityer§ither positive responses included: Good
security (80%), safe place (82%), lovely campus®#?y), provides quality education (85%),
students from UKZN are friendly (65%), helps thenoaunity (70%), and graduates are successful
(78%). These are attributes where UKZN is perceietie doing well. Focus group participants
also gave mostly positive comments about UKZN. ti€ipants thought of the UKZN as a “great

university that offers quality education”.

However some areas that did not receive as positivesponse included that UKZN does not
provide sufficient career information (51%) and U¥4s slow in responding to its applicants
(39%). Both of these were also mentioned in thedagroups. Although these are not as high as the
others it does mean that UKZN needs to address #hess which are not completely satisfactory

to this target market.

Some of the most frequent free responses regatdendescription of UKZN included that it is a
good/great university (17%), it has good qualityeation (15%), it is successful (9%), it is
safe/good security (6%), it helps one get a goodez&uture (4%), it has successful/intelligentiwel

educated graduates (4%), and it is an excelleneusity (4%).

The respondents’ opinions were that UKZN was bestwh for its good/quality/best education
(18%), successful graduates (15%), best/good/ lextalniversity (5%), safe place/good security
(4%), good/excellent results (4%) and good job opymities for graduates (2%). Most of the free
responses were positive except for one aspecistiladt UKZN is slow in responding to applicants
(.6%).

Thus the written responses show that UKZN is pgezkin a positive light by the respondents. It is
Seen as a great university with positive attribsiésh as security, campuses and quality education.
An area for UKZN to be address is the time in whitley respond to applications as the

respondents were not satisfied with this.

Most of the respondents, i.e. 45% preferred toystud the Pietermaritzburg campus whilst 40%
preferred to study on the Westville campus. Thenstreason given for this was because the degree
they wanted to study is offered on that campus. S¢wnd strong reason was that they can save

travelling time and money as they will be living oampus. The figures for distance from home
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was close which meant that an even distributiotheftarget market prefer to study close to home
while others prefer to study far from home. Thues plnoblem on the Pietermaritzburg campus is not
because the target market prefer one campus agaioster. On the other hand most of the focus
group participants preferred studying in Westvillbeir reasons included that they were familiar
with the campus, it was closer to the beach, theyldvbe far away from home and for the courses
offered there. Focus group participants that prefePietermaritzburg wanted to be closer to home
and felt they could focus on their studies and kmosve of the students there and would save costs
by living at home.

9.4.3 Positions held by the different universities

Overall in the rating of the universities based the factors important in the selection of a
university only a small percentage of respondeattsdr any of the institutions negatively, i.e. eith
very poor or poor. This could possibly be due ®r#spondents not having sufficient knowledge of
the universities or the universities seem far Ibetian the conditions they are used to in their
schools. A large portion of the respondents hag litle knowledge of the universities as seen in
the frequencies of the ‘I don't know’ response I frating of the universities. “These are their
perceptions but perceptions are what individualsebtheir buying decisions on (Kotler and
Armstrong, 2004, p.192 and Wilsehal, 1992, p.109). Therefore it is important to knowatvtheir
perceptions are. Focus group participants haslitdeyor no knowledge of the other institutions or
Foundation Programmes that they might offer. Twbauthe three schools had never even heard
about the Foundation Programme at UKZN. Therefloeg tvere not able to rate UKZN in response
to the competing institutions.

Looking at the overall positive ratings and meaarss of the other universities, University of
Zululand’s rating followed UKZN, being the next higst and this was followed by University of
Cape Town.

For the rating of the University of Cape Town thajonity of the responses were shared among the
positive (i.e. good and excellent) and the unkngwen | don't knowranging from 25% to 44%r

no responseanging from 6% to 11%) with very close percentag#ST had mean scores ranging
from 2.57 to 4.36. The positive responses for timivérsity of Cape Town ranged from 22% to
53%. A large portion of the responses were inltden’t know (25% to 44%pr no respons€6%

to 11%) category The highest rated factor for timéversity of Cape Town wasfrastructure of the
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university with a mean score of 4.36. This was followed bgtéa 11, quality educationwith a

mean score of 4.33.

There was a different pattern for the UniversityFoft Hare where majority of the responses were
in the | don't know @1% to 63%) omo responsg6% to 11%) categories with ratings from.
University of Fort Hare had mean scores ranginmf&53 to 4.14. For the University of Fort Hare
the positive responses ranged from 16% to 31%.Urieersity of Fort Hare was rated highest for
infrastructure of the universitwith a mean of 4.14. This was followed sgcuritywith a mean of
4.07.

Most of the responses for the University of thediWitersrand was also in thdon’t know(30% to
50%) orno respons€6% to 12%) category. University of the Witswatargl had mean scores
ranging from 2.61 to 4.24. The positive responsedte University of the Witswatersrand ranged
from 20% to 41%. University of the Witswatersrandswated highest for the Factofrastructure
of the universityith a mean of 4.24. This was followed tpyality educatiorwith a mean of 4.20.

A large portion responded in thalon't know40% to 62%) omno responsg6% to 11%) category
for the University of Stellenbosch. There was alb to 32% of positive responses on the factors
for selecting a university. University of Stellersiob had mean scores ranging from 2.42 to 4.12.
University of Stellenbosch was rated highest fausigy with a mean of 4.12. This was followed by

quality educatiorwith a mean of 4.11.

An even larger response for the University of Risodlas also in thedon't know é1% to 65%) or

no responsé6% to 11) category. University of Rhodes had msesaores ranging from 2.44 to 4.16.
The positive responses for the University of Rhodmsged from 15% to 31%. University of
Rhodes was rated the highest fprality educationwith a mean of 4.16. This was followed by

infrastructure of the universityith a mean of 4.10.

For the rating of the University of Pretoria thejondy of the responses were shared among the
positive (i.e. good and excellent — 23% to 50%) #reunknown (i.e. | don’t know with 26% to
41% or no response with 6% to 14%) with very clpsecentages. The University of Pretoria had
mean scores ranging from 2.66 to 4.35. The higtatet factor for the University of Pretoria was
infrastructure of the universitywith a mean score of 4.35. This was followedduality education

with a rating of 43% and a mean score of 4.34.
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The University of Zululand’'s positive responsesgeoh from 36% to 57%. The University of
Zululand had mean scores ranging from 3.21 to 4[86. University of Zululand was rated highest
for Factor 15the university will allow be to be independeavith a mean score of 4.36. This was

followed by Factor 10securitywith a mean score of 4.33.

From the results it can be deduced that the regmasadcknow very little about the Universities of
Fort Hare, Witswatersrand, Stellenbosch and Rhe@desan be seen in the highdon't know

responses. The respondents seem to be a little knok@ledgeable with University of Cape Town
and Pretoria. The highest positive responses wer&niversity of KwaZulu-Natal and followed by
the University of Zululand which are both in theoyince of KwaZulu-Natal and closest to the

respondents. Both these also had the highest nceasss

9.4.4 Conclusion for Objective 2
Thus is looking at Objective 2 Graph 8.4 in Chafeprovides a visual representation of the

importance of the factors to the respondents amddatings of the various universities confirmed the
target market’s need, i.e. the importance of tletofs exceeded that of any of the universities.
UKZN was rated the highest for all the factors canegd to the other universities. However the
ratings of the other universities were very clageus UKZN should not be complacent but improve
on the areas important to this target market. Therpossible bias as respondents might have
thought rating UKZN favourably might benefit thefrhere is also a possibility of familiarity bias.
The University of Zululand was rated the second.lgKZN and the University of Zululand are
both in KwaZulu-Natal and closest to the responslebmniversity of Zululand's ratings were
followed by UCT. Fort Hare, Stellenbosch and Rhodege close in their ratings and were given
the lowest ratings compared to the other univessitiThese were among the ones that the
respondents knew the least about. The curves fothal universities except for UKZN and
University of Zululand took a similar shape. Thgd®st gap (.28) between UKZN'’s rating and the
respondents’s ideal position was with financiaistaace. As explained already financial assistance
is crucial for this target market because of thaickground. UKZN is really lagging behind in an
important area for this target market. The secagddst gap (.25) between the respondents ideal
position and UKZN's rating was to do with infrastture of the university. This includes libraries,
laboratories, computer labs, accommodation etcclwaie also especially sought after by the target
market because of the lack of these facilities tiedassociated experiences at their schools. These
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two biggest gaps are important areas especiallpitapt for this target market because of their
unique needs and therefore important to them iin dadection of a university.

9.5 Objective 3
Assess whether the needs of access students angdrated into the way the programme is

positioned

The needs of this target market not being aligwethé positioning of the Foundation Programme
were discussed under Objective 3. Some of theidsiaee the basic needs as described by Maslow
(Kotler and Armstrong, 2008, p.143) which need ® rbet before higher order needs such as

learning can take place.

“Positioning refers to both the place a producbmand occupies in customers’ minds relative to
their needs and competing products or brands arldetonarketer's decision making intended to
create such a position.” (Walker and Mullins, 2041,54). This discussion deals with both aspects
of positioning from this definition: firstly posin the Foundation Programme occupies in the
customer’s mind relative to their needs and segoimdierms of the positioning strategy relative to

their needs.

In terms of the Foundation programme, UKZN is @ only university that offers this route for
students to enter science degrees. It competeswaitty other universities in South Africa, seven of
which were included in this study. The comparisbtU&ZN to other universities in meeting the
target market’'s needs showed that UKZN was ratdtetben all the factors that respondents
consider in the selection of a university. Besitles attributes or factors of a university that the
target market would use to select a university theye other needs, which are in some cases more
basic or personal. These needs are important tdariget market and also considered in their
decision making. Therefore it is important that UINKi& able to meet these needs in order to attract
and satisfy its target market. The needs of thigetamarket are discussed below in order of their
importance to the respondents. The needs are inlks|to the rating of the factors which is the
position UKZN and more specifically the Foundatiprogramme occupies in the minds of the

target market.

The respondents’ most important need was firancial assistancavith a mean score of 4.72.

Majority of the respondents, rated UKZN favourahlyth a mean of 4.44 for théinancial
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assistancefactor. This shows that the majority of the studewiew UKZN as being able to as
satisfy this need for them. However for some thsrstill room for improvement in this area as
there is a gap of .28. Financial assistance isatetacover tuition and accommodation expenses. It
also provides for their basic need for food. Stusiémthe access programme are highly vulnerable
to food insecurity compared to mainstream studédisipsonet al, 2008, p.15 ). The need for
financial assistance is particularly important hés ttarget market. As the results showed many of
them come from homes where there is only one brisadwand thus would be more dependant on
financial assistance from the university. They haxperienced high levels of poverty (Simpsan

al, 2008, p.15), and Science Foundation Programm®8,1p.7). The worry of the financial
uncertainty can have a negative impact on the tangeket (Schafer, 2006, cited in Robotham and
Julian, 2006, p.111). Currently the Foundation Paogne offers a limited number of financial aid
and bursaries which are given to students on adaderarit. However considering the unique
needs of this target market this may not be seffici This could be seen as a weakness of the
programme as students need to see their finaneid taken care of in order to attain the other

attributes of access and success that the programpkasises.

| need the use of laboratoriegas the second important need for the target mavikbeta mean
score of 4.67. The need to use the laboratorikskied to theinfrastructure of the universitwhere
respondents gave UKZN a postive rating with a mafas.50. This meant that for the majority of
the respondents, they were satisfied with the ifeeslthat UKZN has but there is still room for
improvement to reach the ideal position as theeegap of .17. Their study at UKZN would need to
include sufficient time for them to do laboratorgnk to make up for this lack of exposure during
their schooling and helping them feel preparedufurersity studies. During apartheid schools for
blacks were deprived of resources (Fiske and Lafdd6, p.96). The service the Foundation
Programme aims to provide its learners includemgithem necessary skills to do a science degree
part of which is the use of laboratories which nislided in the curriculum. So this need is
acknowledged and provided for in the service dfigriThe Programme also is supported by the
Faculty and university structure (Kioko, 2008) whiallows students to make use of the well-

equipped laboratories and technical staff etc.

| need the university to help me get job experiames the third most important need for the
respondents with a mean score of 4.66. UKZN wasrgi positive rating with a mean of 4.43 for
the factor:studying at the university will lead me to emplogtn®nce again most students seem

satisfied in this area. There is a smaller gap28fwhich indicates that there is still room for
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improvement. The Foundation Programme does not raakespecial provision for this need. This
is where it is needful for the university to havegrammes and initiatives that link up with various
industries and companies that would help graddatdsemployment. Finding good employment is
what this target market is most interested in at ¢éhd of the day. They want to improve their

situations at home and move away from the finarstralggles that they have experienced.

| need the university to make me feel welcarase the fourth important need for the target ntarke
with a mean score of 4.55. Respondents’ need taMeleome is linked to the communication they
receive from the university and the orientationgpaanmes etadCommunication from the university
was given a positive rating with a mean of 4.42alhshowed that majority of the respondents
believed that UKZN is satisfying this need. Thislleasmaller gap of .13 indicates better or closer
performance of UKZN to the ideal. This need is udgld in the service offering as the programme

runs its own orientation programme for the Fouraasitudents.

The fifth most important need wasreer advicewith a mean score of 4.51. This target market
comes from homes where in most cases their panats not able to complete their schooling or
they are living with grandparents. Thus career gig in the home might be very little or no-
existent. Career advice, apart from all the othadéequacies, is also not provided at their schools.
Also because of their financial circumstances Hrget market's access to sources of information
such as the internet is limited and would impacttlve career advice they receive. Thus career
advice when they come to university is very importr this target market. One of the learning
outcomes for the Foundation Programme is for “leegrio have an awareness of career outcomes”
(University of KwaZulu-Natal, 2004b, paragraph Zhis is achieved through the Counselling
component of the Foundation programme. Studentseapdsed to the various career options
available to them. This need can be linked to #utok: quality educatiorwhich respondents rated
positively with a mean of 4.52. Fquality education UKZN exceeded the ideal position in teofns
career advice All the universities exceeded the ideal positiorierms ofquality education Thus
UKZN and the other universities were perceived ¢ontore than satisfactory in this area. This is

part of the supplementary service that supportsohe service.

Accommodation close to the universitgs their sixth most important need with a mearesof
4.46. Distance from home, both near and far, weeonly two factors that were not important to
the respondents. It can be deduced that they pstfging in university accommodation while they

are studying. This could be a result of conditidtheir homes due to their financial circumstances.
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Staying in university accommodation would mean ttiet target market has access to good
facilities and it would save them travelling tinfdhe respondents gave UKZN a positive rating with
a mean of 4.50 for itsfrastructure.Once again UKZN is perceived to be satisfactorthia area.
However it should be remembered that the Foundafiomgramme has a limited number of
residence places that it offers it students. hassufficient for the amount of students that nited

Associated with this need is also the ability ty fm it.

Safety and securitwas the seventh most important need for the resgsdadvith a mean score of
4.41. The respondents gave UKZN a positive ratiith & mean of 4.42 for this factor indicating
that majority of them are satisfied with UKZN conuieag security and UKZN is exceeding
expectations in this area. Focus group participteitghat good security would help them to focus
on their studies. Using Maslow's theory on the dniehy of needs (Kotler and Armstrong, 2008,
p.143), in order for access students to achievhehnigrder educational (self-actualisation) needs
they must first satisfy basic physiological andesaheeds before real learning can occur. Security
is thus important and necessary in providing fag thasic needs of the target market. As the
Foundation Programme is supported by the wideraunity (Kioko, 2008) it makes use of the

security provided by UKZN which covers the studeand all the facilities they use.

The eighth most important need for the respondesaisto be motivated in their studiewith a
mean score of 4.37. Focus group participants lfegt studies at university might be difficult for
them and they may not receive support from theiilias. Rather than just leaving them to ‘swim
on their own’ participants wanted the institutianrhake an effort in motivating them to succeed.
The motivation for the learners can come througlmmunication from the universityhich they
gave UKZN a positive rating with a mean of 4.42 #mdbughquality educatiorwhich they gave a
positive rating with a mean of 4.52. Both thesddatk that UKZN is exceeding expectations in this
area and respondents are satisfied. Quality educatould include the teaching staff who are in
constant contact with the students. However themss to be a balance with motivating the target
market and allowing them to be independent aswhis also important to them. The Foundation
Programme provides for this need through its temrtstaff, the Counselling components and

through motivational talks by past students anddesin the community.
| need mentors to guide nmeas the ninth most important need for the respotsdeith a mean

score of 4.23. The university environment can be aed very different for the target market. They

would be exposed to so many things which could rignidating or overwhelming for them.
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Having mentors to guide them can help ease thsiti@aminto university. Mentors can also be seen
as a role model. The provision of mentors is pérthe quality educationthat the university
provides. UKZN was given a positive rating with aan of 4.52 foguality educationOnce again
UKZN is exceeding expectations in this area. ThEgamme employs senior students as mentors

who also assist with extra help on Friday afterrsoon

The tenth most important need wagplace to buy fooahich had a mean score of 4.20. According
to Maslow’s hierarchy of needs food is a basic niwad needs to be met before higher needs are
met (Kotler and Armstrong, 2008, p.143). Simpsaral. (2008, p.15) in their study found that
students in the access programme were even manerable to food insecurity compared to other
students. This need can be linked to the fad¢tdrastructure of the universitwhere the university
can either have self-catering facilities and/orvision of meals as well as to the factquality of

life while studyingvhich could relate to places outside but neawthieersity where the student can
purchase meals from. UKZN was given a positivengativith means of 4.50 and 4.14 respectively.
These indicate that there is room for UKZN to imy@dn these areas especially as this is a basic
need which should be met to allow students to famugheir studies. This need is particularly
important for access students who struggle to imarand support from families which would help
them take care of this need. UKZN has cafeteriaxampus which students can make use of.
However this might not take care of all their meakds due to the operating times. Its locations
might also not be convenient.

The eleventh most important need vieslth needs to be taken carewoth a mean score of 4.15.
The need for health care falls under the physickdgneed as described by Maslow (Kotler and
Armstrong, 2008, p.143) which should be met befogher needs can be met. Health care can also
be linked to the factorsnfrastructure of the universitgndquality of life while studyingvhich was
rated positively with means of 4.50 and 4.14 retpely. UKZN is meeting expectations in this
area. This includes for example the clinic servimesampus or nearby health care facilities as well
as gym or sporting facilities on campus that allene to keep fit. These facilities need to be gasil
available in terms of location and times so thattdrget market can easily fit in into their scHedu

This need is provided for by the use of the clamcl sporting facilities on campus.
Counselling advicdad a mean score of 4.13. Counselling advice eéglet for personal problems.

Peacock (1995, p.4) in his evaluation of the Fotiodaprogramme found that the “integral

counselling part of the programme has proved tovdmy valuable”. This was also echoed by
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Pavlich, Orkin and Richardson (1995, cited in Eksawd Quayle, 2007, p.74) who stated that for
an effective access programme one must “ensureligedvantaged students are catered for in non-
academic ways (in terms of financial aid, counsglkervices etc.)”. Counselling advice is thus an
important need particularly for this target markgtis need can be linked to the factquality of

life while studyingwere UKZN was rated positively with a mean of 4ihdicating UKZN is
meeting this needLooking at the two factors that are related to ¢heseds UKZN needs to make
more provision in meeting them. The Foundation Rxogne employs its own counsellors so
students go to them for individual counselling.

Some of the needs discussed above form part gbhiigiological and safety needs which are the
more basic needs as described by Maslow in hisaktiry of Needs (Kotler and Armstrong, 2008,
p.143). These needs should be met before the higbkeds, i.e. the social, esteem and self-
actualisation needs can be met. It is crucial th@bagement is aware of them and that these needs
are included in the service offering. If the moessib physiological and safety needs are not met the
higher needs such as learning, completing the degmnel becoming a successful graduate with a
successful career cannot be achieved. Both UKZNthedarget market seek this outcome. This
target market, in particular, because of its bamkgd has many basic needs that should be

considered in the marketing strategy of the Fouodatrogramme.

