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ABSTRACT

With ad-hoc application of the traditional element of marketing failing to sustainably cushion
institutions against growing competition, universities are frantically searching for ways to
differentiate themselves in the long term. This study ascertainsappécability of five
empirically established brand equity constru
by a pragmatist philosophy an objectivedriven blend between the ontological and
epistemological philosophical positions, and adatsixedmethods paradigm that combines
gualitative and quantitative survey methods of data collection and analysis.

For the qualitative part, 22 valid fddei face indepth interviews with undergraduate students
selected from four universities were uselile/the quantitative study used 625 sadiministered
guestionnaires from undergraduate students from twelve universities. Thematic analysis was
used for the qualitative data while for the quantitative data, the structural equation modelling
technique opartial least squares (PLS) was employed to ascertain relationships between the five
independent studelta sed brand equity (SBBE) construct :
brand preference (SUBP) as a dependent variable, on the other.

Results of tk analysis indicate a positive relationship between most of the SBBE constructs
studied and university preference in Ghana. Four SBBE dimensions namely; university
institutional reputation (UIR), university institutional image (Ull), university graduate
employability (UGE) and perceived institutional service quality (PISQ) recorded significant
positive relationships with studentsd wunive
also obtained between university image and university reputation, rsityvedentity and
university reputation, as well as between perceived institutional service quality and graduate
employability. On the contrary, an insignificant relationship was obtained between university

institutional i dent isttyypreferéhte) Tha codelaton andlysis a0 L
indicates significant positive relationships among all the independent SBBE variables.
Cumul atively, the results indicate that the

context as the SBBE constraand university preference are positively related. The prevalence
of reputation, image, graduate employability and perceived institutional service quality in the
research findings has implications for policy in the university sector. Also worthy ofstite i
significant positive relationship obtained between perceived institutional service quality and
graduate employability; as well as between university institution identity, university institution
image and university institution reputation.

Much of he existing academic work on higher education branding has concentrated on brand
equitydés antecedents and conseqguences. Thi s
university brand equity to university preference. Also, most of existing empirisahneh on

brand equity in the university sector has focused on developed countries ciicagsestances

are fundamentally different from those of developing economfies. study is a novelty in the
subSaharan African context where studétused universy branding is uncommon; and so
comes as a significant contribution from Ghana, to the growing worldwide debate on university
branding. While contributing a survey instrument that enhances SBBE research methodology,
theoretically, the unique blend of SBRENstructs employed is unprecedented. Notwithstanding
some limitations identified, this study presents an empirical model that stands to guide university
management in judiciously dispensing scarce resources.
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CHAPTER ONE

INTRODUCTION

1.1 Study Background

Ghanads uni ver si t yincieasidgucenpetition sintesits Wperalisatgos s e d
1993 (Atuahene, 2014). The number of universities in Ghana increased from under ten in the
late nineties to 48 in 2010 and to 72 as at the end of 2014 (NCTE, 2015). There are also 49
unaccredited tertiarynstitutions, mainly universities, epating in the country (lbid). In
addition, the government of Ghana hrasently announced its intention to upgrade all ten
polytechnic institutions in the country to degree awarding instiaticAccording to the

World Bank (2010), the wave of deregulation that rippled across Africa and beyond,
increasing youth population, rising income levels and the concomitant increase in the desire
for higher qualificatios to gain and secure employméiatve been some of the maacfors
responsible for this trend (Adu, 2009). The number of university students has also seen
massive growth over the period. University enrolments in Ghana have multiplied more than
thirteen times over the past two decades in response to social, ecoadipolitical
pressures for access to higher education (NCTE, 2015). From 118,000 in 2006, the number of
university students in Ghana roaleove 150,000 in 2010; by 2012, the number was close to
170,000. Currently, it is in excess of 207,000 (NAB, 2015).

The remarkable growth recorded by the industry is as a result of policy reforms, such as
upgrading polytechnics to higher education statrsl Colleges of Education to degree
awarding institutions; the est abl iowhmermgti oofs
the country; the creation of the Ghana Education Trust Fund (GETFund) to provide
supplementary funding for infrastructure, research and development; and the introduction of
distance learning programmes (Atuahene, 2014). Other activitiglei industry include
expansion of the student loan scheme and the creation of a liberalised environment that
promotes private sector participation in higher education provision (Girdwood, 1999;
Atuahene, 2014). Arguably, the single most dominant faetsgpansible for this growth has

been the process of liberalisation which was initiated in 1993 when a structure for accrediting
private universities was formed. This trend is not peculiar to Ghana as other West African
countries like Nigeria, Benin and Segya are experiencing same; so are some East African
countries like Tanzania and Uganda (Adu, 200®)iew of the above, the World Bank has
urged African governments to redefine their roles and reset their priorities whilst creating an

