
 

 

The Role of Corporate Branding on The Students’ Choice of Master’s Degree 

Programs A Case of Two Selected Universities in Nairobi 

 

 

 

by 

 

 

TerryRuth Wanjiku Muriithi 

    

A thesis presented to the School of Communication 

of  

 

Daystar University 

Nairobi, Kenya  

 

 

 

In partial fulfillment of the requirements for the degree of  

 

 

MASTER OF ARTS  

in Communication 

 

 

October 2021

Daystar University Repository

Library Archives Copy



 

ii 

 

APPROVAL 

THE ROLE OF CORPORATE BRANDING ON THE STUDENTS’ CHOICE OF 

MASTER’S DEGREE PROGRAMS: A CASE OF TWO SELECTED 

UNIVERSITIES IN NAIROBI. 

 

by 

 

 

TerryRuth Wanjiku Muriithi 

16-0037 

 

 

 

 

In accordance with Daystar University policies, this thesis is accepted in partial 

fulfillment of the requirements for the Master of Arts degree. 

 

         

 

Date: 

________________________   _______________________ 

Hellen Maleche, MA, 

1
st
 Supervisor 

 

________________________   _______________________ 

Paul Mbutu, PhD, 

2
nd

 Supervisor 

 

________________________   _______________________ 

Kinya Mwithia, PhD, 

HoD, Strategic and Organizational 

Communication Department 

 

________________________   _______________________ 

Levi Obonyo, PhD, 

Dean, School of Communication 

 

 

Daystar University Repository

Library Archives Copy



 

iii 

 

 

 

 

 

 

 

 

 

 

Copyright©2021 TerryRuth W. Muriithi 

 

Daystar University Repository

Library Archives Copy



 

iv 

 

DECLARATION 

THE ROLE OF CORPORATE BRANDING ON THE STUDENTS’ CHOICE OF 

MASTER’S DEGREE PROGRAMS: A CASE OF TWO SELECTED 

UNIVERSITIES IN NAIROBI. 

 

 

 

 

 

I declare that this thesis is my original work and has not been submitted to any other 

college or university for academic credit. 

 

 

 

 

 

 

Signed: _______________________   Date: ___________________ 

TerryRuth Wanjiku Muriithi 

16-0037

Daystar University Repository

Library Archives Copy



 

v 

 

ACKNOWLEDGMENTS 

It has not been an easy journey to get here. I thank God for being with me and 

encouraging me, He has been my strength thus far. 

Secondly, I wish to thank my supervisors, Mrs. Hellen Maleche and Dr. Paul Mbutu, 

for their guidance and assistance through it all as I wrote my thesis. 

Thirdly, I would love to appreciate all the faculty of MA Communication during my 

coursework and in general my academic life at Daystar University. Thank you to the 

Registrar’s office, Library, and finance department too for the timely assistance 

whenever I needed it. 

To all my colleagues and the many friends and relatives I interacted with during my 

master’s degree program and those who encouraged me through it all, I thank you. I 

appreciate the prayers and immense support you accorded me. May you be highly 

blessed and find success in whatever you wish to achieve. 

Finally, I wish to thank all the participants from the two Universities, Daystar 

University, and the University of Nairobi, for their cooperation and assistance during 

the data collection period. 

 

 

 

 

 

 

Daystar University Repository

Library Archives Copy



 

vi 

 

TABLE OF CONTENTS 

APPROVAL ..................................................................................................................ii 

DECLARATION .......................................................................................................... iv 

ACKNOWLEDGMENTS ............................................................................................. v 

TABLE OF CONTENTS ............................................................................................. vi 

LIST OF TABLES ..................................................................................................... viii 

LIST OF FIGURES ...................................................................................................... ix 

LIST OF ABBREVIATIONS AND ACRONYMS ...................................................... x 

ABSTRACT ................................................................................................................. xi 

DEDICATION .............................................................................................................xii 

CHAPTER ONE ............................................................................................................ 1 

INTRODUCTION AND BACKGROUND TO THE STUDY ..................................... 1 

Introduction ............................................................................................................... 1 

Background to the Study ........................................................................................... 1 

Statement of the Problem .......................................................................................... 7 

Purpose of the Study ................................................................................................. 8 

Objectives of the Study ............................................................................................. 8 

Research Questions ................................................................................................... 8 

Justification for the Study ......................................................................................... 9 

Significance of the Study ........................................................................................ 10 

Assumptions of the Study ....................................................................................... 10 

Scope of the Study .................................................................................................. 10 

Limitations and Delimitations of the Study ............................................................ 11 

Definitions of Terms ............................................................................................... 12 

Summary ................................................................................................................. 14 

CHAPTER TWO ......................................................................................................... 15 

LITERATURE REVIEW ............................................................................................ 15 

Introduction ............................................................................................................. 15 

Theoretical Framework ........................................................................................... 15 

General Literature Review ...................................................................................... 20 

Empirical Literature Review ................................................................................... 36 

Conceptual Framework ........................................................................................... 39 

Discussion ............................................................................................................... 40 

Summary ................................................................................................................. 40 

CHAPTER THREE ..................................................................................................... 41 

RESEARCH METHODOLOGY ................................................................................ 41 

Introduction ............................................................................................................. 41 

Research Design ...................................................................................................... 41 

Population ............................................................................................................... 42 

Target Population .................................................................................................... 42 

Sample Size ............................................................................................................. 43 

Sampling Techniques .............................................................................................. 45 

Data Collection Instruments .................................................................................... 46 

Data Collection Procedures ..................................................................................... 47 

Pretesting ................................................................................................................. 48 

Data Analysis Plan .................................................................................................. 49 

Ethical Considerations ............................................................................................ 50 

Daystar University Repository

Library Archives Copy



 

vii 

 

Summary ................................................................................................................. 50 

CHAPTER FOUR ....................................................................................................... 51 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION ........................ 51 

Introduction ............................................................................................................. 51 

Analysis and Presentation ....................................................................................... 51 

Summary of the Key Findings ................................................................................ 61 

Summary ................................................................................................................. 63 

CHAPTER FIVE ......................................................................................................... 64 

Introduction ............................................................................................................. 64 

Discussions of Key Findings ................................................................................... 64 

Conclusion ............................................................................................................... 73 

Recommendations ................................................................................................... 74 

Recommendations for Further Studies .................................................................... 75 

REFERENCES ............................................................................................................ 76 

APPENDICES ............................................................................................................. 84 

Appendix A: Questionnaire ..................................................................................... 84 

Appendix B: Interview Schedule ............................................................................ 94 

Appendix C: Ethical Clearance ............................................................................... 96 

Appendix D: Research Permit ................................................................................. 97 

Appendix E: Authority to Conduct Research at University of Nairobi .................. 98 

Appendix F: Daystar University and UON Logos .................................................. 99 

Appendix G: Plagiarism Report ............................................................................ 100 

 

Daystar University Repository

Library Archives Copy



 

viii 

 

LIST OF TABLES 

Table 3.1: Sample Size Distribution in the Two Universities ...................................... 44 

Table 4.1: Response Rate ............................................................................................. 51 

Table 4.2: Gender Distribution at Daystar University and University of Nairobi ...... 53 

Table 4.3:Students Pursuing a master’s degree at Daystar University and UoN ....... 55 

Table 4.4: Employment Status ..................................................................................... 55 

Table 4.5: Branding Strategies That Influenced Enrollment at the Universities ........ 56 

Table 4.6: Attributes That Attracted Respondents to the Universities ......................... 57 

Table 4.7: Are There Some Universities That Outweigh Others in Branding ............. 58 

 

Daystar University Repository

Library Archives Copy



 

ix 

 

LIST OF FIGURES 

Figure 2.1: Conceptual Framework ............................................................................ 39 

Figure 4.1: Universities That Participated in the Data Collection ............................. 52 

Figure 4.2: Age Groups of the Study Respondents ...................................................... 54 

 

 

Daystar University Repository

Library Archives Copy



 

x 

 

LIST OF ABBREVIATIONS AND ACRONYMS 

CEO  Chief Executive Officer 

CUE  Commission for University Education 

HEI  Higher Education Institutions  

IUCEA Inter-University Council for East Africa 

KNBS  Kenya National Bureau of Statistics 

PhD  Doctor of Philosophy 

UNESCO: United Nations Educational, Scientific and Cultural 

Organization 

UoN  University of Nairobi 

 

 

 

 

 

Daystar University Repository

Library Archives Copy



 

xi 

 

ABSTRACT 

This study examined the role of corporate branding on the students’ choice of 

master’s degree programs with a focus on Daystar University and the University of 

Nairobi (UoN). The objectives of the study were to investigate the strategies 

universities in Kenya used to brand their programs, establish the role corporate 

branding plays in student enrolment in universities in Kenya, and find out the factors 

that attract students to enroll for master’s degree programs in a university. The study 

used the hierarchy of effects theory, a model focusing on advertising. The target 

population for this study was 2094 master’s degree students: 1208 from UoN and 886 

from Daystar University. A descriptive research design was used, and data was 

collected through a survey from a sample of 130 first-year full-time master’s degree 

students. The researcher also conducted interviews with two staff from the corporate 

affairs departments in both universities: one (1) from each university. Some of the 

study’s key findings were that 19% of the respondent’s gained knowledge about the 

universities that they were enrolled for their masters’ degree studies through referrals; 

and corporate branding plays a significant role in student enrollment in universities in 

Kenya, as relayed by 29.13% of the study respondents. Last but not least, as per 30% 

of the respondents, universities brand themselves to build up their reputation and 

global recognition. This research recommends the need for universities to identify the 

most salient aspects of their institutions and determine effective strategies for forming 

and communicating a cohesive identity.  
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

This study sought to look into the role of corporate branding in the students’ choice of 

a master’s degree in universities in Kenya. Universities mostly invest in attracting 

students to start up courses such as certificates, diplomas, and undergraduates as 

opposed to master’s degrees. Branding has been a key element and unique to higher 

education in organizations. This study wanted to examine the strategies Universities 

put in place to attract masters ‘degrees. It is difficult to brand Universities. It is easy to 

leave out the master’s degree students and hence concentrate on branding to attract 

certificates, diplomas, and undergraduate students. 

Background to the Study 

Branding of higher education institutions has become a prevalent issue in recent years 

according to Clark, Chapleo & Suomi (2020). Corporate branding has made 

universities acquaint themselves with the links between their characteristic and values 

and how these are perceived. A corporate brand represents one of the most valuable 

resources that firms have at their disposal to effectively distinguish themselves in the 

competitive arena (Stensaker, 2007). According to Biraghi and Gambetti (2015), 

corporate branding still exists after about three decades of its appearance.  

The key determinants of success in universities are the ability to attract and retain 

students. Some of the factors that attract students to institutions of higher learning 

include the cost of the programs offered, flexibility in fee payment, strategies 

universities used to make themselves marketable, its geographical location, referrals, 
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and past academic performance of the student (Oketch, 2003). Research conducted by 

Tremblay (2013) highlighted the top factors students consider when choosing a 

university. It identified 15 possible factors. The respondents perceived the course on 

offer as the greatest reason for enrolling in a university with an average score of 8.4 

out of 10. This was followed by the curriculum in place. The reputation of an 

institution came in second place scoring 7.7 followed closely by prospects of career 

opportunities in the future at 7.1. Several factors do influence the choice of a student 

to join a university, this study sought to examine what factors attract a student to 

choose a master’s degree. Demand for higher education worldwide is drastically 

increasing due to its vital importance for equipping learners with new skills, 

knowledge, and ideas that aid in economic, social, and political development in each 

country (Oketch, 2003; UNESCO, 1998). 

Some of the Universities that brand themselves in the world are Oxford University, 

Ulster University, Liverpool Hope University, and the University of Manchester 

(Harvey, 2018). Oxford University is one of the best-known centers of learning 

worldwide and it sees itself as the oldest higher-education facility in the English- 

speaking world. Oxford University is aware of its brand being part of what makes it 

so successful and hence it offers links to its brand guidelines on the Oxford University 

website. Ulster University, previously known as the University of Ulster, underwent 

a major rebrand in 2014, in an attempt to refresh its influence in the modern academic 

world.  

Liverpool Hope University earned its official “University” status in 2006. This 

upgrade to the organization’s identity prompted a decision for a complete rebrand, 

intended to help the group define themselves as part of a community that includes 
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some of the most prestigious educational academies in the world. Manchester 

University, on the other hand, has always worked to deliver a brand identity that is 

immediately recognizable and authentic (Harvey, 2018). Whereas in The United 

States of America, The University of California based in San Diego explains its brand 

on the University’s website, which is unique (UC SanDiego, 2019). Beaver University 

near Philadelphia conducted a questionnaire to students and found out that 30% of the 

students had not preferred it because of its name. Then the university changed its 

brand name to Arcadia University (Dunzel & David, 2007). The above Universities 

take branding seriously. 

In Africa today, branding in universities is common especially with the competition 

that exists. Universities in Africa are witnessing unprecedented growth; there have 

been rapid increases in the number of universities in Africa over the last 20 years. 

Some of the national governments proved incapable of meeting the ever-growing 

demand of their citizens for university education (Oketch, 2003). There are growing 

potentials for higher education in Africa, but little is known about the dynamics of the 

sector. The author argues out that with the growing number of student enrolment, the 

public-sector inability to meet the ever-increasing demands, and new private 

universities springing up, there is competition for students. Universities need to 

identify their niche market and effectively communicate their messages to this group 

(Mogaji & Maringe, 2019). 

Branding is very important for every organization. Many universities have taken up 

time in branding themselves with their slogans, the colour of the institution, what it is 

known for, the courses it is associated with. Some are known for their Christian 

background or the alumni it has in various professions.  
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Branding is a company’s way of life that has a greater purpose than being just the 

“visual face” of an organization. Mogaji and Maringe (2019) continued to state that 

branding performs four specific core functions which are: to differentiate your 

organization from those in your field. To show the authenticity of your product or 

service, to reinforce the values that your company places at the forefront of each 

action, and to unify each department within your organization. However, despite the 

importance of branding in Corporate branding in Universities in Kenya. 