Although UKZN is positioned in a positive light fanost the needs discussed above there are some
areas where is it is lacking. This is especiallythe area ofinancial assistancevhich had the
biggest gap of .28 especially considering the nemud$ background of the target market as
discussed earlier. Another area for improvemertsesieed to get job experiengap of .23). This
target market is looking for more than the accéss grogramme provides, which is its unique
selling proposition. As was seen in the focus gsoapd the questionnaires this target market has a
great concern about finances and improving theinéngonditions. This related to them getting job
experience which will make them more employablehe® areas of needs that need improvement
are theuse of laboratorieggap.17), theneed for the university to make me feel welc(yap .13)

and theneed for a place to buy fogdap.05).

The needs of the target market as discussed albmveébe looked at in relation to Lovelock’s
concept of the “flower of Service” (Lovelock, 1996341). In this study the main or core service
offering is the education being offered. The nedidsussed above form part of the supplementary

service or the petals which support and add valuké core service offering and the whole learning
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experience for the target market. Lovelock’s cotadign petal applied here includes the need for
career advice, counselling advice, motivation, gaperience and the use of laboratories (Lovelock,
1996, p.341). The hospitality petal (Lovelock, 19p&41) includes the need for mentors, making
one feel welcome, health care, a place to buy faed accommodation close to the university.
Lastly the payment petal (Lovelock, 1996, p.34Xludes the need for financial assistance. So
besides just focusing on the quality educationciaathich is the core service the target market is
looking for more, i.e. ‘the additional extras’ ineir choice of university. For UKZN to stand out
among its competitors it needs to make provisiamfieeting these needs and cannot just rely on
improving the quality of the education offered. UKAlso needs to communicate what it offers in
terms of these needs to help the target markeh@eethey are specifically being catered for. As
seen in the discussion above for all of the ned€ENUneeds to make improvements to improve its
position with this target market. It will help makige service offering of a Foundation programme

more ‘beautiful’ to its target market.

9.5.1 Conclusion for Objective 3
The image the CSA would like its target market &wé of the Foundation programme is one of

success according to the CSA Head (Kioko, 200&hdAigh in its rating on the various attributes

UKZN had mostly positive responses from the respaisl and stands out compared to the other
institutions, it is not completely aligned to thesgiion of where the needs of the target market are
or what attributes they are looking for in a unsigr. There are particular areas such as financial
assistance, getting job experience and using lédrgga where there is a bigger gap between the
respondents’ need and UKZN'’s rating on these factdbhese are important needs of the target
market and unique to them because of their backgkolihese are areas of concern that UKZN
should address. UKZN'’s marketing strategy, parédylfor its Foundation programme in science,

needs to take cognisance of this and re-positseif it

9.6 Objective 4
Identify the perceptions of the target market a@8A’s marketing communication

Objective 4 examined the perceptions of the tamggaket of the CSA’s marketing strategies.
The university wide advertising for UKZN is donerdbgh the television, radio, newspapers,

posters, Central Applications office (CAO) handbookiversity prospectus and other events such

as Open Days, Science Festivals etc. This wouldidecinformation on the various qualifications
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offered which includes the Foundation programmee Tdrget market is aware of UKZN as a
university and more familiar with it than the cortipg institutions. The results showed that there
were more “l don’t know” or no response for theestinstitutions than UKZN in the ratings of the
various institutions included in this study. Thesults also showed that 69% of the respondents
were not aware of any Access Programmes in Scinather Universities. This can be used to the
advantage of UKZN and the CSA to penetrate the etafikst. It shows that the promotion

strategies of other institutions are also not fudlgiching this target market.

The CSA also does it own advertising which mairdpgists of past and current students going out
and doing presentations at disadvantaged schaxse tb their homes during the winter vacation. In
some cases especially with events such a careeratal community events staff members also
conduct presentations at schools. The CSA in audhias employed a marketing assistant to also
do presentations at various schools in KwaZulu-Nathe majority of the respondents, i.e. 66%
were not aware of the Foundation Programme at UKEMNs the marketing communication done
for the access programme is not reaching a largeoption of its target market as the respondents
have indicated. The advertising done by the CSAnmsheen very effective as only 28% of the
respondents were aware of its advertising. Thigcatds that the CSA has not reached much of its

target market.

Many of the respondents are not aware that thesacggtion could help them gain entry into a
science degree. Career guidance provides a goathehfor information to go out to the target
market. As discussed above for this target maHetgéacher was the second most influential person
in their decision-making of which university toettl. The first most influential person was their
parents. Teachers, especially those involved irthieg Maths and Science, can relay this
information to the target market. This career go@awould need to be included with the science
subject matter as part of what the science teadwnsith the learners as a separate session for

career guidance currently does not exist.

For each of the eight suggested forms of advegdisite majority of the respondents agreed that
these were appropriate for the CSA to use in regctiiem. According to the students responses
“sending a staff member to the school” would be niest effective with 84% of the respondents

agreeing. This was closely followed by advertisimg television (83% agreed), showing them

successful graduates (83% agreed), sending CSAergtudfrom their community) to visit the

school and to do a presentation about the accemgammes (82% agreed) and advertising in
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newspapers (81% agreed). Cellphone advertising medsas highly recommended as the other
forms of advertising with 70% of the respondentsaing. Other suggestions, which were not very
significant, included advertising at school, onelagok, on mixit, via email, in a magazine and

organising career guidance.

Majority, i.e. 66%, of the respondents were not rewaf the Foundation Programme at the
University of KwaZulu-Natal. This indicates thatettCSA’'s marketing communication is not
reaching all of its target market. On the otherch68% of the respondents were not aware of any
Access Programmes in Science at other Universifitber. This is positive for UKZN because it

means that their competitors have not infiltratesirttarget market either.

There is not enough awareness of access prograrmmgsneral and in particular the access
programme at UKZN. However the CSA is using an appate strategy, i.e. sending out staff or
students to schools, but this form of marketing gamication isn't reaching a substantial portion
of the target market. Although advertising througlevision had a high response in terms of
appropriateness for the target market this wougtirte be assessed with information on how many
homes actually have television. The same wouldyafgpladvertising in newspapers. Information is
needed on how many of the target market actualxe teccess and read newspapers. With such
financial difficulties it could mean that televisiand newspapers are seen as luxury items. The
most appropriate marketing communication for targét market seems to include people, i.e. staff,
students or successful graduates that come intiactowith them. The target market finds it easier
to relate to university students and trust theiniom. They feel that students would not lie torthe
and therefore seek their opinion. The use of pebpleever is more labour intensive and time
consuming but it helps the target market and pes/ign opportunity for the communication to be

two way, i.e. the target market will also be albl@sk questions.

9.6.1 Conclusion for Objective 4
The findings showed that there is not enough avem®mf access programmes in general and in

particular the access programme at UKZN. HoweverG8A is using an appropriate strategy, i.e.
sending out staff or students to schools. But thisn of advertising isn’t reaching a substantial

portion of the target market.
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9.7 Objective 5
Examine the effect of Financial Aid, or the lac&rdof, on the perceptions of the target market

Objective 5 examined the effect of Financial Aid,tbe lack thereof, on the perceptions of the

target market.

Financial assistance is a real concern for thigetamarket and was one of the top most important
factors in their selection of a university. 92%tloé respondents agreed that this was important to
them. Similarly the focus group participants comdlly mentioned their difficult financial
circumstances and the costs of studying at uniyerSinancial assistance was indeed important to
them. Whilst this aspect is so important for thegéa market only 69% of the respondents rated
UKZN as good and excellent for the factéinancial assistance (loans, bursaries or costeasfst
This shows that UKZN is not fully satisfying thedat market in terms of the financial assistance it

offers. There is room for improvement in this area.

As discussed previously financial assistance feritbundation students at UKZN has changed over
the years. In the initial five years of the progmenall Foundation students were given full
bursaries to cover the costs of their studies asmbramodation. Following this financial aid
packages, which are loans that would need to ke lgegk, were given to all Foundation students
who needed and qualified for it. Subsequently tidas been replaced with a limited number of
financial aid packages which are awarded on academrit. As a result of the limited financial
assistance a number of accepted students deckneftér of a place on the programme whilst
others take a chance and register hoping to fintessort of financial assistance during the year and

sometimes drop out at a later stage when this doematerialise.

According to Peacock (1995, p.4) “the guarantetulbffunding for SFP students has been crucial
in making the programme not only acceptable toesttalbut positively sought-after.” The target
market for the Foundation programme experienceemdreconomic difficulties with shortages of
food, water, housing and transport (Science Foumd&rogramme, 1998, p.7). They are therefore
very dependent on some sort of financial assistemeéudy at university. Also contributing to this

is the fact that no one or only one parent in theskhold is the breadwinner this means that these
students cannot depend on their families for firdrsupport. They come from homes where even

their basic needs are sometimes not met.
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Students from the target market also come fromddesataged schools where they either pay no
fees or a minimal amount of fees. This confirmsebenomic difficulties the target market faces.

In the open ended question only one respondenthfaltUKZN had affordable fees (1 response)
while six felt that it provides financial assistefioans/bursaries to poor students (9 responses).
Once again this shows that UKZN is not outstandinidpe area of financial assistance for the target

market.

9.7.1 Conclusion for Objective 5
Financial assistance is a very important aspecthigrtarget market. It is a factor that they would

definitely use in selecting a university. AlthougiKZN is satisfying this need to a certain degree
there is still room for improvement. There is stllgap between UKZN's rating and the target
market's need. UKZN needs to take cognisance of foe that these students come from

background which cannot support them financially.

9.8 Objective 6
Evaluate the effect of the merger on the perceptadrihe target market

Objective 6 evaluated the effect of the mergeheflniversities of Natal and Durban-Westville on

the perceptions of the target market.

For the majority of the respondents, i.e. 79%, nierger did not affect their decision of which
university to attend. 69% of them were not evenraws the merger between the University of
Natal and the University of Durban Westville. Iretrew comments made by the respondents, the
merger was mostly seen in a positive light, indrepshe standard of education and it was now
more conveniently located. The respondents didmaittion any negative impact as a result of the
merger. The merger would have also taken place whese respondents would have been in

primary school.

Since merger in 2004 the CSA was offered both enRietermaritzburg and Westville campuses.
This is also when the enrolment targets were natgbmet. Prior to the merger the Foundation
programme was only offered on the Pietermaritzlmangpus and the Augmented Programme was
only offered on the Westville campus. There wadigpdifference from the respondents in terms
which campus they would like to study at. 45% o€ ttespondents preferred to study in
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Pietermaritzburg while 40% preferred to study insivdle. It would seem that the merger did not

have any negative influence on the perception ®tainget market. All that has happened is that the
pool of students is now being shared across thepgses for the Foundation programme. Since the
merger the overall enrolment target has increasedhie Foundation Programme and is 310 of

which 120 are for the Pietermaritzburg campus.

9.8.1 Conclusion for Objective 6
The merger did not have a negative influence onpiaeeptions of this target market on their

choice of which university to attend but rather the distribution of the students between the
campuses. Since the merger what has happened thehaool of applicants is being shared across
the two centres of the CSA.

9.9 Objective 7
Critically evaluate the impact of the introductiohthe Augmented programme on the numbers

Objective 7 evaluated the impact of the introductiof the Augmented programme on the

enrolment targets being met.

As the results show, the majority of the resporsleint. 65% were not aware of the Augmented
programme at the University of KwaZulu-Natal. Thesults showed that the majority of the
respondents were not aware of any access progragithes at the University of KwaZulu-Natal or
any other university. These results imply that therketing strategies of the CSA with regards to
the Augmented programme are poor. They are nohiggthe majority of the respondents, i.e. the
65%.

Based on matric results alone the ‘better quatitydents, i.e. the top band of the CSA applicants,
have been put into the Augmented programme. Stadeatranked according to their matric results
and all those meeting the CSA selection criteria finst put into the Augmented programme
starting from the highest marks then the remaingtgdents are placed into the Foundation
Programme. In reference to the enrolment targedpl®t.2 in the literature review, one can see that
the introduction of the Augmented programme, frdd2 did not further exacerbate the problem
of the unmet enrolment targets. When looking atpBrd.2 one can see that since 2004 the

Foundation Programme was already on a downwardndeghd actually increased in 2008.
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From the points mentioned above it can be dedubatl the Augmented Programme has not
affected the enrolment targets of the Foundatimgmme, rather it has affected the “quality” of
students in the Foundation programme. If the AugeetrProgramme was not introduced the

Foundation Programme would be taking in studentis iigher matric scores.

The findings also showed that there is not enowgdreness of access programmes in general and
in particular the access programme at UKZN. The @Sdsing an appropriate strategy, i.e. sending
out staff or students to schools, but this formnadirketing communication isn't reaching a

substantial portion of the target market.

9.9.1 Conclusion for Objective 7
Since the merger what has happened is that thegf@aplicants is being shared across the two

centres of the CSA. The Augmented Programme hasnalsaffected the enrolment targets of the
Foundation Programme, rather it has affected thealfty” of students in the Foundation
programme. If the Augmented Programme was notdoed the Foundation Programme would be

taking in students with higher matric scores.

9.10 Conclusion

Universities, like many other service organisati@me operating in a competitive environment
aiming to attract the best students. It is theefionportant for them to understand how they are
positioned in the minds of their target market.iffwsing is to do with what picture the consumer
has of a product or service (Wallatral,, 2008, p.150).

The aim of this study was to help understand wieyRbundation Programme at the University of
KwaZulu-Natal was not meeting its enrolment targetsrecent years on the Pietermaritzburg
campus. The final outcome of this research was that overall positioning of Foundation
programme is not aligned to the needs of the targeket. They have unique needs that are not
being catered for. UKZN is seen very positively asdbelieved to be offering a quality education
with successful graduates. UKZN was also given higest rating compared to its competing
universities. However there are still gaps betwabrre UKZN is in the mind of its target market
and where their needs are. Infrastructure of tlael@mic facilities, financial assistance and voeatio
were found to be the top three factors of importatacthe target market. The biggest gap was in the
area of financial assistance and this was follolgdnfrastructure of the university. Both these

factors are of particular importance to this targarket because of their disadvantaged background.
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These are the factors that they would use to salegtiversity and a Foundation Programme. The
findings also showed that there is not enough avesm® of access programmes in general and in
particular the access programme at UKZN. The C3#asketing communication isn’t reaching a

substantial portion of the target market. The medié not have any negative effect on the target
market's choice of which university to attend. Heaesince the merger what has happened is that
the pool of applicants is being shared across W ¢entres of the CSA. The Augmented

Programme has also not affected the enrolmentttagjehe Foundation Programme, rather it has
affected the ‘quality’ of students in the Foundatrogramme. If the Augmented Programme was

not introduced the Foundation Programme would kiegain students with higher matric scores.

This chapter provided a detailed discussion ofiti@ings for this study and was structured in order
of the objectives set to answer the research aquesfifhe researcher sought to apply the
triangulation method by bringing together the Atere, findings from Stage 1, i.e. the qualitative
focus groups and findings from Stage 2, i.e. thantjtative research questionnaire in this
discussion. The next chapter includes recommentafar these findings.
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Chapter 10: Recommendations

10.1 Introduction

The aim of this study was to help understand wieyRbhundation Programme at the University of
KwaZulu-Natal was not meeting its enrolment targetsr a 5-year period on the Pietermaritzburg
campus. The final outcome of this research was that overall positioning of Foundation
programme is not aligned to the needs of the targeket. They have unique needs that are not
being catered for. Positioning deals with the pietaf the service offering in the consumer’s mind
(Walker, Mullins and Larreche, 2008, p.150).

The findings identified factors which are importamtthis target market in their selection of which
university to attend. Potential applicants are dawdth a wide range of tertiary institutions and
qualifications to choose from. According to Janetsal. (1999, cited in Maringe, 2006, p.466)
“higher education environments in most developirmurtries have become competitive and
institutions increasingly have to compete for shudén recruitment markets. Although UKZN was
the closest to where the target market’'s needs iwgsgms of these factors there was still room for
them to improve as there was a gap between thigrand the target market's needs. UKZN needs
to exceed the target market's expectations. Acogrdo Engelet al, (1995, p.13), successful
marketing strategies can impact on consumers’ rattin and behaviour if the product or service
offered is designed to meet their needs and exjatsa “Four major psychological factors, i.e.
motivation, perception, learning and beliefs antituates, influence a person’s buying choices
(Kotler and Armstrong, 2004, p.191).

To improve the position of the Foundation Programmethe minds of its target market
recommendations are made in this chapter in tefniseopositioning strategy which includes the
marketing mix. These recommendations are madelpothe CSA and UKZN be more aligned to
where the target market needs are. One of UKZNMaegiic goal is to be the ‘University of choice
for students’ (University of KwaZulu-Natal, 2004ahd this can be achieved for the target market
of the Foundation Programme by aligning their posito the target market's needs. The target
market needs to see UKZN as standing out amongst amiversities in terms of meeting their

unique needs as discussed in earlier chapters.
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10.2 Recommendations in terms of the positioningrsttegy

As can be seen in perceptual maps and value cuesemed in this study UKZN is closest to the
target market needs and ideals in the selecti@uwfiversity. The target market is also most aware
of UKZN in terms of its offerings when comparedtie competing universities. It is not necessary
for the Foundation Programme at UKZN to re-positiself. Repositioning a product refers to ‘a
deliberate decision to significantly alter the vihg market views a product” (Hawkies al.,2007,
p.350). The results showed however that there &mugh awareness of the programme. The CSA
needs to work on improving its current positionhwits target market.

A company can gain competitive advantage by pasiimpitself as “providing superior value either
through lower prices or by providing more benefitet justify higher prices” (Kotler and
Armstrong, 2004, p.259) thus differentiating thenfifrom its competitors.
The CSA can distinguish itself from its competitbss applying some of the following criteria as
advised by Kotler and Armstrong (2004, p.262):

« Affordable:Buyers can afford to pay for the difference.

« CommunicableThe difference is communicable and visible to lbsye

« Important: The difference delivers a highly valued benefitaimet buyers.
In making the Foundation Programme affordable galdrly for this target market, CSA must be
able to offer financial assistance either in themfmf a bursary or loan. This was one of the most
important needs to them. The way UKZN is meeting target market needs should be consistently
communicated to them. Lastly the CSA offers a walpable benefit for this target market. They
want to have successful careers. They need to t&atly reminded that it is possible to achieve

this through the Foundation Programme.

10.3 Positioning Statement for the CSA
The positioning statement or value proposition necended for the CSA:

The Foundation Programme at UKZN offeegzcessto science degrees for students from
disadvantaged schools, with the support of findragaistance. Special focus is given for students
to gain access to and experience within laboragplileraries etc. of the university.

The above words were selected following the gumgsliof what the positioning statement should

include, i.e. the target market, the benefits effieand the price range (Walker and Mullins, 2011,

p.169). The position should match what is importanthe target market and the organisation is
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good at or has (Walker and Mullins , 2011, p.16@nce the company has chosen a position, it
must take strong steps to deliver and communitetel¢sired position to target consumers” (Kotler
and Armstrong, 2004, 267). The company, its sitdfpolicies and image all need to convey a
consistent message which reflects the desired ipos{fvicDonald and Payne, 1996, p.102).

Recommendations for these are discussed belowetatid Armstrong (2004, p.267) advise that a
company must take care to maintain the establiglosition through consistent performance and
communication. The company should also closely toorand adapt the position over time to

match changes in consumers’ needs and competit@tegies (Kotler and Armstrong, 2004,

p.268).

10.4 Recommendation in terms of services mix

“The designing of the marketing mix, i.e. the proglprice, place and promotion, involves working
out the tactical details of the positioning strate@d<otler and Armstrong, 2004, p.267). Kotler and
Armstrong (2004, p.56) state that the marking nsixthie term traditionally used to describe a
specific set of tools available to managers to liegn shape the offer they present to consumers.
According to Payne (1993, p.22) the task of theaganin developing the marketing programme is
to assemble the elements of a marketing mix to rente best match between the internal
capabilities of the company and the external maeketironment. A key issue in the marketing
programme is the recognition that the elementshefrharketing mix are largely controllable by
managers within the organisation and that the niddtees in the external environment are to a
large extent uncontrollable (Payne, 1993, p.22¢oRenendations to improve the positioning of the

Foundation Programme at UKZN have been made instefrthe service mix.