1



enabling environmdrfor private sector participation through policy, strategy, tax incentives,
labour laws, more access to student loans, as well as setting adequate standards, regulations,

and accountabity mechanisms (World Bank, 2010

Universities in Ghana have notdreable to meet growing demands as there continues to be
more people seeking admission than therepdaiees (Williams et al.2012). While these
healthy trends seem promising fbe higher education industry in general, what is also true

is that competion is intensifying. In the midst of the seemingly favourable demand situation,
universities are making frantic efforts to attract two categories of students: thosketdst
pre-university grades to enrich their credentials and entrench themselbesindustry; and

those with high affordabilities, as most institutions, especially those in the private sector run
on tuition fees (Adda#lensah, 2000). What continues to compound the already heightening
competition is the entry of foreign universitie®rr Europe, America and Asia to benefit
from the favourable demand sitwuation iin th
education sector is thus a vibrant one that requires administrators to fashion out effective
strategiegor sustainable differentiatn.

Educational institutions are searching for ways to sustainably differentiate themselves in the
wake of domesti and international competitiofBupornpraditchai et al., 2007), and it is
becoming increasingly difficult for universities, as the coreighér educational institutions,

to develop and maintain a competitive edge in their respective target markets (uriléo

et al., 2009). This difficulty has happened at a time when theoadapplication of the
traditional tools of marketing like fee discounts, introduction of new courses, opening of
new campuses and uncoordinated marketing communicatiblas proved ineffective in
offering the desired levels of differentiatiom the sector(lvy, 2002, 2008; Maringe, 2006;
Bosch et al., 2006; Haye2007; Schubert, 2007Kumar andDash, 2011; Sharma et al.,
2013)

Many universities have therefore resorted to branding as a sustainable differentiation strateg

in the sector (Chapleo, 20l@ue to strong brandsod proven
organisations competitive superiority (Aaker, 1991, 1995; Kotler and Fox, 1995; Keller,
2003, 2013; Marad et al., 2011; Kapferer, 200Binar et al., 2014). A typical instance of

this is the UK govar me nt 6 s ef f or t s -wide rebrangipgocanipaigngo a Wwo

complement individual institutional branding efforts (Whisman, 2009) for a coherent

2



competitive identity for UK universities. This move is meant to enable UK institutions
compete more favaably with institutions inthe USA andAustralia (HemsleyBrown and
Goonawardana2007) as well as other emerging internatiof@aused universities from

countries like India and China (Silverstein and Singhi, 2012). In an emerging, competitive
higher eduation industry, the researcher believes that administratdBhad na dés uni ver s
need to wake up to the branding call and adopt a holistic effort that aims at adding value to

the overall university experience to ensure profitable customer (studetigpnshgps (Kotler

and Armstrong, 2012).

1.2 Rationale of the Study

As asource ofdifferentiation brands are critical for generating and sustaining competitive
advantage, superior performance and fongr m success I n todayos
businesenvironment (Kotler and Keller, 2006; Kotler and Armstrong, 2012; Keller, 2013;
Sharmaet al, 2013). Although the concepf brand equityhas been extensively researched

in the context of physical products, it has receiligté attention in the higheeducation

service sector (Mourad et al.0P1). While the importance of branding in university
differentiation is also widely appreciated in titerdature (Mourad et al2011; Sherma et al.,

2013; Pinar et al., 2014; Dean et al., 2016; Ramirez, 201&} ofuboth empirical research

and theoretical papers is focused on international marketing of higher education (Hemsley
Brown and Goonawardana, 2007). Generally, empirical research on university brand equity,
particularly fr om s tsoadtg mtaddibon,preich ®fpvbat has een r e m:
done focuses on identifying antecedents ofverrsity brand equity (Mourad et ak011;

Sharma et al., 2013; Pinat al.,2014). From an extensive search of the literature by the
researcher, the connection beem university brand equity and preference remains largely

unexplored.

In subSaharan Africa, the gap is even more pronounced as there is a complete absence of
research in the area of university brand equity, with the closest in terms of geographical
proximity being a study undertaken in the Egyptian university market by Mourad et al.
(2011), which also focused on studéatsed brand equity (SBBE) antecedents identification.
Extant literature indicates that, to date, there has beetudy conducted irhe entire gb-
SaharanAfrican regionthat ascertains the relationship between brand equityuancersity

preference in order to provide guidelines for implementatidhebranding concept. Neither



has there been any study ascertaining whether univédrsityding leads to success in the
universityindustry.The researcher believes thaistlack of empirical research hinders policy

making and undermines the developmergftéctive competitive strategies in that industry

