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ABSTRACT 

The purpose of this study was to establish the relationship between the marketing 

communication tools used by Daystar University and their efficacy in attracting 

students. The objectives were to examine the marketing communication tools Daystar 

University used to attract students, to establish which marketing communication tools 

impacted students’ choice of Daystar University, and to determine the factors that 

influenced students’ choice of Daystar University.  The study was anchored on social 

marketing theory. A descriptive research design was adopted, and the target population 

was first year students who were enrolled at Daystar University in 2018. Purposive 

sampling technique was utilized to select 130 first year students. A questionnaire and 

in-depth interview guide were used to collect data which was analyzed using SPSS 

version 22.0 and presented in form of charts and figures. Study findings indicated that 

most students heard about Daystar from friends and family. Social media, events and 

TV were also identified as the best communication channels that Daystar University 

should use to attract potential students. Facebook was considered the most effective 

social network for reaching potential students. A majority of the students picked 

Facebook since it covers a wide reach of potential students. Further, the courses offered, 

family, and location were highly voted among the factors that influenced students to 

choose Daystar University. In addition, the university has positioned itself with its 

products by having communication as the flagship program. Having identified 

marketing communication channels that influenced student’s choice to join Daystar 

University, the study recommends that is vital for Daystar University to find ways to 

attract more students, with a particular focus of increasing her presence and activities 

on social media channels, mostly Facebook.
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Marketing communication has become significant as a focal point in institutions 

of higher learning in positioning the institutions in a competitive market (Al-Alak, 

2006). For instance, the increase in the number of institutions of higher learning and 

the intensity of competition among universities in Kenya has attracted much more 

attention to marketing efforts which were neglected before. Marketing communication 

as an operational activity was largely unappreciated in the 70’s by institutions of higher 

learning. With the advancement in technology, social media and the shift to audience 

reach, there is a need to evaluate the effectiveness of marketing communication tools 

and their function in the institutional educational setting.  

Many universities are taking a critical step in developing a comprehensive 

marketing communication strategy that is effective (Cook & Zallocco, 1983). Due to 

various improvements in technology such as communication channels, market space, 

the educational setting, and fragmented target audiences which are a result of 

technological advances and audience needs. Universities ought to learn about the 

market for their product and be intentional about the marketing communication tools 

they apply and as Sojkin, Bartkowiak, and Skuza (2012) argued, the idea of considering 

higher education as a marketable commodity and treating students as customers has 

proved to be valuable. According to Kotler (1974, as cited in Cook and Zallocco, 1983), 

times are gone when education was highly celebrated. Today, with the flaws in the 

Kenyan education system; few students join public universities leaving thousands of 

students to opt for other institutions of higher learning. Currently, many suggestions 
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show the flaws in the learning system that are a major catastrophe. Financial issues, 

innovation inadequacy, and student inactiveness are the most evident. Marketing 

communication ideas can provide beneficial views in reaction to educational issues.  

This study looked at the different marketing communication tools used by 

Daystar University and the influence they had on the decisions made by students in 

choosing the university. In-depth understanding of the marketing communication tools 

that were effective was what this study was all about. This study hypothesized that there 

was no point for Daystar University to put a lot of money and efforts in marketing 

strategies that would not influence a potential student.  

The next sections of this chapter outline marketing communication in 

institutions of higher learning, explaining students’ choice of universities, the gap; that 

is, reasons why students join particular universities and the marketing communication 

tools employed by these institutions. The chapter gives a baseline of the underlying 

problem.  

Background to the Study 

Kotler and Levy (1969, as cited by Kotler, 1979) stated that marketing 

communication is not a function limited to corporates; it is a core function of nonprofit 

organizations as well because all organizations have marketing hitches, and they need 

to understand marketing communication.  

Most educational institutions now recognize that they need to market 

themselves due to the high competition universities face globally. This has been 

occasioned by the development of substantial literature on the transfer of practices and 

concepts of marketing from other sectors to higher education (Gibbs, 2002). Nguyen 

and LeBlanc (2001) focused on the image and reputation of the institution and stated 

the crucial role these factors played in the development of market positioning, drawing 
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on the well-established concepts and theories in business sector marketing for their 

study. Their study yielded the implications that image and reputation are still confusing 

aspects that need to be understood from the consumer’s point of view in order to 

identify realistic and relevant elements of the two terms. Also, Nguyen and LeBlanc’s 

(2001) study elaborated that institutions should not only rely on internal but also 

external attributes of the service offered on customer decision. Institutions of higher 

learning should identify the target group, which allows for crafting of a strategy and 

plan befit for that particular target group. This then triggers insights of creating a good 

image, brand and reputation with the help of the staff, students and stakeholders.   

Binsardi and Ekwulugo (2003) relied on the literature used in business 

marketing and applied it to the context of communication in higher education stating 

that a centrally important principle of marketing is that all marketing activities should 

be geared towards the customer. Binsardi and Ekwulugo’s study argued that the nature 

of the product in higher education has caused a lot of debates as to whom or what 

exactly is the product. This debate is supported by Kotler and Fox (1985) who claimed 

that students are raw materials, graduates the product, and prospect employees the 

customer. Binsardi and Ekwulugo further brought up the concept of stakeholders, 

where they consider the importance of parents, government, and students’ employers 

among others all who have a stake in education. The recognition of various stakeholders 

allows the institution to identify channels of communication for each stakeholder and 

tailor communication messages that speak to them. Institutions of higher learning spend 

a lot of money in advertising with no clear understanding of what attracts students to 

the institution.  

Sharrock (2002) argued that literature on education marketing, which originated 

in the UK and US in the 1980s was theoretical-normative in nature and was based on 
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models developed for the use by the business sector. The literature included books and 

manuals on how to market institutions and how to apply established above the line 

advertising and below the line practices for instance public relations used in the 

business sector, to higher education. 

Educational marketing research that emerged in the 1990s interpreted marketing 

within the narrower definition of marketing communications. This study had as a 

standpoint a hypothesis supporting the idea that in order to ensure the success of the 

marketing universities, there is great need for the managers to examine the process of 

decision taking and also to examine the way it is perceived by the potential student. At 

the same time, it was concluded that any student can be considered also a client for the 

educational product (Maringe & Gibbs, 2012). 

Just two decades after the first debates on introducing the marketing topic into 

the educational management practice, the adepts of the educational marketing have 

strongly claimed that education can be ‘marketed’ in a social, ethical and educationally 

responsible way (Stachowski, 2011), so that the educational marketing term has 

become a formal one, being introduced in the second half of 1980 in the United States 

of America and Great Britain, moment marked by the launching of some publications, 

such as ‘how to promote your school’, that were based on marketing models that were 

previously developed in the lucrative sector. The emergence of the marketing term into 

the university management lexicon is also framed by Maringe and Mourat (2012). 

Oplatka and Hemsley-Brown (2012) substantiated that the educational 

marketing represents an indispensable management function that is vital for the 

educational units in the competitive environment nowadays, as the efficiency of an 

educational unit itself is not enough and it has to illustrate an efficient image among 

parents and stakeholders, as well. In addition to that, the adoption of the marketing 
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practice in the superior educational units represents a solution to decrease the negative 

effects of educational services extension, on a general level, which manifests more and 

more as a lack of individualized attention among the students, a crucial problem of the 

university management in the context of global competition (Petruzzellis & Romanazzi, 

2010). 

Stachowski (2011) completed the series of arguments in favour of adopting the 

educational marketing by summarizing its benefits, which include better 

accomplishment of the institutions’ missions, increased satisfaction of employees and 

pupils, the ability to attract more resources (financial and non-financial), and increased 

efficiency of the marketing actions, in general.  

Students’ Choice 

Wildman and Torres (2001) argued that though there has been notable research 

on the decisions that influence students as to the factors affecting the level of 

educational aspirations, limited consideration has been given to students’ choice of 

university. In regard to tertiary institutions, student choice is equated to consumer buyer 

behavior. Consumer behavior determines how individuals, and groups choose, buy, 

consume, and dispose goods and services in satisfaction of their needs and desires and 

the factors that affect their behavior (Kotler & Armstrong, 2008). Students’ choice of 

institutions of higher learning would be made easy if marketing communication is 

effectively done. Daystar University could put more marketing communication efforts 

by carrying out research to get more understanding and information on the factors that 

influence students’ choice of institutions of higher learning. In addition, the university 

could put more marketing effort towards the kind of media consumed by prospective 

students instead of spending a lot of money on mainstream media advertising and other 

marketing strategies.   
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Institutions of higher learning are rolling out communication to potential 

students through channels that seem unappealing to them. From the findings of a study 

by Ruffalo (2015) about 77% of graduating students from high school have found 

websites and social media pages of institutions of higher education informative. This is 

because the target audience of institutions of higher learning are the millennials for 

whom social media is the number one platform for receiving information. Peer to peer 

advice is also important. Identifying and understanding the target audience in 

institutions of higher learning would make communication effective (Blackwell, 

Miniard, & Engel, 2001).  

A marketing staff member at Daystar points out that although the university 

advertises through print and television, career fairs, high school visits among other 

marketing strategies, questionnaires filled by new students show that a number of 

students knew Daystar University through other sources such as social media, family 

referrals among others. This creates a disparity and leads to the question: what 

influences the students’ choice of university and through what channels of 

communication do these students get to know about the universities they finally join. 

Statement of the Problem 

Every year, high school graduating students are faced with the challenge of 

choosing a career path. The choice of either going to university to pursue a degree or to 

do talent-oriented careers like music and art. This is a decision students have to make 

at this time of their lives. For those wishing to join university, the admission process 

assumes high priority; students with good performance get to join the good universities. 

However, many factors do affect the final decision for instance marketing 

communication tools used could be a factor as to why students prefer particular private 

universities. High school graduates could eventually choose a certain university 
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because of the school visits by the university’s marketing team, or educational fairs 

organized by the university.  

Due to the increase and diversity in students in the present day, universities have 

adopted marketing communication tools drawn from the business world. Marketing 

communication sets apart an institution from its competitors and should therefore be 

strategic and appealing to the target audience. Effective marketing communication can 

help increase enrolment and visibility of the university. An operational marketing 

communication strategy not only increase the number of enrolment but helps give a 

reflection of the university to the outside world (Hanover Research, 2014).   

However, even though marketing has become more significant as a focal point 

in higher education institutions in many contexts (Al-Alak, 2006), the advances in 

technology, social markets and the shift in audience reach occasioned by the emergence 

of new media, has created a need to reevaluate the marketing communication tools used 

in the private universities. Technological advancement has resulted in audience 

segmentation with different interests and needs and it is not clear whether the marketing 

communication tools used and the channels of communication used have a bearing on 

the students’ choice to join a university.  Therefore, due to the current change in 

technology and communication channels, it was necessary to obtain marketing 

communication tools that work effectively and efficiently for private universities.  

Purpose of the Study 

The purpose of this study was to establish the relationship between the 

marketing communication tools used by Daystar University and their efficacy in 

attracting students in the era of technology advancement and shift in market audiences. 

The study did this by finding out the marketing communication tools employed by 

Daystar University and the reasons students chose the University. 
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Objectives of the Study 

1. To examine the marketing communication tools Daystar University used to 

attract students. 

2. To establish what marketing communication tools impacted students’ choice of 

Daystar University. 

3. To determine the factors that influenced students’ choice of Daystar University. 

Research Questions 

1. What were some of the marketing communication tools used to attract students 

by Daystar University? 

2. What marketing communication tools did students consider effective? 

3. What factors influenced a student’s choice of university? 

Justification for the Study 

The researcher chose Daystar University because over the years, private 

institutions of higher learning have been regarded as nonprofit organizations which do 

not require marketing (Kotler, 1979). However, as Sojkin et al (2012) stated, the 

developments in technology, market space and audience reach has led to the adoption 

of marketing in educational institutions hence the need to study the effectiveness of the 

marketing communication tools employed by private universities. Additionally, with 

the current change in technology and information channels, it is necessary to use the 

marketing communication tools that work effectively and efficiently for Daystar 

University. It would be a drawback if the university keeps investing money in 

marketing communication tools that do not work well for them.  

Moreover, the increased competition in private universities calls for topnotch 

marketing communication efforts that will sustain the pressure from other institutions. 
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Sustainability could be achieved by Daystar University identifying the target audience 

and later determine communication tools in order to attract students. These marketing 

communication tools should be tailored to the audience, their reach and needs (Cook & 

Zallocco, 1983). 

Significance of the Study 

The findings of this study are expected to be valuable to stakeholders in higher 

education sectors in Kenya: the management of private institutions of higher learning, 

future researchers and academicians. For the management of the Daystar University, 

the findings would, possibly, be of importance since the study seeks to explain factors 

that influence students’ choice to study at the institution. This would hopefully assist 

the stakeholders in evaluating their marketing communication strategies to influence 

the choice of potential students. 

It is also hoped that the outcomes would be of importance to future researchers 

and academicians. This study as a whole would be used by future scholars in the area 

of students’ choice of universities or marketing communication. It would be considered 

significant in contributing to the knowledge and understanding of students’ choice of 

universities and marketing communication.  

The current study would be of importance by creating knowledge in marketing 

communication in a multimedia environment. It would inform organizations dealing 

with varied audiences, hence the use of various media channels for their reach. This is 

because the millennial generation has different characteristics and interests than 

previous generations (Rayfield, Shafer, Chris, & Murphrey 2013). 
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Assumptions of the Study 

1. That all institutions of higher learning used marketing communication tools to 

attract students for enrolment 

2. That students chose an institution of higher education because of a particular 

aspect associated with the institution 

3. That all students were faced with the decision to choose a university 

4. That, technological advancement had resulted to new communication 

channels. 