10.4.1 Product

Products, according to Palmer (2011, p.36) and Mo&al., (1998, p.19), are the means by which
organisations seek to satisfy consumer needs. Aluptoin this sense is anything that the
organisation offers to potential customers whichy reatisfy a need, whether it is tangible or
intangible. Recommendations can be made to imptheecore aspect of the service offering
(Lovelock, 1996, p.339) which is the quality edumat offered to Foundation students.
Recommendations can also be made to improve thelsper supplementary services (Lovelock,
1996, p.341) surrounding the core product, i.e.ithgortant factors and the needs of the target
market. By improving the core product and the ‘[gtar supplementary services offered the CSA
will improve the position it occupies in the minafsits target market.
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Employmentis really the ‘bottom-line’ for this target markand is the ‘petal’ in this service

offering. The target market desperately wants #nge the financial plight of themselves and their
family and see getting into successful employmest aa way out of those circumstances.
Employability also shows a concern for long-ternedhdulfiiment and not just the short term

aspects of being a student (Bonnema and Van der 20418, p.319). For this need UKZN needs to
intervene in helping find successful employmenttfus target market. This can be done through
graduate recruitment programmes or through emplaynigat is attached to bursaries. Often
getting into the job market is difficult and it widuhelp the target market if assistance is given in

obtaining their first job. This will also attempt $atisfy the target market'®ed for job experience

Securityor feeling safe is a basic need and is anotheasl’pm this service offering. Abraham
Maslow's in his theory on the Hierarchy of Needstes that basic physiological and safety needs
must first be met in order to achieve the highexdsei.e. social, esteem and self-actualisatiodsee
(Kotler and Armstrong, 2008, p.143). This means kigher needs such as learning can't take place
if the security need is not met. A good place tartstvith to improve this area is by getting
information from the security department on campashelp identify problem areas with the
security. The staff and students of the universiyld also complete simple surveys that to help
identify problem areas. UKZN also needs to asskesstfety if students need to work in the
libraries and computer labs at night, i.e. is tharHicient lighting, cameras and security guawls t
allow students to do this without fear of beingrhad. The safety of the students in and around the
university campus should also be addressed. Ifetla@e common incidents just outside of the
campus this could instil fear into potential apatits about their safety whilst being at univerdity.
order to improve the security the university alseds to maintain strict access control so that

criminals are kept off the campus.

Independentefers to the university allowing the student toib@ependent. Although this target

market would need a lot of support and understanttiey also need to be given room to allow
them to be independent. This can be achieved byriegsthat there is a balance between the
support given and the space they need to learnskédis of being independent. The staff in the

CSA constantly needs to ask themselves if thettddsalance.
Another important factor in the selection of a @mnsity wassport. According to Bonnema and Van

der Walt (2008, p.321) sporting also includes da$pects such as winning, being part of a team,

and meeting people. UKZN needs to ensure thatptasiding sufficient opportunities for students
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to participate in sport. There needs to be a wagesporting activities offered for everyone tadi
something they like. Arranging tournaments can hemfgourage students to participate in the
sporting events. The sporting facilities availatded to be made known to the target market.

Quality of life while studyingefers to the university atmosphere, entertainnm@nbeing with
friends while studying at the same university. Bueroundings and available facilities becomes
important as students will spent a few years ofrthees living in the area (Chapman, 1981,
Coccari and Javalgi, 1995 cited in Veloutsou, 200462). To help give these students a better
quality of life while they are studying at univaysiJKZN needs to provide opportunities where
they will be able to socialise, enjoy the surromgdi and learn or enjoy some performing or visual
form of art. The university’s orientation committsevhere socialising begins but there needs to be
social clubs where they can continue to make fsemdd be with other students. Some students
might prefer clubbing and dancing while others rhigtefer to play board games etc. These clubs
can also offer the tours of outdoor adventures saghiking. Students can also be given the
opportunity to learn how to play musical instrungeat learn about visual art such as painting etc.
All of these options need to be balanced with the theeded for studying as it should take them
away from studying but rather provide a break fam. A maximum of two hours per week would

be sufficient time to enjoy these activities.

This target market have little or wareer advicfrom home as many of the parents or grandparents
could not afford to complete their schooling. Tlaso come from schools where career advice

is offered.Career advices part of the supplementary service (Lovelock9€,%.341) offered by
the CSA, the core being the quality education fersf Career advice is already included in the
Counselling component of the Foundation programiisethe CSA is already addressing this need
no recommendation is made to them. However itdsmamended that the Department of Education
re-evaluate its decision of removing career guidafnom the school syllabus at school level. It
needs to be included as a non-examinable but campubsubject to help learners gain as much

information early on about the career options add.

Counselling advicés needed for personal problems. Peacock (199%,ip.his evaluation of the

Foundation programme found that the “integral cellimgy part of the programme has proved to be
very valuable”. This was also echoed by Pavlictki®and Richardson (1995, cited in Essack and
Quayle, 2007, p.74) who stated that for an effectccess programme one must “ensure that

disadvantaged students are catered for in non-atedeays (in terms of financial aid, counselling
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services etc.)”. Counselling advice is part of tupplementary service (Lovelock, 1996, p.341)
offered to this target market. The CSA is alreadikimg provision for this by having counsellors

that can advise students. CSA needs to assessntithber of counsellors are sufficient to meet the
demands of the students in this area. They alsd teassess if the students able to fit this servic

in with their busy timetable.

The sixth most important need for the respondemtstavbemotivated in their studieddotivating

this target market is part of the supplementaryiser(Lovelock, 1996, p.341) offered to them, i.e.
the additional benefits that add value. To imprthie area firstly the staff need in the Foundation
Programme need to be given training on needs asacstudents. They need to understand why
they need special motivation. Secondly the CSA gah past students and graduates of the
programme to talk to students and share their éxpas and growth. Thirdly the CSA can provide
statistics and stories of students who have sueceéthe message through all of this needs to be
that they too can succeed.

The introduction of the Augmented Programme orPie¢ermaritzburg campus has not affected the
enrolment targets of the Foundation Programmeegrdtthas affected the “quality” of students in
the Foundation programme. If the Augmented Programwas not introduced the Foundation
Programme would be taking in students with highatrio scores. It is recommended that the CSA
in conjunction with the mainstream policy makersvigt the minimum requirements for the
programme. It might be necessary to increase thd bawards, i.e. to be able to select students
with higher matric scores to improve the qualitystifdents in the Foundation Programme.

10.4.2 Price

Price decisions are strategic and tactical and eronthe general level of prices to be charged,
discount structures, terms of payment and the ekenhich price discrimination between different
groups of customers is to take place (Mc@alhl, 1998, p.19). Zeithaml and Bitner (2003, p.25)
state that pricing becomes very complex in serwdesre unit costs needed to calculate prices may
be difficult to determine, and where the custonmegtdiently uses price as a cue to quality. Given
the background of this target market and the firsmntifficulties they experience pricing decisions
has a huge impact on them. This research identiiileghcial assistance as the second most
important factor for this target market in theitestion of a university. This was also the aredhwit
the biggest gap between the target market's neddteair rating of UKZN. It is crucial that the
pricing decisions of the CSA fit in with the neaxghis target market.
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Financial assistance from the university, i.e. Isar bursaries or low cost of feass the second
most important factors to this target market. Asviwus discussion showed this target market has a
background that this marked by financial difficetti(Brown, 2006, p.512, Grayson, 1996, p.993
and Science Foundation Programme, 1998, p.7). ijof these students cannot look to their
families for support in this area. The resultsto$ tstudy showed that majority are living at home
with just one parent and the majority come from Berwhere neither their parents nor guardian
works. There needs to be a two fold approach toesddhis need for this target market. Firstly the
Department of Education needs to make special gimvifor funding for Foundation Programmes
as part of their access policy. They can also pegipecial funding for access programme which
includes bursaries or loans for the students inRbendation programme. Alternatively partial
funding can be given to cover the costs of theystgpwhilst the university assists with the balance
According to De Villers and Steyn (2006, p.36) afethe challenges facing Higher Education
institutions internationally is the pressure frdm tlecrease in public funding. The trend of stuglent
having to pay more out of their own pockets for tlsts of higher education is pointed out by De
Villiers and Steyn (2006, p.38) who also suggest #h scheme is therefore needed to assist the
poor. Thus more help is needed from governmerti@sdre trying to redress this problem in South
Africa but not doing so in a holistic manner. Setlgrthe CSA needs to seek bursaries for access
from various companies. Without financial assistattee Foundation Programme at UKZN is just
an attractive option dangled in front of the targetrket but one that they cannot attain. Pavlich,
Orkin and Richardson (1995, cited in Essack and/{@u2007, p.74) argues that the financial aid is
one of the factors that contribute towards thectiffeness of access programmes and should be
provided for students from disadvantaged backgreufithe CSA needs to move back to the
provision of financial assistance to cover all #ssociated costs with studying in the Foundation
Programme for all its students. The provision official assistance for all students should also be
communicated to the target market.

10.4.3 Place

According to McCollet al. (1998, 20), place decisions refer to the distidyutand the availability

of products in terms of location. This researchvambthat distance from home, both near and far,
were the only two factors that were not importanthte respondents. Thus it can be deduced that

they prefer staying in university accommodationlevtiney are studying.
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Accommodation close to the universitiyother important need for this target market.distance
from home, both near and far, were the only twadiacthat were not important to the respondents
it can be deduced that they prefer staying in usitye accommodation while they are studying.
Also they come from homes that might not be sudétafdr studying because of the financial
difficulties they face. In trying to address thgustices of the past, the Department of Education
needs to cater for access students fully, i.eefims of funding and accommodation for them. They
need to assist UKZN financially so that they carvehaufficient accommodation for access
students. UKZN needs to set aside a specific nurobeaesidence spaces for students in the

Foundation Programme.

Another important need wasplace to buy foodAccording to Maslow’s hierarchy of needs food is
a basic need that needs to be met before highésrage met (Kotler and Armstrong, 2008, p.143).
Simpson, Munro and Quayle (2008, p.15) in theirdgtdound that students in the access
programme were even more vulnerable to food insigcoompared to other students. Students in
the Foundation Programme might not have the tim@épare meals as their timetable is very full.
UKZN needs to provide places to purchase cookeiitious and cheap meals on campus that will

help them fulfil this basic need.

In terms of the need fdrealth careUKZN is providing for this through the campus dligi It needs
to make potential students aware of this provisowrthem.

10.4.4 Promotion

The four elements of promotion include advertisisaes promotion, public relations and personal
selling (McCollet al, 1998, p.19). According to Palmer (2011, p.7) MuaColl et al. (1998, p.20)

the promotion of services often needs to place réicpdar emphasis on increasing the apparent
tangibility of a service. The target market's pgtoen of the CSA’s marketing communication was
one of the objectives set for this study. The tsssthowed that there isn’'t enough awareness of the

Foundation Programme at UKZN.

The results of this study identified various waysadvertising the Foundation Programme. The
CSA needs to have multi-prong approach for its gibileg. Firstly in advertising to the potential

student themselves the CSA should continue to tgsexisting strategy, i.e. continue sending its
staff or students to visit schools and conduct gmtions. Because of lack of access to many
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amenities for the target market this is the best ofareaching them. Having a ‘face’ there helps

make it a two way communication. The target mawkéithave an opportunity to ask questions.

Secondly the advertising should also be directeitds the parents as they are the most influential
in the target market’'s selection of a university. the parents will guide their decision it will pel
them to have background knowledge of the CSA. Roemis the advertising needs to be done in
media that they have access to. Posters espeicidig community would be useful for parents. In
addition to directing the advertising to parentsrfds should also be included as they are inflabnti

in cases where the guardian is the breadwinner.

Thirdly the CSA’s advertising should also be dieetctowards teachers as they are the second most
influencing people in the target market's decismiwhich university to attend. In particular

teachers who teach Mathematics and Sciences néedtémgeted.

In its advertising the CSA needs to make the tanggtket aware of how it is catering for their
important needs, i.e. the factors that are impotimthem in their selection of a university. There
should therefore be a strong focus of the finanassistance, bursaries or loans, given as this is a
very important concern for this target market. Téiget market should also be made aware of the
infrastructure of UKZN and in particular laboratesiand libraries etc. Success stories of graduates
of top companies where they speak about the quaflitge Foundation students who are now their
employees need to be included to help them sesuteess of the Foundation Programme. It would
be helpful if the success stories can be showheas¢hool visits. This would mean that CSA would
need to have portable televisions or laptops amthple projectors to do this. By focusing on the
factors important to this target market in the atisimg the CSA will be able to close the gap
between the target market’s need and their ratihg<@N.

The findings also showed that the target marketware of UKZN as a university and is more
familiar with it than the competing institutionshdre were more ‘I don't know’ responses for the
other institutions than UKZN. The advertising ddoethe CSA at UKZN should be focused on the
KwaZulu province. The target market in KZN views P as the top university. It needs to

maintain this image in their minds.

The target market did not know about access progwesrat other universities. This can be used to

the advantage of UKZN and the CSA to penetratartheket first. The majority of the respondents
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were also not aware of the Foundation ProgrammékatN. They are not aware that the access
option could help them gain entry into a sciencgrele. This means that the advertising strategies
of the CSA are not being very effective. The CSAdw®to create more awareness about the
Foundation Programme especially in KwaZulu-Natdie Existing advertising which is focused on
reaching schools is only reaching a small amountheftarget market. To improve the awareness
more people will need to be employed to visit s¢.06his would need to be a full time job for at
least two marketing assistants as there are enofiglechools to reach in KZN. In addition the
student recruitment programme needs to be expafidezmotional material provided to potential
students must have clear and concise informatioreliation to the courses available, the entry
requirements and the availability of specialist gpeanmes” Joseph and Joseph (1998, p.95).
Training and guidance should also be given to stisdend staff who conduct presentations about

the Foundation Programme.

Although the majority of the respondents agreedt thdvertising through television was

appropriate, it first needs to be established hamyrnof them actually have access to television.
They also agreed that advertising in newspapersapasopriate. Information is needed on how
many actually have access to and read newspapgerse Torms of advertising would be especially

appropriate in targeting the parents.

Lastly it is also recommended that the DepartméiiEducation staff also assists in promoting the

Foundation programme as this is an area that theeyrging to address. This can be done by them
sending promotional materials about the Foundatimgrammes to their schools. They can also
inform teachers and learners about this optionuilindhe subject advisors that goes out to schools.
The Department of Education also needs to re-tgsiolicy on career guidance in schools. Schools
and especially those within this target market hiittde or no career guidance. Career guidance
needs to be included as a non-examinable but camgusubject to help learners gain as much

information early on about the career options adé!.

The merging of the Universities of KwaZulu-Natadaburban Westville did not have a major or a

negative impact on the target market. However vitzat happened is that the pool of students is
now being shared across campus for the Foundatmgrgmme. As the overall enrolment targets

for the CSA have increased the advertising effals® need to increase to attract a larger pool of
students.
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Reputation of the institutiowas another important factor in their selectionaofiniversity. The
reputation of the institution speaks of the perfance of the institution, quality, history, legitioya
staff and its general management. Beside just ofiiat all the efforts made at UKZN helps the
target market see that it has a good reputationZNJkeeds to continually send out positive
information and messages about itself. Otherwisg thill be relying on the negative publicity it
gets. Addressing issues of crime, staff and studmisfaction can also help create a good
reputation and avoid negative publicity. The usecessful graduates who are able to speak
positively of UKZN can be used in the various forofisnedia. Top companies who speak highly of
UKZN'’s graduates can also be used in the varioudiangsed for advertising to help create a good

reputation.

Besides just informing the target market of theeascprogramme and of UKZN they need to get
specific information about theareers and qualification®ffered at UKZN. They are not just
interested in being a university student or getduny qualification. They are sure of what they tvan
to study. They need to be made aware through th&® C&lvertising that the qualification they
want to do is offered at UKZN and that the Fourmaprogramme provides a route for them to get
there. There is also a particular need to incréaseumber of mathematics and science graduates
in South Africa (Department of Education, 2001,2p.5cott, Yield and Hendry, 2007, p.11 and
Steyn and Maree, 2002, p.47). This should be fadtor, in the information given about the careers
and qualifications offered.

The CSA should also aim to be the “quality leader'positioning strategy suggested by Kosnik

(1989 cited in McDonald and Payne, 1996, p.102)ctvimeans that they offer “the most reliable

products/services” (Kosnik, 1989 cited in McDonall Payne, 1996, p.102). This can be achieved
by making the target market aware of its succesgfatiuates. The Foundation Programme at
UKZN should be the place, in their minds, that thmftieve would give them the best quality

education to achieve their career godlsaduatesrefer to the respondents seeing successful
graduates of the university, i.e. they have comaplaheir qualifications and are employed in good
careers. Having successful graduates can be a#treand achievement of an institution which can

separate itself from others. This is important ftg positioning and can help create the

“distinctiveness” (McDonald and Payne, 1996, p.®Teeds for a service. There is also a need in
South Africa to increase the number of science s (Scott, Yield and Hendry, 2007, p.11,

National Assessment of Educational Progress, 206H én Jordanet al., 2006, p.153 and

Department of Education, 2001, p.12). Graduates m@tyhave the time to even be partially
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involved in the CSA’s advertising initiatives butwill help the target market if they could see
examples of students that have gone through thexdation Programme and are in successful
careers. Their ‘stories’ could be recorded and shawthe target market when a student or staff
goes out to visit schools. As many of the schoatk lequipment the advertising initiatives need to
include portable television sets for them to vidigt The stories of successful graduates can &so b
included in the advertising materials. The uniugtsi Alumni Office can also assist by proving
information on the Foundation graduates. Postesiofessful graduates can also be put up in their
community to help motivate the target market. Als® use of “testimonials of employers can attest
to the quality of graduates” (Joseph and Jose®8,1295).

The ratings given by the Department of Educatiod ather leading education organisations to
UKZN and the Foundation Programmes compared tagfénstitutions should be made known to

the target market for them to be aware of the yuafieducation being offered.

Positive feedback from students attending thatearsity is important as the target market might
find it easier to relate to them. They are alreaxyeriencing the journey that a prospective student
is contemplating. This feedback is considered aslwb mouth advertising and can create positive
or negative opinions about the Foundation PrograratridkKZN. As the target market trusts this
form of advertising it must be taken advantageTofimprove this area UKZN needs to ensure that
its students are satisfied with the quality of s@rthey are receiving. If they feel good about the
university they will make positive comments abdufThe students that conduct presentations for
the CSA also needs to be given training about hadwehat they say to the target market.

10.4.5 People

According to Palmer (2011, p.37) and McCellal. (1998, p.20), for most services, people are a
vital element of the marketing mix. Zeithaml andrgr (2003, p.321) state that to build customer-
orientated, service-minded workforce, an orgarosamust hire the right people, develop people to
deliver service quality, provide the needed suppgstems and retain the best people. People affect
the quality education offered to this target maiked the communication from the university both

of which are factors of importance in their seleatof a university.
Quality educationwas the fifth most important factor in choosingraversity for the respondents.