Profiles of the Two Selected Universities in Nairobi 

As noted above, branding is essential for higher education. Looking at the Kenyan 

context, according to the Commission of University Education (CUE, 2018), there are 

74 universities in Kenya. There are 31 public chartered universities, 6 public 

constituent colleges, 18 private chartered universities, 5 private constituent colleges, 

and 14 institutions with letters of an interim authority in Kenya. These Universities 

were established in different years with the University of Nairobi (UoN) been the 

oldest University in Kenya established in 1970 whereas Daystar University was 

among the first private universities to be chartered in 1994. The University of Nairobi 

was the first university to offer a master's degree in Kenya, while Daystar University 

has, since its inception, offered a Master of Arts degree in Communication. 

The two universities were selected because they were all in the Nairobi Environs, 

have existed for a long period offering master’s degree programs. The University of 

Nairobi has existed since 1970, while Daystar University has existed since 1974. 

Another reason is that both universities had a corporate affairs department. This was 

important because the study sought to investigate if corporate branding has a role in 
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the student’s choice of a master’s degree program in universities in Kenya. This study 

was done in two universities: the University of Nairobi and Daystar University. 

According to (Oketch, 2003), a professor at the University of Nairobi; the university 

used to be an effective institution in its earlier days, but things have changed. The 

number of students has overwhelmed the institution. From a modest enrollment of a 

few hundred in the 1970s, the university now enrolls approximately 20,000 students, 

both in its regular and parallel degree programs. (p. 18). 

The registrars of both universities gave estimates of the number of master’s degree 

students as of January 2019. The researcher chose to use the estimated figures for 

both institutions.  

Profile of Daystar University 

Daystar University is a Christian University that has two campuses: Athi River and 

Nairobi campus. The Athi River campus offers daytime undergraduate programs 

while the Nairobi campus offers diploma, undergraduate, master’s degree programs, 

and Doctor of Philosophy programs. Additionally, there are boarding facilities offered 

at the Athi River campus. Daystar University has been in operation now for 43 years 

since its inception and goes by the three slogans - Excellence, Transformation, and 

Servant-Leadership. Its vision is “To be a distinguished, Christ-centered, African 

institution of higher learning for the transformation of Church and society”.  

The university has five different schools: The School of Arts and Humanities, human 

and social sciences, business and economics, communication, language and 

performing arts, and science, engineering, and health (Daystar University catalog, 

2017-2021). Finally, yet importantly, it is a chartered, private university. This study 
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focused majorly on master’s degree programs. First-year students pursuing their 

master’s degree programs will be the respondents of this study. As of January 2019, 

Daystar University had 886 first-year master’s degree students. It has grown from a 

faculty-based university serving a student population of over 5000. 

Profile of the University of Nairobi (UoN) 

The University of Nairobi is a chartered public university. This University has grown 

from a college 69 years ago now to a fully chartered University in operation for 50 

years. The University has six colleges; the college of biological and physical sciences 

located at the Chiromo campus, education and external studies situated at the Kikuyu 

campus,  architecture and engineering situated at the main campus, agriculture and 

veterinary sciences situated at the Upper Kabete campus, health sciences situated at 

the Kenyatta National Hospital and the college of humanities and social sciences 

situated at the main campus, Faculty of Arts; Parklands-Faculty of Law; Lower 

Kabete campus, Faculty of Commerce. 

The vision of the University is “To be a world-class university committed to scholarly 

excellence”. UoN offers master's programs across all their campuses, the researcher 

undertook this study with the students enrolled for the various master's programs 

offered at the Nairobi campus (University way campus). The study was done in UoN 

because it is the oldest public university in Kenya (CUE, 2018). 

The researcher found out the role of corporate branding in attracting master’s degree 

students offered at the University of Nairobi (Nairobi Campus). First-year master’s 

degree students were the respondents in this study. The number of first-year master’s 

degree students as of when this study was undertaken was 1208 at UoN. It has grown 
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from a faculty-based university serving a student population of 2,768 to a college-

focused university serving over 84,000 currently (UoN Website, 2018). The criteria 

used to choose the University of Nairobi was because it has existed since 1970.  

The researcher used Daystar University and the UoN as representative of the 41 

chartered universities in Kenya because they have been offering master’s degree 

programs for over 40 years. This has gained the confidence of many Kenyans over the 

time they have been in existence. 

Statement of the Problem 

According to (Waeraas, 2009), higher education institutions’ branding depends on the 

context. In the Kenyan context, branding is important because according to the 

Commission of University Education in Kenya’s strategic plan 2014-2018, one of the 

strategic objectives is to enhance the corporate image and branding of Universities in 

Kenya. The corporate branding approach is from the business discipline and limited 

studies have approached corporate branding perspectives. Corporate branding studies 

have focused generally on higher learning in discipline and not looked into the 

master’s degree students. Universities that use branding as a tool to compete more 

effectively and to drive recruitment and funding often place all their focus on 

promoting their core identity (Bois, 2016). 

Various scholars have researched the subject of corporate branding internationally and 

nationally. Wanjiku (2015) looked into attracting prospective students to St. Paul’s 

University. Masheti (2016) studied the effects of corporate rebranding, while 

Waithaka, Kibera, and Munyoki (2018) investigated the concepts of brand 

performance and corporate image of universities in Kenya. However, despite the 
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enormous growth and importance of branding in academics, searches on the existing 

literature reveal that very few studies specifically address corporate branding of 

higher education institutions in Kenya. This study sought to find out what strategies 

are put in place to target the higher education sector students in universities in Kenya. 

It was, therefore, important to look into the role of corporate branding in the student’s 

choice of master’s degree. 

Purpose of the Study 

The purpose of this study was to establish the role of corporate branding used by 

universities in Kenya and if they contribute to the students’ choice of master’s degree 

programs. 

Objectives of the Study  

1. To investigate the strategies universities in Kenya, use to brand their 

programs. 

2. To establish the role corporate branding plays in student enrolment in 

universities in Kenya. 

3. To find out the factors that attract students to enroll for master’s degree 

programs in a university. 

Research Questions 

1. What are the strategies universities in Kenya use to brand their programs? 

2. What role does corporate branding play in student enrolment in universities in 

Kenya? 
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3. What factors attract students to enroll in master’s degree programs in a 

university?  

Justification for the Study 

The researcher sought to know how universities in Kenya have utilized corporate 

branding in how they brand their institutions and whether it increases their student 

admissions. 

The researcher chose to do the study at Daystar University, Nairobi campus where 

master’s degree programs are offered. Daystar University has been reputable, 

especially in communication. Daystar University is a valuable choice because it 

started offering a master’s degree in communication in 1976, whereas UoN has been 

in existence for 69 years as a university. UoN was the first university in Kenya 

(Oketch, 2003).  

The researcher undertook this study because most master’s degree students attend 

their classes during the evening. The researcher also collected data from the UoN, 

main campus, and Daystar University, Nairobi campus because they were both 

located in Nairobi, and this was convenient for the researcher. The aspect of 

convenience applied because the researcher’s location at the data collection time was 

Nairobi. Daystar University, the Nairobi campus, and UoN, the main campus was 

convenient for the researcher. 
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Significance of the Study 

This study would be of significance to different institutions of higher learning. It 

would benefit the local universities and various tertiary institutions as it would give 

direction on what students look for when joining an institution.  

It is the hope of the researcher that the findings of this study would guide the 

universities in Kenya and worldwide to build their corporate brand that can attract 

students to enroll with them. The findings of the study would benefit not only the 

universities that took part in the study but also all universities in Kenya and the rest of 

the world.  

Public relations professionals that work in universities will equally benefit from this 

study. These are the people who majorly handle corporate branding of an 

organization, in this case, universities.  

The study would also be of benefit to other organizations on branding themselves.  

Assumptions of the Study 

The study had the following assumptions: 

1. Corporate branding has a role to play in the choice of master’s degree programs. 

2. The respondents will provide reliable responses and co-operate in all ways. 

3. Universities use corporate branding strategies. 

Scope of the Study 

This study sought to explore the role of corporate branding on the choice of master’s 

programs in select universities in Kenya. The scope of the study was two universities 
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in Nairobi, one private, and one public university. The two universities are Daystar 

University, the Nairobi campus, and the UoN, the main campus. 

Daystar University was considered a valuable choice because it started offering a 

master’s degree in communication in 1976 whereas the University of Nairobi has 

been in existence for 69 years as a university. UoN was the first university in Kenya 

(Oketch, 2003).  

For both universities, the registrars of both universities gave estimates of the number 

of master’s degree students as of January 2019. The researcher chose to use the 

estimated figures for both institutions. The number of first-year master’s degree 

students as of when this study was undertaken was 1208 at UoN while Daystar 

University had 886 first-year master’s degree students. 

Limitations and Delimitations of the Study 

1. Bias from the respondents. There was also a probability of coming across 

participants unwilling to take part in the study. To mitigate this, the researcher 

notified the respondents before the data collection day, so that they were 

aware of the exercise set to take place. 

2. Time conflict arose regarding the time to meet with the respondents. The 

master’s degree students did not have adequate attendance in classes; hence 

the researcher got minimal response. To mitigate this, the researcher got the 

timings of the classes from the universities administration. Data was collected 

from different schools or faculties that offer master’s degrees in the two 

universities, and the main focus was first-year master’s degree students. 
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3. Researcher bias: The researcher was a master’s degree student at Daystar 

University, and part of the study’s respondents were master’s degree students 

from Daystar University. To mitigate this, the researcher had research 

assistants who helped in collecting data at Daystar University. 

Definitions of Terms 

Choice: “At the broadest, most abstract level, the concept of college choice involves a 

student’s ability to attend the college or university most suited to his or her desires 

and academic abilities” (IHEP, 2002, p. 5). Researchers have defined choice as “the 

result of a process, in which students evaluate their options and choose one among 

them” (Martin, Yu, Martin, & Fazzio, 2013, p. 3). Choice involves deciding on 

something you want to do or have options on. In this study, the researcher used choice 

to mean that students make a decision ‘choice’ on which universities to pursue their 

master’s degrees depending on which one suits them best with all factors observed. 

 

Corporate branding: Cornelissen (2011) defined corporate branding as “The function 

and process of managing communications between an organization and important 

stakeholder groups (including markets and publics) in its environment” (p. 50). The 

study focused on the role of corporate branding in universities and specifically on 

how branding affects choice. The study intended to know if students were prompted 

to join universities from the social media ads they see, the brochures or flyers they 

get, or the referrals they get from their peers, friends, or relatives. The students who 

join the universities could be driven to these universities from the service they receive 

when they go to enquire physically about the institutions or even the traditional and 

print media ads they see, hear, and read about. 
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Master’s degree: According to Haidar (2021), a master’s degree is “an academic 

qualification granted at the postgraduate level to individuals who have successfully 

undergone a study demonstrating a high level of expertise (p. 2). It is pursued in a 

specific field of study or area of professional practice.” A degree, on the other hand, is 

According to Temple University (2018), “an award by the Board of Trustees as 

official recognition of the completion of a prescribed course of study following 

matriculation” (p. 1). Master’s degrees are designed to suit one’s flexibility of 

learning: distance learning, part-time, evening, and weekend classes. The researcher 

focused on master’s degree programs offered at Daystar University and the UoN at 

their Nairobi campuses. The study respondents were first-year students in the master’s 

programs doing their general units. In this study, master’s degree programs are 

postgraduate degrees that are pursued after one has been awarded an undergraduate 

degree. 

 

Role: Refers to “the behavior expected of an individual who occupies a given social 

position or status” (Britannica, 2019, p. 1). In this study, the role denoted the function 

of corporate branding on the choice of master’s degree programs in universities in 

Kenya. The researcher found out this by engaging first-year students in master’s 

degree programs using questionnaires and interview staff from the corporate 

communication department of the two universities. The study sought to know if 

corporate branding played any role in attracting students to want to enroll in a 

university. This came out clearly by engaging the corporate communication 

department via interviews that were conducted by the researcher in both universities. 

Branding is a function of the communications and marketing department of an 
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organization. It was hence essential to know what strategies universities use to brand 

themselves so as to increase the number of students enrolling in their institutions.  

Summary 

This chapter has highlighted the background of the study, statement of the problem, 

objectives of the study, scope of the study, justification, and significance of the study. 

It has also looked at the assumptions of the study, its limitations and delimitations, 

study, and the definition of the key terms. The next chapter focuses on the literature 

review that informed the study. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

This chapter reviews what other scholars have written concerning the topic at hand. It 

also presents previous literature concerning the research questions. The areas covered 

in this chapter are general literature review, theoretical framework, empirical 

literature review, and conceptual framework. The literature review for this study 

outlined what corporate branding is all about, its components, and its relation to the 

choice of master’s degree programs in universities in Kenya. 

Theoretical Framework 

A theoretical framework is a structure that holds or supports the idea of a research 

topic. According to Stewart, Harte, & Sambrook (2011), a theory is an abstract set of 

ideas that help make sense of that behavior. Theories help to understand or explain the 

phenomena observed in the social world. In simple terms, theories are the nets with 

which catch the world rather than how we make sense of social life. This study used 

the hierarchy of effects theory. 

The Hierarchy of Effects Theory 

The hierarchy of effects theory was created by, Robert J Lavidge and Gary A Steiner 

in 1961, and it suggests six steps to consumer buying behavior (Mbaskool, 2018). It is 

a theory that is used in communication studies. It is a model focusing more on 

advertising and it tells advertisers to go through the six stages, namely awareness, 

knowledge, liking, preference, conviction, and purchase when advertising a product or 
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service. Branding is connected to advertising in that they both help an organization 

acquire and retain customers as well as drive sales and profits. A brand of an 

organization is communicated to a firm’s stakeholders through advertising, and hence 

branding and advertising work hand in hand. These initiatives work together. 