Scope of the Study 

The study focused on marketing communication tools and their effect on 

students’ choice of the university and was undertaken at Daystar University; both Athi 

River and Nairobi Campuses. All the 2018 admitted and enrolled students in 

undergraduate and post graduate programs comprised the target population of this 

study. The researcher chose first year students because they were new to the institution 

hence reducing bias in the study (Cook & Zallocco, 1983). The researcher chose 

Daystar University because, being a private University, it is an institution that 

prospective students were faced with the ultimate challenge of making a choice, unlike 

in public institutions where students were selected or the decision was already made for 

them, i.e. in the case of government sponsored students. With the help of KUCCPS, 

placement was done in various universities and colleges to enhance equity and access 

of tertiary education (Kenya Universities and College Central Placement Service, 

2018). 
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Limitations and Delimitations of the Study 

The researcher initially had purposed to use Daystar University students’ 

emails to send questionnaires, but this proved to be a limitation because out of the 130 

questionnaires issued only 17 questionnaires were duly filled online. The researcher 

had to physically issue the questionnaires to first year students’ classes with the help 

of the semester timetable from the registrar’s office that aided the administration of 

the questionnaires.  

Definition of Terms 

Education marketing: Refers to the facts, processes and the performance 

composed by an institution with the goal to inform and educate prospect students  

Efficacy: Refers to the outcome of marketing communication strategies 

according to the reasons they were designed for. It is when a marketing communication 

strategy has positive influence or effect on the target audience. It zeros in to good 

communication channels and custom-made messages to the accurately identified target 

audience.  

Higher education: It is defined in this study as education at universities or 

similar educational establishments, especially to degree level. 

Major: For this study, it referred to a university or college student’s main field 

of specialization during their study. 

Marketing communication tools: They are elements of marketing 

communication mix that play different roles but work simultaneously in the overall plan 

for marketing stimulation and help in generating productive marketing communication 

in organizations (Kotler & Keller, 2011). These are mainly the features that Daystar 

University uses to execute marketing plans in order to reach potential students.  
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Marketing communication: Refers to understanding the audience’s 

environment, crafting and presenting messages for their target group, analyzing and 

reviewing the responses. Communicating relevant messages motivates the audiences 

and yields attitude and behavioral reactions (Fill & Jamieson, 2006). Similarly, Kotler 

and Keller (2011) define marketing communication as the means by which firms 

attempt to inform, persuade, and remind their customers, directly or indirectly, of 

products and brands they sell. This refers to the efforts Daystar University uses to attract 

potential students and keep existing students. 

Positioning: A technique of social marketing. It is an image of the marketing 

communication efforts  

Students’ choice: The task of decision making based on internal factors, such as 

performance and income to external factors of institutional characteristics, marketing 

tactics and opinion from significant persons (Chapman, 1981). It is defined in this study 

as the major role for potential students who are faced with decision of selecting the 

university of choice.  

Summary 

The chapter has looked at the background of the study; marketing 

communication and students’ choice. Technological advancement has resulted to 

audience segmentation hence a change in the channels of communication. This has an 

impact on the marketing communication tools used to attract students to Daystar 

University. The chapter outlined the objectives of the study, the purpose, the 

justification, the significance, the assumptions, the limitations and delimitation, and 

lastly the definition of key terms. The next chapter discussed theoretical framework, 

general literature review, empirical literature review, and the conceptual framework of 

this study. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

This chapter consists of a theoretical framework, which describes the theory 

selected for the study. The general literature review includes background information 

of corporate communication, literature on marketing tools and students’ choice of 

university. The empirical literature review highlights studies already conducted to 

understand the relationship between marketing communication tools and students’ 

choice; the conceptual framework will present and explain the relationship between 

corporate communication and marketing tools and students’ choice of university which 

are the independent and dependent variables respectively for this study and how they 

interact. 

Theoretical Framework 

Social Marketing Theory 

The social marketing theory emerged in the 1970s when marketing techniques 

were realized to sell ideas, attitudes and behaviours rather than products (Shraddha, 

2018). The theory was proposed by Philip Kotler and Gerald Zaltman in 1971 and is 

currently used in social and welfare organizations (Shraddha, 2018). It is a theory of 

mass communication that promotes socially valuable information and socially accepted 

behaviours. It tries to integrate marketing ideas, principles, tools, techniques and 

socially beneficial concepts to promote communication and benefit society (Shraddha, 

2018). 

Social marketing theory is a framework that is helpful in planning, designing, 

implementing and evaluating social campaigns (Kotler & Zaltman, 1971 as cited in 
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Shraddha, 2018). Information is packaged and distributed following a plan so that 

maximum sharing and outcome is possible. The theory tries to understand social and 

psychological factors which bring resistance to change in society. It increases 

acceptability, response and practice of any social idea for the target group. Market 

segmentation and consumer research are some of the marketing communication 

techniques mostly used by this theory. The main objective of this theory is social 

intervention. Rise of different media and the emergence of the digital divide has limited 

access to information to certain demographics (Shraddha, 2018). 

According to Shraddha (2018), there are four major components of the social 

marketing theory, which include product, price, place and promotion. Product is the 

package of benefits associated with the desired action. It should be enticing to the target 

audience. Sustainable products are the end goal of social marketing. In this case, 

products can be both tangible and intangible like services and practices. Price in social 

marketing can be either monetary or non-monetary. The monetary price is that which 

you pay for the product while the non-monetary is the psychological and social costs 

resulting to long term change of habit and efforts (Shraddha, 2018). 

Place is where the target population can be found. It is the distribution site, 

where the product can be found. Success is fully achieved if the place is easily 

accessible. Promotion is the anchor of social marketing, as it is the way information is 

provided for the target group. Various tools and techniques are used to make it effective 

such as advertisements, documentaries, public relations, media advocacy among others. 

Creativity yields good promotion which increases sustainability. If a wrong platform is 

used to transmit a good message, communication may be hindered and vice versa. This 

is because the message will not reach the targeted audience (Shraddha, 2018). 
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Major features of the social marketing theory include target audience analysis 

and segmentation. A particular group of the population that is in need of a particular 

product or awareness has to be identified and analyzed. Group segmentation is when a 

group also has sub-groups that have to be studied further for effectiveness of the 

campaign. The first step of social marketing is to identify the target audience. When 

disseminating information, it is important to first identify the target audience and the 

most efficient ways to reach them (Shraddha, 2018). For example, Gębarowski (2012) 

stated, if the message is intended for young people, using traditional media like print, 

television or radio to spread the information would not be quite effective. A more 

efficient way would be to use social media to get the message across.  

The second feature of social marketing is creating awareness. When there is 

need to promote any new idea or behavior, the first step is to create awareness that such 

an idea or behavior exists. One of the easiest ways is using television campaigns, but 

the drawback is that they are very expensive and are limited in reach. The benefit of 

using new media like social media, is that it has a wider range of audience.  Awareness 

is the first step to change: when different channels are used to create awareness, a wide 

reach is covered. Effectiveness is achieved when all channels of communication have 

a similar message and do not contradict (Shraddha, 2018).  

The emergence of the internet alongside the legacy media has changed the 

media landscape and led to the emergence of what Howard (2015) called the 

hypermedia campaign. This is the kind of campaign where communication is relayed 

simultaneously across a wide range of outlets. In essence marketing communication 

and students’ choice of university can be upgraded by taking the conversations to 

prospective students and allowing enrolled students to champion the narrative. Success 

of marketing communication hinges on the awareness created by the legacy media 
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about your advertisement/ campaign. Online presence and participation engage the 

target group not reached by the legacy media and should be a representation of people 

the target audience can relate with. The goal is to have young men and women taken 

aboard as social media ambassadors with the main goal of influencing decision making 

of their peers within their own Facebook, Instagram and Twitter platforms. 

Interpersonal and group communication at the ground level are later created to engage 

enrolled students. This allows the communicator to identify their strengths and 

weakness in enrolment.  

 The third feature of social marketing is to increase interest by edutainment 

(Shraddha, 2018). The message in social marketing is creative and interesting, one that 

is not easily forgotten. The message is reinforced repeatedly and through credible 

sources that are appealing to the target group. For example, a street drama is not easy 

to forget. Images are used to increase interest and get attention (Shraddha, 2018). 

According to Gębarowski (2012), in order to create interest among prospect students, 

the university can prepare for events, such as school fairs. It is vital to take time to 

prepare promotional materials of appropriate content. Daystar can make a wide use of 

brochures and leaflets during such events to ensure that the target audience gets the 

message. Besides, they can use demonstrations supported by computer presentations or 

films to create a long-lasting mental image in the minds of the audience. 

   Desired result is the fourth feature of social marketing. It is what the campaign 

or marketing communication efforts hopes to achieve. Formulation of intriguing 

messages and visuals engraves the information in the minds of the target group creating 

a long-term change and not only a learning process. The main goal of social marketing 

is to develop constructive approaches that support the desired behavioural changes and 

underpin the principle of increasing public perception that the benefits of new 
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behaviour exceed the costs of adopting that behaviour (Kotler & Lee, 2012). The social 

marketing concept has its roots in the rhetorical question from 1951 of the American 

academician Wiebe: Why can’t we sell our brotherhood in the same way as we are 

selling the soap? An idea that found productive grounds in Kotler’s paperwork from 

1969 that states that marketing is a social activity, universally spread, which goes 

beyond the spectrum of toothpaste, soap or iron sale (Kotler & Levy, 1969).  

These first steps are the basis for introducing the official term of “social 

marketing” by Kotler and Zaltman, when, through their pioneer work, they formed the 

basis for demonstrating the use of marketing for analyzing, planning and controlling 

the issues of social change. The argument that stands as a pillar for embracing the 

concept of philosophy and marketing communication tools for social causes derives 

from the marketing discipline that provides the context for the development of new 

solutions to the social problems we face, and which most often amaze and frustrate the 

society (Lefebvre, 2013). 

Social marketing stands on two main pillars: firstly, it focuses on people, their 

needs and demands, aspirations, lifestyle, and freedom of choice. Secondly, the main 

objective, which is the change of the involved behaviour, the target of all social 

marketing projects being the segments of the priority population and not the people 

(Lefebvre, 2013) and it is a systematic process of managing the strategic allocation of 

resources to address widespread social problems (Lefebvre, 2013). 

According to a more recent definition, social marketing is a process that applies 

the principles and techniques of marketing to create communication and deliver value, 

in order to influence the audience target behaviour for the benefits of the society (public 

health, safety, environment, community), as well as the respective target audience 

(Kotler & Lee, 2012). From a more practical point of view, social marketing defines an 
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organized effort led by a group with the intention to convince others to accept, change 

or give up some ideas, attitudes, practices, and behaviours (Cihovska, 2013). Being a 

field enriched with challenges and opportunities, social marketing has become, in the 

last years, an instrument to change the largely recognized behaviour that is used by non-

profit organizations and governments for the social welfare promotion (Pang & 

Kubacki, 2015).  

General Literature Review 

Higher Education in Kenya 

Higher education (HE) in Kenya can be traced back to when Makerere College 

was established to cater for the educational needs of Kenya, Uganda, Tanganyika, 

Zanzibar, Zambia, and Malawi (Nyaigotti-Chacha, 2004). The Nairobi University 

College was the only institution of higher learning in Kenya at independence with an 

enrolment of 1,000 students between 1963 and 1970 (University Education in Kenya, 

2010). Subsequently, other universities were established to meet the demand for 

education. Moi University and thereafter Kenyatta University College and Egerton 

University College followed (University Education in Kenya, 2010). By 1990, the total 

number of students in the four institutions was 41,000 students. Other public 

universities that came about later were Jomo Kenyatta University of Agriculture and 

Technology (JKUAT) in 1994, Maseno University (1991), and Masinde Muliro 

University of Science and Technology (2007) among others.  

The growing demand for higher education had spilled over into private sector 

and by 2002, there were six chartered private universities in Kenya. In the year 

2001/2002, university enrollment figures were 59,193 and by 2004/2005 there were 

91,541 students in campus (University Education in Kenya, 2010). The challenge for 

universities is to maintain quality, equity, and affordability for students (Kinyanjui, 
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2007). The entry of more players in the HE sector has resulted in competition for 

student admissions amongst these institutions. Abagi, Nzomo and Otieno (2005) further 

stated that competition amongst private universities can only be achieved through the 

provision of quality standards, over and above the statutory measures set by the 

commission.  

However, some educational analysts see the quality of education in private 

universities as ‘shallow’ compared to that in public universities (Ndegwa, 2008). It is 

also notable that public universities have scaled high operations, with for instance 

Kenyatta University getting ISO Certification in 2008, as a recognition for adherence 

to quality standards. Thus, the HE is a competitive field and effective strategies are 

required in order to deliver the vision, mission and objectives of these institutions. Due 

to the individuality of each university, marketing communication tools could differ 

though the target group remains to be students. Universities are distinctive in programs 

offered, values, and quality of education (Chapman, 1981).   