This also includes the quality of the teachingfsi@ktting a quality education is the main reason

why students attend a university and is the copeasof the service offering (Lovelock, 1996,
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p.339). As people are a vital element of the mamgahix and affect the quality of service received
(Palmer, 2011, p.37 and McCadlt al, 1998, p.20) the teaching staff play an importafg in the
core service. The CSA needs to ensure that it graplee best people in terms of qualifications,
experience and demeanour. They should also ersairstaff teaching the Foundation students are
aware of their backgrounds and specific needs. écheation offered in Foundation Programme
should be continually assessed to ensure thatildsessing the needs of the students and that it i
of a high quality. The quality of the teaching taduld be measured in a number of ways such as
ratings given by external bodies which consideeirthualifications and research and publications

and evaluations by current students and graduates.

| need mentors to guide m&s an important need for the respondents. Theersiiy environment
can be new and very different for the target markéey would be exposed to so many things
which could be intimidating or overwhelming for theHaving mentors to guide them can help
ease the transition into university. Mentors ard pathe supplementary service (Lovelock, 1996,
p.341) offered to them, i.e. the additional besefiiat add value. To improve this area the CSA can
employ past or senior students as mentors for do@dration students. They would need to be given
training so that they provide the correct inforroatiand advice to the target market. The right
people must be employed for this task so that thake a positive impact and also add to the
quality of service being offered. The students #ihdwe informed of the availability of the mentors

and encouraged to seek them for assistance.

UKZN needs to put measures in place to assessfrbitt line staff are communicating with
prospective students in a professional manner. ddnisbe done by getting prospective students to
complete surveys on their experience. A rewardesydor staff who excel in this area can help
motivate them to improve their communication withdents. By addressing these areas it will help

satisfy the target marketieeed to feel welcomed

10.4.6 Physical Evidence

Physical evidence refers to the environments ircvithe service is delivered and where the firm
and customer interact, and any tangible comporteatsfacilitate performance or communication
of the service (Zeithaml and Bitner, 2003, p.23)eTphysical evidence in this study refers to the
communication from the university and the infrastame of the university. These are important
factors to the target market. Improvements heré lvdilp make the service more tangible to the

target market.
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Infrastructure of the university, i.e. facilities.ge library, laboratories, computer labs,
accommodation etavas the top most important factor for this tampeirket. This target market has
experienced an education with little or no expostardibraries, laboratories, computer labs etc
(Grayson, 1996, p.993, Fiske and Ladd, 2006, prab Boekhorst, 2004, p. 67). This need is
therefore of particular importance to them. Addiregsand improving this need can have huge
financial implications for UKZN. It might not be oessary to spend large amounts of money in this
area by making major changes but to assess theitefa to see if they are modern, have up-to-
date technology and provide value for money spemt could require smaller changes to be made.
UKZN would also need to assess if these facilitiess properly maintained as this will impact its
beauty and the target market’s perception of themaother recommendation is for UKZN to assess
the availability of these facilities especially fitre Foundation students. They might require more
time in laboratories and libraries. For exampleegthe library operating hours fit in with the
Foundation students’ time or does the universityehaufficient accommodation for Foundation
students. Infrastructure of the university is aldwre this service can be made more tangible gor it
effective positioning (Blankson and Kalafatis, 1999109). The customers or target market can
actually see the library and laboratories etc.tgsravides the physical evidence of the service
(Zeithaml and Bitner, 2003, p.25). Thus the quabfy UKZN'’s infrastructure should also be
communicated to the target market with visual regntation to help change any negative

perceptions.

Communicationis through written information such as postersboochures or other forms of
advertising. Training and guidance needs to bengiwestaff who are responsible for sending
written communication to the target market to eaghat professionalism is maintained in all these

materials.

10.4.7 Process

Process decisions affect how the service is delivéo consumers. Process refers to the actual
procedures, mechanisms, and flow of activities ctv the service is delivered (Zeithaml and
Bitner, 2003, p.25). The target market's need fier university to make them feel welcome and to
help them get job experience have implicationdefgrocess decisions made to deliver the service.
By making these improvements in the services migsahix for the Foundation Programme the
positioning strategy of the CSA will be strengtheétte occupy a better image in the minds of its

target market.
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10.5 Conclusion

This chapter included recommendations to improeepgbsition of the Foundation Programme in
the minds of its target market. Recommendationsewsade for the CSA management, UKZN
policy makers and the Department of Education. Bking these improvements the target market
can achieve the CSA'’s desired image of succesk@Kia008). The next chapter deals with the

limitations of this study and recommendations fdufe research.
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Chapter 11: Limitations and Recommendations for Futire Research

11.1 Introduction

The limitations that were experience in this stady discussed in this chapter. Following this some

recommendations for future research are made.

11.2 Limitations
Although this research was planned, conducted aatysed to the best of the researcher’s ability
there are still limitations within this study. Nesearch, no matter how good it is, is perfect. An

important part of any reputable research is to askedge this fact.

Not all the sampled schools participated in thedwtuSome were very busy and declined to
participate. There was a 77% response rate fronsdhgpled schools. However 520 respondents
completed the questionnaire and this was moredldaquate according to the results of the sample

calculator.

The nature of the disadvantaged schools meanttteanajority of them did not have facilities such
as telephone, email and faxes. This made it diffitn communicate with them and obtain the
required permission for this study which also cduseme delays in the process. Studies of similar
nature should make provision for personal visitd&se schools. This will be more time consuming
and costly but the best way to interact with thigegamarket.

The questionnaire might have been too long fordspondents. Some questions were incomplete.
Although the researcher had requested ample timaéorespondents to complete the questionnaire
they might have been tired with all the questionifige unanswered questions were mainly in the
ratings of the competing universities and it is gilole that the respondents might have left this

blank because they had no or very little knowledfyem.

It was also possible that there might have beesilpiesbias in the answering of the questions as
UKZN was rated higher than the other institutioligs possible that the respondents might have
thought they would benefit by giving UKZN a favobla response in terms of bursaries. However

the researcher had followed all ethical requiremdat this study which included explaining the
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value of honest answers from the participants. @henymity of the respondents were also
explained and protected.

Even with the above mentioned limitations, the aesleer does not believe that these would detract

from the value that this research adds.

11.3 Recommendations for Future Research

Due to time constraints and the enormity of thiglgtthe sample was restricted to disadvantaged
schools in KwaZulu-Natal. The students from the rietation Programme are mostly from this
province. However it would be interesting to extenid study to see if there is a similar pattern in

the responses from the other provinces.

As parents are the most influential in the targerkat’'s decision of which university to attend,
future research can include finding out what thayehaccess to, e.g. television, radio, newspapers
and internet. It would also be useful to condustievey to find out what the parents perceptions of

the Foundation Programme at UKZN are.

As teachers are very influential to this target ket would be helpful to find out how many of
them are aware of the Foundation Progamme and ffeireptions of it. This research will
strengthen the promotion strategies of the CSA.

Future research can also include finding out wheg target market has access to for e.g.
Newspaper, radio, television, cellphone and intefReminders about the access programme could

be advertised through these channels.

An additional aspect for future research couldudel obtaining information of access programmes
at other universities from the Department of Ediocat This information will help view the

competition, side by side, in terms of what theyenhéo offer to the target market. Comparison
between other institutions can include looking &ew they started, how do they fare in terms of
enrolment targets, are their entry requirementemint and what do they offer in terms of financial

assistance. This study looked at the competitiomfthe perspective of the target market.
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11.4 Conclusion

The response rates, the poor communication withstith®ols and the number of questions were
limitations experienced in this study. Recommerwtegtifor future research included extending the
sample to other provinces, gathering more inforomafrom parents and teachers who are most
influential for this target market, finding out whzhannels of media the target market has access to

and obtaining research on the competing univessitiel comparing them side by side.
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Location of Selected Secondary Schools
in KwaZulu-Natal
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<
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y
/'\ (h
Centre for Science Access " i

(BSc4 and Science Foundation programmes) U NIVE RS'TY OF
KWAZULU-NATAL

9™ September 2008
Dear Yvette,

Re: Masters Research

I'd like to inform you that you have full permission to conduct the research described in your request,
and offer any assistance possible to help you in carrying out the study (e.g. interviews, documents,
etc).

I'll be very keen to see the results of the study and any recommendations, and we'll hopefully pick up
a few tips to help us with recruitment and planning for CSA programmes.

Kind Regards

=

J./Kioko
Head, Centre for Science Access

Centre for Science Access
Postal Address: Private Bag X01, Scottsville, 3209, South Africa

Telephone: +27 (0)33 260 5695 Fax: +27 (0)33 260 6289 Email; csa@ukzn.ac.za Website: www.ukzn.ac.za/csa

Founding Campuses: Bl Edgewood Howard College Medical School  HEM Pietermaritzburg I \Westville
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Tel: 033 341 8610

PROVINCE OF KWAZULU-NATAL Fax: 033 341 8612
ISIFUNDAZWE SAKWAZULU-NATALI Private Bag X9137
Pietermaritzburg
DEPARTMENT OF EDUCATION 3200
UMNYANGO WEMFUNDO
228 Pietermaritz Street
PIETERMARITZBURG
INHLOKOHOVISI PIETERMARITZBURG HEAD OFFICE
Imibuzo: Reference: Date:
Enquiries: Sibusiso Alwar Inkomba: 0064/2008 Usuku: 03 December 2008
Ms Y. Chetty
P. O Box 100369
Scottsville
3200

RESEARCH PROPOSAL: AN INVERSTIGATION INTO WHY THE SCIENCE FOUNDATION
PROGRAMME IS NOT ATTRACTING SUFFICIENT APPLICANTS TO MEET ITS ENROLMENT
TARGETS

Your application to conduct the above-mentioned research in schools in the attached list has been
approved subject to the following conditions:

i Principals, educators and learners are under no obligation to assist you in your
investigation.
2 Principals, educators, learners and schools should not be identifiable in any way from the

results of the investigation.
3. You make all the arrangements concerning your investigation.
4. Educator programmes are not to be interrupted.
5. The investigation is to be conducted from 08 December2008 to 08 December 2009.

6. Should you wish to extend the period of your survey at the school(s) please contact Mr
Sibusiso Alwar at the contact numbers above.

8 A photocopy of this letter is submitted to the principal of the school where the intended
research is to be conducted.

8. Your research will be limited to the schools submitted.

9 A brief summary of the content, findings and recommendations is provided to the Director:
Resource Planning.

RESOURCES PLANNING DIRECTORATE: RESEARCH UNIT
Office No. G25, 188 Pietermaritz Street, PIETERMARITZBURG, 3201 217
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The Department receives a copy of the completed report/dissertation/thesis addressed to
The Director: Resource Planning

Private Bag X9137

Pietermaritzburg

3200

We wish you success in your research.

Kind regards

A -

R. Cassius Lubisi (PhD)
Superintendent-General

RESOURCES PLANNING DIRECTORATE: RESEARCH UNIT
Office No. G25, 188 Pietermaritz Street, PIETERMARITZBURG, 3201
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Tel: 033 341 8610

PROVINCE OF KWAZULU-NATAL Fax: 033 341 8612
ISIFUNDAZWE SAKWAZULU-NATALI Private Bag X9137
Pietermaritzburg
DEPARTMENT OF EDUCATION 3200
UMNYANGO WEMFUNDO ’
228 Pietermaritz Street
PIETERMARITZBURG
INHLOKOHOVISI PIETERMARITZBURG HEAD OFFICE
Imibuzo: Reference: Date:
Enquiries: Sibusiso Alwar Inkomba: 0064/2008 Usuku: 03 December 2008
Ms Y Chetty
P. O Box 100369
Scottsville
3200

LIST OF SCHOOLS

Albini High School

Dondotha High School

Esethu High School

Isadlwana High School
Khandimfundo Secondary School
Khula High School
Kwantashana Public School
Laduma High School

. Majiya Secondary School
10.Mangamu High School
11.Maghikizana High School
12.Magoga High School
13.Mdonswa High School
14.Mkhombisi High School
15.Mphelandaba Secondary School
16.Mthende High School
17.Mthunziwoxolo Secondary School
18.Ndimande High School
19.Ndlovana High School
20.Ngebhuzana High School
21.Ngono Secondary School
22.Nsabekhuluma High School
23.Nsalamanga High School

24 Potshini High School

K00 SNPGRS G I o

RESOURCES PLANNING DIRECTORATE: RESEARCH UNIT
Office No. G25, 188 Pietermaritz Street, PIETERMARITZBURG, 3201

219



Appendix C

25.Sibhamu High School

26. Sikhuthele High School
27.Simangele Secondary School
28.Siphephele Secondary School
29. Siphosethu High School

30. Siyanda Secondary School

Kind regards

R Cassius Lubisi, (PhD)
Superintendent-General

RESOURCES PLANNING DIRECTORATE: RESEARCH UNIT ”
Office No. G25, 188 Pietermaritz Street, PIETERMARITZBURG, 3201 220
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Tel: 033 341 8610

PROVINCE OF KWAZULU-NATAL Fax: 033 341 8612
ISIFUNDAZWE SAKWAZULU-NATALI Private Bag X9137
Pietermaritzburg
DEPARTMENT OF EDUCATION 3200
UMNYANGO WEMFUNDO ) )
228 Pietermaritz Street
PIETERMARITZBURG
INHLOKOHOVISI PIETERMARITZBURG HEAD OFFICE
Imibuzo: Reference: Date:
Enquiries: Sibusiso Alwar Inkomba: 0064/2008 Usuku: 03 December 2008
Ms Y. Chetty
P. O Box 100369
Scottsville
3200

PERMISSION TO INTERVIEW LEARNERS AND EDUCATORS
The above matter refers.

Permission is hereby granted to interview Departmental Officials, learners and educators in
selected schools of the Province of KwaZulu-Natal subject to the following conditions:

You make all the arrangements concerning your interviews.

Educators’ and work programmes are not interrupted.

Interviews are not conducted during the time of writing examinations in schools.

Learners, educators and schools and other Departmental Officials are not
identifiable in any way from the results of the interviews.

Your interviews are limited only to targeted schools.

A brief summary of the interview content, findings and recommendations is
provided to my office.

A copy of this letter is submitted to District Managers and principals of schools or
heads of section where the intended interviews are to be conducted.

e

oo

-

The KZN Department of education fully supports your commitment to research: An
investigation into why the Science Foundation Programme is not attracting sufficient
application to meet its enrolment targets

It is hoped that you will find the above in order.

Best Wishes

\

LA

R Cassius Lubisi, (PhD)
Superintendent-General

RESOURCES PLANNING DIRECTORATE: RESEARCH UNIT
Office No. G25, 188 Pietermaritz Street, PIETERMARITZBURG, 3201 221
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Tel: 033 341 8610
PROVINCE OF KWAZULU-NATAL Fax: 033 341 8612
ISIFUNDAZWE SAKWAZULU-NATALI Private Bag X9137
Pietermarizburg
DEPARTMENT OF EDUCATION 5200
UMNYANGO WEMFUNDOQ , )
228 Pietermaritz Street
PIETERMARITZBURG

INHLOKOHOVISI PIETERMARITZBURG HEAD QFFICE
Reference: Date: .
Enquiries: Sibusiso Alwar Inkomba: 0064/2008 Usuku: 23 March 2009

TO WHOM IT MAY CONCERN:

This serve to inform you that Y Chetty has been given permission to further his/her study
in the following schools:

Georgstown Secondary School
KwaPata Secondary School
Phayiphini Secondary School
Copesville Secondary School
ZamaZulu Secondary School

O P IR =

Kind regards

RESOURCES PLANNING DIRECTORATE: RESEARCH UNIT -
Office No. G25, 188 Pietermaritz Street, PIETERMARITZBURG, 3201
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B KWAZULU-NATAL

(e INYUVESI
PPN, YAKWAZULU-NATALI

23 November 2012

Ms Yvette Chetty 201507273
School of Management, IT & Governance
Pietermaritzburg Campus

Dear Ms Chetty

Protocol reference number: HS5/0264/09M
New project title: A Positioning Theory Perspective on Enrolment Targets: The Case of UKZN’s Foundation Programme

Approval and change of dissertation title
[ wish to confirm that ethical clearance has been granted full approval for the above mentioned project:

Any alteration/s to the approved research protocol i.e. Questionnaire/interview Schedule, informed Consent Form, Title of the Project,
Location of the Study, Research Approach/Methods must be reviewed and approved through an amendment /modification prior to its
implementation. In case you have further queries, please quote the above reference number. Please note: Research data should be
securely stored in the school/department for a period of 5 years

Best wishes for the successful completion of your research protocol.

Yours faithfully

Professor Steven Comngs (Chair

cc Supervisor Professor D Vigar-Ellis
cc Academic leader Professor KK Govender
cc School Admin. Ms D Cunynghame

Professor S Collings (Chair)
Humanities & Social Sc Research Ethics Committee
Westville Campus, Govan Mbeki Bullding
Postal Address; Private Bag X54001, Durban, 4000, South Africa
Telephone: +27 (031 260 3587/8350 Facsimile: +27 {0)31 260 4609 Emall: imbap@ukzn.ac.za / snymanm@ukzn.ac.za

Founding Campuses: =8 Edgewood mm Howard College “xt Medical School ma Pietermaritzburg m Westville
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University of KwaZulu-Natal
School of Management
Informed Consent Document

I, Yvette Chetty, am a student currently registered for the Masters in Commerce Degree
on the Pietermaritzburg campus of the University of KwaZulu-Natal (UKZN). A
requirement for the degree is a dissertation and | have chosen the following topic:

An investigation into why the Foundation Programme at UKZN is not
attracting sufficient applicants to meet its enrolment targets on the
Pietermaritzburg campus.

Please note that that this investigation is being conducted in my personal capacity. | can
be reached on chettyy@ukzn.ac.za or 033-260 6116 or 0837993738

My academic supervisor is Professor Debbie Vigar-Ellis, based in the School of
Management on the Pietermaritzburg campus of the University of KwaZulu-Natal. She
can be contacted on Vigard@ukzn.ac.za or 033 2605899.

The purpose of this research is to investigate why the Centre for Science Access (CSA)
at UKZN is not attracting sufficient applicants to meet its enrolment targets for the
Foundation programme on the Pietermaritzburg campus. Please note that the name of
your school or the participants will not be included in the report as only the summary will
be included. The anonymity and confidentiality of your school and the participants is of
utmost importance and will be maintained throughout the study.

Your participation in the focus group interview is completely voluntary and you are in no
way forced to participate. You have the right to withdraw at any time during the study.

| appreciate the time and effort it would take to participate in this study. | would be very
grateful for your participation, as it would enable me to complete my dissertation and
degree.

Please complete the section below:

e (Full names of participant) from
............................................................... (name of school) hereby confirm that |
understand the contents of this document and the nature of the research project, and |
consent to the above mentioned school participating in the research project.

| understand that | am at liberty to withdraw from the project at any time, should | so
desire.
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University of KwaZulu-Natal
School of Management
Informed Consent Document

I, Yvette Chetty, am a student currently registered for the Masters in Commerce Degree on the
Pietermaritzburg campus of the University of KwaZulu-Natal (UKZN). A requirement for the
degree is a dissertation and | have chosen the following topic:

An _investigation into why the Foundation Programme at UKZN is not attracting sufficient
applicants to meet its enrolment targets on the Pietermaritzburg campus.

Please note that that this investigation is being conducted in my personal capacity. | can be
reached on chettyy@ukzn.ac.za or 033-260 6116 or 0837993738.

My academic supervisor is Professor Debbie Vigar-Ellis, based in the School of Management on
the Pietermaritzburg campus of the University of KwaZulu-Natal. She can be contacted on
Vigard@ukzn.ac.za or 033 2605899.

The purpose of this research is to investigate why the Centre for Science Access (CSA) at
UKZN is not attracting sufficient applicants to meet its enrolment targets for the Foundation
programme on the Pietermaritzburg campus. Please note that your name or the name of your
school will not be included in the report as only the summary of this research will be included.
The anonymity and confidentiality of yourself and your school is of utmost importance and will be
maintained throughout the study.

Your participation in the questionnaire is completely voluntary and you are in no way forced to
participate. You have the right to withdraw at any time during the study.

| appreciate the time and effort it would take to participate in this study. | would be very grateful
for your participation, as it would enable me to complete my dissertation and degree.

Please complete the section below:

PP (Full names of participant) from
............................................................... (name of school) hereby confirm that |
understand the contents of this document and the nature of the research project, and | consent
to myself participating in the research project. | understand that | am at liberty to withdraw from
the project at any time, should | so desire.

Signature of PartiCipant.............ooviiiiiii e Date ..ccooevvvviennnnnnn.