Advertising can enhance brand awareness, while branding drives the style and 

direction of advertising campaigns (Hartford, 2018).  

This study made use of the hierarchy of effects theory because it helps show the six 

different stages – awareness, knowledge, liking, preference, conviction, and purchase 

that a prospective student goes through before they decide on which university to 

enroll in to pursue a particular course. These stages are tasked to the corporate 

communication department, who make sure that the institution’s publics are aware of 

it, they know about it, they like it, would choose it after assessing all their options. 

They are convinced of them and finally choose the firm’s products or services. 

The six steps of the hierarchy of effects theory include awareness, knowledge, liking, 

preference, conviction, and purchase (Kenton, 2018). The starting point of purchase 

for consumers is awareness. Organizations must make sure that their consumers are 

aware of the presence of their brands in a particular product segment. Knowledge is 

how the consumer will evaluate a firm’s products against other brands. An 

organization should ensure that enough knowledge about their product is available 

through various platforms retail stores, the internet, and the product package itself. 

The consumer also has to build a liking for the product and be able to choose your 

product over others. The firm needs to make sure the consumer likes your brand more 

than the others in his or her consideration list do. Conviction is a stage in the 

hierarchy of effects theory where consumers have doubt in their minds, about whether 
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to buy a product of your brand and will have to convert that into action. Purchase is 

the last and most crucial stage of the consumer buying behavior. To encourage 

purchasing of your goods, keep simple and multiple paying options, and make the 

product easy to access (Mbaskool, 2008).  

These six stages into three main stages of consumer behavior: cognitive, affective, 

and conative (Lavidge &Steiner, 1961). Cognitive is also called the “thinking” stage: 

this is where the consumer gathers knowledge about the product and becomes aware 

of it. Awareness and knowledge are grouped into the cognitive stage. The affective is 

also called the “feeling” stage, where the consumer starts developing a liking for the 

product and may even develop strong positive (or negative) feelings towards it. The 

conative is the “behavior” stage of the process. This is where the consumer, after 

weighing the pros and cons, decides his/her preference, and then buys the product 

(Mansfield, 2018). 

This study focused on how students choose universities in which they pursue their 

master’s degrees. They go through the three main stages of consumer behavior, which 

are cognitive, affective, and conative stages. The researcher found out the results 

through the questionnaires that were distributed to the first-year students pursuing 

their master’s degrees at the University of Nairobi and Daystar University. 

Limitations of the Hierarchy of Effects theory 

The hierarchy of effects theory is under criticism due to the skepticism brought about 

by advertising, does it persuade a customer to purchase a product or not. This has 

brought out the theory as the 'weak theory of advertising' and presumes advertising as 

not having the capacity to persuade consumers to purchase or adopt a brand. In 
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retrospect, advertising can only support the consumer's repertoire of brands to which 

they are deemed loyal. Schultz (2002) supported Weilbacher's (2001) theory that “the 

hierarchy of effects theory are outmoded” (p. 20). This current debate is vitally 

important for advertising and marketing practitioners to consider and "while many 

practitioners don't seem to realize it, there is no more sacred cow in the advertising or 

marketing communication business than the hierarchy of effects theory" (Schultz, 

2002, p. 6). Marketing community has enthusiastically embraced the hierarchy of 

advertising effects theory and that "no comprehensive alternative model of how 

advertising works has ever gained general acceptance in the marketing community" 

(Weilbacher, 2001, p. 21). However, his main argument against the hierarchy of 

effects is that advertising's effects alone are impossible to measure separately from the 

product's intrinsic factors, such as personal selling, promotion, and publicity, and the 

extrinsic factors. 

Weilbacher (2001) proposed hierarchy of advertising effects models that contain three 

main inconsistencies. First and foremost, this theory implies that consumers go 

through stages when exposed to a single advertisement and that once they are engaged 

in one of the stages in the theory, consumers necessarily linearly move through the 

stages. However. 

The hierarchy of advertising effects theory did not take into account the effect of 

advertising for various competing brands on the consumer before the final action 

stage. Secondly, the hierarchy of effects theory suggests an unbreakable connection 

between the consumer and the brand; not taking into consideration that other brands 

in the marketplace are simultaneously attempting to attract the consumer. 

(Weilbacher, 2001, pp. 19-26) 
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Thirdly, "no evidence was presented in either of the DAGMAR (defining advertising 

goals for measured advertising results) editions or, for that matter, in any of the earlier 

publications, that demonstrated, unequivocally, that the hierarchy-of-advertising-

effects theory was a valid description of how advertising works" (Weilbacher, 2001, 

p. 20). “Fueling the debate concerning the validity of these models are the suggested 

crucial conceptual weaknesses of hierarchy models of advertising effects" 

(Weilbacher, 2001, p. 21).  

There are four reasons as to why the hierarchy of advertising effects theory has not 

yet been, and can never be, validated by practitioners and academics. This theory only 

looks into what encompasses advertising. Weilbacher (2001) argued that the 

effectiveness of advertising alone cannot be weighed separately from various other 

factors that may have an effect in the entire marketplace. Advertising is not a single 

entity, and its effects can never be measured aside from the marketing mix in which it 

is derived from. 

Scope and Application of the Hierarchy of Effects Theory 

The hierarchy of effects theory revealed the importance of the six stages highlighted 

in the theory of branding a university. A university needs to have the steps followed to 

have its brand known by its stakeholders and to have more enrolments. The six steps 

are the universities making their customers aware of their brand, which is brand 

awareness, enlighten their customers about their brand, which is brand knowledge, 

make their customers have a liking for their brand, remove the doubts in your 

customers’ minds and convert that into action and finally make them purchase your 
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idea. In the case of universities, a purchase is where the students decide to enroll in 

the university. 

The researcher used the hierarchy of effects theory to explain how students were 

influenced by the advertising and marketing of universities and end up enrolling in the 

institutions.  

General Literature Review 

Origin, History, and Use of Brands 

Branding dates back more than 4000 years to the Indus Valleys, it is derived from the 

Old Norse word ‘brand’ which means, to burn (Holt & Mitchell, 2018). Branding has 

evolved over the years, and what we brand, how we brand it, and why we brand it 

keeps changing. The first Journal of Marketing article on the topic of “brand” can be 

traced back to H.D. Wolfe’s 1942 “Techniques of Appraising Brand Preference and 

Brand Consciousness by Consumer Interviewing”, with several other articles on 

brands and branding appearing in the popular literature even earlier in the 20th 

century (Moore & Reid, 2008). 

According to Keller (2016), brand is a “name, term, sign, symbol, design or a 

combination of them intended to identify the goods or services of one seller or group 

of sellers and to differentiate them from those of the competition” (p. 18). Brands are 

important because they impact how we experience products. The factors that 

influence the perception of customers about the quality of a brand include brand 

personality, brand image, communication messages and brand associations. 

According to Lake (2018), “effective branding process creates a unique identity that 

differentiates you from the competition” (p. 40). The researcher looked into several 
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factors that touch on a brand of a university. Branding your university is the process 

of strategically communicating your values and selling points (Quacquarelli, 2018). 

Branding in universities worldwide has increasingly become a topical issue among 

public relations (PR) practitioners, with some institutions committing substantial 

amounts of money to branding activities. This begged the question of does the acts of 

the institution branding itself bring about an increase in students’ enrolment. A brand 

is a firm’s asset that contributes to character and identity, guides consumers for 

product choices, and forms relations among consumers. The brand has a variety of 

benefits for consumers, firms, and society. In terms of consumers, a brand is a quality 

indicator and creates awareness for products. In terms of firms, the brand provides 

customer loyalty, a high-profit margin and a consistent sales amount (Kavak, Kazanci, 

Sahin, & Niray, 2015). 

Brand 

A brand is “a promise, a big idea, the expectations that reside in each customer’s mind 

about a product, service, or company” (Quacquarelli, 2018, p. 2). The essence of 

having a brand is about making an emotional connection. The American Association 

defined a brand as a name, term, sign, symbol or design, or a combination of them 

intended to identify the goods or services of one seller or group of sellers and to 

differentiate them from those of competitors. A brand is thus a product or service that 

adds dimensions that differentiate it in some way from other products or services 

designed to satisfy the same need (Kotler, 1996). Branding distinguishes what an 

organization does from another. 
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To add to this, Black (2008) pointed out five universal tactics that should be 

employed for a brand of an organization to be successful. A brand seeks to understand 

constituent needs via surveys, observations, a review of historical data or focus 

groups. It also exists to identify market segments that are highly valued by the 

institution, determine which brand attributes will remove or lessen identified barriers 

and exploit motivators, use relevant brand attributes to effectively poison the 

institution against would-be competitors, and lastly to distinguish an institution from 

its competitors through relevant information . For any brand to be successful, it needs 

to be distinguishable and apply relevant tactics at hand. 

Brand Awareness 

This study focused on what made a student choose a university. A choice can only be 

made when a student is aware of a brand. Sheridan (2017, p. 1) defined brand 

awareness as “the extent to which a consumer can correctly identify your brand based 

on visual indicators such as logo and colors”. When a prospective student is aware of 

something, they will know of it and be well informed. That is why Decker (2018) 

stipulated that brand awareness can do amazing things to the brand itself: it embeds 

itself into people’s lifestyles and purchase habits. 

It is therefore important for every company to have a differentiated brand that stands 

out as unique to the student. The question would be how is brand awareness built? 

Marrs (2018) highlighted 18 ways in which to build brand awareness. They include 

referral programs, impressive guest content, freebies, freemium with credit, 

infographics, car wraps, local partnerships, social focus, social media contests, pro 

storytelling, LinkedIn publishing, controversy, paid social advertising, podcasts, 
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unique personality, remarketing campaigns, pay per click (PPC) advertising, and 

influencer marketing. Indeed these ways are crucial to a university, however, 

universities may go a step further by building a strong, sustained presence through 

their brand awareness. That is why Kistner (2014) outlined five steps to building a 

university Brand: create a unified message, focus on public relations, not advertising, 

build a brand promise, build an emotional brand experience that creates loyalty and 

creates a brand experience through an updated curriculum. 

On creating a unified message, universities should come up with a message that 

makes it different from other universities, states what the university is, and what it 

does. A university should not just advertise itself but create a sense of belonging by 

engaging with your target audience through various platforms such as social media 

and their website. On building a brand promise, universities should develop strategies 

to brand themselves and consequently reflect the psychological  and emotional 

dynamics. These would include student experience, alumni giving, instructor 

reputation, staff culture recruitment efforts, community relations as an educational 

institution as a whole, and faculty engagement.  

The psychological and emotional dynamics that come with branding shape and 

influence the public perception of the university’s brand in the marketplace. The 

curriculum must be relevant to students at all times. A university can achieve this by 

having new academic subjects introduced in the different levels of programs they 

offer. The population in universities now is also of the digital generation hence the 

universities should also think of incorporating more online and distance learning. This 

will strengthen the university’s brand position in the marketing place. Lastly is for 

universities to continually build an emotional brand experience that creates loyalty 
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(Kistner, 2014). If the emotional connection between your target audience and the 

brand is strong, then your brand experience will come with active/continued referrals 

and bring in profits to your university. A university creates loyalty to its clients by 

understanding the market. This is accompanied by offering convenient study hours, 

locations, pricing and having an employer (corporate) influence. Loyalty will also 

lessen marketing costs (Kistner, 2014). 

The researcher found out from the students in their first year of their master's 

programs in the two universities - Daystar University and the UoN what ways they 

knew about the universities and were the ways effective enough to pursue them to 

enroll in the universities. The researcher will also enquire from the students if there 

were other ways the universities had not put out there that they used to know about 

that particular university. When a business has made their customers aware of their 

brand, their advertising and marketing campaigns mean something to their target 

audience. Various benefits come with brand awareness: it promotes a companies 

business, introduces new products or services, builds an organization’s reputation, 

differentiates your company and your competitors, and finds and retains loyal 

customers (Sheridan, 2017). 

When the public is aware of a certain brand, they tend to associate themselves with 

the brand, a certain product, or service. Decker (2018) argued that brand awareness is 

incredibly key for business success and for a company to get overall marketing goals. 

He highlights several benefits that come with building brand awareness: Brand 

awareness creates an association, builds brand equity, and fosters trust. 
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Brand Identity 

Brand identity is the message the consumer receives from the product, person, or 

thing (Lake, 2018). Universities are now in a very competitive world, and each one of 

them must work hard to be differentiating themselves from other institutions. 

Universities want their brand identity to reflect their strengths, mission, and values as 

a place of learning and to set them apart. The public relations team (and other key 

stakeholders) must first clearly define their institution’s positive attributes to avoid 

generic or misguided messaging. They should also crucially align their target 

audiences’ aspirations, educational preferences, and challenges. The brand identity 

connects with the product recognition and should be a consistent message received by 

its audience (Lake, 2018). 

Three key guidelines for helping a firm shape its brand identity are: being different, 

consistent, and relevant (Neghina, 2017). The author argued that developing a clear 

and distinctive brand is the first step to stand out in the higher education market. The 

researcher found out how the two universities - Daystar University and the University 

of Nairobi brands are identifiable. 

According to Neghina (2017), the ultimate brand statement for a university is its 

website. A website is the heart of a firm’s online branding and marketing activities. 

Make use of a mix of online channels helps a firm strengthen its brand identity across 

various platforms which include social media, email marketing that is linked to the 

organization’s website. The following are steps to cultivate a unique and impactful 

school brand: Align your school’s brand identity with your audience’s preferences, 

understand how your brand can inspire and repel prospective students. Additionally, 

look critically at the brand identity of competing schools, ensure consistent brand 
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elements across all marketing channels incorporate your community and history into 

your school branding. 