For a university to increase enrolment then it is important that evaluations are 

done on the efforts used to attract students. One of the greatest elements of competition 

in universities is the use of marketing approaches in admissions. The marketing tactic 

as described by Chapman (1981) in his model of students’ choice is to firstly, have a 

clear understanding of current students and prospective students by doing a research 

and also understand the university’s competitive market spot for example, the programs 

offered and quality teaching among others. Secondly, develop a marketing 

communication plan that acts as the guide or reference point to all marketing 

approaches. Thirdly, improve strategies used and communication processes done by the 

university. The current study aims to establish whether this has been the case in Daystar 

University or not.  
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Daystar University 

 Daystar University is a Christ-centered non-denominational institution of 

higher learning which exists to equip Christian servant leaders for the transformation 

of church and society (Daystar University, 2021). Founded in Bulawayo, Zimbabwe, 

as Daystar Publications in 1964, the institution was moved to Kenya in 1971 and 

registered as Daystar Communications, a non-profit organization in 1973 offering a 

five-week International Institute for Christian Communication (IICC) course. In 1976, 

Daystar Communications started a two-year post-high school diploma programme in 

Christian Communications, followed by a two-year M.A programme in Christian 

Communication and Christian Ministries in 1978, in collaboration with Wheaton 

College in Illinois, USA (Daystar University, 2021). 

In April 1984, Daystar launched a four-year Bachelor of Arts degree 

programmed in collaboration with Messiah College in Grantham, Pennsylvania, USA 

and changed its name to Daystar University College. On September 29, 1994, Daystar 

was granted a Charter by the Government of Kenya and became Daystar 

University. Since then, Daystar has continued to strengthen its academic offerings, 

research and extension services in response to emerging societal needs (Daystar 

University, 2021). 

Marketing Communication 

Kotler and Keller (2009) defined marketing communication as the means by which 

organizations try to inform, persuade and remind customers about their products and 

brands. Therefore, buyer-seller relationship is a tag that is achieved by exclusive 

communication of the organization to their brand and customers on the other end. 

Hawkins, Coney, and Best (2001) further defined marketing communication as public 

relations, advertising, sales power, and any visible actions taken by the organization 
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about itself or its products or services. Communication is therefore the ‘expression’ of 

an organization and its products.   

Marketing communication in general is a term that describes tools used to 

communicate all planned messages via convenient media to the target audience so as to 

build a brand (Ekhlassi, Maghsoodi, & Mehrmanesh, 2012). Developments in markets 

and technology have led to the change in communication and marketing in the 21st 

Century (Kotler & Armstrong, 2001). This resulted to change in the communication 

environment from mass marketing to segmented marketing. Mass marketing is 

promotion of a product or service to a large audience group, also known as an undefined 

target audience while segmented marketing is a defined target group with finer focus 

of promotional activities (Dibb, Sally, Simkin, & Lyndon, 1996). The target group in 

universities has been a topic of discussion. (Conway et al., 1994) elaborate on 

student/employer as customers of institutions of higher education. Their argument is 

based on the fact that a customer directly consumes a product assuming programs 

offered are products. Daystar University could identify the target group needs so as to 

enhance accuracy in reach. Reach of students is highly minimized to the type of media 

consumed hence a clear understanding on planned messages and marketing 

communication tools should be considered.  

Communicators have shifted to create focused marketing communication 

programs in order to meet the needs in the segmented markets while creating a good 

relationship with them (Kotler & Armstrong, 2001). Daystar University could build 

rapport with high school students to understand their lifestyle and with the help of 

corporate communicators work on strategies that fit into their way of life. New 

technology improvements have made communication to micro markets effective by 

creating channels that meet the needs of the audience and developing custom-made 
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messages for the smaller markets (Kotler & Armstrong, 2001). This study seeks to 

establish whether social media would be a great platform for Daystar University to 

communicate to potential students and the media to effectively communicate to students 

bearing in mind that the micro market is students and not parents or school 

administration.  

The shift from mass marketing communication to segmented marketing and the 

recent one-on-one marketing has been the drastic change in the marketing environment 

that has had marketing communication practitioners vigilant so as to achieve desired 

result (Beheshtian-Ardakani & Fathian, 2017). This has forced communicators to keep 

up the trend by identifying channels that are effective to the target audience. For 

example, in Kenya KBC dominated the 90’s with advertising directed to the mass 

audience. Today, there are over 10 other TV stations; some purely news stations, 

entertainment, and sports among others. Long before the era of social media, magazines 

like drum, and parents controlled the entertainment and lifestyle news. These magazines 

served a mass audience but with the audience shift, communication has become 

personal. Readers have freedom to choose channels and messages that relate to them.  

As added by Kotler and Armstrong (2001) in the recent years, there has been a 

shift to more focused channels with specific target audience and messages, hence a 

modification in marketing communication techniques that adhere to the changing 

environment. In order to fit in this changing environment, Daystar University should 

continually research on the students so as to learn of any changes in their environment 

and regarding their preferences. This will help the university revise the marketing 

communication strategies applied so as to appeal to the students.  

Advances in technology and communication has had its pros and cons. In 

marketing communication, the developments might have caused a problem in 
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conveying messages to the audiences (Kotler & Armstrong, 2001). Communication 

channels have improved and a growth of new channels has been witnessed. Consumers 

receive marketing communications from different sources from and about the 

organization (Ibrahim, 2016). However, consumers barely differentiate message 

sources as communicators do.  

Advertising messages through different channels like TV, radio, and social 

media platforms all seem like the same thing in the minds of consumers (Ibrahim, 

2016). Messages conveyed through direct sales, public relations, branding, and sales 

promotions become a single message delivered by the organization. Contradictory 

messages from all these channels may result to uncertainty on the company’s brand and 

image. To protect the universities brand and image, communication channels should be 

well thought out and should have a common message. Channels of communication 

differ from the type of message conveyed to the receiver. Therefore, for communication 

to be effective the thought process should begin with the receiver, which will help 

identify the channel and messages to be crafted (Ibrahim, 2016).  

Due to the nature and cost of some communication tools and media, 

communication to receivers is hindered, and the tools end up not fulfilling their function 

in the organization (Percy, 2008). Unfortunately, in most organizations marketing 

communication has a very low priority, this means that management allocation of 

money to this department is like a luxury afforded when everything else in the 

organization is going well (Percy, 2008). This attitude has forced the department not to 

have representatives in top management in the organization but rather junior account 

executives or their equals. As added by Percy (2008), organizations lucky enough to 

have precise managers for marketing communication, their work has to pass through 

top management for approval and final decision making. Although integrated 
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marketing communication has been an issue, devolved decision making a new trend 

that encourages employees to make decisions at very low levels in the organization, has 

given employees a sense of belonging in the organization (Percy, 2008).  

In the same way, marketing communication in Daystar University is important 

as it would be for any organization. Students and potential students act as the customers 

to the university and therefore the need to communicate with them effectively and 

efficiently is inevitable. Accurate communication channels reduce the high cost of 

venturing into channels that would not reach the students rendering the communication 

void. Assessment of the different communication channels is important, and it enables 

the communication team to position the intended messages in the right channel of reach 

for students.  

Marketing Communication Tools 

Marketing communication tools are disciplines that work together intensively 

and coherently within an organization so as to communicate with the target audience 

and together they form a communication mix (Jamieson & Fill, 2014). The core roles 

of marketing communication are advertising and promotion. Advertising informs the 

audience of the corporate, its brands, creates brand awareness and positive attitude 

towards the brand. Promotion, on the other hand, positions and pushes the brand to the 

audience for immediate purchase (Percy, 2008). This creates the importance of 

organizations to find out tools by which the advertising and promotion messages reach 

the target audience. These communication tools include advertising, sales promotion, 

personal selling, public relations, direct marketing, sponsorships & event marketing, 

trade shows & fairs (Jamieson & Fill, 2014).  

Marketing communication tools can be divided into personal and non-personal 

communication (Roxanne, Jennifer, Stuart, & Carol, 1998). Personal communication 
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tools are those which people communicate with one another, with word of mouth as the 

principal means of communication, but email and mobile phone are increasingly 

growing (Al- Hawary & Batayneh, 2010).  

Non-personal communication tools require another medium between the sender 

and receiver in order to communicate. These media may include newsletter, TV, 

billboards, magazines, and newspapers (Roxanne et al., 1998). Radio offers a wide 

range platform for competitively rated promotional alternatives. Leaflets and brochures 

act as reminders of the products’ contact information. Conventionally, universities have 

relied on print media, television, word of mouth and public relations to attract students 

(Chung, 2010). Market orientation in the setting of higher education has not been given 

enough attention as needed (Umashankar, 2001). This is according to a study on the 

backgrounds and concerns of market orientation in institutions of higher education. He 

emphasizes to top management and marketing communication practitioners on the need 

to use well thought marketing communication strategies in institutions of higher 

learning. As Gibbs (2002) stated a strategic marketing communication plan should be 

established and planning structures adhered to.  

For years, the traditional view was that advertising, personal selling and sales 

promotions were the most used promotional activities. This view, however, has 

expanded to incorporate online and alternative methods of communication such as 

branding, public relations, sponsorships, direct marketing and sales promotions (Clow 

& Baack, 2014). The millennial era brought about change in audience interests, 

accessibility and needs. This required a revolution in the marketing communication 

sector to allow accommodation of the particular target market. Institutions of higher 

learning should rally along other organizations in identifying and understanding their 

target audience, which informs formulation of marketing communication strategies. 
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Empirical Literature Review 

In a study by Slaughter and Leslie (1997) as cited in Stromquist (2007) that was 

carried out in four countries, namely US, Canada, UK, and Australia and focused on 

trends in institutions of higher learning between 1970 and 1995. The study recorded the 

competitiveness of these institutions for external funding upon performance. Over the 

years there have been developments in global economic competitions and, 

communication technologies which have resulted in substantial shift on market forces 

and the process of educational decision making (Stromquist, 2007). 

This, however, exposes universities to a lot of pressure. The institutions are 

expected to meet the changes in globalization or face fear of closure. Private 

universities in particular are faced with pressures of positioning themselves as choices 

to prospective students and to be highly competitive in obtaining research funds, which 

are both reasons why the institutions were created. Since private universities are more 

reliant on external support, the need for them to track the current developments in 

communication, technology, economy is quite vital (Stromquist, 2007). Although this 

study was carried out in the west, the world is now almost exposed to similar 

developments in technology and communication by the power of globalization. This 

means that shifts in market spaces, use of advanced technology and improved 

communication is something to consider even in this part of the world where the current 

study is being conducted.  

A study conducted by Wildman and Torres (2001 as cited in Rayfield, et al., 

2013) on the factors that influenced a student’s selection of a course in agriculture found 

out that subjection to agriculture, friends and family, recruitment activities carried out 

by the college of agriculture, professionals and job aspirations were some factors that 

informed a student’s choice to agricultural courses in the college. The researcher looked 
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into this study because just like the current study the researcher wanted to find out the 

factors that influenced a student’s selection of a university. Although the study looked 

at factors that influenced a student’s selection of a course in agriculture, the current 

study focuses on students’ choice of Daystar University. This study however informed 

the current study, the likely factors that would influence a student’s choice of a 

university.  

One of the implications of the study conducted by Rayfield, et al. (2013) on the 

factors influencing students’ decisions to enroll in a college of agriculture and life 

sciences was that the millennial generation is different from other previous generations. 

Their characteristics and interests call for evaluation of recruitment in institutions of 

higher education by developing marketing communication strategies that are effective 

for prospective students. From the findings of this study significant persons and 

communication efforts are not quite influential to students choosing a major as per 

Chapman’s model of students’ choice, instead institutions of higher education should 

use Facebook, twitter, and other social media platforms to effectively reach the 

audience (students). Nevertheless, this study focused on students’ decisions for 

enrolment in a college of agriculture while the current study looks into students’ 

decisions for enrolment in Daystar University. However, the study is related to the 

current study because both studies focus on the factors that influence students’ choice 

of an institution of higher education.  

In a study by Kennedy Gakuru (2011) on the role of branding in maintaining 

competitive advantage in higher education in Kenya, an emphasis on Daystar 

University Postgraduate students sought out the current position of the university in the 

minds of the consumers versus that possessed in its brand. The research revealed that 

the respondents were optimistic about the university brand, whereby 80% of the 
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respondents believed the Christian-based learning offered at the university was a 

distinguishing factor in its positioning. This study informs the current study by 

outlining some of the institutional characteristics that are unique in certain universities 

and that could be a source of influence to prospective students. For example, 

prospective students could choose Daystar University because of the Christian-based 

learning offered by the institution. 

Yearly, institutions of higher learning compete for exceptional students and 

resources. In their study on universities in a competitive global marketplace, Brown 

and Oplatka (2006), studied the influence of marketing on the management of 

institutions of higher learning and its impact in dealing with student matters. Institutions 

need to understand their competition, create an esteemed image, develop a working 

communication plan and identify the needs of their audience.  

In his study on the use of recruitment funnel by institutions of higher learning, 

Sevier (2000), affirmed that reach to prospective students include special events like 

trade fairs, websites, direct mail, and visit programs organized by the university. In his 

findings, Sevier (2000) stated that universities ought to be considerate on their target 

audience, have a clear understanding on the target audience profile their needs, media 

consumption, interests, and channels of communication. Universities should seek to 

learn from the target group their preference in a university, and the information sources 

used by potential students in their choice.  