To be completed by parent/guardian
L (Full names of parent/guardian) hereby
confirm that | understand the contents of this document and the nature of the research project,

and | consent to my child participating in the research project. | understand that s/he is at liberty
to withdraw from the project at any time, should s/he so desire.

Signature of Parent/Guardian. ..o, Date........coevivinne.
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Appendix G

Interview Questions for Focus Groups

1. This is an exciting stage in your life as you are now at the end of your schooling and you have

many dreams about your future. How many of you would like to attend university after

completing school?

2. Who would you say influences your decision about attending university?

Probes:

Parents
Friends
Teachers
Siblings

Other relatives

3. What are some of the things that influence your decision about which university to attend?

Probes:

Costs

Financial aid — do you know that there are limited amount of financial aid packages
available? What effect does this have?

Location

Leading to employment, future career prospects

Reputation of the university

Institution’s infrastructure — library facilities, classroom, computer labs, campus security
campus accommodation

Campus atmosphere

Quality of teaching staff

Quality of life during studies

Course content

Type of course you want to do

Sporting

Institution’s effort to communicate with students: written information, campus Visits,
recruitment & admissions

Access to university/ degree
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4. Is there something else that you are considering doing besides going to university? (What are

the other things that compete with your decision about attending university?)

5. What are some of your important needs that you think should be considered in an access

programme?

6. What are the important factors that you look for at in an access programme and university?

Probes:

Costs

Financial aid

Location

Leading to employment, future career prospects

Reputation of the university

Institution’s infrastructure — library facilities, classroom, computer labs, campus security
campus accommodation

Campus atmosphere

Quality of teaching staff

Quality of life during studies

Course content

Type of course you want to do

Sporting

Institution’s effort to communicate with students: written information, campus Visits,

recruitment & admissions

7. The Foundation Programmes at UKZN are offered in Pmb and Dbn. Which would you like to

study at and why?

8. What are your opinions about UKZN?

9. Is there any reason that you would not want to study at UKZN?
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10. What do you think about the Foundation Programme (in science) at UKZN?

11. What do you think about the Foundation Programme at UKZN compared to other

institutions?

12. Which are the other institutions that you would consider attending?

13. Are you aware of any advertising that the Centre for Science Access (CSA) does?

14. The CSA uses ex and current students to visit schools and advertise the programmes. What do
you think about this?

15. Do you think there is a more appropriate way to advertise the programme?

16. The University of Natal and University of Durban Westville merged to form one institution —
UKZN. What you do think about this merger?

17. How do you view the new UKZN?
18. Has the merger affected your decision about which university to attend?
19. The CSA also offers another access programme which is the Augmented Programme Have

you heard of it?

20. What are you opinions about the Augmented Programme?

21. How do you view the Augmented Programme compared to the Foundation Programme?
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Questionnaire: Stage 2 Research

Appendix H

Instructions to Respondents:

e Please answer honesty.

e There are no incorrect answers. It is your personal views that we are interested in.

e Please ensure that you answer the entire questionnaire.
e | truly value your participation. Thank you for taking the time to complete this questionnaire.

Section A: Biographical Information:
Please tick (v') the appropriate answer

| Female | [Male [ @ |
2. Age: |
16 years old @ 18 years old @ | Other (please specify) © |
17 yearsold | o 19 years old @
3. Home Language: |
IsiZulu @ | English ©
Isixhosa | @ | Other (please specify) ®

4. Living Arrangements

| live with one of my parents @

| live with my grandparent(s)

@

| live with both my parents @

| live with my guardian

®

I live with my relatives ®

Other (please specify)

©

5. Breadwinners

Both my parents are working | ®

Only my mother is working

@)

My grandparent(s) whom | live with works

®)

Neither my parents nor guardian works

©)

Only my father is working @
My guardian is working ®
Section B

For each of the following questions and statements please tick (v') the appropriate answer

1. Would you like to attend university after completing school?

[Yes [o |

EX

| No

2. In choosing a university, please indicate the level of importance of each factor influencing which
university you attend. Tick (v) the level of importance

1. Not at all
Important

2. Not very
important

3.Neutral

4.lmportant

5. Very
Important

Communication from the university

(i.e. through written information such as posters or
brochures or presentations by a university staff or
other forms of advertising)

Financial Assistance from the university (loans or
bursaries or low cost of fees)

Reputation of the institution

The university offers the career and qualification |
want to study

Studying at that university will lead me to employment

Positive feedback from university students attending
that university

The university is near my home

O|IN| O (O] M (W] N

The university is far away from my home

Rk P R R (R R

NN N (NN NN

WIW| W W W (W w

AiA| D [ DM N

oo o o g (o O

Quality of life while studying (university atmosphere,
entertainment or being with friends studying at the
same university)

[N

N

w

S

(&)]

10

Security

11

Quality education (includes quality of teaching staff)

12

Sports

13

Infrastructure of the university (facilities e.g. library,
laboratories, computer labs, accommodation etc.)

14

Seeing successful graduates of the university

15

The university will allow me to be independent

Rk P Rk~

NIN| N (N[N N

WlW| W [ Ww|lw

A D ||

oo o ja|ja|ao
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3. Please indicate the level of importance of these needs considering an access programme and university
Please tick (v') the appropriate answer for each need

1. Not atall | 2. Not very 3.Neutral 4.Important 5. Very
Important important Important
1 | I need the university to make me feel welcome 1 2 3 4 5
2 | need financial assistance from the university (i.e. 1 2 3 4 5
loan or bursary)
3 | I need the use of laboratories at the university 1 2 3 4 5
4 | I need to be motivated in my studies 1 2 3 4 5
5 | I need the university to help me get job experience 1 2 3 4 5
6 | My safety and security needs to be taken care of 1 2 3 4 5
7 | My health needs to be taken care of 1 2 3 4 5
8 | I need a place to buy food 1 2 3 4 5
9 | I need accommodation close to the university 1 2 3 4 5
10 | | need career advice 1 2 3 4 5
11 | I need counselling advice 1 2 3 4 5
12 | | need mentors to guide me 1 2 3 4 5
4. What else are you considering besides going to university, after school? Please tick (v)
16?;;3?33 2. Disagree 3. Agree 4. itgr:);egly

1 | Finding a job 1 2 3 4

2 | Working in my family business 1 2 3 4

5 | Other (please specify) 1 2 3 4

5. Who influences your decision about which university to attend? Please tick (¥)

1bisst;3?§éy 2. Disagree 3. Agree 4 ig:)enegly

1 | Parents 1 2 3 4

2 | Family (other than parents e.g. aunt) 1 2 3 4

3 | Teacher 1 2 3 4

4 | Friends 1 2 3 4

5 | Teacher (s) 1 2 3 4

6 | No one, | am self -motivated 1 2 3 4

7 | Community (e.g. neighbours 1 2 3 4

8 | University students 1 2 3 4

9 Other (please specify) 1 5 3 4

6. Would you consider attending another university besides the University of KwaZulu-Natal (UKZN)? Please tick (V')

No

Yes (please specify the names)

7a. Are you considering doing a science or science related degree? Please tick (v))

Yes

No (please specify which degree you intend doing)

7b. If you answered Yes to question 7a: If you did not meet the entry requirements to go directly into a
science degree, would you consider doing an access programme that will allow you to continue with a
science degree thereafter? Please tick (v')

Yes

No (why not?)

Section C

1. Have you heard about the Foundation Programme at the University of KwaZulu-Natal? Please tick (v')

Yes

| No
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2. Have you heard about any Access programmes in Science at other universities? Please tick (V)

No Yes (please specify which universities)

3. Using the scale below please rate the Foundation Programme at UKZN and Foundation Programmes in
Science at other universities on each of the following factors?

Even though you may not have had experience with these universities it is you opinion, i.e. what you think,
that matters.

1 2 3 4 5 6
Very poor Poor Average | Good Excellent | 1 don’t know
°w®|© 5 | 2o |%G IS S
28| 25| 202 S8 2%|2,|2c| 20
% 53|28|3 858|582 |5¢2
62| o~ | 6T |28 52|53 |5S| a2
E3|28|25|2%5 22|28 |28 23
32383‘-‘-3@3%: = SN
<X | m o a =2|u w o T
Communication from the university
1 (i.e. through written information such as posters or
brochures or presentations by a university staff or other
forms of advertising)
2 | Financial Assistance (loans or bursaries or cost of fees)
3 | Reputation of the institution
4 | The career and qualifications offered
5 | Studying at that university will lead me to employment
6 Po_sitive_' feedback from university students attending that
university
7 | The university is near my home
8 | The university is far away from my home
Quiality of life while studying (university atmosphere,
9 | entertainment or being with friends studying at the same
university)
10 | Security
11 | Quality education (includes quality of teaching staff)
12 | Sports
13 Infrastruc_ture of the university (facilities e.g. library,
laboratories, computer labs, accommodation etc.)
14 | Seeing successful graduates of the university
15 | The university will allow me to be independent
4. Have you heard about the Augmented Programme at the University of KwaZulu-Natal? Please tick (V')
[Yes [o | [No e |
5a. The Foundation Programme is an access course for students from disadvantaged schools who do not
meet the requirements for direct entry into a Science degree. It is offered on both the Pietermaritzburg and
Westville campuses of the University of KwaZulu-Natal. If you were going to apply for the programme
which campus would you like to study at? Please tick (¥)
| Pietermaritzburg | o | | Westville [ @ | [ Wouldn'tapply | o |
5b. If you apply, why would you choose that campus? Please tick (v)
15?;;3?23 2. Disagree 3. Agree 4 itgr?enegly
1 | Itis closer to home 1 2 3 4
2 | It is further away from my home 1 2 3 4
3 | ltis closer to the beach 1 2 3 4
4 | The degree | want to study is offered there 1 2 3 4
5 | can save travelling time and money as | will be living on 1 5 3 4
campus
6 | It will be cheaper, | can live at home and travel daily 1 2 3 4
7 | Other (please specify) 1 5 3 4
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6. Are you aware of any advertising that the Centre for Science Access (CSA) at UKZN does? Please tick (v')

Yes [ o | [No [o ]

7. Which of the following ways of advertising do you think the CSA should use to reach you? Please tick (¥)

1. Strongly
Disagree

2. Disagree

3. Agree

Agr

4. Strongly

ee

1 | Send CSA students (from our community) to visit our school
and do a presentation about the access programmes

4

Send a staff member to visit our school

Advertise on Ukhozi radio station

Put up posters in our community

Use cellphone advertising

Show us successful university graduates

Advertise on television

Advertise in newspapers

NI

NININININININ N

Wwww(w(w|w| w

BB DD

O oN|lo|o|s|lw|N

Other (please specify)

Section D

1. What are your opinions about UKZN? Please tick (v))

1. Strongly
Disagree

2. Disagree

3. Agree

4. Strongly
Agree

UKZN is a great university

w

4

UKZN has good security

UKZN is a safe place

UKZN has lovely campuses

UKZN provides quality education

The students from UKZN are friendly

UKZN helps the community

UKZN does not provide sufficient career information

OO N(O|O|R[WIN|F-

UKZN graduates are successful

=
o

UKZN is slow in responding to its applicants

RlRrRr|RP|R(R|R|R|R

NINININININININININ

Www(wjw|w|w|w|w

N R N N NN EN RS

[EY
[N

Other (please specify)

w

S

2. The University of Natal and the University of Durban Westville merged (joined) to form the University of
KwaZulu-Natal (UKZN) in 2004. Did you know about this merger? Please tick (V)

Yes [ | [No [@ |

3a. Does this merger affect your decision about which university to attend? Please tick (v)

Yes [o | [No [o ]

3b. If so, how

4, Describe UKZN in 3 words

5. What in your opinion is UKZN best known for?

Thank you for your participation!
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Tables Referred to in Chapter 7

Table I 1: Results of Shapiro-Wilk Test for Normality based on Factors from Question B2 and

Gender
Gender Shapiro-Wilk
Statistic df Sig.
Communication Female .614 182 .000
Male .661 134 .000
Financial assistance Female 485 182 .000
Male .538 134 .000
Reputation Female 726 182 .000
Male 746 134 .000
B2.4 Female 515 182 .000
Male .578 134 .000
Employment Female .561 182 .000
Male 517 134 .000
Positive feedback Female 729 182 .000
Male .692 134 .000
Close to home Female .873 182 .000
Male .866 134 .000
Far from home Female .894 182 .000
Male .898 134 .000
Quiality of university life Female .841 182 .000
Male .844 134 .000
Security Female .532 182 .000
Male .635 134 .000
Quality education Female .552 182 .000
Male .598 134 .000
Sport Female .813 182 .000
Male .814 134 .000
Academic facilities Female 437 182 .000
Male 490 134 .000
Successful graduates Female .607 182 .000
Male .662 134 .000
Independent Female 718 182 .000
Male 731 134 .000
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Table I 2: Results of Shapiro-Wilk Test for Normality based on Factors from Question B2 and

Living Arrangements

Living arrangements Shapiro-Wilk
Statistic df Sig.
Communication 1 parent .640 117 .000
2 parents .635 102 .000
relatives 732 22 .000
grandparents .610 33 .000
guardian .604 38 .000
other .729 4 .024
Financial assistance 1 parent .524 117 .000
2 parents 477 102 .000
relatives .332 22 .000
grandparents .609 33 .000
guardian .540 38 .000
Reputation 1 parent 747 117 .000
2 parents 724 102 .000
relatives .720 22 .000
grandparents .748 33 .000
guardian .746 38 .000
other .863 4 272
B2.4 1 parent .559 117 .000
2 parents .542 102 .000
relatives .551 22 .000
grandparents .534 33 .000
guardian .502 38 .000
Employment 1 parent .513 117 .000
2 parents .532 102 .000
relatives .647 22 .000
grandparents .531 33 .000
guardian .622 38 .000
other .630 4 .001
Positive feedback 1 parent 717 117 .000
2 parents .695 102 .000
relatives .684 22 .000
grandparents 727 33 .000
guardian 725 38 .000
other .945 4 .683
Close to home 1 parent .873 117 .000
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2 parents .864 102 .000
relatives .898 22 .028
grandparents .825 33 .000
guardian .882 38 .001
other .863 4 272
Far from home 1 parent .894 117 .000
2 parents .901 102 .000
relatives .880 22 .012
grandparents .861 33 .001
guardian .880 38 .001
other .895 4 406
Quality of university life 1 parent .853 117 .000
2 parents .830 102 .000
relatives .817 22 .001
grandparents .816 33 .000
guardian .837 38 .000
other .630 4 .001
Security 1 parent 591 117 .000
2 parents .560 102 .000
relatives .561 22 .000
grandparents .610 33 .000
guardian .570 38 .000
other .630 4 .001
Quality education 1 parent 511 117 .000
2 parents 575 102 .000
relatives .605 22 .000
grandparents .635 33 .000
guardian .589 38 .000
other .630 4 .001
Sport 1 parent .793 117 .000
2 parents .802 102 .000
relatives .850 22 .003
grandparents .823 33 .000
guardian .806 38 .000
other .945 4 .683
Academic facilities 1 parent .455 117 .000
2 parents 1401 102 .000
relatives .556 22 .000
grandparents .609 33 .000
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guardian .509 38 .000
Successful graduates 1 parent .584 117 .000
2 parents .644 102 .000
relatives .664 22 .000
grandparents .670 33 .000
guardian 713 38 .000
other .630 4 .001
Independent 1 parent 752 117 .000
2 parents .653 102 .000
relatives .790 22 .000
grandparents .752 33 .000
guardian .716 38 .000
other .630 4 .001
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Table I 3: Results of Shapiro-Wilk Test for Normality based on Factors from Question B2 and

Breadwinners

Breadwinners Shapiro-Wilk
Statistic df Sig.
Communication Both parents 711 38 .000
Father only .610 80 .000
Guardian 711 34 .000
Mother only .632 67 .000
Grandparents .652 9 .000
Unemployed .591 88 .000
Financial assistance Both parents .639 38 .000
Father only 425 80 .000
Guardian 572 34 .000
Mother only .524 67 .000
Grandparents .390 9 .000
Unemployed .506 88 .000
Reputation Both parents 751 38 .000
Father only .740 80 .000
Guardian 721 34 .000
Mother only .740 67 .000
Grandparents .763 9 .008
Unemployed 723 88 .000
B2.4 Both parents .616 38 .000
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Father only .543 80 .000
Guardian .516 34 .000
Mother only .522 67 .000
Grandparents .536 9 .000
Unemployed .546 88 .000
Employment Both parents .660 38 .000
Father only .490 80 .000
Guardian 572 34 .000
Mother only 483 67 .000
Unemployed .573 88 .000
Positive feedback Both parents 749 38 .000
Father only .720 80 .000
Guardian .666 34 .000
Mother only .701 67 .000
Grandparents .655 9 .000
Unemployed 724 88 .000
Close to home Both parents .875 38 .001
Father only .863 80 .000
Guardian .869 34 .001
Mother only .823 67 .000
Grandparents .813 9 .029
Unemployed .876 88 .000
Far from home Both parents .898 38 .002
Father only .884 80 .000
Guardian .888 34 .002
Mother only .900 67 .000
Grandparents .857 9 .088
Unemployed .897 88 .000
Quiality of university Both parents .872 38 .000
life Father only .850 80 .000
Guardian .787 34 .000
Mother only .829 67 .000
Grandparents .825 9 .039
Unemployed .834 88 .000
Security Both parents .643 38 .000
Father only .535 80 .000
Guardian .591 34 .000
Mother only .543 67 .000
Grandparents .390 9 .000
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Unemployed .597 88 .000
Quality education Both parents .529 38 .000
Father only .597 80 .000
Guardian .621 34 .000
Mother only .543 67 .000
Grandparents 767 9 .009
Unemployed .585 88 .000
Sport Both parents .820 38 .000
Father only .816 80 .000
Guardian .809 34 .000
Mother only .807 67 .000
Grandparents .810 9 .026
Unemployed .783 88 .000
Academic facilities Both parents 1493 38 .000
Father only .456 80 .000
Guardian 572 34 .000
Mother only 484 67 .000
Grandparents 531 9 .000
Unemployed .454 88 .000
Successful Both parents .673 38 .000
graduates Father only .615 80 .000
Guardian .675 34 .000
Mother only .575 67 .000
Grandparents .659 9 .000
Unemployed .707 88 .000
Independent Both parents .740 38 .000
Father only 721 80 .000
Guardian .764 34 .000
Mother only 724 67 .000
Grandparents .763 9 .008
Unemployed .698 88 .000
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Gender
Shapiro-Wilk
Gender Statistic df Sig.
Parents Female .755 24 .000
Male .874 14 .048
Family Female .879 24 .008
Male .862 14 .032
Teacher Female .802 24 .000
Male .889 14 .079
Friends Female .831 24 .001
Male .889 14 .078
Teachers Female .859 24 .003
Male .837 14 .015
Self motivated Female .762 24 .000
Male .828 14 .011
Community Female .815 24 .001
Male .862 14 .033
University students Female .837 24 .001
Male .800 14 .005
Other Female .826 24 .001
Male .798 14 .005

and Living Arrangements
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Table I 4: Results of Shapiro-Wilk Test for Normality based on Factors from Question B5 and

Table 1 5 : Results of Shapiro-Wilk Test for Normality based on Factors from Question B5

Shapiro-Wilk

Living arrangements Statistic df Sig.
Parents 1 parent .789 16 .002

2 parents .785 11 .006

relatives .863 4 272

grandparents

guardian .630 4 .001
Family 1 parent .874 16 .032

2 parents .899 11 .181

relatives .630 4 .001

guardian .630 4 .001
Teacher 1 parent .862 16 .021
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2 parents .863 11 .064
relatives .863 4 272
guardian .630 4 .001
Friends 1 parent .868 16 .025
2 parents .906 11 .217
relatives .863 4 272
guardian .849 4 .224
Teachers 1 parent .857 16 .017
2 parents .822 11 .018
relatives .993 4 972
guardian .863 4 .272
Self motivated 1 parent 732 16 .000
2 parents .709 11 .001
relatives .630 4 .001
grandparents
guardian .729 4 .024
Community 1 parent .839 16 .009
2 parents .858 11 .054
relatives .895 4 .406
grandparents
guardian .827 4 161
University students 1 parent .872 16 .029
2 parents .828 11 .022
relatives .945 4 .683
grandparents
guardian .945 4 .683
Other 1 parent .827 16 .006
2 parents .778 11 .005
relatives .729 4 .024
grandparents
guardian .863 4 272
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Table 1 6: Results of Shapiro-Wilk Test for Normality based on Factors from Question B5 and