For a university to understand how a brand can repel or inspire prospective students, it 

can incorporate interviews for students before they join in, just have a few questions 

that will bring out any misconceptions that are prevalent about the varsities brand. 

Secondly, align the university’s brand identity with the preferences of your audience. 

A university could achieve this by first making a list of its top 10 characteristics and 

shed light on how such speak to its audience’s values and goals. The university could 

communicate its true purpose as an institution of learning and then incorporate this in 

its marketing strategies. 

Brand identity also helps a university to bring out consistency of its brand 

representation when people are searching for it on the online space. It is important as 

it brings familiarity, dependability, and trust to your target audience. A University 

should also incorporate the university’s history into the varsity’s branding. The 

history informed prospective students of how long the institution has existed, how 

long the course they intend to enroll in has been taught, and if there have been major 

changes in it since its inception. 

Lastly, a university should look critically at the brand identities of competing 

universities, what is it that they do not do that other schools do. What is unique about 

them that they get more student enrollments? Universities finding their strengths and 

assessing their competition can upgrade a university’s brand identity to make it stand 

out (Harvey, 2018). As they stand then the students identify would be able to identify 

with the brand.  
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Brand Strategy 

A brand strategy that has its target audience in mind ensures that it fosters effective 

positioning of a school's brand among its competitors along with the management of 

brand assets such as the institutional image, brand message, brand equity, and the 

promise inherent in the brand message Black (2008). A strategy to come up with a 

firm’s brand is a long-term plan that enables the development of a successful brand 

which helps in achieving specific goals. An organization must have an understanding 

of these marketing components before it begins to develop its brand strategy: primary 

target customer/client, competition, unique selling proposition, and product and 

service mix (Gunelius, 2018). 

The more aligned your efforts and the clearer your promises, the stronger your brand 

will be. Positioning strategies are important for the success of brands. Positioning a 

brand in the minds of one’s clients determines the sustainability of the brand in the 

competitive market (Larsen & Greenfort, 2009). There are five strategies a university 

can use to build its brand. The first strategy is a university’s understanding of a brand 

being inculcated as its culture and not as a campaign.  

Culture is defined as a way of people; the way people in the university behave and 

communicate. The second strategy is that a brand is community-driven. For a brand to 

be successful, it comes from within. Stakeholders in the university starting with its 

employees must believe in the University’s brand and support it by all means. When a 

brand is driven by its surrounding community, it grows from being promise to a 

reality. The third strategy is that the brand inspires behaviors, to build a university’s 

brand. Business success and customer satisfaction are the rewards that reinforce these 
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behaviors and consequently creates a cycle of growing the brand strength (Pasternak, 

2017). The fourth strategy is that great brands have discipline; universities that have 

great brands will stand with what they believe in and stand for. These brands will tell 

you why they are not able to come up with very clear decisions about what they 

choose to say to the public and what they refrain from saying. The last strategy that 

Pasternak (2017) pointed out is that a great brand is never finished. No organization 

let alone a university will ever get done 

University brand is not as easy as Harvey (2018) put it. To make a university stand 

out, it is key to reflect about what makes it stand out. Brand equity is the “additional 

value that a consumer attaches to the brand that is unique from all the other brands 

available in the market” (Business Jargons, 2018, p. 1). It can also refer to the loyalty, 

perception, and awareness of a customer towards the brand. Brand equity is the 

public’s evaluation of a brand and adds that the power of a brand is in a consumer 

(Jordaan, 2018).  

A few valuable things that come with positive brand equity: a higher stock price, 

higher prices due to higher perceived value, greater social impact due to brand name 

value, and the ability to expand business through product or service line extensions. 

“Investments in brand equity affect firm performance. Marketers, therefore, need to 

communicate that brands matter in their contribution to firm performance” (Jordaan, 

2018, p. 12). An institution’s brand should be reflected in its culture. 

Significance of a Brand to a Consumer 

The significance of a brand to a consumer refers to the consumer’s perception or the 

understanding of the brand from the consumer’s perspective. One reason brand 
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“research is often so difficult, according to Insights Association (2015), is that 

consumers view brands with their own experiences and beliefs in a manner that is 

highly multifaceted, complex, and fluid” (p. 4). Brands are so key to the success of an 

organization and hence enormous research has been devoted to help firms understand 

how they function within the minds of their consumers and if they ultimately 

pursuade them to decide on if to purchase a good or not. 

Hatch and Schulz (2001) developed the corporate branding toolkit which has three 

sets of diagnostic questions that analyze gaps between vision and culture where a gap 

opens when employees do not understand or support the strategy. The second set is 

culture and image, where a gap opens when the organization does not live up to its 

promises, and the last set being vision and image, where the gap opens when there is a 

conflict between the vision and views of the stakeholders. Brands, as they reside 

within the minds of consumers, are dynamic, changing, and ever evolving with each 

new experience.  

Here are seven tenets to help understand brands from the consumer perspective: 

measure what is relevant-then measure it again (Keller, 2009). According to the brand 

health model, branding within a consumer’s mind can be quantified across four 

distinct dimensions: salience which is the first requirement for branding within the 

mind, looks into the extent to which a brand is in a consumer’s mind; differentiation is 

the other whereby an organization must occupy a distinct position relative to 

competing brands. The consumer must be able to perceive the brand as somehow 

different from its competitors. Relevance is important as a brand need to have some 

meaning to the consumer. Loyalty as the last distinct dimension captures the extent to 
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which a consumer feels connected to the brand in a way that the consumer would 

prefer to choose it to others (Keller, 2009). 

What are the Consumers’ Needs about a Firm’s Brand? 

Research conducted by Rain Group (2021) relayed that customers tend to buy from 

sellers who are superlative for the following reasons: They have confidence in the 

company’s ability to achieve results, to bring new perspectives and ideas, , are willing 

to collaborate, listen, really listen to the customer, and help the customer avoid 

potential pitfalls. Further, they communicate the purchasing process, connect 

personally with the customer, craft a compelling solution, understand all the 

customer’s needs, and provide value that’s superior to other options.  

Breschi (2018) argued that it is not a new concept for companies striving to be 

customer-centric and that the right steps towards achieving customer centricity are 

still hazy. The author defined a customer need as a reason that prods a customer to 

purchase a product or service. The need to is what drives the customer to make the 

purchase decision. 

According to Breschi (2018), there are 15 most common types of customer needs 

which she divides into product and service needs. The product needs are functionality, 

convenience, design, reliability, price, experience, efficiency, performance, and 

compatibility. On the hand, the service needs are transparency, empathy, control, 

fairness, options in terms of a variety of products from the company, payment, and 

subscription options to provide the customer freedom of choice and lastly 

information. A company can also conduct a customer needs analysis survey to help 

them figure out their position in their respective competitive markets and meet their 
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target customer’s needs. In their survey, they should aim at primarily asking questions 

about their brands and competitors as well as customer product awareness and brand 

attitudes in general.  

The questions should be about positive and negative word associations with the 

companies brand, ask customers to group the firm’s brand with similar or competing 

brands and lastly compare and sort brands according to their preferences for usage. 

Companies should also look out for means-end analysis to get a clearer image of why 

customers purchase from your firm and make your products and service stand out 

from those of your competitors. Those reasons can be divided into features, benefits, 

and values of a product.  

Therefore, Breschi (2018) looked at how a company can solve a customer’s needs, 

and she highlights five ways which are to offer consistent company-wide-messaging, 

provide instructions for easy adoption, make a point of nurturing customer 

relationships, ask your customers for feedback, and solve for the right customer 

needs. Universities should focus on the factors that prospective students look for 

while enrolling in a university.  

Many factors influence students’ choice to enroll in certain universities. The choice of 

university involves a wide range of individuals, including the students themselves, 

their parents, family members, peers, and even their search on the campus’s websites, 

personal visits to the universities, and referrals as well. The most crucial factors that 

students are keen with before they enroll in a university and/or plug themselves in a 

training opportunity (grade/masters) are the reputation with employers of the 

university/faculty/academic offer, career opportunities, specific differential aspects 
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(specialisms, timetables and services), the cost or value for money, and the quality of 

teaching staff and the graduate employment rate.  

Education Corner (2018) argued that the factors to consider when choosing a 

University start from general and get to specific with time. The factors include 

accreditation, type of school, the University’s geographic location, size of the 

university, the overall course cost, academic quality, the faculties available as well as 

academic majors. “Higher education, and particularly university education is 

recognized as a key force for modernization and development” (UNESCO, 1998, p. 

27). As a result, this has resulted into higher demand for higher education 

accessibility which carries along several challenges. Minimal research on aspects that 

influence students to make a choice of the university they enroll in has been done. 

In this study, the researcher concentrated on the choice of master’s degree programs 

in Universities in Kenya. The respondents of the study were drawn from two 

universities in Kenya- Daystar University and the University of Nairobi. 

Branding in Higher Education Institutions 

According to Chapleo (2010), “branding in universities has become an increasingly 

topical issue among practitioners, with some institutions committing substantial 

financial resources to branding activities” (p. 180). Branding of higher education 

institutions is often equated to an institution’s academic reputation. The bottom line is 

that universities ought to find ways of branding themselves in areas they are best 

known for and have graduates in the market to prove that. It is now no longer a battle 

of having several campuses, but on the input the university has on research, ways in 
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which they attract research funds and how best they satisfy their customer. Branding 

creates a holistic picture and plays a critical role in the university’s reputation.  

There are two major constituents in the higher education branding construct: 

Promotion of the brand and delivering on the promise of the brand (Black, 2008). The 

author argued that branding is revolves around who we are and can go beyond what a 

particular product has to offer in the marketplace. Branding needs go beyond 

marketing of products. Corporate branding helps customers to identify a wide range 

of product offers over time and acquire the knowledge of how to relate to a business. 

“Effective branding minimizes the need for large marketing initiatives for every new 

product as the consumer has a pre-set understanding of the product’s quality, 

reliability, and purpose” (Acevedo, 2018, p. 5).  

Corporate branding that is effective brings out the personality of a business. The 

identity of a company is what dictates the look and feel of products, the type of 

employees it needs, physical characteristics, and product packaging. These 

characteristics are what allow customers to relate to a company and identify it by 

easily recognizing their qualities. A corporate brand serves to describe an organization 

as a whole and creates value for often-interchangeable products (BrandTrust, 2018). 

Legal ownership of a corporate brand is vested in an entity, its emotional ownership 

(and therein its substantial value) resides with those who have a close association with 

the brand (Balmer, 1998). Corporate branding incorporates a variety of elements that 

points towards delivering the promise of the brand and promoting the brand, then the 

brand will be essential. 
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The department of marketing in universities now have more public and media 

attention than in the past. Organizations have an increased reliance on them now, 

especially because they need to see higher records of students applying for courses 

(Jackson, 2017). Branding strategies are what universities are now using to recruit 

students and attract investments. Jackson highlighted five ideas that will help building 

of the brands of universities - check out the number of students that have been 

enrolling over the years in the university, look at examples of brands that other 

companies have come up with and are known, understand the role of the brand mark. 

A brand mark that has great impact can be distinguished from others and has 

relevance to a company’s target audience. It can help bring out a company’s message 

and as well be of support to other marketing campaigns. Examples of brand marks 

include logo, the color of an organization, design, or picture. 

All organizations have cultures, but according to Pasternak (2017), it can be difficult 

to bring them to the surface hence its important to talk to the people in the institution, 

lend them an ear and take time and appreciate their perspectives. Through that, you 

will be in a position to lay down the core drivers and principles that startle your 

community. No organization let alone a university will ever get done with working on 

its brand. It is a continuous process; however much a university’s student's enrollment 

may rise it is always important to keep working on its brand. 

The public relations team should keep asking themselves questions such as is it clear 

enough? Is it specific enough? Does it bring any benefits? When a university is 

branded with the right identity and image, it can gain a competitive advantage in the 

marketplace, develop loyalty, and enhance credibility (Harvey, 2018). Harvey also 

highlighted that for a university to create a memorable corporate brand, it needs to 
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convey its value to its target audience, stop using vague and obvious slogans. Such 

kinds of slogans are inspirational on the surface, but they do not say anything about 

what an organization is or can offer. A university also needs to choose its logo and 

colors carefully. A logo needs to stand out and have a meaning to the university.  

This may be derived from the history of the varsity or its founders. A university also 

needs to be consistent to create a memorable brand identity. Consistency should not 

just be visual, the university’s team must also be keen on the tone of voice they use 

when doing one on one with potential students or even when creating online content. 

The university should also keep building its brand. University branding is something 

that should often be worked on, times change and how it was done some years back 

needs to reviewed time and again in order for a university to remain relevant.  

“Building and maintaining strong brands is challenging in all sectors, but the pertinent 

question is whether specific and unique issues face universities in their attempts to 

build and maintain brands” (Chapleo, 2015, p. 6). Many higher education institutions 

are in this day and age managed as corporate institutions. One of the most significant 

challenges is cultural issues. Organizational culture may turn out to be a factor that 

will lead institutions in gaining competitive advantage. Yet, this can only happen 

when values of brands have respect towards that culture and start to embrace it as part 

of their brand (Hatch & Schultz, 2003). 

Status of University Education in Kenya 

Currently, Kenya has 30 public universities and 6 constituent colleges, 18 private 

universities, five private constituent colleges, and 14 private institutions operating 

with letters of interim authority (CUE, 2018). Of the total 3,408 programs in both 
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public and private universities, public universities had the bulk of the programs at 

81% (2752), while the private university had 19% (655). Efforts to making university 

education competitive and of high-quality standards include restructuring and 

strengthening the Commission for Higher Education (CUE), Higher Education Loans 

Board (HELB), improvement of governance in public universities, and the 

establishment of an open university of Kenya, 

This study focused on master’s programs offered in universities in Kenya specifically 

at Daystar University (Nairobi Campus) and the University of Nairobi (Nairobi 

Campus). The researcher chose the two universities out of the fact that they are the 

first private and public universities respectively to be chartered in Kenya. There are 

five master's degree programs offered at Daystar University and there are 216 

master’s programs offered at the University of Nairobi. 