The findings of a previous study on Daystar University also identifies peer 

influence as a key factor in selection of universities among undergraduate students 

(Khamadi, Bowen, & Oladipo, 2011). In this study, the researchers argued that friends 

can influence one’s views regarding the intrinsic value of an institution. Moreover, the 

study reports that associating with friends that have a positive attitude towards a school 
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can improve a new student’s satisfaction with the school, and vice versa is true. This 

study informs the current study on the factors that influence a student’s choice of 

university.  

Conceptual Framework 

Figure 2.1 presents the study’s conceptual framework that was derived from 

the reviewed literature. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Adapted from Chapman’s (1981) model  

Discussion 

Marketing communication influences the student’s choice of university. A 

university that advertises effectively, performs PR well and conducts successful 

exhibitions and trade fairs is more likely to have a high students’ intake and enrolment. 

The above conceptual framework essentially conceptualizes the relationship between 
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Figure 2. 1: Conceptual Framework 
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marketing communication and students’ enrolment in such a way that students’ 

enrolment is dependent on the marketing communication activities by the university. 

However, the relationship had two intervening variables. The first intervening variable 

was external factors, which include: Significant persons, marketing efforts, institutional 

characteristics and media used (Chapman, 1981). 

Chapman’s (1981) model of students’ college choice that was developed by 

David Chapman, suggested that students’ choice of college is determined by a set of 

student aspects in synthesis with a series of external influences. On the external factors, 

significant persons strongly influence a student’s choice of university. They include 

family, friends, and alumni. Comments by these individuals give the students an 

understanding of what a certain university is like. They may also give proposals on the 

choice of university. Students are likely to choose universities where friends and family 

attend/attended. Potential students are also influenced by alumni who have promising 

careers that are in line with students’ preference (Chapman, 1981).  

The marketing efforts employed by the university as supported in the model 

should have a clear understanding of current students and prospective student by doing 

a research and also understanding the university’s competitive market spot (Chapman, 

1981).  Marketing efforts should be informed by the media consumption of prospective 

students. Proper marketing channels yield a high enrolment and intake. Consequently, 

if a university wishes to increase its enrolment, then it is important that evaluations are 

done on the efforts it uses to attract students. One of the greatest elements of 

competition in universities is the use of marketing approaches in admissions.  

The model gives institutional characteristics as another external influence to 

students’ choice of a university. The model outlines that the individuality of universities 

is a factor that influences students’ choice of university. The location of a university, 
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the programs offered, institutional values, and the cost are among the major 

characteristics that stand out for different universities (Chapman, 1981).  

Media consumption is an external factor that affects the students’ choice of a 

university. Majority of the target group for universities are young people who consume 

social media as their preferred platform for information (Rayfield, et al., 2013). 

Universities should tailor their marketing communication to digital platforms so as to 

enhance reach of the target audience, hence increasing students’ intake and enrolment.  

Student characteristics is an internal factor that influences the choice of a 

university. Students from different socioeconomic status join college differently. 

Students from high socioeconomic backgrounds are likely to pursue a four-year course 

because they can afford to pay for it compared to students from average or below 

average backgrounds. Another aspect of socioeconomic status is family income. 

Income affects a student’s choice of college as it is direct to the institutional cost. Davis 

and Van Dusen, (1975) and Chapman (1981) reported that upper income students tend 

to prefer private universities, middle income students appear to prefer state universities, 

while low-income students are likely to prefer community colleges or state colleges. In 

Kenya, students from upper income tend to prefer overseas universities, middle income 

students appear to prefer private universities or particular courses in public universities, 

while low-income students are likely to prefer technical colleges.  

Performance is another student characteristic that affects choice of university. 

Performance is attributed to the students’ score in high school which is a factor that is 

mainly considered to join university (Chapman, 1981). Universities often indicate the 

required grade for enrolment, which helps students rank themselves and find the 

university that fits their grade. According to Nolfi (1979 as cited in Chapman, 1981), 

the attractiveness of educational alternatives first increases with the average quality of 
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other students enrolled in them, peaks at a point where average ability is above the 

ability of student in question and falls with the further increases in average quality. As 

Nolfi (1979) claimed, students are comfortable being with other students whose 

aptitude is the same as their own.  

Summary 

Chapter two was an outline of social marketing theory and how this study was 

anchored on it. Further, the chapter provided an understanding of higher education in 

Kenya, an in-depth look into the marketing communication, and the tools that help in 

communicating in the marketing of private universities. The empirical framework 

provided a comparison and relation of ways that other similar undertaken studies 

influenced the current study, while the conceptual framework was the view of how 

external and internal factors affected marketing communication tools and students’ 

choice of universities. The next chapter looks into the research methodology that was 

employed by this study.  
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

This chapter introduces the research methodology the researcher used to 

establish the relationship between the marketing communication tools used by Daystar 

University and their efficacy in attracting students in this study. It includes the research 

design, the target population, and the study site. It also highlights sampling procedure 

and sample size, as well as instruments and procedures of data collection, data analysis 

method and ethical considerations. 

Research Design 

  This study adopted descriptive research design, which is a design used to 

describe characteristics of a given population without manipulation of the variables in 

any way. The study used both qualitative and quantitative research approaches to collect 

data that helped in establishing the relationship between marketing communication 

tools and the choice of university that the students made. In the current study, the 

descriptive design allowed the researcher to collect quantitative data on marketing 

communication tools used by Daystar University and made inferences on the efficacy 

of the marketing communication tools in attracting students (Wolfgang, 2007).  

Population 

The population for this study was all the Daystar University stakeholders; both 

Nairobi and Athi River Campuses. According to Daystar University’s Registrar’s 

Office (2018), the University had a population of about 6000 students in 2018. This 

figure was the population of this study. The researcher proposed to study Daystar 

University, a private university, because it is in these institutions that prospective 
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students are faced with the decision of making a choice unlike in public institutions 

where students’ placement is done with the help of KUCCPS. Also, public universities 

are government sponsored and may not require much effort in student enrollment and 

retention compared to private universities, which are self-sponsored and rely on a high 

student enrollment to operate. 

Target Population 

The target population for this study was the accessible students of Daystar 

University, who were admitted and enrolled in the university in the year 2018 in both 

Athi River and Nairobi Campuses. According to Daystar University’s Registrar’s 

Office (2018), there were approximately 1300 students who were admitted and enrolled 

in Daystar University in 2018, and the figure (1300) was the target population for this 

study. The researcher settled on 2018 students as the target population since they had 

recently joined the institution by the time this study was conducted, thus, they had a 

clear memory of the media platforms and marketing communications tools that 

informed their choice of joining Daystar University.  

Sample Size 

The sample size for this study was 130 students who were enrolled at Daystar 

University in 2018, which was 10% of the target population (1300 students)  (Etikan, 

Musa, & Alkassim, 2016). This study administered online questionnaires to all the 130 

students through the official Daystar University email addresses assigned to the 

students. To this end, the researcher got a list of all 2018 students and their emails and 

send a link of the questionnaire. However, the response rate from the emails was quite 

low (17 responses). Therefore, the researcher opted to issue the remaining 

questionnaires (113) physically to first year students by identifying their classes with 
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the help of the timetable from the registrar’s office. The researcher pinpointed 100 level 

classes and issued the remaining questionnaires.  

Sampling Technique 

The researcher purposively sampled all the 2018 students (130) given that they 

had the right information and presence of memory to recall the platform through which 

they got to hear of Daystar and the marketing communication tools and messages that 

persuaded them to join Daystar University.  

Data Collection Instruments 

The study used a questionnaire as the method of data collection and conducted 

an in-depth interview with the Marketing Officer at Daystar University. The 

questionnaire was structured and contained close-ended and likert type questions. The 

close-ended questions were used to gather demographic data about the respondents and 

for ease of analysis. The likert type questions were used to obtain information about the 

choices and the marketing communication tools that informed the choices the students 

made. The use of in-depth interviews were useful in proving in-depth insights or lack 

of it on the quantitative data that was obtained from the structured questionnaire.  

Data Collection Procedures 

The researcher obtained a list from the Registrar’s Office that contained the 

names and email addresses of all the 2018 students. The researcher then sent the link 

of the questionnaire to all the email addresses and gave the students two weeks to 

respond, after which a reminder was sent. However, the response rate from the emails 

was quite low (17 responses out of 130). Therefore, the researcher opted to issue the 

remaining questionnaires (113) physically to first year students by identifying their 

classes with the help of the timetable from the registrar’s office. The researcher sought 

Daystar University Repository

Library Archives Copy



36 
 

consent of data collection by briefing the students about the study and were all willing 

to fill the questionnaire. From the 130 questionnaires, 17 responded through email 

while the remaining 113 responded via paper and pencil after the email response failed 

to hit the 130 mark.  

Pretesting 

The questionnaire was pretested on twenty Riara University students who were 

admitted and enrolled in 2018. Riara University was selected for the pretesting as the 

university was private like Daystar University and the students also seemed to have the 

same characteristics given that they were drawn from the same socio-economic 

background. The responses from the pretest were analyzed and the researcher deleted 

redundant and poorly framed questions or rephrased the questions to elicit the intended 

responses. All this was done in consultation with the supervisors who were also 

consulted in pretesting the interview guide.  

Data Analysis Plan 

Data was analyzed through examination of what was collected for inferences and 

deductions (Kombo & Tromp, 2006). Also, Mugenda and Mugenda (2003) noted that 

data obtained from the field is difficult to interpret and it must therefore be cleaned, 

coded and entered into a computer program for analysis. Only then can the researcher 

be in a position to make sense of the data.  

The researcher used statistical package for social sciences (SPSS) version 22 to 

analyze the quantitative data collected via the questionnaire. The data was cleaned, 

coded and analyzed to generate both descriptive and inferential statistics with regard to 

the research objectives. The in-depth interview responses were transcribed, and 
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emergent themes developed with regard to the objectives and to corroborate the 

quantitative responses from the questionnaire.  

Ethical Considerations 

This study was carried out in the highest ethical standards as required by the 

Government of Kenya and the supporting institution. The researcher sought research 

clearance from both Daystar University and NACOSTI, and the respondents were 

informed on the purpose and objectives of the study. Participation was voluntary and 

their identity remained confidential. The researcher was committed to objectivity and 

truthfulness in the data collection. The researcher sought consent of data collection by 

briefing the students about the study and were all willing to fill the questionnaire. 

Summary 

Chapter three provided a detailed methodology of how the researcher carried 

out this study. The study used descriptive research method. The collected data was 

analyzed using SPSS software. The findings of this study were presented in form of 

tables, graphs and charts. This chapter detailed the descriptive research design used and 

the sampling technique. It went further to describe the accessible and sample 

population, and the criteria used in selecting the sample size. The data collection 

instruments were also described in detail. 
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CHAPTER FOUR 

 DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

This chapter presents the results from analysis of data collected from first year 

students administered to Daystar University in 2018. The research involved collection 

and processing of data in response to the research objectives. Three main objectives 

were: (1) to examine the marketing communication tools Daystar University used to 

attract students; (2) to establish what marketing communication tools impacted 

students’ choice of Daystar University, and (3) to determine the relationship between 

students’ choice of university and marketing strategies employed by Daystar 

University. The findings are presented and analyzed in this Chapter. 

Response Rate 

The researcher targeted a sample size of 130 students out of the target 

population of 1,300 who joined Daystar in 2018. There was a 100% response rate since 

all 130 questionnaires were filled.  

Analysis and Interpretation 

Demographic Information of the Respondents 

The number of female respondents was higher than male; 71.3% were female 

respondents and 28.7% were male respondents. These findings were in line with the 

overall Daystar University admission trend that had seen the university admit more 

female students over the years mainly because of the courses offered in the University 

(Khamadi, Bowen, & Oladipo, 2011).  
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Further findings from the analysis indicated that the highest number of 

respondents belongs to the age group of 17-25 years and they represented 62.3% of the 

population. This age bracket was followed by 26-30 years who accounted for 37.7% of 

the population.  

Major Courses Pursued by the Respondents 

It was necessary to understand the number of majors that the target population 

pursued at Daystar University. Figure 4.1 presents the study findings.  

 

Figure 4.1: Respondents’ Major Courses 

Findings from Figure 4.1 show that public relations (PR) was the most major 

course by the respondents at 16.4%, followed by monitoring and evaluation at 12.5%, 

and electronic media at 10.2%. This representation was of the sample size of 130 

students studied by the researcher. It should be noted that the questionnaires were 

purposively issued to first year students across all degree levels (diploma, bachelor, and 

Masters), hence the many majors as shown by the findings in Figure 4.1.  
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As Chapman (1981) stated, the individuality of universities is a factor that 

influences students’ choice of university. The courses offered among other factors were 

a major characteristic that stands out for different universities. Daystar University is 

well known for its prowess in communication (Mutuku, 2020), and this explains the 

highest percentages being public relations at 16.4%, electronic media at 10.2%, and 

communication at 9.4%. Following closely was monitoring and evaluation (M&E) at 

12.5%, and this could be because questionnaires were issued to monitoring and 

evaluation (M&E) class. 

Ways in Which Students Found Out about Daystar University 

The study sought to find out how the admitted students found out information about 

Daystar University and the communication channels used by Daystar University that 

attract new students faster. Figure 4.2 presents the findings.  