Breadwinners

Shapiro-Wilk
Breadwinners Statistic df Sig.
Parents Father only .789 14 .004
Guardian .821 5 .119
Mother only .922 7 .482
Unemployed 731 10 .002
Family Father only .801 14 .005
Guardian .883 5 .325
Mother only .858 7 .144
Unemployed .781 10 .008
Teacher Father only .836 14 .014
Guardian .881 5 .314
Mother only .894 7 .294
Unemployed .655 10 .000
Friends Father only .880 14 .058
Guardian J71 5 .046
Mother only .922 7 .482
Unemployed .826 10 .030
Teachers Father only .853 14 .025
Guardian .961 5 .814
Mother only 732 7 .008
Unemployed .756 10 .004
Self motivated Father only 751 14 .001
Guardian .961 5 .814
Mother only .600 7 .000
Unemployed .781 10 .008
Community Father only .853 14 .025
Guardian .828 5 135
Mother only T77 7 .024
Unemployed 794 10 .012
University students Father only .819 14 .009
Guardian .961 5 .814
Mother only .937 7 .609
Unemployed .886 10 .152
Other Father only .824 14 .010
Guardian .833 5 .146
Mother only .818 7 .062
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.855‘ 10

.067

Table I 7: Cronbach’s Alpha for Question B2

Reliability Statistics

Cronbach's Alpha

N of Items

771

15

Table 1 8: Corrected Item Total Correlation for Question B2

Corrected ltem- Cronbach's Alpha

Total Correlation | if Item Deleted
Communication 436 .754
Financial assistance 314 .765
Reputation .379 .758
B2.4 .386 761
Employment .389 .759
Positive feedback AT75 .753
Close to home .351 .768
Far from home .279 776
Quality of university life .385 .761
Security .486 .752
Quality education 464 .755
Sport 417 755
Academic facilities 422 .759
Successful graduates 462 752
Independent .401 .756

Table 1 9: Guttman Split-Half Coefficient for Question B2

Reliability Statistics

Cronbach's Alpha Part 1 Value .599
N of Items 8
Part 2 Value .673
N of Items 7°
Total N of Items 15
Correlation Between Forms .612
Spearman-Brown Coefficient Equal Length .759
Unequal Length .760
Guttman Split-Half Coefficient .758

a. The items are: Communication, Financial assistance, Reputation, B2.4, Employment,

Positive feedback, Close to home, Far from home.

b. The items are: Far from home, Quality of university life, Security, Quality education,

Sport, Academic facilities, Successful graduates, Independent.

Appendix |

242



Table I 10: Cronbach’s Alpha for Question B3

Reliability Statistics

Cronbach's Alpha

N of Items

.815 12

Table I 11: Guttman Split-Half Coefficient for Question B3

Reliability Statistics

Cronbach's Alpha Part 1 value Guttman Split- .640
Half Coefficient for
Question B3
N of Items 6*
Part 2 Value .765
N of ltems 6°
Total N of Items 12
Correlation Between Forms .606
Spearman-Brown Coefficient Equal Length .755
Unequal Length .755
Guttman Split-Half Coefficient 732

a. The items are: B3.1, B3.2, B3.3, B3.4, B3.5, B3.6.
b. The items are: B3.7, B3.8, B3.9, B3.10, B3.11, B3.12.

Table 1 12: Corrected item Total Correlation for Question B3

Item-Total Statistics

Scale Mean if | Scale Variance if | Corrected Item- | Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if ltem Deleted

B3.1 48.81 25.222 428 .805

B3.2 48.66 26.445 .349 811

B3.3 48.70 26.392 .381 .809

B3.4 48.99 24.088 427 .807

B3.5 48.70 26.105 428 .806

B3.6 48.95 24.721 464 .802

B3.7 49.20 23.242 493 .800

B3.8 49.14 23.711 499 .799

B3.9 48.90 24.702 472 .801

B3.10 48.85 24974 .547 797

B3.11 49.21 23.531 .551 794

B3.12 49.10 23.076 .585 .790
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Table I 13: Cronbach’s Alpha for Question B4

Reliability Statistics

Cronbach's Alpha

Based on
Standardized

Items

Cronbach's Alpha

N of Items

451

445

3

Appendix |

Table I 14: Guttman Split Half Coefficient for Question B4

Cronbach's Alpha

Correlation Between Forms

Spearman-Brown

Coefficient

Guttman Split-Half Coefficient

Reliability Statistics
Part1 |Value 572
N of Items 2°
Part2 |Value 1.000
N of Items 1°
Total N of Items 3
141
Equal Length .247
Unequal Length .260
.216

a. The items are: B4.1, B4.2.
b. The items are: B4.2, B4.3.

Table I 15: Corrected item Total Correlation for Question B4

ltem-Total Statistics

Scale Mean if Scale Variance if | Corrected Item- | Squared Multiple | Cronbach's Alpha

Item Deleted Item Deleted Total Correlation Correlation if Item Deleted
B4.1 4.61 2.877 .279 .165 .348
B4.2 5.25 2.349 430 .202 .042
B4.3 4.92 3.438 141 .049 572
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Table I 16: Cronbach’s Alpha for Question B5S

Reliability Statistics

Cronbach's Alpha | N of Items
.832 9

Table 1 17: Guttman Split-Half Coefficient for Question B5

Reliability Statistics
Cronbach's Alpha Part 1 Value .905
N of Items 5%
Part 2 Value .621
N of Items ¥
Total N of Items 9
Correlation Between Forms .391
Spearman-Brown Coefficient Equal Length .562
Unequal Length .565
Guttman Split-Half Coefficient .529
a. The items are: Parents, Family, Teacher, Friends, Teachers.
b. The items are: Teachers, Self motivated, Community, University students, Other.

Table 1 18: Corrected Item-Total Correlation for Question B5

Item-Total Statistics
Scale Mean if | Scale Variance if | Corrected Item- | Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if ltem Deleted
Parents 21.87 29.167 .486 .821
Family 22.38 27.874 754 .794
Teacher 22.18 25.572 .835 778
Friends 22.36 27.184 .680 .798
Teachers 22.31 27.640 .682 799
Self motivated 21.87 32.220 .194 .853
Community 22.54 29.781 .408 .830
University students 22.15 28.660 .559 .812
Other 21.92 30.968 341 .836

Table 1 19: Cronbach’s Alpha for Question C3

Reliability Statistics

Cronbach's Alpha | N of Items
.846 15
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Table 1 20: Guttman Split-Half Coefficient For Question C3

Reliability Statistics

Cronbach's Alpha Part 1 Value .695
N of Items 8%
Part 2 Value .823
N of Items 7
Total N of ltems 15
Correlation Between Forms .652
Spearman-Brown Coefficient Equal Length .789
Unequal Length .790
Guttman Split-Half Coefficient .787

a. The items are: C3A1, C3A2, C3A3, C3A4, C3A5, C3A6, C3A7, C3A8.

b. The items are: C3A8, C3A9, C3A10, C3A11, C3A12, C3A13, C3A14, C3A15.

Table | 21: Corrected Item Total Correlation for Question C3

Appendix |

Item-Total Statistics

item Scale Mean if | Scale Variance if | Corrected Item- | Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if ltem Deleted
C3A1 64.77 68.671 .480 .837
C3A2 64.81 68.156 .519 .835
C3A3 64.86 67.039 .504 .835
C3A4 64.79 68.632 .532 .835
C3A5 64.88 67.896 .503 .835
C3A6 64.85 66.455 .517 .834
C3A7 65.31 69.677 .236 .854
C3A8 66.11 64.345 .326 .858
C3A9 64.92 65.702 512 .834
C3A10 64.74 66.525 .592 .831
C3A11 64.75 67.931 .587 .832
C3A12 64.79 66.472 .537 .833
C3A13 64.72 67.722 .552 .833
C3A14 64.76 67.462 .550 .833
C3A15 64.75 66.739 .592 .831

Table I 22: Cronbach’s Alpha for Question C5b

Reliability Statistics

Cronbach's Alpha | N of Items
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Reliability Statistics

Cronbach's Alpha | N of Items
.544 7

Table I 23: Corrected Item-Total Correlation for Question C5b

Item-Total Statistics
Scale Mean if | Scale Variance if | Corrected Item- | Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if Item Deleted

Close to home 15.87 9.766 .280 .503

Further from home 16.08 10.072 .220 .526

Closer to the beach 16.31 8.688 493 417

Degree is offered 15.19 12.198 -.097 .613

Living on campus 15.54 8.763 445 434

Cheaper, travel daily 16.08 9.053 .355 A71

Other 15.94 9.271 222 .534

Table | 24: Guttman Split-Half Coefficient for Question C5b

Reliability Statistics
Cronbach's Alpha Part 1 Value .365
N of Items 4°
Part 2 Value .522
N of Items 3
Total N of Items 7
Correlation Between Forms .288
Spearman-Brown Coefficient Equal Length 447
Unequal Length .450
Guttman Split-Half Coefficient 446
a. The items are: Close to home, Further from home, Closer to the beach, Degree is
offered.
b. The items are: Degree is offered, Living on campus, Cheaper, travel daily, Other.

Table I 25: Kaiser-Meyer-Olkin Measure of Sampling Adequacy for Question C5b

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .602

Bartlett's Test of Sphericity Approx. Chi-Square 271.482

247



Appendix |

df

15

Sig.

.000

Table I 26: Principal Component Analysis for Question C5b

Total Variance Explained

Extraction Sums of Squared

Rotation Sums of Squared

Initial Eigenvalues Loadings Loadings
Compone % of % of Cumulative
nt Total Variance Cumulative %  Total Variance  Cumulative % Total Variance %
1 1.995 33.255 33.255 1.995 33.255 33.255 1.919 31.986 31.986
2 1.206  20.107 53.361 1.206  20.107 53.361 1.283 21.375 53.361
3 .940 15.667 69.028
4 744 12.396 81.424
5 .665 11.085 92.509
6 .449 7.491 100.000

Extraction Method: Principal Component Analysis.

Table | 27: Components for Question C5b

Rotated Component Matrix

[Component

1 2
Living on campus .686
Closer to the beach .679
Close to home .612 -.576
Cheaper, travel daily .565
Degree is offered .534
Further from home .915

Table 1 28: Cronbach’s Alpha for Components for Question C5b

Component
1 2
Cronbach’s Alpha | 0.610 Cannot be calculated since only one item on scale.
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Table 1 29: Cronbach’s Alpha for Question C7
Reliability Statistics

Cronbach's
Alpha N of Items
.784 9

Table I 30: Corrected Item-Total Correlation for Question C7

Item-Total Statistics
Scale Mean if | Scale Variance if | Corrected Item- | Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if Item Deleted
Send CSA students 26.23 12.025 .381 774
Send staff 26.31 12.062 .324 .782
Ukhozi radio 26.42 11.854 .480 .764
Posters 26.38 10.966 .550 751
Cellphone adverts 26.62 10.166 611 .740
Successful grads 26.15 11.975 A74 .765
TV adverts 26.31 11.102 .564 .750
Newspaper adverts 26.35 10.075 .631 .736
Other 26.77 11.305 .301 797

Table I 31: Guttman Split-Half for Question C7

Reliability Statistics
Cronbach's Alpha Part 1 Value .708
N of Items 52
Part 2 Value .675
N of Items 4°
Total N of Items 9
Correlation Between Forms .522
Spearman-Brown Coefficient Equal Length .686
Unequal Length .688
Guttman Split-Half Coefficient .685
a. The items are: Send CSA students, Send staff, Ukhozi radio, Posters, Cellphone adverts.
b. The items are: Cellphone adverts, Successful grads, TV adverts, Newspaper adverts,
Other.

Table I 32: Cronbach’s Alpha for Question D1

Reliability Statistics

Cronbach's Alpha | N of Items
.661 11
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Table 1 33: Guttman Split-Half Coefficient for Question D1

Reliability Statistics
Cronbach's Alpha Part 1 Value 734
N of Items 6%
Part 2 Value .519
N of Items 5°
Total N of Items 11
Correlation Between Forms .181
Spearman-Brown Coefficient Equal Length .307
Unequal Length .308
Guttman Split-Half Coefficient .304
a. The items are: Great, Good security, Safe, Lovely campuses, Quality, Friendly students.
b. The items are: Friendly students, Community, Career info, Successful grads, Slow
response, Other.

Table I 34: Corrected Item-Total Correlation for Question D1

Item-Total Statistics
Scale Mean if | Scale Variance if | Corrected Item- | Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if ltem Deleted
Great 31.28 14.212 .386 .626
Good security 31.50 13.559 478 .608
Safe 31.33 14.706 .241 .651
Lovely campuses 31.39 14.252 469 .618
Quality 31.22 14.065 418 .621
Friendly students 31.83 14.029 .349 .632
Community 31.61 13.546 .625 .593
Career info 31.78 14.183 .297 .642
Successful grads 31.50 12.853 723 571
Slow response 32.33 17.059 -.149 .730
Other 32.00 15.176 .057 .703

Table 1 35: Kaiser-Meyer-Olkin Measure of Sampling Adequacy for Question D1

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .848
Bartlett's Test of Sphericity JApprox. Chi-Square 972.190
df 45
Sig. .000
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Table 1 36: Principal Component Analysis for Question D1

Total Variance Explained

Extraction Sums of Squared

Initial Eigenvalues Loadings Rotation Sums of Squared Loadings
Compone % of Cumulative % of Cumulative % of Cumulative
nt Total Variance % Total Variance % Total Variance %
1 3.856 38.558 38.558 3.856 38.558 38.558 3.495 34.947 34.947
2 1.464 14.637 53.195 1.464 14.637 53.195 1.825 18.249 53.195
3 .927 9.273 62.468
4 .818 8.180 70.647
5 .612 6.125 76.772
6 524 5.239 82.011
7 .504 5.044 87.055
8 .468 4.682 91.737
9 454 4.538 96.275
10 372 3.725 100.000

Extraction Method: Principal Component Analysis.

Table | 37: Components for Question D1

Rotated Component Matrix®

Component

1 2
Quiality .790
Great .786
Good security 719
Successful grads .703
Safe 701
Lovely campuses .648
Slow response .805
Career info .679
Community 414 .632
Friendly students .525

Table | 38: Cronbach’s Alpha for Components of Question D1

Component
1 2
Cronbach’s Alpha 0.802 0.573
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Table I 39: Summary of Cronbach’s Alpha

Appendix |

Question Cronbach’s Alpha
B2 0.771
B3 0.815
B4 0.451
B5 0.832
C3 0.846
C5b 0.544
c7 0.784
D1 0.661 (component 1 has Cronbach alpha of 0.802 and component 2
has Cronbach alpha of 0.573)

Tables Referred to in Chapter 8

Table 1 40: Important Factors in Choosing a University

Item

1. Notatall 2 Not very 3.Neutral 4.Important 5. Very No response
Important important Important

Freq % Freq % Freq % Freq % Freq % Freq %
1 14 3 9 2 42 8 134 26 301 58 20 4
2 1 0 6 1 18 3 84 16 393 76 18 3
3 13 3 14 3 44 8 134 26 242 47 73 14
4 0 0 3 1 19 4 100 19 379 73 19 4
5 1 2 0 34 7 81 16 375 72 25 5
6 4 1 13 3 45 9 169 33 247 48 42 8
7 85 16 95 18 86 17 100 19 125 24 29 6
8 85 16 95 18 86 17 100 19 125 24 29 6
9 46 9 74 14 80 15 138 27 152 29 29 6
10 8 2 9 2 22 4 122 23 333 64 26 5
11 1 0 13 3 26 5 94 18 348 67 38 7
12 14 3 47 9 76 15 178 34 173 33 32 6
13 2 0 5 1 15 74 14 403 78 21 4
14 7 1 11 2 30 145 28 309 59 18 3
15 16 3 19 4 52 10 146 28 257 49 30 6
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Table I 41: Mann-Whitney Results using Gender for Question B2: Factors 1 to 5

Test Statistics?®

Financial
Communication assistance Reputation B2.4 Employment
Mann-Whitney U 27908.500 28676.000 22560.500 27303.000 27912.000
Wilcoxon W 49436.500 50204.000 58606.500 48009.000 68953.000
z -1.097 -.835 -.529 -1.833 -.607
Asymp. Sig. (2-tailed) .273 404 .597 .067 544

a. Grouping Variable: Gender

Table | 42: Mann-Whitney Results using Gender for Question B2: Factors 6 to 10

Test Statistics?®

Positive Quiality of

feedback Close to home  Far from home university life Security
Mann-Whitney U 26489.500 27301.500 26143.000 27810.500  27263.000
Wilcoxon W 45992.500 68342.500 45646.000 67150.500  47969.000
z -.306 -.589 -.859 -.321 -1.314
Asymp. Sig. (2-tailed) .760 .556 .390 .748 .189

a. Grouping Variable: Gender

Table 1 43: Mann-Whitney Results using Gender for Question B2: Factors 11 to 15

Test Statistics®

Quality Academic Successful
education Sport facilities graduates Independent
Mann-Whitney U 27184.000  27198.000 27992.000 27795.500 26599.000
Wilcoxon W 65410.000  65701.000 48902.000 48501.500 46499.000
VA -.122 -.548 -1.204 -1.223 -1.208
Asymp. Sig. (2-tailed) .903 .583 .228 .221 227

a. Grouping Variable: Gender
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Table I 44: Kruskal-Wallis Results for Question B2 and Living Arrangements
Test Statistics™*
S o o
o = [} =
S |- o [ c £ E |- = = c
Sl el | | gles| 2| g3 2zl=86| |2 gl 8| ¢
c |l S S N S| 3 o c |2 5 5| © sle =38 S S
3 |o ©» > o lJo T = T = o |5 © 2 ls = |6 & s
ElE gl B | slgg| 8| Sl3L| &log| “|EslsE| £
g L8 14 LIEJ = k=] 5 o4 g 9] < T |l © E
O o i
Chi-square 4.020 | 8.459 | 2.319 [ 2634 | 1.532 [ 5.013 | 1.904 | 2.959 | 4.003 | 2.065 | 4.341 | 5.321 | 4557 | 4.985 | 7.212
df 5 5 5 5 5 5 5 5 5 5 5 5 5 5
Asymp. Sig. 547 133 .803| .771| .909| .414| .862| .706 | 549| .840| .501| .378| .472| .418| .205
Table I 45: Kruskal-Wallis Results for Question B2 and Breadwinners
Test Statistics™*
5 ) )
o = (] p
= = o c < £ E | = s o €
Sl el g| | Eleg| 2| g2 2zlz8| c|E gl €| 2
c|e s g : > 8 ) cE G 5 ® slg 218 S S
S | @ > N o lo © = = o |8 o alc = |8 3 2
€l @ =3 0 o |© o @ g S 9 210 3 n I8 g 18 )
gl ¢ K = 3 il o= o 3 < < |3 5 S
8 w o g 5 =
Chi-square 6.509 | 2.961 | 1.630 | 1.451 [ 5.499 [ 2.303 ] 9.022 | 6.058 | .911 | 2.346 | 1.556 | 1.241 | 2.243 [ 9.011 | .925
df 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
Asymp. Sig. 260 | .706| .898| .919| .358| .806 | .108| .301[ .969| .799| .906| .941| .815| .109[ .968
Table | 46: Ranks for Gender for Question B5
Gender N Mean Rank Sum of Ranks
Parents Female 271 246.66 66845.50
Male 194 213.91 41499.50
Table | 47: Mann-Whitney Results using Gender for Question B5
Test Statistics®
University
Parents Family Teacher Friends Teachers Self motivated | Community students Other
Mann-Whitney U | 22584.500 | 22636.500 | 21074.000 | 21686.500 | 18785.000 22253.000 | 20485.000 21767.000 | 361.000
Wilcoxon W 41499.500 | 39656.500 | 36650.000 | 37262.500 | 33150.000 38906.000 |  52870.000 36818.000 | 592.000
z -2.800 -1.296 -1.347 -616 -1.480 -1.549 -926 -315 -115
Asymp. Sig. (2- .005 195 178 538 .139 121 354 753 .908
tailed)
a. Grouping Variable: Gender
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Table I 48: Kruskal-Wallis Results using Living Arrangements for Question B5