Empirical Literature Review 

Higher education institutions are defined as well-designed “brands” with specific 

personalities and reputations. When a university is branding itself, it must be able to 

align itself with its traditional values (Fortezza, Buono, & Fulvio, 2017). Higher 

education institutions are striving to gain a positive reputation and consequently lure 

prospective students to enrol with them. The greatest debate however is how much 

effort they will put in to get good brand strategies and, on the other hand, do their 

internal organizational structure have an influence on HEI reputation, which is 

multidimensional and subjective by nature (Lee & Paiva, 2018).  

According to Hanover Research (2014), there is an increasingly competitive market 

for higher education. This would give an urge to every higher education institution to 
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focus their attention on assessing their brand perception and reputation among their 

employers and prospective students. The idea of brand management has its roots in 

the corporate world, where companies develop branding strategies to compete for 

prospective customers, clients, and employees who have a wide range of options to 

choose from. The author added that higher education institutions must remain 

conscious of how they present and communicate their educational services, 

differentiate themselves from other institutions, and determine how these factors 

influence the outward reputation and perception of their institution (pp. 3-21). 

Although the concepts of image and reputation have been increasingly emphasized in 

the fields of public relations and marketing, the association of these two concepts has 

not been empirically studied within the public relations domain. Furthermore, 

although significant research into a corporate image has been established, relatively 

less image research has been conducted on service-oriented organizations such as 

universities (Yang & Minjung, 2008). The aspect of the state of reputation 

management has not been documented well, especially in Kenyan Universities there is 

hence not much to highlight from previous scholars who have researched this field. 

According to Fortezza et al. (2017), the competition between universities has emerged 

mostly in the form of ‘winning’ students; therefore, to avoid risking lower numbers 

and revenues, academic institutions are now driven by a renewal process, questioning 

themselves on their results, by first analyzing the institution’s ‘brand reputation’ 

concerning target audiences. The empirical studies that exist focus on the 

communication of university brands, branding policies, including identity or brand 

architecture (Armbruster, Covino, & Shirley, 2012). 
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There are other papers that are more theoretical by nature, discussing the emergence 

of brand identities in moments of articulation, the pros, and cons of branding, and if 

other universities can have successful brands from the argument of (Armbruster et al., 

2012). However, the research on brand reputation management in the higher 

education sector is still very much at a pioneer stage, and hence there is a need for 

more academic attention. 

The researcher agrees with most of the scholars who have looked at the area of 

reputation management of higher education institutions. Instead of universities 

concentrating on evaluating brand perception among their prospective students, they 

are mostly putting their funds into ads and marketing the university on various 

platforms. Haddock-Fraser and Rands (2017) argued that there is a consensus of a 

three-stage process that students engage in when deciding which higher education 

institution to enroll in. According to Cabrera and  La Nasa (2002), there are the 

predisposition stage, information search stage, and choice stage. 

The predispositions the researcher investigated here are the students’ 

decisions/aspirations they have to enroll in postsecondary education. Before a student 

joins a college or university of his or her choice, they have to have some aspirations 

they have in mind of perhaps what course/profession they would love to enroll in. 

Schoenherr (2009) argued that the first stage of predisposition is defined as the phase 

in which students decide whether to pursue formal education after high school. The 

author stated that “several factors that have been found to predispose students toward 

college include socioeconomic status, students’ academic achievement, parents’ 

education levels, ethnicity, gender, encouragement from high school counsellors and 

teachers, support from peers: and parental expectations and encouragement” (p. 32).  
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There is some consensus among researchers that institutional prestige and academic 

reputation are of primary importance to high-ability students when choosing a college 

or higher institution of learning Schoenherr (2009). However, even though branding 

efforts in academia are easily observable for example, with the use of vision 

statements, visual designs, and core values, there is a striking paucity of research on 

branding in higher education. In her research paper, Mulonzi (2014) noted that 

understanding the choice process of a university is an instrument with high potential 

for developing universities’ marketing strategies. However, universities are putting 

various measures to influence their choices. This has led to a lot of competition 

among the universities for students. 

Conceptual Framework 

Independent Variable  Intervening Variable       Dependent Variable 

    

 

 

 

 

 

 

 

Figure 2.1: Conceptual Framework 

Source: Author (2021) 
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Discussion  

The conceptual framework consists of three variables: the independent variables, 

dependent variables, and intervening variables that the researcher explored in this 

study. An independent variable is one that one has control over. In this study, 

components of the independent variables were corporate branding and strategies used 

to brand Universities. A dependent variable is a variable that is affected by the 

independent variable.  

The dependent variables in this study were the choice of a master’s degree: reputation, 

warm reception, courses offered, the flexibility of classes, its location, and the 

affordability of the courses or programs offered by the university. An intervening 

variable is a variable that occurs between the independent and dependent variables; it 

helps explain the relationship between the independent and dependent variables. In 

this study, the intervening variable was the institutional culture.  

Summary 

This chapter has looked at the literature review. The theoretical framework has been 

discussed, whereby the hierarchy of effects theory was covered. The general and 

empirical literature has also been discussed, and finally the conceptual framework. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

The purpose of this study was to find out the role of corporate branding used by 

universities and if they contribute to the students’ choice of master’s degree programs 

in universities in Kenya. This chapter explains the methodology used in the research 

of this paper. It outlines the research design used, the population of the research study, 

target population, sample size, sampling design, and the pretesting of the research 

study. 

The chapter highlights the data collection instruments used, the procedures employed 

in the collection of the research data, data analysis, and presentation of the findings. A 

research methodology is a way to solve the research problem (Kothari, 2012). 

Research Design 

A research design is a plan, structure, and strategy of an investigation so conceived as 

to obtain answers to research questions or problems (Kumar, 2019). The author 

argued out that research design is the arrangement of the conditions for the collection 

and analysis of data in a manner that aims to combine relevance to the research 

purpose with economy in procedure. (Kothari, 2012) opined that there are three types 

of research designs, which are exploratory research studies, descriptive, and 

diagnostic research study designs in case of hypothesis-testing research studies.  

This study used a descriptive research design. Chandran (2004) stated that the purpose 

of research design is to gain familiarity and new insight on people, events, and 
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situations, to portray or describe characteristics of people, to determine the frequency 

of occurrence of events, and to test the hypothesis. The author added that the research 

design helps answer research questions or achieve research objectives effectively and 

collect relevant evidence with minimum expenditure of effort, time, and money. 

A descriptive research design can use a wide variety of quantitative and qualitative 

methods to investigate one or more variables (Scribbr, 2019). The research design 

helped build a profile of a situation or by acquiring complete and possible accurate 

information about the different corporate branding strategies at the UoN and Daystar 

University.  

Population  

The population as defined by Kumar (2019, p. 8) is the “total group of people that the 

researcher wishes to examine, study, or obtain information from”. According to 

Explorable (2009), “a research population is generally “a large collection of 

individuals or objects that is the main focus of a study” (para. 1). The author added 

that the research population is a well-defined collection of individuals or objects 

known to have similar characteristics. 

The population for UoN master’s degree students is over 10,000 students while those 

at Daystar university are over 1000. This study’s population was master’s degree 

students from Daystar University, Nairobi campus, and the UoN, main campus.  

Target Population  

A target population, according to Lavrakas (2008), is “the entire set of units for which 

the survey data was used to make inferences, it is the entire group of individuals or 
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objects in which researchers are interested in generalizing the conclusions, and they 

usually have varying characteristics” (p. 56). 

The target population of this study was first-year master’s degree students from the 

University of Nairobi, main campus, and Daystar University, Nairobi campus. The 

target population for Daystar University was 886, while at UoN was 1208. The study 

targeted to get information from the corporate affairs department too of both 

Universities. The researcher sought to interview a staff who understand what branding 

is, someone who has worked in the department for a substantial number of years and 

has taken part in the marketing and advertising of the University. 

The researcher ensured that there was no bias in the delivery of information from the 

interviewee from Daystar University by having the interview done through a research 

assistant. This was important to help control the bias in information passed on from 

the interviewee, especially because the researcher was a student at Daystar University. 

The researcher derived the master’s degree students’ number from the registrar’s 

office of both Universities. 

Sample Size 

Igunza (2016) defined sample size as a section of a part that represents the larger 

whole. According to Rohilla, (2010) a sample size is “a finite part of a statistical 

population whose properties are studied to gain information about the whole” (p. 12). 

In this research, the sample size was determined using the following formula, 

according to Gil and Johnson (1997). The population strata are the total no. of 

enrolled master’s degree students as of January 2019. Criteria were first-year master’s 

degree students and main campus students from both universities. The change here is 
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that the registrar gave participants from the main campus. Initially, the researcher 

intended master’s degree programs in both universities.  

Sample size Formula 

n - The required sample size 

N = No. of samples 

e – Error tolerance (level) 

In this study, a margin of error of 10% was accepted. This is, according to Moore and 

McCabe (1999), a practical rule of thumb for maximum error level accepted in most 

social research. Gill and Johnson (2010) suggested that researchers should use 50% as 

an estimate of P, as this resulted in the maximization of variance and produce the 

maximum sample size.  

Therefore, 

The sample size of the stratum =        Population of strata * Total sample 

                                                               Total population 

Table 3.1: Sample Size Distribution in the Two Universities 

Institution  Population Percent Sample Size 

Daystar University 886 0.005 44.3 

UoN 1208 0.05 60.4 

  SAMPLE 104.7 

  Margin Error 25.3 

Total  2094  130 

 

These values were used from Gill and Johnson (1997) sample size formula but the 

researcher picked on the absolute values only. The study intended to cover one private 

and one public university.     
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Sampling Techniques 

According to Phrasisombath, “sampling involves the selection of several study units 

from a defined study population” (p. 4). Sampling techniques can be 

“random/probability, non-random/non-probability sampling design, and mixed 

sampling design(s)” (Phrasisombath, 2009, p. 12). This study used the non-probability 

sampling design, which assumes that the probability of selecting each member of the 

target population is unknown (Mwape & Mumba, 2012).  

The researcher used purposive sampling in specific quota sampling and the 

convenience sampling procedure. According to Mwape and Mumba (2012), the 

convenience sampling procedure (also known as haphazard or accidental sampling) 

involves collecting information from population members who are most conveniently 

available to provide the required information. This sampling procedure can be used to 

collect information quickly and efficiently.  

Quota sampling is the second type of purposive sampling. Quota sampling assigns a 

quota to each distinct group or stratum having some common attribute within the 

target population. This ensures that each group is adequately represented in the 

sample. The selection of sample members is done conveniently; hence, the results are 

still not necessarily generalizable to the whole population (Mwape & Mumba, 2012).  

The study covered master’s degree students in two universities in Kenya: Daystar 

University and the UoN as the respondents of the study hence purposive sampling 

best suited this study. The researcher interviewed one staff from the corporate 

communication departments in each of the two universities where data collection was 

done. 
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The reason for choosing one staff was that insight was needed in the study from 

someone who understood what branding is, someone who has taken part in the 

advertising and marketing at the university and has also worked for the institution for 

over two years. 

The two interviewees would highlight the whole picture of branding in the university, 

its impact on the student’s choice of university, and if it increases the varsity’s student 

enrollment. This was done to get details on how the universities undertake their 

corporate branding and find out if it works for them. 

Data Collection Instruments 

According to Rohilla (2010), “data collection instruments allow for a systematic 

collection of information about our objects of study (people, objects, phenomena) and 

about the settings in which they occur” (p. 18). The author further stated that various 

data collection techniques were used, such as using available information, observing, 

interviewing (face to face), administering written questionnaires, focus group 

discussions and projective techniques, mapping, and scaling. Data collection is 

important as it gives the researcher accurate information and the development of 

meaningful conclusions. 

Both qualitative and quantitative approaches were used for this study. For the 

qualitative data, a key informative interview with staff from the corporate affairs 

department in the two universities was used for data collection, while the quantitative 

data was collected through a survey using questionnaires from a sample of 132 first-

year full-time master’s degree students at the UoN and Daystar University. 
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Types of Data 

Data is all the information a researcher gathers for a study. There are primary and 

secondary types of data. This study obtained primary data from the respondents who 

answered the questionnaires and interviewees the researcher interviewed.  

Data Collection Procedures 

The questionnaires were distributed by the researcher and trained research assistants 

while the interviews were conducted by the researcher at UoN and by a research 

assistant at Daystar University to control bias. The researcher trained the research 

assistants before the data collection period. The training involved taking them through 

the questionnaire as well as highlighting ethical standards that were observed in the 

administration of the questionnaires. Once trained, the research assistants were 

competent.  

The researcher also conducted interviews with a UoN staff from the corporate 

communication department at UoN, while a research assistant interviewed with staff 

at Daystar university to control bias in the latter case. This study looked out for 

information on how the two universities carry out their branding, in what channels, 

and if their corporate branding attracts students to enroll in their universities. 

Before the inception of the data collection period, the researcher formally wrote to the 

heads of research in the two universities for permission to research within the two 

institutions. The data collection exercise was followed by data analysis and 

interpretation and lastly, the recommendations made were based on both the 
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quantitative and qualitative results. The researcher took 14 days to collect data in the 

two universities. 

The researcher collected the data by distributing the questionnaires to the respondents 

before the classes began. All the respondents’ classes happened in the evening from 

5.30 p.m; hence the researcher was on the ground distributing the questionnaires as 

early as 4.30 p.m. The respondents recorded their answers in the questionnaires in 

their respective classes. The class representatives and, in some cases, lecturers 

teaching the day notified the researcher of where the classroom would be prior so it 

would be easy for the researcher to locate the respondents. 