 
Figure 4.2: How Respondents Found Out about Daystar University  

Most students at 45.4% reported to have first heard about Daystar University 

from family or friends, some (20.8%) from newspapers/TV/ radio/magazines, while 

others (13.1%) knew about Daystar University through social media channels, such as; 
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Facebook and Instagram. These findings show that there are various ways students first 

heard about Daystar University. It shows that majority of the students at 45.4% first 

heard about Daystar University from family or friends while a few (2.3%) from 

marketing campaigns like school fairs at Sarit Centre and other places. The legacy 

media was also a way by which students found out about Daystar University.  

These findings imply that Daystar University needs to do more marketing 

communication that reaches family/friends. According to Kotler and Armstrong (2001), 

technological improvements had made communication effective by creating micro 

markets (target audience segmentation) that allows creation of tailor-made messages 

that meet the needs of the target audience (family and friends). However, the University 

can only reach family and friends through students. Efforts to channel communication 

through students must be effective as stated by Rayfield et al. (2013), who argued that 

young people consume social media as their preferred platform of communication. 

Daystar University should tailor its marketing communication to digital platforms so as 

to enhance reach of the target audience, hence, increasing students’ intake and 

enrolment. 

However, with 20.8% of the students choosing TV/radio and newspapers, the 

University should not neglect these legacy media because they somehow influence 

decision choice. The emergence of the internet alongside the legacy media has changed 

the media landscape and led to the emergence of what Howard (2015) called ‘the 

hypermedia campaign’. Daystar University should, therefore, use hypermedia 

campaign, which is the kind of campaign where communication is relayed 

simultaneously across a wide range of outlets in order to reach potential students.  
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Channels that Daystar University Should Use to Reach Potential Students 

The researcher was interested in knowing communication channels that the respondents 

would have liked the University to use to reach potential students. Respondents were 

given seven communication channels and asked to rate them based on what they 

thought could help attract new students. Findings were as presented here in after. 

Social Media 

Figure 4.3 presents study findings in relation to social media as a 

communication channel that could help attract new students to Daystar University.  

 

Figure 4.3: Rate of Social Media as a Channel Daystar University Could Use to Reach 

Potential Students 

From the findings in Figure 4.3, majority of the students at 93.7% rated social 

media as either very important or important in reaching potential students to join the 

University, 4.7% indicated neutral, while 1.6% rated social media as ‘not important’ 

and ‘not important at all’. From these findings, social media emerged as a very 

important channel of communication to reach potential students. This shows that most 

students prefer social media as the best channel of communication to reach potential 

students. According to Vîrjan (2013), the internet has changed the way people live and 
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communicate. It is, therefore, no doubt that majority of the respondents selected social 

media as the most ideal way that Daystar University can reach new students. For that 

reason, Daystar University should use social media channels to share its unique history 

and culture as well as courses offered to attract potential new students. Nowadays, 

universities have pages on various social media handles. Since most young people 

interact with these networks, it is easier to get their attention online compared to using 

traditional channels of communication.  

Social media can also be a helpful tool for international students that wish to 

study at Daystar University. According to the social marketing theory, as discussed in 

Chapter two, place is very important and it is where the target population can be found. 

Based on the findings, most first year students belong to generation Y who can be found 

on online platforms. This implies that the University should focus more on social media 

as a marketing communication tool. However, because most students are on social 

media, the university would do well to use these students as ambassadors on social 

media and the goal should be to ensure that students, as the internal publics are well 

taken care of to the extent that their natural narratives on their social media pages 

market and sell the university.   

Word of Mouth 

It was crucial to know whether current students consider word of mouth to be 

an appropriate channel to attract new students. Results from analysis were as shown in 

Figure 4.4.  
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Figure 4.4: Rating Word of Mouth as a Channel Daystar University Should Use to 

Attract Students 

The findings in Figure 4.4 show that 66.9% of the students found word of mouth 

to be ‘very important’ and ‘important’, 26.6% were neutral, while 6.4% found it ‘not 

important’ and ‘not important at all’. These findings show that word of the mouth was 

very influential in attracting potential students to Daystar University. 

Recommendations from colleagues, friends and even lecturers at the university is a 

good source of first-hand information. It can greatly influence the purchase decision of 

a consumer, in this case being choice of Daystar as the preferred university. The 

findings show that it is important to recognise the impact of both positive and negative 

word of mouth. Positive word of mouth has the potential to attract new first years who 

may be interested in the University. However, negative word of mouth can also tarnish 

the image of the university and influence student’s choices to study at Daystar 

University.  

These findings are consistent with those from previous studies. In their study, 

Özdemir et al. (2016) examined the impact of word of mouth communication channels 

on student’s preferences for university. They argue that word of mouth has become one 

of the most significant tools of communication in this era. Human beings are social 

creatures, and they share thoughts and feelings from experiences. This sharing is crucial 
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in making decisions concerning university choices. Therefore, the managerial 

implications of universities such as Daystar should be implemented and updated 

according to the impact of word of mouth communication. The University must 

consider variables such as fields of education, history and other resources to create 

positive perceptions among students, which in turn create a positive word of mouth. 

A major disadvantage of Daystar University relying on word of mouth alone as 

a way to attract potential new students is that they will have limited control over the 

messages (Armelini, 2011). If one stakeholder has a negative experience with services 

at Daystar, there is a high chance that they will share it with others. Moreover, at the 

rate the internet has grown, it can be used to spread information. Negative information 

can affect a larger number of prospect students 

Television (TV) 

Respondents were asked to rate TV as a communication channel to reach 

potential new students. Findings were as shown in Figure 4.5. 

 

Figure 4.5: Use of TV as a Channel Daystar University Should Use to Reach 

Potential Students 
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More than three-quarter of the respondents find television to be an important 

channel for Daystar to reach new students. This comes in as a shock because the sample 

size was majorly generation X and Y who prefer social media as their media of 

consumption. However, this outcome could be as a result of the (37.7%) responses in 

the age group 26-30, who are working class and consume hypermedia (a merge of both 

social media and legacy media). For that reason, Daystar University should strive to 

utilize both social media and legacy media to reach potential student. The findings show 

that the target population comprises of two age groups, with one age group consuming 

social media and the other a mix of social media and legacy media. 

 Since the late 2000s, television has been considered a powerful advertisement 

medium. According to a recent article, the number of households in Kenya with a 

television set has hit over 5.4 million thanks to digital migration (Coastweek, 2019). 

Most people now own free to air television boxes as per latest data from 

Communication Authority (CA) (Coastweek, 2019). This high number implies that 

Daystar University could access a larger audience through television commercials.  

The social marketing theory identified in the literature reviews highlights the 

importance of creating an appealing message. As per this theory, a viewer will be 

attracted to a product only when it grabs their attention. As such, use of image, celebrity 

endorsement and corporate colours all come to play in television advertisement. 

Daystar must structure a message that will capture the attention of students. For 

example, it can use famous celebrities, such as Eric Omondi (Mosongo, 2015), who 

studied before at the university to communicate their message. However, it is always 

imperative to combine television advertisement with other channels, such as social 

media and radio so as to reach different target audience in this case parents and potential 

students.  
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Radio 

It was vital to know what current first year student thought about radio as a way 

of attracting new students. Figure 4.5 presents the study findings. 

 

Figure 4.6: Radio as a Channel Daystar University Should Use to Reach Potential 

Students 

From the findings in Figure 4.6, 58.2% rated it as either ‘very important’ or 

‘important’ while 13.9% rated it as not important or not important at all. This implies 

that more than half of the respondents considered radio as important in attracting new 

students. Most first year students belong to the young generation that prefers online 

communication, this as TV came in unexpected.  Nonetheless, similar to TV discussed 

above, these results could be as a result of varied age groups who consume different 

kind of media. Potential students could necessarily not consume radio as medium but 

find themselves listening to radio occasionally hence the high percentage.    

College radio is crucial in student development and learning (Ibrahim & Mishra, 

2016). Daystar University runs the “Inside Shine” FM radio that is managed by students 

alone (Inside Shine FM, 2019). This radio station has the potential to attract students 

who identify with traditional communication channels. A college radio such as this one 

has the potential of advertising courses offered at Daystar, tuition fees and duration, 
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among other academic related things. Such information is vital for a first year looking 

for a university. 

Commercials on radios hold a higher share of the market compared to television 

and newspaper (Rajagopal, 2010). Although Daystar University has its own FM radio, 

to attract potential students, it may have to advertise on other larger stations such as 

Kiss FM or Classic FM to reach a larger audience. Short and informative 

advertisements for university products in an urban setting using a radio can appeal to 

potential students (Rajagopal, 2010). A major advantage of radio marketing that 

Daystar University could exploit was its ability to reach a large audience at the same 

time. Besides, radios always run repeat advertisements to ensure that they reach the 

target population at all times. 

Outdoor Advertisement 

Outdoor advertisements are popular for university marketing and the researcher 

deemed it important for respondents to rate it as a way to attract new students at Daystar 

University. Figure 4.7 shows the findings.  

 

Figure 4.7: Rating of Outdoor Advertisement as a Channel Daystar University Should 

Use to Reach Potential Students 
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As shown in the Figure 4.7, 61.1% of the students considered outdoor 

advertisement as either very important or important. From this finding, majority of the 

respondents consider outdoor advertisement important while a few (13%) thought it 

was not important. This shows that there’s a percentage of young people who get 

information from outdoor advertising. This can be explained by the fact that young 

adults spend more time out of home. Advertisement on billboards and buses capture 

their attention while on travels.  

Outdoor advertisements can target students when they are out and about. It all 

depends on the University to create very appealing messages that capture attention from 

a distance (Martynova & Borisova, 2017). For example, if it is a billboard, it should be 

large enough and situated at a strategic location, such as in Nairobi CBD, or near 

roundabouts. Outdoor adverts can also help to complement word of mouth. If one 

potential student is satisfied with an ad, they can spread the word of mouth. On several 

occasions, the university can use transit (bus) advertisements, to capture the attention 

of the audience 

It may also be hard to remember important information such as enrolment date, 

tuition fees and course offered when displayed in outdoor advertisements. Transits and 

billboards are meant to be seen within a short span of time and it may be challenging 

for someone to note down contact information or other important data (Martynova & 

Borisova, 2017). However, using outdoor and social media may work well. Whereby, 

some potential students viewed an outdoor advert about the University and goes online 

to search for more information. 

Besides, the Daystar University’s target audience are young people who have 

less interest in traditional media and are more accustomed to new media. It is for this 

reason that some respondents consider outdoor ads as not important. 
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Events (School Fairs etc.) 

 

Figure 4.8: Rating of Events as a Channel Daystar University Should Use to Reach 

Potential Students 

Under this communication channel, 79.8% of the students found it either very 

important or important in reaching potential students. In addition, 16.9% found it to be 

neutral, and 3.3% considered it not important. Therefore, about three-quarter of the 

sample size believed in the power of events to attract new students. This can be 

explained by the efforts the university puts into career fairs and school visits. Some of 

the respondents although knowing about Daystar University from somewhere else 

could have made a follow up to attend these events to learn more about the university.  

 Events are a crucial tool that Daystar could use because they allow for face to 

face encounters.  For example, Daystar can use school fairs whereby they visit high 

schools in Kenya and talk to students concerning the courses offers and the entry 

requirements. Besides, they can participate in educational fairs whereby they create a 

booth and talk to students who visit to offer more information about career choices. 

Gębarowski (2012) contended that when preparing for events, such as school fairs, it is 

vital to take time to prepare promotional materials of appropriate content. Daystar 
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University can make a wide use of brochures and leaflets during such events to ensure 

that the target audience gets the message. Besides, they can use demonstrations 

supported by computer presentations or films to create a long-lasting mental image in 

the minds of the audience. Events offer the University valuable face time and allows 

the staff to answer any queries one on one. Such personal encounter cannot be replicated 

by online channels such as social media. 

It is also worth noting that through events, Daystar University can generate 

consumer interests or enquiry of product offered. Most people that will show up in such 

events are interested in what Daystar has to offer. This is a perfect time to collect names 

and contact details of interest students and send reminders later (Shishenina, 2011). 

Events will also increase the University’s exposure. With the University’s logo and 

slogan displayed everywhere during events, it is sure to stick in the minds of the target 

population. However, the place or rather location of the event matters a lot. The social 

marketing theory identifies place as one of the components of marketing. As per the 

theory, place is where the target population can be found. Therefore, events should be 

placed in places where potential new students can be found, such in schools, community 

halls or churches, among others. 

Promotional Activities 

The researcher asked participants to rate promotional activities as a channel of 

communication that Daystar University should use to reach new students. Figure 4.9 

shows the findings.  
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Figure 4.9: Rate Promotional Activities as a Channel Daystar University Should  Use 

to Reach Potential Students 

The majority of the respondents (68.3%) considered promotional activities as 

either very important or important, 22.8% considered them as neutral, while 8.9% 

considered them as either not important or not important at all. These findings indicate 

that it is important to run promotional activities as a strategy to reach more students. 

Promotional activities can be extensive; meaning they can be conducted on many 

platforms. This explains why most students found it important because they are 

components used across all media. These include sales promotions, public relations, 

merchandising, among others. It is therefore important for the marketing team at 

Daystar University to consider promotional activities because it is what advises the 

messages crafted.  

The social marketing theory defines promotion as the anchor of social marketing 

and a way that information is relayed to the target group. It can include public relations, 

advertisements, or media advocacy, among others. Promotion activities promise high 

purchase power and it is for this reason that three-quarter of the respondents consider it 

to be important. Daystar should structure a creative and eye-catching message that 

captures the attention of the public. They can do advertisements on various media 
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channels, such as the University radio, newspapers and University magazines. 