Test Statistics™”

University
Parents Family Teacher Friends Teachers Self motivated Community students Other
Chi-Square 4.663 5.466 6.586 7.611 1.448 8.416 5.105 1.687 3.846
df 5 5 5 5 5 5 5 5 5
Asymp. Sig. .458 .362 .253 179 .919 .135 403 .891 572
a. Kruskal Wallis Test
b. Grouping Variable: Living arrangements
Table 1 49: Ranks for Breadwinners for Question B5
Breadwinners N Mean Rank
Both parents 52 204.12
Father only 114 219.96
Guardian 37 252.91
Friends Mother only 76 209.72
Grandparents 11 146.14
Unemployed 124 188.00
Total 414
Table 1 50: Kruskal-Wallis Results using Breadwinners for Question B5
Test Statistics®”
University
Parents Family Teacher Friends Teachers Self motivated Community students Other
Chi-Square 8.744 2.711 2.472 13.866 3.742 8.288 6.094 1.573 1.555
df 5 5 5 5 5 5 5 5 5
Asymp. Sig. .120 744 .781 .016 .587 141 .297 .904 .907

a. Kruskal Wallis Test

b. Grouping Variable: Breadwinners
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Table 1 51: Ranks for Guardian and Grandparents for

Question B5
Breadwinners N Mean Rank | Sum of Ranks
Friends Guardian 37 27.43 1015.00
Grandparents 11 14.64 161.00
Total 48

Table 1 52: Mann Whitney

Test Statistics®
Friends
Mann-Whitney U 95.000
Wilcoxon W 161.000
Z -2.787
Asymp. Sig. (2-tailed) .005

a. Grouping Variable: Breadwinners

Table 1 53: Ranks for Guardian and Unemployed for Question

B5
Breadwinners N Mean Rank | Sum of Ranks
Friends | Guardian 37 100.07 3702.50
Unemployed 124 75.31 9338.50
Total 161

Table 1 54: Mann Whitney Test

Statistics®
Friends
Mann-Whitney U 1588.500
Wilcoxon W 9338.500
Z -2.942
Asymp. Sig. (2-tailed) .003

a. Grouping Variable: Breadwinners

Appendix |
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Table 1 55 Means and Standard Deviation for Results of the rating of UKZN

Standard
A. University of UKZN Mean Deviation
Communication from the university
1 | (i.e. through written information such as posters or brochures or presentations 4.42 69708
by a university staff or other forms of advertising)
2 | Financial Assistance (loans or bursaries or cost of fees) 4.44 70338
3 | Reputation of the institution 4.29 83904
4 | The career and qualifications offered 4.47 70833
5 | Studying at that university will lead me to employment 4.43 77318
6 | Positive feedback from university students attending that university 4.31 93346
7 | The university is near my home 3.97 1.19215
8 | The university is far away from my home 3.14 1.54121
9 Quiality of life while studying (university atmosphere, entertainment or being " 04363
with friends studying at the same university) ' ’
10 | Security 4.42 77784
11 | Quality education (includes quality of teaching staff) 4.52 65538
12 | Sports 4.31 .79906
13 Infrastructure of the university (facilities e.g. library, laboratories, computer 450 Ja341
labs, accommodation etc.) ’ ’
14 | Seeing successful graduates of the university 4.47 77352
15 | The university will allow me to be independent 4.39 79061
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Table 1 56: Results for Rating of UCT

Appendix |

Standard

B. University of University of Cape Town Mean Deviation
Communication from the university

1 | (i.e. through written information such as posters or brochures or presentations 3.99 1.05406
by a university staff or other forms of advertising)

2 | Financial Assistance (loans or bursaries or cost of fees) 4.13 93472

3 | Reputation of the institution 4.14 87428

4 | The career and qualifications offered 4.28 83061

5 | Studying at that university will lead me to employment 4.30 88393

6 | Positive feedback from university students attending that university 4.05 1.10319

7 | The university is near my home 257 1.52676

8 | The university is far away from my home 3.88 1.36919
Quality of life while studying (university atmosphere, entertainment or being

o : N 4.01 1.03835
with friends studying at the same university)

10 | Security 4.32 .83158

11 | Quality education (includes quality of teaching staff) 4.33 78083

12 | Sports 4.09 .91482

13 Infrastructure of the university (facilities e.g. library, laboratories, computer 436 61743
labs, accommodation etc.) ’ ’

14 | Seeing successful graduates of the university 4.30 91054

15 | The university will allow me to be independent 4.27 88592
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Table 1 57: Results for Rating of Fort Hare

Appendix |

Standard

C. University of University of Fort Hare Mean Deviation
Communication from the university

1 | (i.e. through written information such as posters or brochures or presentations 3.62 1.83542
by a university staff or other forms of advertising)

2 | Financial Assistance (loans or bursaries or cost of fees) 3.67 1.85347

3 | Reputation of the institution 3.71 1.92843

4 | The career and qualifications offered 3.97 2.07228

5 | Studying at that university will lead me to employment 3.96 2.07841

6 | Positive feedback from university students attending that university 3.60 1.91696

7 | The university is near my home 2.53 1.66698

8 | The university is far away from my home 3.58 2.07836
Quality of life while studying (university atmosphere, entertainment or being

O | : N 3.59 1.91831
with friends studying at the same university)

10 | Security 4.07 2.09263

11 | Quality education (includes quality of teaching staff) 4.05 2.08356

12 | Sports 3.83 1.99795
Infrastructure of the university (facilities e.g. library, laboratories, computer

13 labs, accommodation etc.) 4.14 2.14974

14 | Seeing successful graduates of the university 3.93 2.06867

15 | The university will allow me to be independent 3.93 2.04622
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Table 1 58: Results for Rating of Witswatersand

Appendix |

Standard

D. University of Witswatersrand Mean Deviation
Communication from the university

1 | (i.e. through written information such as posters or brochures or presentations 3.80 1.09094
by a university staff or other forms of advertising)

2 | Financial Assistance (loans or bursaries or cost of fees) 3.88 1.05510

3 | Reputation of the institution 4.07 99767

4 | The career and qualifications offered 4.04 199559

5 | Studying at that university will lead me to employment 4.09 97010

6 | Positive feedback from university students attending that university 3.93 1.13561

7 | The university is near my home 261 1.52046

8 | The university is far away from my home 3.67 1.42347
Quality of life while studying (university atmosphere, entertainment or being

O | : N 3.77 1.12265
with friends studying at the same university)

10 | Security 419 .88840

11 | Quality education (includes quality of teaching staff) 4.20 85233

12 | Sports 4.05 .98425

13 Infrastructure of the university (facilities e.g. library, laboratories, computer 4o 67396
labs, accommodation etc.) ’ ’

14 | Seeing successful graduates of the university 4.02 1.04247

15 | The university will allow me to be independent 4.05 1.04251
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Table I 59: Results for Rating of Stellenbosch

Appendix |

Standard

E. University of Stellenbosch Mean Deviation
Communication from the university

1 | (i.e. through written information such as posters or brochures or presentations 3.73 1.14301
by a university staff or other forms of advertising)

2 | Financial Assistance (loans or bursaries or cost of fees) 3.66 1.17774

3 | Reputation of the institution 3.81 1.09020

4 | The career and qualifications offered 3.05 1.04586

5 | Studying at that university will lead me to employment 3.93 1.05594

6 | Positive feedback from university students attending that university 3.70 1.11912

7 | The university is near my home 2.42 1.44513

8 | The university is far away from my home 3.59 1.41774
Quality of life while studying (university atmosphere, entertainment or being

O | : N 3.72 1.08866
with friends studying at the same university)

10 | Security 4.12 92751

11 | Quality education (includes quality of teaching staff) 4.11 88197

12 | Sports 3.87 1.07471

13 Infrastructure of the university (facilities e.g. library, laboratories, computer i oo 50038
labs, accommodation etc.) ’ ’

14 | Seeing successful graduates of the university 3.82 1.10796

15 | The university will allow me to be independent 3.90 1.08320
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Table 1 60: Results for Rating of Rhodes

Appendix |

Standard

F. University of Rhodes Mean Deviation
Communication from the university

1 | (i.e. through written information such as posters or brochures or presentations 3.67 1.20760
by a university staff or other forms of advertising)

2 | Financial Assistance (loans or bursaries or cost of fees) 3.58 1.23529

3 | Reputation of the institution 3.84 1.03432

4 | The career and qualifications offered 3.88 1.10960

5 | Studying at that university will lead me to employment 3.01 1.07338

6 | Positive feedback from university students attending that university 3.70 1.11757

7 | The university is near my home 2.44 1.43965

8 | The university is far away from my home 3.58 1.42100
Quality of life while studying (university atmosphere, entertainment or being

O | . R 3.64 1.19314
with friends studying at the same university)

10 | Security 4.03 .97368

11 | Quality education (includes quality of teaching staff) 4.16 86787

12 | Sports 3.88 1.06804

13 Infrastructure of the university (facilities e.g. library, laboratories, computer 410 62498
labs, accommodation etc.) ’ ’

14 | Seeing successful graduates of the university 3.03 1.06584

15 | The university will allow me to be independent 3.99 1.05905
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Table | 61: Results for Rating of Pretoria

Appendix |

Standard

G. University of Pretoria Mean Deviation
Communication from the university

1 | (i.e. through written information such as posters or brochures or presentations 4.20 94111
by a university staff or other forms of advertising)

2 | Financial Assistance (loans or bursaries or cost of fees) 4.11 196998

3 | Reputation of the institution 4.08 93713

4 | The career and qualifications offered 4.19 89518

5 | Studying at that university will lead me to employment 4.21 96137

6 | Positive feedback from university students attending that university 4.13 98630

7 | The university is near my home 2.66 1.50934

8 | The university is far away from my home 3.75 1.37086
Quality of life while studying (university atmosphere, entertainment or being

o : N 3.97 1.03505
with friends studying at the same university)

10 | Security 4.29 .88239

11 | Quality education (includes quality of teaching staff) 4.34 71891

12 | Sports 4.18 .89631

13 Infrastructure of the university (facilities e.g. library, laboratories, computer 435 20532
labs, accommodation etc.) ’ ’

14 | Seeing successful graduates of the university 4.18 96463

15 | The university will allow me to be independent 4.21 92588
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Table | 62: Results for Rating of Zululand

Appendix |

Standard
H. University of Zululand Mean Deviation
Communication from the university
1 | (i.e. through written information such as posters or brochures or presentations 4.23 87429
by a university staff or other forms of advertising)
2 | Financial Assistance (loans or bursaries or cost of fees) 4.24 .90054
3 | Reputation of the institution 4.02 1.09182
4 | The career and qualifications offered 4.23 .89244
5 | Studying at that university will lead me to employment 4.26 .91466
6 | Positive feedback from university students attending that university 4.10 1.05476
7 | The university is near my home 3.86 1.36135
8 | The university is far away from my home 3.21 1.56781
9 Quiality of life while studying (university atmosphere, entertainment or being 11 90882
with friends studying at the same university) ' ’
10 | Security 4.33 .85809
11 | Quality education (includes quality of teaching staff) 4.29 .88275
12 | Sports 4.22 .92361
13 Infrastructure of the university (facilities e.g. library, laboratories, computer 429 92710
labs, accommodation etc.) ' '
14 | Seeing successful graduates of the university 4.29 .89416
15 | The university will allow me to be independent 4.36 86176
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Table 1 63: Comparison of Schools Rating of UKZN

Appendix |

Report
Mean for Factors
school 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15
1 4.8000 | 45833 | 4.2941 | 44211 | 4.6818 | 45294 | 4.0588 | 3.6000 | 4.1765 | 45789 | 4.5556 | 45625 | 4.4118 | 4.5789 | 4.6111
2 41429 | 4.1429 | 4.0000 | 4.1250 | 4.1667 | 3.8571 | 4.1250 | 2.1250 | 3.8571 | 4.0000 | 4.1250 | 4.1250 | 4.0000 | 4.0000 | 4.0000
3 4.2000 | 4.7500 | 4.6000 | 4.6000 | 4.2000 | 4.4000 | 3.8000 | 3.2000 | 4.2000 | 4.4000 | 4.4000 | 4.0000 | 4.6000 | 4.4000 | 4.4000
2 25000 | 45000 | 45714 | 4.6667 | 4.7500 | 4.6364 | 3.8000 | 4.3000 | 3.6364 | 4.7000 | 4.5000 | 4.6250 | 4.6667 | 4.4545 | 4.4444
5 43333 | 4.3333 | 4.3333 | 4.2500 | 4.2222 | 4.4444 | 4.3000 | 1.3333 | 4.2222 | 4.6667 | 4.5556 | 4.1111 | 4.5000 | 4.5556 | 4.5556
6 42500 | 4.3333 | 3.8182 | 4.5385 | 4.1667 | 3.6923 | 3.7692 | 3.3077 | 4.2000 | 4.3636 | 4.2500 | 4.3077 | 4.3846 | 4.2308 | 4.0000
7 47647 | 45000 | 4.1333 | 4.6429 | 4.6923 | 4.5333 | 4.2667 | 3.7333 | 4.2000 | 4.3636 | 4.7000 | 5.0000 | 45000 | 4.6429 | 4.9231
8 25000 | 4.4545 | 4.0000 | 4.3333 | 45556 | 3.7143 | 3.0091 | 2.4000 | 3.1429 | 4.6250 | 4.4444 | 4.4286 | 4.4286 | 3.8571 | 3.8571
9 3.8750 | 4.4667 | 4.2857 | 4.3125 | 4.2308 | 4.2143 | 4.2353 | 2.5625 | 44167 | 4.0667 | 4.5385 | 4.5000 | 4.2000 | 4.5000 | 4.0769
10 24167 | 4.2017 | 4.2273 | 4.3600 | 4.0769 | 4.2609 | 4.1852 | 2.6296 | 4.0833 | 4.2500 | 4.2083 | 4.2273 | 4.3636 | 4.2800 | 4.3913
11 43947 | 4.4167 | 4.1613 | 4.1212 | 4.3235 | 4.3636 | 4.0000 | 3.7632 | 4.2121 | 4.2121 | 4.3143 | 4.0000 | 4.2571 | 4.1143 | 4.4286
12 43889 | 4.1304 | 4.3333 | 4.3684 | 4.4286 | 4.5000 | 3.8000 | 3.5238 | 3.9500 | 4.6875 | 4.7895 | 41875 | 4.7222 | 4.7222 | 4.1765
13 4.6923 | 4.6923 | 4.7500 | 4.5500 | 4.6471 | 4.1765 | 3.5263 | 3.7222 | 4.6000 | 4.7857 | 4.9412 | 4.4000 | 4.8125 | 4.5556 | 4.5000
14 3.9001 | 4.2143 | 4.1667 | 4.1818 | 4.5000 | 4.4545 | 3.0412 | 2.5333 | 4.0000 | 4.3000 | 4.9167 | 3.5000 | 4.4545 | 4.7000 | 4.4167
15 45455 | 4.6154 | 4.6667 | 4.8462 | 4.4286 | 4.3636 | 3.8571 | 4.0000 | 4.6667 | 4.2727 | 4.2727 | 4.4545 | 4.3333 | 4.4000 | 4.2500
16 45714 | 4.7059 | 4.6000 | 4.6000 | 4.7273 | 4.5000 | 4.1905 | 3.1364 | 4.2857 | 4.6818 | 4.6500 | 4.6429 | 4.6667 | 4.8421 | 4.7000
17 4.2400 | 4.4000 | 4.2609 | 4.3077 | 4.3913 | 4.3200 | 4.0000 | 2.6538 | 4.1739 | 4.4545 | 4.3600 | 4.0000 | 4.3462 | 4.4400 | 4.2609
18 44444 | 41111 | 4.6000 | 4.3333 | 4.4167 | 3.7857 | 3.8182 | 4.1429 | 4.0000 | 4.1667 | 4.8889 | 4.7273 | 4.6364 | 4.6429 | 4.5714
19 43158 | 4.2571 | 3.8889 | 4.5429 | 4.0714 | 4.0000 | 3.6471 | 3.1143 | 3.8400 | 4.5161 | 4.4138 | 45333 | 4.3929 | 4.3000 | 3.9500
20 4.4545 | 4.3846 | 3.9167 | 4.3077 | 4.2857 | 4.4286 | 4.2105 | 3.2353 | 4.2143 | 4.5000 | 4.6667 | 4.3571 | 45000 | 4.3750 | 4.5714
21 46000 | 46154 | 4.6111 | 4.7619 | 4.7500 | 4.5000 | 3.4211 | 3.6471 | 4.0556 | 4.7500 | 4.8750 | 4.2667 | 4.8235 | 4.8500 | 4.5556
22 46800 | 4.6296 | 4.5455 | 4.7931 | 4.7586 | 4.5000 | 3.8846 | 3.1379 | 4.1765 | 4.3750 | 4.6000 | 4.3889 | 4.8400 | 4.8400 | 4.7143
23 43548 | 4.6071 | 4.2500 | 4.6429 | 4.2222 | 4.4231 | 4.4138 | 2.0357 | 4.3077 | 4.2143 | 4.4483 | 4.1852 | 45556 | 4.3077 | 4.2759
Total | 4.4165 | 4.4369 | 4.2940 | 4.4729 | 4.4282 | 4.3117 | 3.9694 | 3.1357 | 4.1401 | 4.4236 | 4.5237 | 4.3066 | 4.4960 | 4.4680 | 4.3930
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Table 1 64: Rating for UCT for Question C3

Appendix |

S - <3
. . S ] c - )
B. University of Cape Town g 5 & g = £ =z S
2 g $ o ¢ = g 2
> o < < u c c
5 ™ [Te} b=
g | % | 8 | % |8 |w|g |%w|§g % | 8 | % |8 |%
[T [T [T [T [T [T [T
Communication from the
1 | university 12 2 12 2 38 | 7 | 104 | 20 | 96 18 | 225 | 43 | 33 | 6
Financial Assistance (loans or
2 . 4 1 12 2 38 | 7| 97 | 19 | 109 | 21 | 228 | 44 | 32 | 6
bursaries or cost of fees)
3 | Reputation of the institution 3 | 1 |10| 2 |4 |8 | 114 |22 | 100 | 20 | 107 | 38 | 47 | 9
The career and qualifications
4 4 1 7 1 32 | 6 | 127 | 24 | 147 | 28 | 166 | 32 | 37 | 7
offered
Studying at that university will
5 3 1 11 2 35 | 7| 97 | 19 | 156 | 30 | 179 | 34 | 39 | 8
lead me to employment
Positive feedback from
6 | university students attending 13 | 3 | 17 | 3 | 44 | 8| o1 |18 | 132 | 25 | 183 | 35 | 40 | 8
that university
7 | The university isnear myhome | 127 | 24 | 51 | 10 | 38 | 7 | 62 |12 | 51 | 10 | 146 | 28 | 45 | 9
The university is far away from
8 34 7 36 7 34 | 7| 75 | 14 | 166 | 32 | 130 | 25 | 45 | 9
my home
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 1 | 2 | 10| 2 |54 | 5| o7 [19] 110 | 20 | 198 | 38| a0 |8
friends studying at the same
university)
10 | Security 4 1| 4 | 1|3 |6| 103 |20] 138 |27 | 100 | 38| 42|38
Quality education (includes L
11 . . 1 o | 6 | 1|3 |6 107 |20]| 13 | 27 | 178 | 34 | 58
quality of teaching staff) 1
12 | Sports 3 1 | 10| 2 | 47 | 9| 94 | 18| 100 | 19 | 221 | 43 | 45 | 9
Infrastructure of the university
(facilities e.g. library,
13 . 3 1 6 1 28 | 5| 102 | 20 | 155 | 30 | 180 | 35 | 46 | 9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of
14 o 6 1| 7 1 | 3 | 7| 94 |18 | 154 | 30 | 182 | 35 | 43 | 8
the university
The university will allow me to
15 . 4 1] 9| 2 | 20 |6| 99 | 19| 132 | 25 | 204 | 39 | 43 | 8
be independent
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Table 1 65: Rating for Fort Hare for Question C3