The researcher’s limitations while collecting data were the timing of the classes and 

when the students were available to fill in the questionnaire. At UoN, the researcher 

got the class representatives' mobile numbers from the course registry office. The 

researcher then arranged with the class representative when the data would be 

collected by a huge number of students.  

One instance that had a major setback was when a lecturer came in as the students 

were filling in the questionnaire. The researcher had to leave the questionnaires with 

the students who had not handed in theirs. In this case, the contact person arranged 

with the researcher on how the questionnaires left with the respondents would reach 

the researcher.  

Pretesting 

A pretest involves selecting a few questionnaires/interview schedules and coding the 

responses to ascertain any problems in coding (Kumar, 2019). To further ensure that 
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all the above was well thought through, a pretest interview protocol and the 

questionnaires were administered to test the clarity of the questions and the time taken 

to answer the questions for a pretest. The pretest was done before data collection 

began.  

The questionnaires were pretested among a small representative sample of 10 

respondents who study at Moi University and are pursuing their master’s degree 

programs. The researcher adjusted the tools for data collection, by for instance 

changing the structure of some questions for the respondents to find it easier to 

respond to questions. Pretesting of the data collection instruments assisted the 

researcher to note deficiencies in the questionnaire, such as vague questions. 

Suggestions from respondents helped improve the questionnaire.  

Data Analysis Plan 

 Data analysis is a method in which data is collected and organized so that, one can 

derive useful information from it (Whiting, 2018). Data was collected using a 

questionnaire and interview guide. The quantitative data was then coded, organized, 

and entered into the Statistical Package for the Social Sciences (SPSS), Version 24.0 

for analysis.  

The qualitative data was analyzed by developing themes and categories. The 

researcher got familiar with the qualitative data, focused on the answer to particular 

questions, categorized the data, and then created a framework. Finally, the researcher 

interpreted the data and explained the findings. The results of the study were then 

presented in the form of tables and pie charts. 
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Reliability and Validity 

The study considered the reliability and validity of the data collection instruments to 

draw meaningful conclusions from the data collected. The validity of a measurement 

tool is the extent to which the instrument yields certain results when the entity being 

measured has not changed (Leedy & Ormond, 2005). The relevance of the questions 

was determined by how well the questions relate to the research objectives. 

Subsequently, the clarity of each question was checked to communicate to the 

respondent what is intended and hence obtain desired responses. 

Ethical Considerations 

The researcher observed all ethical principles in the analysis and presentation of data. 

The principles included protecting the confidentiality of respondents and assuring 

them that the information they provide will only be used for the study. The researcher 

got permission from the two institutions to conduct the research and anyone else who 

gave out information that was used for this study. The researcher also got permission 

from the Ethics Review Board (ERB) and the National Commission for Science, 

Technology, and Innovation (NACOSTI). This was to ensure compliance with the 

laws of the country regarding research. 

Summary 

This chapter has discussed the research methodology for the study. It has covered the 

research design, population, sample and sampling method used, data collection 

method, the instruments used to collect data, pretesting, the plan used to analyse the 

gathered data, and finally, all the ethical considerations. 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

The purpose of this study was to find out the role of corporate branding used by 

universities and their contribution to the students’ choice of master’s degree programs 

in universities in Kenya. This chapter presents the data collected, analyzed, and 

interpretated. The primary data was obtained from the field through questionnaires 

with students and in-depth interviews with two corporate communication department 

representatives at Daystar University and the UoN. The qualitative data were analyzed 

by the study’s objectives through an understanding of the responses and grouping the 

responses into various themes. The data presented include the response rate of the 

respondents, their demographic information, and the presentation of findings against 

each objective of the study. 

Analysis and Presentation 

Response Rate 

The researcher administered 130 questionnaires to master’s degree students at Daystar 

University and the UoN. The findings are summarised in Table 4.1  

Table 4.1: Response Rate  

Institution   Value Label Frequency Percent 

 

Daystar/ UON Questionnaire 

Returned  

103 79 

 Questionnaires Not 

Returned 

27 21 

Total  130 100 
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At Daystar University, 55 questionnaires were distributed, while at the UoN, 75 were 

distributed. Out of the distributed questionnaires, 103 and returned. This translated to 

a response rate of 79%.  According to Mugenda (2003), this percentage was deemed 

adequate for this study, as shown in Table 4.1. 

Universities that Participated in the Data Collection 

The researcher collected data from two universities – Daystar University and The 

UoN, as illustrated in figure 4.1. There were 43, and 60 questionnaires filled 

respectively at Daystar University and the University of Nairobi, as shown in Figure 

4.1 

 
Figure 4.1: Universities That Participated in the Data Collection  

 

Figure 4.1 shows the institutions the study collected data from: UoN and Daystar 

University indicating that UoN produced 58% of respondents while Daystar 

University had 42% of respondents. 
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Demographic Information 

The study sought to get from the respondents’ background information including 

gender, age distribution, occupation, and the course the students were pursuing in the 

university.  

Gender Distribution 

Universities need to take note of the gender that mostly enroll in universities. This 

would assist in how they brand their universities. 

Table 4.2: Gender Distribution at Daystar University and University of Nairobi 

Institution   Value Label Frequency Percent 

 

Daystar/ UON Questionnaire 

Returned  

103 79 

 Questionnaires Not 

Returned 

  27 21 

Total  130 100 

 

The data captured in Table 4.2 shows that 41% of respondents were from Daystar 

University, while 59% were from UoN. The percentage of females was higher than 

that of males in both universities. 

Age Groups of the Respondents 

There were 103 respondents in total. The study had provided age groups for the 

respondents to tick when answering the questionnaire. The age groups were 18-25, 

26-33, 34-41, 42-49, and 50 and above. Figure 4.2 shows the age groups that 

participated in the study from the two Universities. 
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Figure 4.2: Age Groups of the Study Respondents 

This study aimed to find out the role of corporate branding in the students’ choice of 

master’s degree programs in universities in Kenya. This research was interested in the 

master’s degree students that are enrolled at Daystar University and the UoN. At 

Daystar University, questionnaires were distributed among students pursuing master’s 

programs: Master of Arts in Business Administration, Master of Arts in 

Communication, and Master of Arts in Counseling Psychology.  

At the UoN, the master’s degree students that were covered by the researcher were 

master’s in project management/ planning, master’s in International Relations, and 

master’s in Counseling Psychology. The largest percentage of respondents from UoN 

was 42% and that was covered by the master’s in international Relations students. The 

least percentage of respondents from UoN were from students pursuing an MA in 

Counselling psychology. The Master of counseling psychology students at Daystar 

University was the least number of respondents with 3%. Table 4.3 shows the 

students pursuing master’s degrees at Daystar University and UoN. 
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Table 4.3:Students Pursuing a master’s degree at Daystar University and UoN 

University  Value  Frequency Percent 

 

Daystar University MBA  20 19.42 

 MA 

Communication 

20 19.42 

 MA Counselling 

Psychology 

3 2.91 

UoN MA International 

Relations 

43 41.75 

 MA Project 

Management 

12 11.65 

 MA Counselling 

Psychology 

5 4.85 

Total  103 100 

 

Occupation of the Respondents 

Table 4.4 shows the occupations of the respondents of this study.  

Table 4.4: Employment Status 

University   Employment Status Frequency Percent 

Daystar  Employed 20 19.42 

 Unemployed 31 30 

UoN Employed 26 25.24 

 Unemployed 23 22.33 

Total  103 100 

 

The study divided the occupations of the respondents into two employed and the 

unemployed. The employed people were doing consultancy, diplomats, in the media, 

engineering, accountants, administration, human resource personnel, customer 

relations, architects and sales professions, public servants, some were in the medical 

profession, and those included clinical officers, nurses, doctors, and counselors. The 

unemployed were those who indicated that they were just students or did not indicate 

any profession they were engaged in. 
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Analysis by Study’s Objectives 

The section will analyze the study according to the study’s objectives. Through the 

study’s questionnaire, the questions that analyzed Objective one asked the 

respondents what branding strategies used by UoN and Daystar University appealed 

most to them. According to Gunelius (2018), brand strategy is “a long-term plan for 

the development of a successful brand to achieve specific goals” (p. 1). 

Branding Strategies that Influenced Enrollment of the Universities 

The branding strategies that the respondents chose were social media, YouTube ads, 

TV and radio ads, school visits, promotions, activations, and email marketing. Table 

4.5 summarizes the findings on what branding strategies influenced students towards 

enrolling in the universities. 

Table 4.5: Branding Strategies That Influenced Enrollment at the Universities 

Corporate Branding N Mean Standard 

Deviation 

Social Media 103 1.84 1.08 

YouTube Ads 103 2.42 1.15 

TV and Radio Ads 103 1.70 0.87 

School Visits 103 1.96 1.03 

Promotions 103 2.17 1.02 

Activations 103 2.29 1.08 

 

There was a significant difference in the scores for corporate branding strategies. N 

stands for the number of respondents for this study, while SD stands for standard 

deviation. The mean and SD for YouTube Ads were the highest at 2.42 and 1.15, 

respectively. The lowest mean and SD were drawn from TV and Radio Ads at 1.70 

and 0.87, respectively, as shown in Table 4.7 above. The interpretation here is that 

most students choose a university to enroll in out of the YouTube ads they view more 
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than TV and Radio Ads. This shows that the majority of people who happen to be 

prospective students of universities are mostly on YouTube than watching TV and 

Radio. Thus, Universities should focus on marketing themselves more via YouTube 

other than the traditional media. Using YouTube is a strong branding strategy. 

Another focus on the strategy of branding Universities is the attributes that attract 

students to Daystar University and UoN. The elements below are part of the branding 

strategies of universities. 

Attributes that Attracted Respondents to the Universities 

Table 4.6 analyzed the first objective on what factors attracted master’s degree 

students to enroll in Daystar University and UoN. The majority of the respondents 

from Daystar University, 17, strongly agreed that warm reception attracted them to 

the University they are enrolled in. The respondents that found warm reception to 

draw them to the University they enrolled in were 29.62%. 

Table 4.6: Attributes That Attracted Respondents to the Universities 

Value Label  Daystar University UoN Percent 

Warm Reception 17 13 29.62 

Library 6 4 9.71 

Location 12 17 28.50 

Serene 

Environment 

3 2 4.85 

Courses offered 0 2 1.94 

Flexibility of 

classes 

14 13 26.62 

Total  52 51 100 

This study sought to know if the library facilities at the Universities they enrolled in 

were a factor they investigated before they made their decision to join UoN or Daystar 

University. An approximate 9.71% respondents from Daystar University agreed that 

library facilities attracted them to that university. The research also sought to check if 
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the location was an attribute that they looked into for them to choose the University 

they enrolled in as the one they would pursue their master’s degree. 

This study also tried to find out if the serene environment of the university they 

enrolled in factored in before they decided what University they would pursue their 

master’s degree. Most of the respondents were from Daystar University, 2 from UoN, 

total respondents that found this factor key in choosing a university was 4.85%.  

The attribute of the courses offered at a university was agreeable by 2 respondents 

from UoN, at Daystar University. None of the respondents agreed with this. 

With the flexibility of the classes, 14 of Daystar University’s respondents agreed, 

which attracted them to the University, while 13 were from UoN. Question No.9 

analyzed Objectives two and three. The second study objective was to assess what 

factors attract master’s degree students to enroll in a university. The researcher found 

out from the respondents what other Universities they visited first before settling on 

Daystar University and UoN.  

Table 4.7: Are There Some Universities That Outweigh Others in Branding  

Value    University Frequency Percent 

Yes Daystar University 42 41 

No      6 5.82 

Yes UoN 46 44.66 

No  5 4.85 

Others  4 3.88 

Total   103 100 

 

Interview Analysis According to the Study Objectives 

The researcher got permission to interview staff from the corporate affairs 

departments of Daystar University and UoN. The study wanted to get information on 
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how the two universities have been doing their branding, and if it contributes to the 

university a student chooses to be enrolled in. The researcher wanted to interview a 

staff that knows what branding is and what it entails if he or she has taken part in the 

advertising of the University and if they had long working experience specifically in 

the corporate branding of the university.  

At Daystar University, the researcher interviewed the marketing officer, who was 

interviewee one, while at UoN, interviewee two was the director of corporate affairs. 

The corporate affairs department is in charge of branding in the universities, and they 

both said that it was their role to make sure that the public is aware of their existence 

and all that pertains to the Universities.  

According to the study objective to investigate the strategies used to brand 

universities in Kenya, significant words are used by universities to brand themselves. 

The keywords that represent the university’s brands according to Interviewee one 

were excellence, transformation and servant leadership while interviewee two stated 

them as the university’s slogan, which is “A world-class university committed to 

scholarly excellence”. One of the critical areas is the taglines and slogans to display 

their brand to prospective slogans.  

On the same question, interviewee one also said that a university’s brand matters 

because it is the main idea that is shared with a varsity’s clientele and helps them have 

an emotional connection with their audience. One the same question of why a 

university’s brand matter does, Interviewee two said that UoN’s brand matters to 

retain it as the leading institution, for global recognition and good customer 

uniqueness. He added that the brand also helps a university gain a competitive 
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advantage, develop loyalty, and enhance credibility among competitors. The key thing 

that came out of the study’s interviews is that the interviewees are a lot more 

investment needs to be done in branding a university. The role of corporate branding 

is majorly handled by the corporate affairs department of a university to make sure 

that they are empathetic to people who are enquiring about anything to do with the 

organization, they should always be ready to help in case a question arises. According 

to interviewee one, the corporate affairs department seeks to handle not only student 

complaints but also suppliers and walk-in guests.  