Promotional activities can help the university to access a larger audience within a short 

time period. 

Social Network That Is More Efficient to Reach Potential New Students 

With advancement of technology, social networks have become an integral part 

of marketing channels in most institutions. The researcher wanted participants to 

identify a social network that was more efficient in reaching potential new students. 

Figure 4.10 shows the findings.  

 

Figure 4.10: Social Network Most Considered Effective for Reaching Potential 

Students 

As per the findings in Figure 4.10, 37% of the respondents selected Facebook, 

29% chose Instagram, 25% chose Twitter, 8% chose YouTube, while 1% chose Google 

plus as a more efficient social network in reaching potential new students. From the 

findings, therefore, most of the students in Daystar University considered Facebook as 

the most effective social network to reach potential students.  

The researcher wanted to establish further why students would select a certain 

social media network over others. Figure 4.11 presents the study findings. 
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Figure 4.11: Reasons for Choice of Social Media Platform 

From the findings in Figure 4.11, 41.5% of the respondents contended that they 

selected the social network (see Figure 4.10) because it covered a wide reach of 

potential students. In addition, 33.8% of the respondents stated that it was because it 

was the most common used among their friends, 10% stated that it was because they 

trusted information from that media, while 5% argued that their social media selection 

had been active for a long period of time. In this digital age, institutions of higher 

learning are challenged to keep in touch and reach out to their target markets and 

stakeholders that are mostly young people. As such, most institutions have embraced 

innovative ways in attracting students using social media marketing. Universities must 

appeal continually to the ever-increasing diverse base of students. 

Social media strategies can offer institutions of higher learning with new 

possibilities in communication that allow direct engagement with potential students 

(Paladan, 2018). Moreover, engaging potential students through social networks is an 

inexpensive way for Daystar University to attract and persuade potential students. A 

social network handle owned by Daystar can bring together students previously 
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enrolled at the university with others looking for similar information. Furthermore, 

recommendations by old students in such platforms also play a crucial role in decision 

making about a university of choice. Therefore, social networks are important in the 

marketing functions of institutions of higher learning. Online marketing plays a 

strategic role in reaching potential students both locally and internationally (Wootton, 

2011). 

The number of social media networks have increased at an alarming rate in the 

last decade and institutions of higher learning can take advantage of these numerous 

options for their outreach. In this study, the researcher wanted to know which social 

media networks Daystar can use to attract more potential students. The researcher gave 

participants only five options, that is, Facebook, Instagram, YouTube, Twitter and 

Google Plus because according to Motta and Barbosa (2018), they are popular in 

marketing of institutions of higher learning. Most students reported that Facebook is 

the best social network to use to influence student’s choice of University. Facebook is 

a social media handle that connects people and currently, it connects more than one 

billion people all over the word ("Company Info | Facebook Newsroom", 2019). In 

Kenya, a 2017 report estimated that there are 7.1 million Facebook users and that 

implies that about 1 in every 5 Kenyan is associated with this media ("Facebook's 

Official Active User Base in Kenya Revealed Thanks to Kenyan Artist", 2019). 

Facebook is the most prevalent social media among institutions of higher 

learning. It offers the capacity for Daystar to personalize their brand message based on 

location, demographics, and interests. As such, it provides more targeting options than 

any other media where universities can find ways to reach more students as well as 

generate interests in their institutions. Currently, Daystar University has a Facebook 

page that allows the institution to communicate with its stakeholders. However, Peruta 
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and Shields (2018) argued that user-generated content also contributes to the level of 

engagement in social media. Facebook post formats and types will influence the 

perception of the reader concerning the university.  

Daystar University could attract prospective students by generating attractive 

content, replying timely to messages and engaging students in their chats. Besides, it 

can also use Facebook to provide a virtual tour (Wong, Kwan, & Leung, 2011). In this 

case, potential students can virtually have the same experience as an in-person tour 

might have, such as images and live videos. This saves both time and money required 

to travel physically to the university. Alumni groups on Facebook also offer valuable 

information to prospective students through word of mouth and discussion platforms. 

According to Wong et al. (2011), Facebook is an all-inclusive tool that any institution 

of higher education should adopt. For example, Daystar University can advertise 

departmental content on their page so that students know the courses offered, duration, 

campus and tuition fees, among others. 

Instagram is also a valuable tool, and it offers a platform for posting pictures 

about the university. As of December 2018, there were 1.8 million Instagram users in 

Kenya with people aged 18-24 years being the largest group ("Instagram users in Kenya 

- December 2018", 2019). This higher number of users shows that Instagram has the 

potential to attract new students to institutions of higher learning. Factors such as the 

nature of classes, condition of hostels, available amenities, the library, and other 

resources all play a role when it comes to student’s university selection. Therefore, 

Daystar must post all these pictures on Instagram to entice students to choose their 

university.  

The main difference between Instagram and Facebook is that Instagram follows 

a visual based strategy. Everything on Instagram is about photos and is an appropriate 
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tool to advertise a product with a picture that speaks volumes (Wally & Koshy, 2014). 

Daystar can use hashtags when uploading photos for potential students to follow the 

link and view more photos pertaining to the university. Additionally, leaving and 

receiving comments on Instagram can help Daystar to interact with the audience. 

Students who have further questions can ask on the platform or send a private message 

to the University via Instagram. 

Twitter is a platform mostly used for business and politics; a place to share 

ideas. Therefore, it may not be the best social media network to use to attract students. 

Only 6.9% of respondents consider it important for Daystar as a marketing tool. 

However, Daystar can still use Twitter to reach the target audience that identifies with 

this platform. Twitter can be used to share content, reach students and provide 

information. The setting of Twitter means that the audience can join a conversation, ask 

questions, and join discussions (Soboleva, Burton, & Khan, 2015). 

YouTube and Google Plus are not very common options for high education 

marketing. Despite this, universities can use YouTube to describe course content, 

provide a university tour and reach out to students. Similarly, through Google Plus, 

Daystar can build relationship with stakeholders, promote the brand, and share images 

and information (Erkollar & Oberer, 2011). All in all, it all comes down to a social 

network that covers a larger audience and is popular among the young generation as 

evidenced by answers given when the researchers inquired about the logic behind the 

choice of media preferred by students.  

Factors Influencing Choice of Daystar University 

It was imperative to examine the factors that influenced the choice of Daystar 

University for first year students admitted in 2018. Study findings on various factors 

were as detailed in the sub-sections below. 
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Family 

Study findings regarding family as a factor that influenced the choice of Daystar 

University for first year students admitted in 2018 were as shown in Figure 4.12. 

 

Figure 4.12: Family as a Factor Influencing Choice of Daystar University  

From the findings in Figure 4.12, 65.6% of the respondents either strongly 

agreed or just agreed that family played a big role in their selection of Daystar 

University, 10.9% gave a neutral response, and 23.5% either strongly disagreed or 

disagreed. Recommendations and influences from family members and relatives play a 

vital role in a student’s decision for higher education. As per the findings, more than 

half of the students contended that family influenced their choice to study at Daystar. 

Word-of mouth referrals from family members who have schooled at the University 

before or have friends that schooled there are major influences. This explains why word 

of mouth was rated (66.9%) as a channel students think Daystar University should use 

to attract potential students.  

It could true that the final decision is done by the students themselves, but family 

plays a big role. Gacohi (2017) argued that family influence at times depends on 
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finances and education background. Parents that attained a university degree are high 

likely to recommend the same for their children. Similarly, the level of income matters 

and families will recommend Daystar only if they can afford tuition fees. Gacohi (2017) 

further asserted that the family is the first contact a child has and members internalize 

certain values and sense of career in the child. Having siblings that schooled at Daystar 

and enjoyed positive experiences can influence one to join the same University. These 

findings are consistent with previous research on the same topic, which show that 

families influence institutional choices (Marcus, 2016). 

It is, however, imperative to note that even referral by family depends on their 

interaction with the University. A negative interaction will lead to a negative word of 

mouth, and vice versa is true. Daystar should respond to feedback from various 

marketing channels to generate positive feedback as recommended by the social 

marketing theory. The social marketing theory posits that one of the important aspects 

is the ability of an institution to correct itself by reacting to feedback received from 

external environment. Therefore, by focusing on providing the greatest experience 

based on feedback received, Daystar can influence crucial communication figures, such 

as families. 

Friends 

Students were asked if having friends in Daystar influenced their choice of the 

university. Study findings were as shown in Figure 4.13. 

Daystar University Repository

Library Archives Copy



60 
 

 

Figure 4.13: Friends as a Factor Influencing Choice of Daystar University  

From the findings, 57.1% either strongly disagreed or disagreed that they chose 

Daystar University because their friends study there, (11.9%) were neutral, while (31%) 

either strongly agreed or agreed. Generally, majority of the students disagreed that they 

chose Daystar University because their friends study there. It is for this reason that we 

understand that there are other important factors that influence students’ choice of 

university. Some students, however, agreed (31%) with the statement. This can be 

explained as a case of referrals, where friends studying there or studied there refer the 

students to Daystar University.  

Friends can also influence each other in career and university choice. Marcus 

(2016) reports that most of the times, friends that exert the greatest influence are often 

those that have similar achievements. Friends who studied in Daystar before can 

influence others to take a similar course in the University. Therefore, associating with 

friends who have studied at Daystar can influence a new student’s university choice. 

Under the influence and guidance of staff, Daystar can influence friends to shape other 

young people and provide a positive influence in regard to university choice. 
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According to Wanyama (2012), peer influence is exerted by friends when they 

encourage a person to change their behaviour, values or attitudes and conform to the 

norms of the group. It is a significant determinant of career choice among young people. 

When seeking University choices, students always depend on friends and friends of 

friends to provide more information about the school environment. This echoes the 

importance of word of mouth communication to Daystar University. The University 

must provide a good learning environment and generate positive experiences to 

encourage peers to generate positive world of mouth. 

The findings of a previous study on Daystar University also identified peer 

influence as a key factor in selection of universities among undergraduate students 

(Khamadi, Bowen, & Oladipo, 2011). In this study, the researchers argued that friends 

can influence one’s views regarding the intrinsic value of an institution. Moreover, the 

study reports that associating with friends that have a positive attitude towards a school 

can improve a new student’s satisfaction with the school, and vice versa is true. 

Courses Offered 

The aim of this question was to determine whether the courses offered at 

Daystar University influenced student’s choice to study at the university. Findings from 

the analysis of data were as shown in Figure 4.14 
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Figure 4.14: Course Offered as a Factor Influencing Choice of Daystar University  

The findings in Figure 4.14 show that 74.8% of the students either strongly 

agreed or agreed that they chose Daystar University because it had a course that they 

wanted to pursue. The high number (more than 70%) of respondents who were 

influenced by courses can be explained by the fact that different universities are known 

for different courses. Daystar is famous for communication while a university such as 

Moi is famous for courses such as medicine. Therefore, students countercheck the 

courses offered with their preferred courses before selecting a university. Students insist 

on studying courses that are in line with their career choices. 

Career choice is a critical step in the life of a student because it determines the 

path a person will take in the society in future (Mberia & Midigo, 2018). When selecting 

a university for study, students often choose a university that is best at offering such 

courses. In a recent study that sought to understand the dilemma in career choices in 

Kenya, the researchers address the issue of course availability (Mberia & Midigo, 

2018). Through a sample of 3,000 students, the researchers report that personal 

preferences and skills influence student’s career choices. The study concludes that 

students need mentorship to make informed choices about universities and careers. 
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Location 

The researcher was interested in finding out whether the location of Daystar 

University influenced students’ choices. Figure 4.15 shows the findings.  

 

Figure 4.15: Location as a Factor Influencing Choice of Daystar University  

From the findings in Figure 4.15, 60% either strongly agreed or agreed that 

location played a role in their choice. Location of a university also matters and that is 

why more than half of the respondents considered it before selecting Daystar as a 

university of choice. The Nairobi campus is located right in the heart of Nairobi. This 

offers a great location for part-time students who need to attend school after work. The 

Athi River Campus is located in a serene environment, away from the hustle and bustle 

of the city, which offers a great study environment for students. Security also matters 

and students want a university that is located in a safe environment (Agrey & 

Lampadan, 2014).  

Amenities is also a part of location. Students are interested in nearby malls, 

restaurants, and other adjacent social amenities. Daystar University is located 

strategically in the heart of modern city and business web. Therefore, students have 
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access to modern facilities near Nairobi city and Athi River. Place, according to the 

social marketing theory matters a lot. Availability of cheap student accommodation 

places around a university will influence their choice. Besides, accessibility of the 

university, the mode of transport and even the roads all influence these choices. 

Social Status 

It was worth knowing the effect of social status on student’s choice to study at 

Daystar University. Figure 4.16 displays the findings.  

 

Figure 4.16: Social Status as a Factor Influencing Choice of Daystar University  

From the findings, half (50%) of the students either strongly agreed or agreed 

that social status played a role, 29% were neutral in their response, and 21% either 

strongly disagreed or disagreed.  Social status is the position that one holds in a group 

or society. The 50% students who either strongly agreed or agreed that the social status 

of Daystar University influenced their choice can be explained as the pride of 

association with the prestigious school of communication in the country (Mutuku, 

2020). However, there are other important factors that influence choice of university 

and maybe to the 29% who were neutral and 21% who either strongly disagreed or 

disagreed, social status was not that important.  
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Social status can be explained better based on the findings from a recent study 

that focussed on the social identity of a student and the image of the university (Waruita, 

2018). Universities must strive to create a unique niche that will make them outstanding 

in the market in such a way that a student feels proud to be associated with the 

institution. In this study, the researchers suggest that university students are identified 

and identify themselves as members of a social community. It is for this reason that the 

Daystar University needs to position itself and as the social marketing theory states, the 

marketing communication efforts when effectively done can position the university in 

the eyes of potential students hence yielding to an increase in student enrolment.  