Appendix |

ol 5 = g 5 - = 2
: : e g o ; S 3 ;3 - | - 28 |2 8 o
C. University of Fort Hare > 8 o ® g o w8 s g g |2 3
= N < < i =
g % | 8 | % | 8 % | 8| % | 8| % |8 % | 8 | %
[T [T [T [T [T [T [T
Communication from the
1 | university 8 | 2 | 22| 4|37 | 7 |53|10|43| 8 | 324|623 |6
Financial Assistance (loans or
2 . 8 2 20 | 4 | 38 7 |48 | 9 | 48| 9 | 327 | 63 | 31 |6
bursaries or cost of fees)
3 Reputation of the institution 8 2 19 4 38 7 68 13 | 47 9 289 56 51 é
The career and qualifications
4 5 1 9 2 | 41 8 | 8 | 17 | 68 | 13 | 268 | 52 | 40 | 8
offered
Studying at that university will
5 5 1 13 | 3| 42 8 | 75 | 14 | 75 | 14 | 269 | 52 | 41 | 8
lead me to employment
6 Positive feedback from university
. . 14 3 17 | 3| 52 | 10 | 55 | 11 | 52 | 10 | 287 | 55 | 43 | 8
students attending that university
7 | The university is near my home 90 | 19 | 42 | 8| 40 | 8 |49 | 9 |34 | 7 | 213 | 41 | 43 | 8
The university is far away from
8 37 7 28 | 5| 38 7 | 59 |11 | 97 | 19 | 215 | 41 | 46 | 9
my home
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 17| 3 | 17| 3|4 | o | 55|11 |53| 10|28 | 56| 43 |8
friends studying at the same
university)
10 | Security 7 | 1| 5 | 1|2 | 6 |77|15]| 73| 14|28 ]| 54|46 |09
Quality education (includes
11 . . 3 | 1| 7 | 1|3 | 7 |74a|14]70] 13|21 |52]|5s8 |71
quality of teaching staff) 1
12 | Sports 7 | 1| 14| 3|4 | o |58 |11|63| 12| 286 |55 | 47 |9
Infrastructure of the university
(facilities e.g. library,
13 . 2 0 10 | 2| 35 7 | 72 |14 | 91| 18 | 265 | 51 | 45 | 9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of the
14 N 9o | 2 |14 |3 |3 | 6 |72|14|73| 14 | 274 | 53| 45 | 9
university
The university will allow me to
15 7 | 1 |12 |23 | 7 |76 |15|66| 13| 281 | 54 | 43 | 8

be independent
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Table 1 66: Rating for Witswatersrand for Question C3

Appendix |

[}
> - = 3 1S :; 3
- - = o (<t}
D. University of g 5 s s 3 6 3 i 2 s
. - «i < : < o 8
Witswatersrand o ¥ - ° =
8 | % |8 || 8 |%|8 |%|8 |% |8 | % |8 |%
w [T [T [T [T [T w
Communication from the
1 | university 12 2 21 | 4| 26 | 5| 108 | 21 | 58 1 | 261 | 50 | 34 | 7
Financial Assistance (loans or
2 . 9 2 13 | 3] 49 | 9| 8 |16 ]| 75 14 | 258 | 50 | 33 | 6
bursaries or cost of fees)
3 Reputation of the institution 8 2 8 2 37 7 89 17 93 18 236 45 49 9
The career and qualifications
4 7 1 14 | 3| 48 | 9| 102 | 20| 108 | 21 | 201 | 39 | 40 | 8
offered
Studying at that university will
5 6 1 9 2| 46 | 9| 8 | 17 | 104 | 20 | 224 | 43 | 42 | 8
lead me to employment
Positive feedback from
6 | university students attending 11 | 2 | 18| 3|4 | 8| 73 | 14| 95 | 18 | 238 | 46 | 43 | 8
that university
7 | The university isnear myhome | 114 | 22 | 44 | 8 | 44 | 8 | 54 | 10| 49 | o | 169 | 33 | 46 | 9
The university is far away from
8 42 8 3 | 7| 37 | 7| 79 | 15| 126 | 24 | 158 | 30 | 44 | 8
my home
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 12| 2 |17 | 3|59 | 1| 74 |14 | 74 | 14 | 241 | 46 | 43 | 8
friends studying at the same
university)
10 | Security 6 1| 3 | 1|3 | 7| 102 |20 107 | 20|21 43] 46 |9
Quality education (includes
11 ) ) 1 o | 8 | 2|38 | 7| 8 |17 | 106 | 20 | 218 | 42 | 60 | %
quality of teaching staff) 2
12 | Sports 6 1 | 10 |2]|45 | 9| 8 |17 | 94 | 18 | 236 | 45 | 43 | 8
Infrastructure of the university
(facilities e.g. library,
13 . 3 1 9 2| 28 | 5| 97 |19 | 115 | 22 | 220 | 42 | 48 | 9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of
14 o 10 | 2 |12 | 2|3 |7| 9 |18| 98 | 19 | 221 | 43 | 46 | 9
the university
The university will allow me to
15 . 9 2 |12 | 2|33 | 6| 8 |17 | 95 | 18 | 238 | 46 | 45 | 9
be independent
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Table 1 67: Rating for Stellenbosch for Question C3

Appendix |

S - 5]
. . ] ] c - 7]
E. University of Stellenbosch g ] g g = s = s
2 & 2 o ¢ s g 3
> o : S ” e S
5 ™ o =z
g | % |8 |%| 8 |%w|8|%|8|% |8 | % |8 |%
[T [T [T [T [T [T [T
Communication from the
1 | university 8 | 2 | 19| 4|3 |6 |50 114 | 9 |32]6 |31]6s
Financial Assistance (loans or
2 . 1 2 22 | 4| 37 | 7|63 |12 |52 | 10 |33 |65 | 3|6
bursaries or cost of fees)
3 Reputation of the institution 7 1 15 3 45 9 60 12 60 12 286 55 47 9
The career and qualifications
4 7 1 17 | 3| 32 | 6 |87 |17 | 77 | 15 | 259 | 50 | 41 | 8
offered
Studying at that university will
5 8 2 122 | 2| 40 | 8 |76 |15 | 73| 14 | 273 | 53 | 38 | 7
lead me to employment
Positive feedback from
6 | university students attending 13 | 3 |13 |3|48 | 9|75 1452|1027 |53 a2]|s
that university
7 | The university isnear myhome | 108 | 21 | 47 | 9 | 40 | 8 | 43| 8 | 32| 6 | 207 | 40 | 43 | 8
The university is far away from
8 33 6 38 | 7| 3 | 6| 65|13 |9 | 19 | 208 | 40 | 44 | 8
my home
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 8 | 2 | 16 | 3|5 | |63|12 54| 10 |287 |55 a1 |8
friends studying at the same
university)
10 | Security 3 1| 9 | 2|33 |6 |78|15]|84| 16| 260 | 52| 44 | 8
Quality education (includes N
11 . . 2 o | 8 |2 |32 |6 |8 |16]|7 | 14| 263 | 50 | 57
quality of teaching staff) 1
12 | Sports 6 1 | 127 | 3| 38 | 7|67 |13 |65| 13 | 283 | 54 | 44 | 8
Infrastructure of the university
(facilities e.g. library,
13 . 4 1 15 | 3| 34 | 7 |8 |16 |81 | 16 | 257 | 49 | 47 | 9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of
14 o 10 | 2 |17 | 3|41 |8 |77 | 15|66 | 13 | 271 | 52 | 38 | 7
the university
The university will allow me to
15 . 11 | 2 | 10|23 | 6|8 |16|63| 12|29 54| 44 |8
be independent
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Table 1 68: Rating for Rhodes for Question C3

Appendix |

S - 5]
" . ] ] c - )
F. University of Rhodes g 5 & g = s 3 s
2 g g 6} g s £ Q
> o : < u é c
i w0 z
g | % |8 |%| 8 |%w|8|%|8|% |8 | % |8 |%
[T [T [T [T [T [T [T
Communication from the
1 | university 13 | 3 | 13| 3|27 |5 58| 11|42 | 8 |33 |65 | 3|6
Financial Assistance (loans or
2 . 13 | 3 | 17 | 3| 48 | 9 |3 | 8 |51 | 10 | 319 | 61 | 33 | 6
bursaries or cost of fees)
3 Reputation of the institution 3 1 16 3 39 8 57 11 53 10 209 58 53 é
The career and qualifications
4 10 2 17 | 3| 28 | 5|8 |16 |67 | 13 | 275 | 53 | 41 | 8
offered
Studying at that university will
5 7 | 1| 10| 2| 4 |9 |56 | 11| 73| 14 | 281 | 54 | 44 | 8
lead me to employment
Positive feedback from
6 UniVerSity students attending 12 2 10 2 48 9 65 13 49 9 292 56 44 8
that university
7 | The university isnearmyhome | 101 | 19 | 41 | 8 | 32 | 6 | 53 |10 | 25 | 5 | 222 | 43 | 46 | 9
The university is far away from
8 35 7 29 | 6| 40 | 8 |60 |12 | 95| 18 | 215 | 41 | 46 | 9
my home
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 12 | 2 | 22 | a|3 |7 |61|12|49| 9 |207 |57 | a4 |8
friends studying at the same
university)
10 | Security 4 1 | 13| 3|27 |5 |8 |16| 71| 14 | 280 | 54 | 43 | 8
Quality education (includes
11 . . 3 1 3 | 1|2 |6 |74 |14| 74| 14| 279 | 54 | 58 |}
quality of teaching staff) 1
12 | Sports 8 2 | 10| 2|45 | 9|65 |13 |65| 13 | 281 | 54 | 46 | 9
Infrastructure of the university
(facilities e.qg. library,
13 . 3 | 1| 9 | 2|32 |6|79|15]|8 |15 |271 |5 |4 |9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of
14 L 7 | 1 | 11| 2|4 |8 |63|12|70]| 13| 284 |55 | a4 |8
the university
The university will allow me to
15 ) 8 2 | 10| 2|20 |6 |72 14|70 14| 283 | 54| 47 |9
be independent
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Table 1 69: Rating for Pretoria for Question C3

Appendix |

S - 5]
" . . ] ] c - )
G. University of Pretoria g 5 & g = Z 2 s
2 g g [0} g = £ 3
> o : < u é s
i 0 z
g | v |8 |»u|8 |»w|8 |%|§g % | S | % | g |%
[T [T [T [T [T [T [T
Communication from the
1 | university 4 1 18 | 3| 24 | 5 | 108 | 21 | 128 | 25 | 205 | 39 | 33 | 6
Financial Assistance (loans or
2 . 8 2 10 | 2|3 | 7| 108 |21 | 112 | 22 | 208 | 40 | 36 | 7
bursaries or cost of fees)
3 | Reputation of the institution 4 | 1|14 3|42 |8| 106 |20]| 103 |2 |21 |3 |50 |2
The career and qualifications
4 4 1 14 | 3|3 | 7| 126 |24 | 133 | 26 | 164 | 32 | 44 | 8
offered
Studying at that university will
5 6 1 11 | 2| 44 | 8 | 91 |18 | 148 | 28 | 177 | 34 | 43 | 8
lead me to employment
Positive feedback from
6 | university students attending 6 | 1 |15 | 3| 37 | 7| 97 |19 | 120 | 23 | 201 | 39 | 44 | 8
that university
7 | The university isnear myhome | 157 | 23 | 48 | 9 | 46 | 9 | 69 |13 | 51 | 10 | 143 | 28 | 46 | 9
The university is far away from
8 38 7 32 | 6| 46 | 9| 8 | 16 | 140 | 27 | 135 | 26 | 46 | 9
my home
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 9 | 2 | 15| 3|46 | 9| 99 | 19| 95 | 18 | 214 | 41 | 42 | 8
friends studying at the same
university)
10 | Security 6 1| 5 | 1|28 |5 | 102 |2 | 136 | 26 | 198 | 38 | 45 | 9
Quality education (includes
11 . . o | o| 2 |03 | 7| 113 |22| 13 | 26| 176 | 34 | 56 | %
quality of teaching staff) 1
12 | Sports 3 1 | 12| 2| 3 | 7| 105 |2 | 116 | 22 | 208 | 40 | 42 | 8
Infrastructure of the university
(facilities e.qg. library,
13 . 2 o | 7 | 1|26 |5 | 110 |20 | 147 | 28 | 183 | 35 | 45 | 9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of
14 - 11 | 2 | 8 | 2| 28 |5 | 124 | 24| 132 |25 |174 |3 | 73 |1
the university 4
The university will allow me to
15 . 6 1 10 | 2|31 | 6| 107 |21 | 127 | 24 | 198 | 38 | 41 | 8
be independent
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Table 1 70: Rating for Zululand for Question C3

Appendix |

S - D
. . S (] c - )
H. University of Zululand c ] g g = £ =z s
2 & g o g = g 3
2 N < < ul c S
o ™ o b=
S |w| g |% |8 |vu|8 |%|g % | 8 | % |8 |%
[T [T [T [T [T [T [T
Communication from the
1 | university 6 | 1| 8 | 2|3 | 7| 13 |26 | 149 | 20 | 150 | 29 | 35 | 7
Financial Assistance (loans or
2 . 2 | 0| 16 | 3| 44 | 8| 110 |21 | 160 | 31 | 155 | 30 | 33 | 6
bursaries or cost of fees)
3 | Reputation of the institution 12 | 2|23 | a| a5 | 9| 105 |20| 138 |2 |49 | 20 | 53 | ¢
The career and qualifications
4 7 | 1| 11 | 2| 29 | 6| 141 | 27 | 148 | 28 | 141 | 27 | 43 | 8
offered
Studying at that university will
5 5 | 1| 13 | 3|3 | 7| 111 |21 | 160 | 31 | 149 | 29 | 47 | 9
lead me to employment
6 Positive feedback from university
. N 14 | 3| 11 | 2| 47 | 9 | 107 | 21 | 142 | 27 | 152 | 29 | 47 | 9
students attending that university
7 | The university is near my home 43 | 8| 20 | 4| 40 | 0| 87 |17 | 166 | 32 | 108 | 21 | 47 | o
The university is far away from
8 85 | 1| 42 | 8| 40 [ 8| 80 |15 | 105 | 20 | 113 | 22 | 53 |}
my home 6 0
Quality of life while studying
(university atmosphere,
9 | entertainment or being with 10| 2|11 | 2|46 | 9| 111 | 21| 132 | 25 | 165 | 32 | 45 | 9
friends studying at the same
university)
10 | Security 6 | 1| 10 | 2|20 | 4| 119 |23 158 | 30 | 158 | 30 | 49 | 9
Quality education (includes
11 . . 6 | 1| 10| 2|2 | 5| 123 |2a| 157 |3 | 139 | 27| 59 |}
quality of teaching staff) 1
12 | Sports 6 | 1| 13 | 3| 28 | 5| 118 | 23 | 138 | 27 | 168 | 32 | 49 | 9
Infrastructure of the university
(facilities e.g. library,
13 . 7 | 1] 13 | 3| 26 |5 | 115 |22 | 167 | 32 | 144 | 28 | 48 | 9
laboratories, computer labs,
accommodation etc.)
Seeing successful graduates of the
14 N 6 | 1| 12 | 2| 29 | 6| 125 | 24 | 169 | 33 | 133 | 26 | 46 | 9
university
The university will allow me to
15 . 4 | 1|12 | 2| 20 | 4| 109 |21 | 172 | 33 | 154 | 30 | 48 | 9
be independent
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Appendix |

Table 1 71: A Comparison of the Positive (good and excellent) responses across universities

regarding the factors

()
z S
N 5 T g T 8 B =
X S = 2 & g a N
P m i [a) [ w o T
O
Communication from the university 68% | 38% | 18% | 32% | 21% | 19% | 45% | 54%
1
Financial Assistance (loans or bursaries or
69% | 40% | 18% | 30% | 22% | 17% | 42% | 52%
2 | cost of fees)
3 | Reputation of the institution 60% | 43% | 22% | 35% | 23% | 21% | 40% | 46%
4 | The career and qualifications offered 72% | 53% | 30% | 40% | 32% | 29% | 50% | 56%
Studying at that university will lead me to
68% | 49% | 29% | 37% | 29% | 25% | 46% | 52%
5 | employment
Positive feedback from university students
. i . 62% 43% 21% 32% 24% 22% 42% 48%
6 | attending that university
7 | The university is near my home 61% | 22% | 16% | 20% | 14% | 15% | 23% | 49%
8 | The university is far away from my home 39% | 46% | 30% | 39% | 32% | 30% | 43% | 36%
Quality of life while studying (university
atmosphere, entertainment or being with 55% | 40% | 21% | 28% | 23% | 21% | 37% | 47%
9 | friends studying at the same university)
10 | Security 65% 46% 29% 40% 31% 29% 46% 53%
Quality education (includes quality of
. 68% 47% 28% 38% 30% 28% 48% 54%
11 | teaching staff)
12 | Sports 58% | 37% | 23% | 35% | 25% | 25% | 43% | 49%
Infrastructure of the university (facilities
e.g. library, laboratories, computer labs, 67% | 49% | 31% | 41% | 31% | 31% | 49% | 54%
13 | accommodation etc.)
Seeing successful graduates of the
o 68% | 48% | 28% | 37% | 28% | 26% | 47% | 57%
14 | university
The university will allow me to be
. 63% 44% 27% 35% 28% 28% 45% 54%
15 | independent
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Table 1 72 : A Comparison of the Negative (poor and very poor) responses across universities

regarding the factors

()
z S
N bgY T 2 = B8 B 2
X S = 2 & Z a N
P m i [a) [ w o T
O
Communication from the university 1% 5% 6% 6% 5% 5% 4% 3%
1
Financial Assistance (loans or bursaries or
1% 3% 5% 4% 6% 6% 3% 3%
2 | cost of fees)
3 | Reputation of the institution 2% 3% 5% 3% 4% 4% 3% 7%
4 | The career and qualifications offered 2% 2% 3% 4% 5% 5% 3% 3%
Studying at that university will lead me to
2% 3% 3% 3% 4% 3% 3% 3%
5 | employment
Positive feedback from university students
] o 3% | 6% | 6% | 6% | 5% | 4% | 4% | 5%
6 | attending that university
7 | The university is near my home 10% | 34% | 27% | 30% | 30% | 27% | 32% | 12%
8 | The university is far away from my home 30% | 13% | 13% | 15% | 14% | 12% | 13% | 25%
Quality of life while studying (university
atmosphere, entertainment or being with 5% 4% 7% 6% 5% 6% 5% 4%
9 | friends studying at the same university)
10 | Security 2% 2% 2% 2% 2% 3% 2% 3%
Quality education (includes quality of
. 1% 1% 2% 2% 2% 1% 0% 3%
11 | teaching staff)
12 | Sports 2% 3% 4% 3% 4% 3% 3% 4%
Infrastructure of the university (facilities
e.g. library, laboratories, computer labs, 2% 2% 2% 2% 4% 2% 2% 4%
13 | accommodation etc.)
Seeing successful graduates of the
o 2% 3% 4% 4% 5% 3% 3% 3%
14 | university
The university will allow me to be
. 2% 3% 4% 4% 4% 3% 3% 3%
15 | independent
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