The aspect of the brand image was analyzed through question no. 11 which analyzed 

objective no. 2. Besides, interviewee one said that Daystar University’s brand image 

is professional, classic, and elegant. While on the other hand Interviewee 2 said that 

UoN’s brand image as authentic, a university that provides quality education and 

promotes leadership.  

The study’s objective number one, to investigate the strategies used to brand 

Universities in Kenya was analyzed through interview question no. 12 which asked 

the interviewee what attributed and or emotions would you want to be associated with 

your brand. The interviewee responded to this by saying that the strategies used to 

brand UoN are through their alumni, social media majorly LinkedIn and Facebook 

and via events as well” while interviewee one said Daystar University uses strategies 

such as University expo’s, school visits, and mall expeditions. 

Interviewee One’s parting shot was he would want Daystar’s brand to be viewed as a 

place where student lives are transformed for service to the church and the society.  
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Summary of the Key Findings 

1. The study established that referrals were the most common way that students 

knew about the universities that they are enrolled in for their master’s degree 

studies. This totaled to 19% of the Daystar University respondents. What came 

in second was 11% by UoN. Corporate branding had a lesser role in attracting 

students to enroll in a university. The study found out this because there were no 

students who mentioned branding to convincing them to join a university.  

2. The corporate affairs department of a university majorly handles corporate 

branding. The researcher found out this from the interviews with the two 

interviewees who were staff in the corporate affairs department of both 

Universities. This is to make sure that they are empathetic to people who are 

enquiring about anything to do with the organization, they should always be 

ready to help in case a question arises. According to interviewee 1, the keywords 

that represented Daystar University’s brand were excellence, transformation, 

and servant leadership. Interviewee 1 said that a university’s brand matters 

because it is the main idea that is shared with a varsity’s clientele and helps 

them have an emotional connection with their audience. The Corporate Affairs 

Department enhances awareness that is mentioned in the hierarchy of effects 

theory by Black (2008). 

3. The brand helps a university gain a competitive advantage, develop loyalty, and 

enhance credibility among competitors. As noted by Black (2008), “a targeted 

brand strategy fosters effective positioning of a school's brand among its 

competitors along with the management of brand assets such as institutional 
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image, brand equity, the brand message, and the promise inherent in the brand 

message” (p. 2). 

Positioning a brand in the minds of the customers determines the sustainability 

of the brand in the competitive market (Larsen & Greenfort, 2009). This key 

finding is affirmed by Jackson (2017) ideas on how to help universities build 

their brand. The five ideas are to check out the number of students that have 

been enrolling over the years in the university, look at examples of brands that 

other companies have come up with and are known, understand the role of the 

brand mark (Jackson, 2017). 

4. The attribute that attracted prospective students to enroll in universities the most 

was warm reception to the students when they visited the universities. This 

amounted to 29.13% of the respondents. Students who chose a university out of 

the courses offered were 2% of the study’s respondents. 

5. On investigating the strategies used to brand universities in Kenya, the study 

found out that color, slogans, and culture are some of the ways Universities 

brand themselves in Kenya. 

6. The factors that attract master’s degree students to enroll in universities include, 

the following: 

a) Quality of courses offered 

b) Affordability 

c) Its reputation over the years           

d) Its proximity to a particular person 

e) The flexibility of classes in terms of when the classes take place 

Daystar University Repository

Library Archives Copy



 

63 

 

7. On the role, corporate branding plays in the student enrollment in universities in 

Kenya, universities brand themselves as a way to build up their reputation and 

global recognition of the universities. Summary 

This study has presented the study findings that were obtained through questionnaires 

and in-depth interviews with corporate affairs representatives of Daystar University 

and the UoN. The findings presented include background information of the master’s 

degree students in the two universities. Besides, the chapter presented findings on the 

role of corporate branding in the uptake of students in UoN, the factors that attract 

master’s degree students to enroll in universities, and the strategies used to brand in 

universities in Nairobi. 

Chapter five will provide a discussion on the key findings, conclusion, 

recommendations, and suggested further research. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction 

The purpose of this study was to find out the role of corporate branding in the 

students’ choice in universities in Kenya. This chapter provides a discussion of the 

study’s key findings concerning relevant literature review as provided in chapter two 

of this study. The discussion was done based on the study’s objectives. Also, the 

chapter provides the conclusions, recommendations of the study, and areas of further 

research. 

Discussions of Key Findings 

The key findings of this study will be discussed under each of the study’s objectives. 

The study objectives were 

1. To investigate the strategies used to brand in universities in Kenya 

2. To establish the role corporate branding plays in the uptake of students in 

universities in Kenya and  

3. To find out what factors attract master’s degree students to enroll in a 

university.  

The theoretical framework used to support the study objectives was the hierarchy of 

effects theory. This theory focuses on how advertising influences consumer choice 

and it tells advertisers to go through the six stages, namely, awareness, knowledge, 

liking, preference, conviction, and purchase when advertising a product or service. 
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The findings of this study mostly agreed with Robert J. Lavidge and Gary Steiner, the 

proponents of the hierarchy of effects theory. The six steps were important in building 

brand awareness over time. The component of conviction, for instance, was 

significant as it played a role in university selection.  It was evident that students were 

convinced to enroll in Daystar or UoN by seeing the alumnus from the two 

universities. However, the study established the aspect of face-to-face referrals as a 

significant finding that influenced students’ choice in the selection of the universities 

for their master’s degree. 

Strategies Used to Brand Universities in Kenya 

Under objective number one, investigating the strategies used to brand in Universities 

in Kenya.The Corporate Affairs Department of a university majorly handles corporate 

branding. The researcher found out this from the interviews with the two interviewees 

who were staff in the Corporate Affairs Department of both universities. This is to 

make sure that they are empathetic to people who are enquiring about anything to do 

with the organization, they should always be ready to help in case a question arises. 

The Corporate Affairs departments studied the market and tailor-made their branding 

according to the market needs. 

According to interviewee 1, the keywords that represented Daystar University’s brand 

were excellence, transformation, and servant leadership. Interviewee 1 said that a 

university’s brand matters because it is the main idea that is shared with a varsity’s 

clientele and helps them have an emotional connection with their audience.  

The finding of corporate branding plays in the student enrollment in universities in 

Kenya, universities brand themselves as a way to build up their reputation and global 
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recognition of the universities is affirmed by research done by the Hanover Research 

(2014) which suggested that higher education institutions should not follow traditional 

branding methods employed in the corporate sector. This research further indicates 

that leaders must identify the most salient aspects of their institution and determine 

effective strategies to form and communicate a cohesive identity. 

A corporate webpage may, therefore, in this case, can be regarded as a promotional 

form of communication. The findings of this study suggest that the presentation of the 

website is particularly promotional as it shares the functions of a university brochure: 

providing information and portraying the corporate identity.  

On investigating the strategies used to brand Universities in Kenya, the study found 

out that color, slogans, and culture are some of the ways through which universities 

brand themselves in Kenya. A strategy is defined as a plan set out to enable someone 

or a firm to achieve a long-term goal. The universities have a number of activities 

they use as ways to brand their universities. According to the two interviewees, both 

Daystar and UoN universities have a strategic document that they follow to determine 

how to go about their corporate branding.  

However, the two universities hold meetings prior to student intakes to determine 

ways on how to brand themselves. The common ways in which these two universities 

brand themselves is by advertising the universities on TV, Radio, and print media. 

The other way in which the universities brand themselves is via social media. 

This study affirms that both universities in Kenya have adapted to the modern 

branding methods such as advertisements and the use of testimonials and reviews. 

These strategies enable them to form and communicate the universities’ cohesive 
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identity. Indeed, one interviewee stated that Daystar University’s brand image is 

professional, classic, and elegant. Interviewee 2, on the other hand, says that UoN’s 

brand matters to retain it as the leading institution for global recognition and good 

customer uniqueness. He termed UoN’s brand image as authentic, a university that 

provides quality education and promotes leadership. These strategies helped build a 

cohesive identity.  

Research done by Hanover Research (2014), however, showed that an effective 

higher education institution’s strategy requires a clear strategic vision. This kind of 

strategy will inform the public about the institution’s mission and consequently 

encourage potential students and their families to place their trust in the institution. 

The universities' corporate affairs departments had a specific strategic plan where 

both universities owned a document that stated how their corporately branded 

themselves. However, the documents were revised in the corporate affairs 

department’s frequent meetings, especially during student intake periods when they 

were working on refurbishing their corporate branding strategies.  

As stated by Kistner (2014), when building a brand promise, universities should 

develop brand strategies that reflect the emotional and psychological dynamics that 

include staff culture, recruitment efforts, instructor reputation, alumni giving, faculty 

engagement, student experience, and community relations. One of the ways this was 

seen in both universities was stated by one interviewee from UoN who said they have 

their alumni take part in the university’s marketing strategies. The strategies used to 

brand UoN are through their alumni, social media majorly LinkedIn and Facebook, 

and via events. 
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The alumni will, for example, give testimonials in the advertisements place on TV 

and Radio. In the testimonials, they explain how the skills they received from the 

university have benefited them in life and to grow in the professions they are currently 

pursuing.  

The universities focus on a variety of strategies to build the brand. Daystar University 

builts her brand around the Christian culture, by presenting consistent Christian 

activities such as chapel, prayer days, and bible studies.  

The universties are deliberate in their use of colours to represent themselves. UoN’s 

main color is are cyan blue. UoN’s brand image, according to Interviewee two, is 

colorful, conservative, approachable, fun, professional, modern, and sporty. The 

interviewee mentioned that unlike in the past, marketing and public relations 

professions are now very key in universities and highly valued.  

Hanover Research (2014) indicated that branding of higher institutions begins with 

having a clear strategic vision. Other strategies that higher education institutions 

incorporate in their branding are the institution getting support from leadership, the 

synergy between brand and institution’s location, internal support from staff, and the 

application of public relations to make the institution’s brand stand out. 

In this study, both Daystar University and UoN had cyan blue as their brand color. As 

for the slogans, Daystar University had “Excellence, transformation and servant 

leadership” while UoN’s slogan was “A world-class university committed to scholarly 

excellence”. It is evident that the universities used a variety of strategies to help make 

the Universities visible to potential customers. However, it is interesting that both 

universities did not have a strategic branding plan. 
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Role of Corporate Branding in Universities 

Corporate branding played a key role in the take of students at UoN and Daystar 

universities. The various ways in which universities branded themselves was by 

placing advertisements on traditional media and social media. The Universities also 

placed advertisements on platforms such as youtube, and this was focused on their 

target audience. 

Objective number two of this study was to establish the role corporate branding plays 

in student enrolment in universities in Kenya. From the interviewees’ responses, the 

corporate affairs department is in charge of branding in the universities. They both 

said that it was their role to make sure that the public is aware of their existence and 

all that pertains to the universities. The keywords that represented Daystar 

university’s brand were excellence, transformation, and servant leadership. 

Interviewee one said that a university’s brand matters because it is the main idea that 

is shared with a varsity’s clientele and helps them have an emotional connection with 

their audience.  

Corporate branding is handled by the corporate affairs department of a university is to 

make sure that they are empathetic to people who are enquiring about anything to do 

with the organization. They should always be ready to help in case a question arises. 

According to interviewee one, the corporate affairs department seeks to handle not 

only student complaints but also suppliers and walk-in guests.  

The brand also helps a university gain a competitive advantage, develop loyalty, and 

enhance credibility among competitors. As stated by Kistner (2014), a university can 

create loyalty by understanding its market segments as well as offering convenient 

Daystar University Repository

Library Archives Copy



 

70 

 

locations/ study hours, having an employer influence (corporate alliance), and pricing. 

Loyalty will also lessen marketing costs. This study established that the corporate 

communication departments of both universities invested in their advertising and the 

development of their students’loyalty. Both the interviewees affirmed that they build 

brand loyalty by ensuring that they find out what their prospective students would 

wish to find in a University they wish to pursue their master's degree. They do this by 

having questionnaires spread in their marketing trips in their target areas and feedback 

from already enrolled students as well. Further assessments, the corporate 

communication departments do is allocating a budget on advertising and getting ways 

to build the universities credibility.  

For both universities, the researcher found out that corporate branding was used for 

institutional visibility. This finding is affirmed by what Tahtinen (2014) stated as 

“corporate branding is likely to increase a company’s visibility, recognition and 

reputation in ways not fully appreciated by-product brand thinking” (p. 24). Both 

universities communicated this through the two interviewees of the study that through 

their university’s branding, UoN and Daystar University are visible to prospective 

students and the public at large. Consequently, UoN and Daystar University have both 

been widely recognized and built their reputation over time. This agrees with the 

literature which stated that “To deliver a brand’s values to diverse stakeholders, the 

role of integrated communications and strategic positioning of the messages is 

crucial” (Van Riel 1995, Hemsley-Brown, & Goonawardana 2007, p. 944).  

Professional marketers should hence convey the importance of brands for them to 

better understand their contribution to firm performance (Jordaan, 2018). An 

institution’s brand should be reflected in its culture. According to the findings of the 
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study, the Daystar University brand clearly reflected her culture. Further, this study 

found out that corporate branding plays in student enrollment in universities in Kenya. 

Universities brand themselves as a way to build up their reputation and global 

recognition of the universities. This was affirmed by interviewee One as he referred to 

Daystar’s brand as being connected to the institutional culture as a place where 

students’ lives are transformed for service to the church and society. However, 

interviewee two asserted that much more needs to be done in branding varsities to 

increase the reputation and global recognition of the universities. 

The role of corporate branding in universities is to brand universities through 

advertisements on social media and traditional media as well as all strategies used by 

universities to brand themselves. This was confirmed in the study as other factors 

such as warm reception, library, location, serene environment, courses a university 

offer, and the flexibility of classes contribute to a student's choice. From the 

interviews conducted by the researcher though, a lot more should be done in how 

universities brand themselves, and institutions should invest more in this. 