However, most of the respondents did not consider social status to be a big deal 

when selecting Daystar as a university. This is no surprise because fees, career choice 

and amenities are mostly the crucial things that students consider (Dao & Thorpe, 

2015). Still, there is a close relationship between education and social status. For 

example, students from professional backgrounds are most likely to join higher 

education compared to those from unskilled background. Besides, students from low 

social status may not afford to raise the high tuition fees required at Daystar University 

as such students prefer government sponsored institutions (Ryan, Rotich, Korir, Mutai, 

Kosgei, & Koech, 2010). Students whose parents hold high status in the society will 

most likely select private universities (Dao & Thorpe, 2015) such as Daystar, 

irrespective of other factors such as high cost or distance, among others.  

Campus size/Infrastructure 

Students were asked to identify whether campus size or infrastructure 

influenced their choice to study at Daystar University. Figure 4.17 presents their 

responses.  
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Figure 4.17: Campus Size/Infrastructure as a Factor Influencing Choice of Daystar 

University  

As per the findings in Figure 4.17, 52.4% of the students either strongly agreed 

or agreed that campus size/infrastructure was a factor that influenced their choice of 

Daystar University, 28.9% were neutral, while 18.8% either strongly disagreed or 

disagreed. From these findings, more than half of the students considered campus 

size/infrastructure a factor that influenced their choice of Daystar University; this can 

be explained by the fact that Daystar University had small manageable classes that 

encourage interaction among students and with the lecturer. The small population also 

ensures that infrastructure is enough for all students. 

The infrastructure and size of the campus could influence students’ choice since 

they are interested in institutions of higher learning that had important amenities, such 

as; libraries, study areas and numerous classrooms (Price et al., 2003). Besides, students 

look for universities that have been well developed with things such as class size, well 

stocked library, internet facility, religious places, and social places among others (Fosu 

& Poku, 2014). Institutions of higher learning such as Daystar should be bestowed with 

all these resources to provide an ample learning environment.  
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Tuition/Fees 

The researcher investigated whether tuition or fees played a role in the choice 

of Daystar University. Figure 4.18 shows the study findings.  

 

Figure 4. 18: Tuition/Fees as a Factor Influencing Choice of Daystar University  

From the findings, 48.1% of the students either strongly disagreed or disagreed 

that tuition/fees was a factor that influenced the choice of Daystar University, 24.8% 

gave a neutral response, while 27.2% either strongly agreed or agreed. Daystar is a 

relatively expensive university, and this is explained by the 27% of the students who 

agreed that tuition/fees influenced their choice. Despite loving the courses offered these 

students had to find a way to raise money to pay for their studies maybe through 

students’ loans, work study among others. The 48.1% who strongly disagreed were 

majorly students who could afford to pay for their studies and this factor was not 

important in choice of university compared to other factors like courses offered.  

Low-income earners have to raise tuition fees, pay hostel fees and other 

requirements to study in the university may be an issue. Being a private university, the 

tuition fees is higher compared to students studying under government placement 

institutions. Therefore, finances may play a role in the choice of students. Finances is 
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one the concerns when deciding to go to university (Connor et al., 2011). However, for 

majority of the respondents felt that tuition fees was not an issue.  

Gesora and Nyakundi (2014) contended that Kenyan private universities depend 

on their revenue generated from tuition fees that they get from students. As such, this 

makes them unaffordable and expensive to most Kenyans. As added by Gesora and 

Nyakundi (2014), although some universities have set aside funds for scholarships and 

work study programs in order to increase access, only few low-income students benefit 

from such financial aid. Tuition fee is, therefore, a critical issue when selecting private 

universities in Kenya compared to studying in a public university. As stated by Karimi 

(2008), students in public universities pay Kshs 16,000, those in the parallel 

programmes of public universities pay, on average, approximately Kshs.100,000, while 

those in the private universities pay, on average, approximately Kshs. 175,000 on 

tuition fees on any given academic year. These amounts, however, did not include fees 

paid for other services, such as accommodation, transport, and medical covers. In this 

sense, high tuition fees required at Daystar University hinder some qualified students 

from applying due to their low economic status. 

The monetary price identified by the theory of social marketing focuses on the 

amount to pay for a product. Price matters in marketing because consumers are always 

on the lookout for an affordable product of high quality. Concerning higher education, 

price comprises of grant, loan, tuition or scholarship (Gyamfi, Gyamfi & Qi, 2016). 

Although Daystar is expensive compared to other universities, the way they present 

their products is what matters. If the university offers the best courses in a particular 

field, students will be willing to pay no matter the price. However, students will shift 

to other universities if they offer a similar course like Daystar, of the same quality but 

an affordable price. 
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In-depth Interview Findings 

Facebook 

Facebook was selected as the most effective social network because of the age 

factor. The university’s main target audience was the students, who were millennials, 

and were mostly found on this platform. As the PRO stated, 

Daystar University used Facebook because it is real time, content is easily 

accessible and is silently paid for. One only needs data bundles to access this 

platform. 

In addition, 

Facebook is a good platform because of influencers who are very relatable to 

millennials. This has led to use of TV slowly going down in this particular age 

group. Daystar University uses Facebook because it is an on the go media 

consumption tool. 

Moreover, the PRO was for the idea’  

Facebook is user friendly which makes it easy to use, has social groupings that 

targets a particular group of people, it’s cheaper to use and the return on 

investment is high. The university had seen high outcome on paid content and 

organic content raises interest in users hence a lot of interaction on the 

platform. 

Television (TV) 

From an administrator point of view, the marketing officer (MO) stated that the 

main reason TV was voted as a channel Daystar University should use to reach potential 

students mainly is; TV is a family experience it brings people together. Although this 

has been challenged a lot by the technological advancements seen in TV like smart TV, 

cable TV where people can access TV on their phones (Mutuku, 2020). Secondly, the 

target audience consume content across the board.  
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The emergence of the internet alongside the legacy media has changed the media 

landscape and led to the emergence of what Howard (2015) calls the hypermedia 

campaign. This is where communication is relayed simultaneously across a wide range 

of outlets. Thirdly,  

The target audience want maximum visibility from Daystar University as a 

brand. This then explains the reason why the university did not get out of TV 

any time soon. 

Similar to fast moving consumer goods like Unilever, the audience expects the 

university to match their usability by being visible on all platforms; Print digital and 

TV.  

Referrals 

Most students heard about Daystar University from family/friends. The 

university is leveraging on this through backward investment.  

This means relying on students and parents to give a good word about the 

university depending on their experience. The university is not yet there but has 

put efforts to maximise on this by boosting students experience to be worthwhile. 

Also, the university depends on alumni to speak for the brand (Daystar 

University). These products build testimonials for the university and yield return clients 

and inform on how the next consumer will view the university.  

Programs 

Courses offered and location were the most selected factors that influenced the 

students’ choice of Daystar University. The university has positioned itself with its 

products by having a flagship program, communication, which has sold the university 

over the years. Other programs doing well are nursing and law.  

The law program’s niche, for example is; 
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Communication law because of the flagship program (communication) and 

medical law because of the assimilation from the nursing program. Also, the 

university is leveraging on incubating small but still provide quality education 

and also sell products (programs) to captive audiences for example the theology 

program. 

In the recent past, due to the close relationship the university has with the 

church, there have been efforts to strategically position itself in conferences by sending 

the VC as a speaker in such conferences and working with churches to run a model with 

their youth pastors as a way to revive the theology programs in the university (Mutuku, 

2020). Another example is the education program. The university is currently offering 

a certificate in online teaching targeting high end schools like Braeburn because of 

current situation facing the school systems.  

Location 

In addition, the university is strategically located. For example, the location has 

worked in favour of the nursing program. The valley road campus is surrounded by 

health facilities like Kenyatta National Hospital, Nairobi Hospital, Coptic Hospital and 

the Nairobi Women’s Hospital. This has seen an increased interest in the program by 

these facilities. Correspondingly, the valley road campus is positioned close to upper 

hill, which has become a business hub in the recent years with offices moving there 

greatly. Due to this, the interest in post graduate programs in the university has 

increased (Mutuku, 2020). Similarly, the valley road campus has seen an increase in 

population compared to the Athi River campus. This can be explained by the fact that 

students want to save on the accommodation fee because their parents/guardians live in 

Nairobi. 
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Summary of Key Findings 

The purpose of this study was to establish the relationship between the 

marketing communication tools used by Daystar University and their efficacy in 

attracting students in the era of technology advancement and shift in market audiences. 

The analyzed data presented in this chapter indicates that there were four key findings: 

1. Facebook (37%) was considered the most effective social network for reaching 

potential students. Majority 41.5% of students selected Facebook as they said 

the media covers a wide reach of potential students. However, 37% stated that 

it is because the network is the most common used among their friends, while 

10% stated Facebook as the most effective social network as they trust 

information from that media. Only 5% indicated that Facebook is long lived; 

that is the media lasts a long time and has been active for a period of time 

compared to the other social networks such as Instagram, Twitter among other.  

2. Social media (93.4%) was identified as the best communication channels that 

Daystar could use to attract potential students, with only 1.6% of the students 

voting it as either not important or important at all. Secondly, events (79.8%) 

were selected as another communication channel Daystar University could use 

to attract students. Lastly TV (74.6%) was among the communication channels 

recommended for Daystar University.  

3. Most of the participants studied heard about Daystar University from friends 

and family with a total of 45.4 percent. In as much as majority of the students 

voted friends and family, 20.8% also heard about Daystar University through 

newspaper/TV/Radio/magazines, and another 13.1% heard about the university 

through social media platforms like Facebook, Instagram, Twitter among 

others.  
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4. The findings of the study also show that various factors influence students to 

study in Daystar University. More than half 74.5% of the students identified 

courses offered as the factor that influenced their choice of Daystar University. 

In as much as courses offered at the university was highly voted, 65.6 percent 

of the participants stated family played a big role in their selection of Daystar 

University, while location 60 percent was selected among the factors that 

influenced choice of Daystar University.  

Summary 

This chapter provided the findings on marketing communication tools and 

students’ choice of university at Daystar University. Findings were based on responses 

from first year students who joined Daystar University in 2018 and the marketing 

officer at the university. These findings have been presented in form of bar graphs and 

pie charts. The figures have been accompanied by interpretations of the findings and 

finally the chapter also has a summary of the key findings which forms the basis of the 

next chapter which will present a discussion of these findings along the objectives, 

conclusions, and recommendations. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATION 

Introduction 

This chapter discusses the key findings in the current study, which sought to 

analyze marketing communication tools and students’ choice of university: A case of 

Daystar University. The study had three specific objectives and this chapter provides a 

discussion of the findings in relation to the objectives and the literature reviewed in 

Chapter two. 

Discussions of Key Findings 

Marketing Communication Tools Used by Universities to Attract Students 

Objective one of the current study sought to examine the marketing communication 

tools Daystar University used to attract students. Facebook was considered the most 

effective social network for reaching potential students at 37%. Majority at 41.5% 

picked Facebook as they say the media covers a wide reach of potential students. 

Facebook was selected as the most effective social network because of the age factor, 

the millennials.  

The millennial era brought about change in audience interests, accessibility and 

needs. This resulted to a revolution in the marketing communication sector to allow 

accommodation of the particular target market (Clow & Baack, 2014).  Daystar 

University had rallied on this by understanding its target audience, which informs 

formulation of marketing communication strategies on Facebook. The first step of 

social marketing is to identify the target audience. Audience segmentation allows for 

further thoughtful ideas for effectiveness of the campaign/advertisement. When 

disseminating information, it is important to first identify the target audience and the 
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most efficient ways to reach them. From the findings, Daystar University has 

effectively done this by identifying Facebook as the best social network to reach 

potential students. Daystar University uses Facebook because it is an on the go media 

consumption tool. It is user friendly which makes it easy to use, has social groupings 

that targets a particular group of people, it’s cheaper to use and the return on investment 

is high. The university has seen high outcome on paid content and organic content raises 

interest in users hence a lot of interaction on the platform.  

At this age of the digital world, institutions of higher learning are challenged to 

keep in touch and reach out to their target markets and stakeholders that are mostly 

young people. As such, most institutions have embraced innovative ways in attracting 

students using social media marketing. Universities must appeal continually to the ever-

increasing diverse base of students. Social media strategies can offer institutions of 

higher learning with new possibilities in communication that allow direct engagement 

with potential students (Paladan, 2018). The marketing communication efforts 

employed by the university as supported in the conceptual framework should have a 

clear understanding of current students and prospective student by doing research of 

the target audience, their media consumption and also understanding the university’s 

competitive market spot. Marketing communication efforts should be informed by the 

media consumption of prospective students. Proper marketing communication channels 

yield a high enrolment and intake. From the findings, the turnover investment on 

Facebook has been high and this is because of creating content strategically for potential 

students and using the channel where most of the target audience are found.  

Kotler and Armstrong (2001) pointed out the shift from generic communication 

channels to more focused channels with specific target audience and messages, hence 

a modification in marketing communication techniques that adhere to the changing 
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environment. In order to fit in the environment, Daystar University had specifically 

identified Facebook as the most effective social network to reach potential students. 

However, the university should continually research on the target audience so as to 

learn of any changes in the environment and preferences. This will help Daystar 

University revise the marketing communication strategies applied so as to appeal to the 

students. 

Marketing Communication Tools’ Impact on students’ Choice of University 

Objective two of the current study sought to establish the marketing communication 

tools impact on students’ choice of Daystar University. Social media (93.4%), events 

(79.8%), and TV (74.6%) were identified as the best communication channels that 

Daystar could use to attract potential students. Communicators have shifted to create 

focused marketing communication programs in order to meet the needs in the 

segmented markets while creating a good relationship with them (Kotler & Armstrong, 

2001). Daystar University should build rapport with potential students to understand 

their lifestyle and with the help of corporate communicators work on strategies that fit 

into their way of life.  

In addition, new technology improvements have made communication to micro 

markets effective by creating channels that meet the needs of the audience and 

developing custom-made messages for the smaller markets. From the findings, social 

media, events and TV were voted as the most effective channels to reach potential 

students. Daystar University leverages on this by creating content on Facebook on their 

feed and on selected groups on the platform. The university also attends the Sarit Centre 

education fairs which gives the university opportunity to meet potential students and 

pitch to them about the institution. Events offer face-to-face communication and help 

institutions to address possible questions and explain facts that may be hard to post on 
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social media or television. Moreover, TV will always be a part of advertising in the 

university. The audience expect the university to match other consumer brands like fast 

moving brands for example Unilever by being at per with its visibility. TV adverts are 

effective when repeated at different times during the day to capture the attention of the 

users at all times 

Howard (2015) spoke about hypermedia, which is the combination of different 

communication channels to reach the audience. In essence, marketing communication 

and students’ choice of university can be upgraded by taking the conversations to 

prospective students and allowing enrolled students to champion the narrative. Success 

of marketing communication hinges on the awareness created by the legacy media 

about the advertisement/ campaign. Online presence and participation engage the target 

group not reached by the legacy media and should be a representation of people the 

target audience can relate with. From the findings, the target audience seemed to 

consume hypermedia. In this sense, Daystar University should put increased marketing 

communication efforts in social media, events, and TV because this is where the target 

audience is found as the findings showed that they already do that. 

Media consumption is an external factor that affects the students’ choice of a 

university. Majority of the target group for universities are young people who consume 

social media as their preferred platform for information (Rayfield, et al., 2013). From 

the findings, social media, events, and TV were selected as the most effective 

communication channels to reach potential students.  Therefore, Daystar University 

should continue their marketing communication to digital platforms so as to enhance 

reach of the target audience, attend events like the Sarit education fair and advertise on 

TV so as to increase students’ intake and enrolment. 
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Factors that Influence Students’ Choice of University 

The third objective of the current study sought to determine the factors that 

influence students’ choice of university. According to the findings, most students 

(45.4%) heard about Daystar from friends and family. The findings of the study also 

showed that various factors influenced students to study in Daystar University. Courses 

offered, family, and location were highly voted among the factors that influenced 

choice of Daystar University. According to the findings, most students heard about 

Daystar from friends and family. This finding shows the importance of word of mouth 

and referrals. Word of mouth can be great for organizations to promote their services 

and products, and it is more effective than social media and traditional marketing (Naz, 

2013).  

Referrals offer firsthand information that can be valuable to future students. 

Most referrals are people who have interacted with the system and can testify of its 

advantages and disadvantages. Therefore, the university ensures it provides good 

student experience, high quality services and products that will help generate positive 

word of mouth (Mutuku, 2020). Humans have the tendency to trust the experiences of 

other people, which imply that when they hear from a consumer or friend concerning a 

brand, they are more likely to buy (Naz, 2013). Word of mouth is, therefore, more 

effective for Daystar to create new customers and users. 

Despite the marketing communication channel used, the social marketing theory 

states that the packaging of any advertisement should be appealing to attract customers. 

Daystar can achieve an appropriate package by using celebrities, corporate colors, 

image, layout and appealing message. An attractive package will capture the attention 

of the target audience quickly. From the findings, Daystar University relies on alumni 

to put a good word in regard to the experience had while still in the university. The 
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university has used celebrity endorsements before like Eric Omondi who is an alumnus. 

Similarly, the university has used the former student leader, Alois, who was president 

during the students’ unrest of 2017. Although he was frustrated with the leadership in 

2017 this shows that he now believes in the system again and is willing to give a good 

word for the university in marketing communication campaigns. These products build 

testimonials for the university and yield return clients and inform on how the next 

consumer will view the university. 

The findings of the study also showed that various factors influence students’ 

choice to study at Daystar University. Courses offered, family, and location were highly 

voted among the factors that influenced choice of Daystar University. In Rayfield et al. 

(2013) that studied the factors that influence a student’s selection of a course in 

agriculture found out that subjection to agriculture, friends and family, recruitment 

activities carried out by the college of agriculture, professionals and job aspirations 

were some factors that informed a student’s choice to agricultural courses in the college. 

This is in line with the current study that found out that the university has positioned 

itself with its products by having a flagship program, communication, which has sold 

the university over the years. Other programs doing well are nursing and law. The law 

program’s niche for example is communication law because of the flagship program 

and medical law because of the assimilation from the nursing program.  

Also, the university is leveraging on incubating small but still provide quality 

education and also sell products (programs) to captive audiences for example the 

theology program. In the recent past, due to the close relationship the university has 

with the church, there has been efforts to strategically position itself in conferences by 

sending the VC as a speaker in such conferences and working with churches to run a 

model with their youth pastors as a way to revive the theology programs in the 
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university. Another example is the education program. The university is currently 

offering a certificate in online teaching targeting high end schools like Braeburn 

because of current situation facing the school systems.  

In addition, the university is strategically located. According to the social 

marketing theory, place is the distribution site, where the product can be found. Success 

is fully achieved if the place is easily accessible. For example, the location has worked 

in favour of the nursing program. The valley road campus is surrounded by health 

facilities like Kenyatta National Hospital, Nairobi Hospital, Coptic Hospital and the 

Nairobi Women’s Hospital. This has seen an increased interest in the program by these 

facilities. Correspondingly, the valley road campus is positioned close to upper hill, 

which has become a business hub in the recent years with offices moving there greatly. 

Due to this, the interest in post graduate programs in the university has increased. 

Similarly, the valley road campus has seen an increase in population compared to the 

Athi River campus. This can be explained by the fact that students want to save on the 

accommodation fee because their parents/guardians live in Nairobi. 

Conclusion 

This research aimed to establish the relationship between the marketing 

communication tools used by Daystar University and their efficacy in attracting 

students in the era of technology advancement and shift in market audiences. Based on 

a qualitative and quantitative analysis of marketing communication tools and students’ 

choice of university, it can be concluded that social media is the most effective channel 

to reach potential students and courses offered, family and location greatly influence a 

student’s choice of university. The findings indicated that Daystar University uses 

Facebook to reach potential students. Students voted social media, events and TV as 

Daystar University Repository

Library Archives Copy



81 
 

effective channels to reach prospective students. Lastly, courses offered, family, and 

location were the main factors that influenced students’ choice of Daystar University.   

Recommendations 

Having identified marketing communication channels that influenced student’s 

choice to study at Daystar University, it is vital to find ways to attract more students. It 

is recommended that Daystar University increases its presence and activities on social 

media channels, mostly Facebook. According to Reitz (2012), online users want to feel 

engaged with the content as a way of showing that an organization cares about their 

feelings and views. Therefore, Daystar University should ensure continuous 

engagement with users on social media. They can achieve this by replying timely to 

comments and providing feedback on all inquiries raised.  

Besides, Daystar University should keep updating their social media pages to 

provide latest information to online consumers. Another way of engaging consumers 

online is by providing reliable and valuable information (Reitz, 2012). The university 

should ensure that they offer comprehensive information on courses offered, tuition 

fees paid, number of semesters and dates of intake, among others. Potential students 

rely on such information to make informed choices. Most large institutions have a social 

media manager to help keep online activities up to date.  

The study also recommends that Daystar University continues with its 

investment on traditional media. Since most respondents identified with television and 

events, it is imperative to improve these channels. They should advertise on these 

traditional media from time to time to attract new students. However, the university 

should not rely fully on traditional media but should put more marketing efforts on 

social media and events because the target audience consume content across the board.  
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The researcher further recommends that Daystar University should strive to 

offer exemplary experience for current students since they are the university’s product 

(alumni) and they offer testimonials to potential students. This creates 

recommendations that help in marketing the institutions through referrals and word of 

mouth.  

Recommendations for Further Research 

The current study focused on marketing communication tools and student’s 

choice of university based on the case study of Daystar University. Further research is 

recommended to determine marketing communication tools that target specific career 

courses and the best tool to use to attract more potential students.  

This study focused on the Nairobi and Athi River campus in Daystar University, 

Kenya alone. Future research can expand their study to other campuses and universities 

to examine the similarities and differences. The current study was limited to 130 first 

year students only admitted in 2018.  

The research was limited due to time and resources constraints. Future 

researchers could focus on larger samples of up to 1000 students to enhance 

generalizability, reliability, and validity.  
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APPENDICES 

Appendix A: Questionnaire 

My name is Esther Musyoki, a student at Daystar University. I am conducting a 

research on Marketing communication tools and students’ choice of University: A case 

of Daystar University. in partial fulfillment for the Master of Arts in Corporate 

Communication. Your contribution in filing this questionnaire is important and highly 

appreciated for the success of this study. The study is purely for academic purposes. 

Kindly respond to the following questions as appropriately as you can. You need not 

write your names. 

1. Gender             
Male        [  ]                      

      Female     [  ]                      
 
2. Age group       

17-25       [  ]                      
26-30       [  ]                      

 
3. Major              

               ……………………………………………………………………….. 

4. How did you first find out about Daystar University?          

Social Media (Facebook, Instagram, Twitter, WhatsApp etc.)   [  ]                      

Marketing Campaigns/Activities in places like Sarit Centre, KICC etc.  [  ]                     

Promotions and exhibitions by the University in Churches and Schools  [  ]                            

Newspaper/TV/Radio/Magazines        [  ]                                    

School presentations and visits by Daystar team     [  ]                                    

Family/Friends         [  ]                                    

Other (please 

specify)…………………………………………………………… 

 

5. On a scale of 1-5 (1 being Not Important at all, and 5 being Very Important), 

please rate the following communication channels you think Daystar 

University should use to reach out to potential students:  
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 Not 
Important 
at all 

Not 
Important 

Neutral Important Very 
Important 

Social Media                          
Word of Mouth                      
TV                                          
Radio                                      
Outdoor 
Advertisements    

     

Events (School fairs, 
etc)   

     

Promotional Activities           
 

6. If Daystar University was to reach potential new students to join the university 

which of the following social network would you consider the most efficient 

for reaching students out there? (Pick only one that you consider the most 

efficient)                 

Facebook     [  ]  Twitter        [  ]                  Google Plus     

[  ]   

Instagram     [  ]              Snapchat    [  ]           LinkedIn          

[  ] 

YouTube      [  ] 

 

7. Why did you pick the above choice?        

It’s the most common among my peers    [  ] 

                        I trust information from that media     [  ] 

     The media covers a wide reach of potential students   [  ] 

     The media platform is long-lived     [  ] 

     

8. On a scale of 1-5 (1 being Strongly Disagree, and 5 being Strongly Agree), 

please rate your opinion on the following statements:  

 Strongly 
Disagree 

Disagree Neutral Agree Strongly 
Agree 

My family 
played a big 
role in my 
choice of 
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Daystar 
University   
I chose 
Daystar 
university 
because I had 
friends 
studying here       

     

Courses 
offered was a 
major reason 
why I chose 
Daystar 
University   

     

The location 
of Daystar 
University is 
an important 
factor to me   

     

The social 
status of 
Daystar 
University 
was a great 
factor to me  

     

Campus size/ 
Infrastructure 
is very 
important to 
me    

     

Tuition/fees 
played a 
great role in 
my choice of 
Daystar 
University   
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Appendix B: Interview Guide 

The researcher interviewed the Marketing Officer at Daystar University. The research 

is on Marketing communication tools and students’ choice of university: A case of 

Daystar University. The objectives of this study are; to examine the marketing 

communication tools Daystar University uses to attract student, to establish what 

marketing communication tools impact students’ choice of Daystar University, to 

determine the factors that influence students choice of university. 

1. Most students surveyed voted TV as a channel Daystar University should use 

to reach potential students. What do you think is the main reason yet most 

students are on social media? 

2. Most Daystar University heard about Daystar University from family/friends. 

As the Marketing Officer, how are you as a university leveraging on this? 

Have you thought about family? 

3. Courses offered and location were the most selected factors that influenced the 

students’ choice of Daystar University. As the PRO, how has the university 

positioned itself with courses and location? 

4. Most students today are on social media platforms.  

a. Do you as a university use social media platform to reach potential 

students and how has that worked for the university? 

b. Why do you think Facebook was selected as the most effective social 

network? As the PRO is it a channel you have used before and how was 

the outcome? 
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Appendix E: Plagiarism Report 

 

 

 

 

Daystar University Repository

Library Archives Copy