The findings of the research on the role of corporate branding in universities agree 

with the findings of Tahtinen’s (2014) study, where he found out that “universities are 

not only expected to be conductors of higher research and educators of future 

professionals but also long-term partners of businesses, societal contributors and 

international; centers of innovation, and they constantly need to seek for a balance 

between a set of expectations” (p. 50). For universities in Kenya to keep up with the 

competition, they need to move towards business-like deals and strive to differentiate 

themselves from other Universities by communicating a strong corporate identity. 

From this study, UoN and Daystar University, through their corporate affairs 
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departments, brand their universities with a motive to attract students to enroll with 

them. When students enroll with a university, they boost the business of the 

university, especially because it gains revenue through their school fees.  

Factors Attract master’s Degree students to Enroll in a University 

The third study objective was to find out what factors attract master’s degree students 

to enroll in a university. The findings of this study established that quality of courses 

offered, affordability, a university’s reputation over the years, its proximity to a 

particular person, and the flexibility of classes in terms of when the classes take place 

were the main factors that attracted students to join the university. 

This is in agreement with Breschi (2018) who said that there are 15 most common 

types of customer needs which she divided into product and service needs. The 

product needs are functionality, convenience, price, experience reliability, design, 

efficiency, performance, and compatibility. On the other hand, the service needs are 

control, empathy, transparency, fairness, options in terms of a variety of products 

from the company, subscription, and payment options to provide the customer 

freedom of choice and lastly information. The findings are also supported by Lee and 

Paiva’s (2018) argument that higher education institutions must remain conscious to 

differentiate themselves from other institutions, how they present and communicate 

their educational services, and how these factors influence their outward reputation 

and perception of their institution. 

This study also found out that other factors such as warm reception, library, location, 

serene environment, courses a university offer, and the flexibility of classes contribute 
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to a student's choice. Nonetheless, the interviewees agreed that the Universities 

needed to build the elements of attraction by how Universities branded themselves. 

In addition, the study found out that the attribute that attracted prospective students to 

enroll in universities the most was warm reception to the students when they visited 

the Universities. This amounted to 29.13% of the respondents. Students who chose a 

university out of the courses offered were 2% of the study’s respondents. These 

findings emphasize the preference for face-to-face communication where a warm 

reception would be felt. 

Conclusion 

Corporate branding is key to any organization, including universities. This study 

concluded that a brand mark is distinctive, of high impact, and comes with relevance 

to the target audience of a company. This audience can then be in a position to 

communicate the core message of a company and also enable them champion for 

other marketing campaigns. Both universities used a variety of strategies to brand 

their institutions, including color, clear slogans, and culture. This study also affirmed 

that corporate branding had a significant role in attracting students to the institution. 

Specifically, the advertising on a variety of platforms generated potential student 

interest. Corporate branding established the university’s competitive edge.  

It was evident that corporate branding played an important role in creating visibility 

of the universities. However, the Universities believed they needed to improve their 

outreach. A variety of factors motivated the customers to get attracted to the 

universities. The quality of courses offered, affordability, a university’s reputation 

over the years, its proximity to a particular person, and the flexibility of classes in 
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terms of when the classes take place were the main factors that attracted students to 

join the university. 

Recommendations  

1. The study recommends that the corporate communication departments in the 

universities keep branding their organizations and do it in a way to distinguish 

their university from others. This will increase their student enrollment, 

reputation, and even loyalty from those who have studied there or had their 

friends, children, or relatives’ study there.  

2. Strategies used to come up with great corporate branding mechanisms in 

universities are key, as this is what drives the institutions to have more student 

intakes. This study, therefore, recommends that both institutions should 

develop a corporate branding strategy to help a cohesive branding strategy for 

the institution. 

3. This study recommends that corporate communication departments should 

segment their publics so that they attract customers to all programs.  Corporate 

branding should focus on master’s degrees as well as PhDs, degrees, diplomas, 

or certificates that are offered in universities.  

4. In terms of improvement and upgrading corporate branding, the universities 

should incorporate the advancement of technology in how they brand 

themselves. They could communicate more to their publics via their websites 

and social media handles. These modes of communication are highly used by 

people in this day and age. A company website is used to strengthen the 

corporate brand Syed Alwi (2009). A website ought to include emotional and 
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functional elements that will brace a customer to make a comeback to the site, 

consequently increasing their loyalty to the brand. 

Recommendations for Further Studies 

This study recommends that further studies may be carried out in other organizations. 

More so, universities to establish whether the same results obtained here will be 

reflected. The study also recommends that different theories related to corporate 

branding could be of use to find out whether the same results will be obtained. It 

further recommends that research around this topic be done in other counties to see if 

the same findings will be found. Further, the study recommends that longitudinal 

studies be carried out in other universities to establish whether the same results 

obtained here will be reflected. 
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APPENDICES 

Appendix A: Questionnaire 

This research is being conducted by TerryRuth Wanjiku Muriithi, a master’s degree 

student at Daystar University. My research topic is “The role of corporate branding on 

the students’ choice of master’s degree programs: a case of two selected universities 

in Nairobi”. This research is purely for academic purposes in pursuit of the award of a 

Master of Arts degree in Communication. 

Purpose 

The purpose of this study was to establish the role of corporate branding used by 

universities in Kenya and if they contribute to the students’ choice of master’s degree 

programs. 

Procedures 

During this research, selected participants will be engaged in completing a 

questionnaire. 

Privacy, Confidentiality, and Disclosure Information 

During the research process, any obtained information will be objected to high levels 

of confidentiality, unless otherwise as may be required by law. Information shall be 

stored anonymously and can only be attributed with consent. 
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Consent 

If you agree to participate in this research, please sign in the space provided below 

and proceed to fill out your questionnaire. Completing the questionnaire will be 

regarded as evidence of your consent. 

I (insert signature) ……………………………. Of (insert University enrolled in) 

……………………………………………………. Agree to give consent to 

participate in this study and have material published on this topic on this date (insert 

date) ………………………....  

Thank you. 

Kindly take your time to fill in the questionnaire.  

 

SECTION A: Personal Information 

Gender Male                         

Female                             

Age 18-25                              

26-33 

34-41                     

42-49                      

50 and above         

Course Pursuing and Year of Study   
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Occupation  

 

SECTION B: 

1. How did you learn about the university you enrolled in? 

 

Social Media   

TV  

Radio  

Referral   

 

            Any Other…………………….. 
2. Which other universities did you visit before you settled on one? 

Kindly tick on the box besides the options the universities you visited 

before enrolling in the University you are at now  

Jomo Kenyatta University of Agriculture 

and Technology (JKUAT) 

 

Kenyatta University        

Moi University   

Kirinyaga University   

Karatina University   

Dedan Kimathi University of 

Technology 

 

Technical University    

Multimedia University of Kenya  

Mount Kenya University   
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Catholic University of Eastern Africa 

(CUEA) 

 

Pan Africa Christian University   

Riara University   

St. Paul’s University   

United States International University 

(USIU) 

 

KCA University  

 

 

Kindly state if any other 

 

…………………………………………………………………
…………………… 

 

3. What attributes attracted you to Daystar/ the University of Nairobi? 

Tick where appropriate 

 

Warm Reception  Library 

Strongly Agree   Strongly Agree  

Agree  Agree  

Neutral  Neutral  

Strongly Disagree  Strongly 

Disagree 

 

Disagree  Disagree  
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Location Serene Environment 

Strongly Agree  Strongly Agree  

Agree  Agree  

Neutral  Neutral  

Strongly Disagree  Strongly 

Disagree 

 

Disagree  Disagree  

    

 

 

 

 

I

f

 

a

n

y

 

o

ther kindly mention 

…………………………………………………………………………
…………  

 

4. What aspects were the universities you did not enroll in missing out in 

that you were looking out for in an institution to do your master’s 

degree in? 

Kindly mention them and explain 

Courses Offered Flexibility of Classes 

Strongly Agree  Strongly Agree  

Agree  Agree  

Neutral  Neutral  

Strongly Disagree  Strongly Disagree  

Disagree  Disagree  
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…………………………………………………………………………
…………………………………………………………………………
………………………… 

5. What in your opinion are some of the things prospective students or 

parents/guardians of prospective students look out for before enrolling 

in a university?  

Kindly state 

…………………………………………………………………………
………… 

 

6. Is Daystar University /the University of Nairobi the best University 

you chose to pursue your master’s degree in? 

 

Kindly tick where appropriate 

 

Strongly Agree   

Agree  

Neutral  

Disagree  

Strongly Disagree  

 

Kindly Explain 

…………………………………………………………………………
…………………………………………………………………………
………………………… 

According to you what branding strategies used by Universities in 

Kenya appeal the most to prospective students? 

Tick on the box besides the options  

 

Social Media  YouTube Ads TV and Radio Ads 

Strongly  Strongly  Strongly  

Daystar University Repository

Library Archives Copy



 

90 

 

Agree Agree Agree 

Agree  Agree  Agree  

Neutral  Neutral  Neutral  

Strongly 

Disagree 

 Strongly 

Disagree 

 Strongly 

Disagree 

 

Disagree  Disagree  Disagree  

 

School Visits Promotions  Activations  

Strongly 

Agree 

 Strongly 

Agree 

 Strongly 

Agree 

 

Agree  Agree  Agree  

Neutral  Neutral  Neutral  

Strongly 

Disagree 

 Strongly 

Disagree 

 Strongly 

Disagree 

 

Disagree  Disagree  Disagree  

 

Email Marketing 

Strongly Agree   

Agree  

Neutral  

Disagree  
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Strongly 

Disagree 

 

 

In what other way have you seen Universities appeal to their target 

audience? Kindly Mention 

………………………………………………………………………………
………………………………………………………………………………
…………………… 

7. What is it that made you enroll in the University you are in?  

Tick up to four options where appropriate  

Awareness of the 

Institution 

Knowledge Liking 

Strongly 

Agree 

 Strongly 

Agree 

 Strongly 

Agree 

 

Agree  Agree  Agree  

Neutral  Neutral  Neutral  

Disagree  Disagree  Disagree  

Strongly 

Disagree 

 Strongly 

Disagree 

 Strongly 

Disagree 

 

 

Preference Over Other 

Options 

Conviction 

Strongly 

Agree 

 Strongly 

Agree 
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Agree  Agree  

Neutral  Neutral  

Disagree  Disagree  

Strongly 

Disagree 

 Strongly 

Disagree 

 

 

Kindly Explain  

…………………………………………………………………………
…………………………………………………………………………
………………………… 

8. In your opinion is the corporate branding upheld by the universities in 

Kenya up to speed? 

Tick where you find appropriate  

 

Strongly Agree   

Agree  

Neutral  

Disagree  

Strongly Disagree  

 

9. Are there some universities that outweighed others in terms of how 

they branded themselves?  

YES              

NO             

State in what ways were they better? 
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…………………………………………………………………………
…………………………………………………………………………
…………………………………………………………………………
……………………………………… 

10. In what better ways in your opinion should universities brand 

themselves? State how and your reasons why they should? 

…………………………………………………………………………
…………………………………………………………………………
………………………… 

11. What challenges did you face as a prospective student in making your 

decision of which university to join as a master’s degree student? 

…………………………………………………………………………
…………………………………………………………………………
…………………………………………………………………………
……………………………………… 
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Appendix B: Interview Schedule 

This research is being conducted by TerryRuth Wanjiku Muriithi, a master’s degree 

student at Daystar University. My research topic is “The role of corporate branding on 

the students’ choice of master’s degree programs: a case of two selected universities 

in Nairobi”. This research is purely for academic purposes in pursuit of the award of a 

Master of Arts degree in Communication. 

Purpose 

The purpose of this study is to find out the role of corporate branding on the students’ 

choice of master’s degree programs in universities in Kenya. 

KEY INFORMANT INTERVIEW GUIDE 

1) What is your title/ role in the corporate affairs department? 

………………………………………………………………….
…………………………………………………………………. 

2) Kindly give me five words that represent your brand as a 

university? 

…………………………………………………………………
…………………………………………………………………
………………………… 

3) Think about your brand’s personality. How would you describe 

it? 

…………………………………………………………………
…………………………………………………………………
…………………………………………………………………
……………………………………… 

4) The benefit of your product/service as a university: Does it 

save your customers’ money? 

…………………………………………………………………
…………………………………………………………………
…………………… 

5)  Does what the university offers to help it increase the 

institution’s Return on Investment (ROI)?  

………………………………………………………………
………………………………………………………………
………………………… 
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6) Why does your university’s brand matter? 

………………………………………………………………
………………………………………………………………
………………………… 

7) Value proposition: How do you solve your customers’ 

problems? This should summarize why someone should buy 

your product or invest in your services. 

………………………………………………………………
………………………………………………………………
………………………… 

8) Where does your brand’s image fall between these opposing 

characteristics? Tick on what applies to your university 

 

 

 

 

 

 

 

 

 

 

 

9) What colors represent your brand? 

……………………………………………………………………
……… 

10) What words would you use to describe your brand’s image? 

……………………………………………………………………
……………………………………………………………………
……………………………………………………………………
……………………… 

11) What words would you not want to use to describe your 

brand’s image? 

 

………………………………………………………………
……… 

12) What attributes and/or emotions do you want to be 

associated with your brand? 

……………………………………………………………………
…….. 

Simple/Intricate                

Grey/ Colourful  

Conservative/ 

Extravagant 

 

Approachable/ 

Authoritative 

 

Necessity/ Luxury  

Fun/ Serious  

Professional/ Casual  

Modern/ Classic  

Sporty/ Elegant  

Extreme/ Safe  
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Appendix C: Ethical Clearance 
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Appendix D: Research Permit 
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Appendix E: Authority to Conduct Research at University of Nairobi 
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Appendix F: Daystar University and UON Logos 
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Appendix G: Plagiarism Report 
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