This study therefore attemptsfith this void by subjecting five proven antecedents of SBBE

in the literature to empirical scrutiny. Unlike existing studies, this study does not focus on
identifying SBBE antecedents; riaitherseeks to ascertain the relationships between SBBE
construcs and university preference amahg general undergraduatidentdé popinl at i on
Ghana. Frm a synthesis of the literatuiiejs believed that studeilitased university branding

has the potential to provide reliabkistanable differentiation (NguyeandLeBlanc, 2001;

Toma et al., 2005; Chapleo, 2007; Haey-Brown and Oplatka, 200&Cuttis et al., 2009;

Mourad et al.2011; Durkin et al., 2012; Williams et al., 2012; Pinar et2013; Sharma et

al., 2013; Goia et al., 2014; Tolbert, 2014) by whighiversity operata® in the emerging

economies ofug-Saharan Africa can withstand the ever increasing competition.

In realising the purpose of the study, the researcher sought to address the following

objectives:

1.3 Objectives of the Sudy

This studyaims at finding outwhether studenAbased brand equity (SBBE) can influence
university preference by ascertaining the relationships betwaeselection of SBBE
constructs andniversitypreference among the general undergraduate student bGdaira.

In realising the purpose of the study, the researcher sought to address the following

objectives:

1. To ascertain whethestudentbased brand equit(SBBE) and university preference

are relatedn Ghana;

2. To identify the nature ofrelationships between some sgeciSBBE constructand
university preference in Ghana;

3. To examine the associations among some selected SBBE determinants in Ghana; and
4. To ascertain thapplicability ofthe custometbased brand equitfCBBE) concept to

the Ghanaian university context.



The decision to undertake this studyn Ghanads universitywingetti ng
reasons:

1 Firstly, as illustrated n chapter t wo, Ghanabds univer s
massive growth; and vibrant industries naturally attract the atterstiostakeholders,

including researchers, who are concerned with streamlining and managing affairs in an
informed manner. Taking into account the competitive potential of superior brands in
constatly changing business environments, particularly in the vedilgdobalisaion (Kumar

& Dash, 2011, Sharma et &013 Aron, 2014 Ghana represents an appropriate setting for a

study of this nature.

1 Secondly, growing industries naturally attract competition. While the sector continues
to witnessthe entry of morenstitutions the need for sustainable competitive differentiation
becomes an imperative. With Ghana gradually becoming a strong middle income country
(Atuahene,2014),the need tdulfil a sense of belonging and sel€tualisation idikely to
gravitate many imageseeking students towards university institutions that wield superior
reputations (Steiner et al., 2018)ndertaking this study in Ghana is thus in response to that

loud call.

Knowledge of the relevancef SBBE and he relative contributions ofs key dimensionso

st u d enmeferenée foruniversity institutions in Ghana would undoubtediteer the
allocation of scarce resources. Administratofauniversity institutionsn Ghana would be
informed byfindings of thisresearchto identify and mvest in the relevant brand equity
dimensions that are critical for creating strong, differentiated and appealing university brands
that arepreferred by students-indings of thisstudy would therefore guide management
decisiomama ki ng of G hyanstitutioss intheir questrfos sugtainable superiority in

the midst of heightening competitive pressures

Much of branding theory and empirical work refatie tangible product marketing, and so its
application to the service domain is limited (Hardan, 2004)As a novelty in gb-Saharan
Africa, findingsof this study willcontribute to the understanding ®BBE within the unique
service environmendf universities and other higher education institutions in tégion. It
will thus make a significanempirical contribution by adding to the scangtore of

documented knowledge on the relationship betw&BBE and university preference



particulaty in GhanaandsubSaharan Africa in general. The next section presenkdidpngs

of the major sections contained in this thesis.

1.4 Structure of the Thesis

This thesis is structured in nimbapters as follows:
Chapter One presents an introduction to the study which contains background information on

the Ghanaian universitsector that seeks to highlight its growing and competitive nature, as

well as indicate the need for sustainable differentiation. The chapter also presents the
purpose and objectives of the study; reasons behind the choice of Ghana as the empirical
settingfor the study; relevance of the study; and lastly, the structure of the tGhaister

Two presentdackground informationf higher education in Ghana.ldeginswith a review

ofmaj or trends and happenings i n e@lasiwaiidgs hi gfr
the study within thecontext of the higher education industry in general and the university

sector in particularThis chaptemlsopresents enrolment trends@h ana és hi gher e«
sector in general and the university sector in pdeicwith emphasis on increasing
enrolment numbers, as well as tgowing number of universitiesThe chapter ends by

looking at private sector participation in the industry where issues relating to proliferation

and competition, ownership, programmessfard financing, among others, are highlighted.

Chapter Tree reviews relevant literature with a view to placing the study within the right
theoretical context. Specifically, the chapter presameview of literature on the concept of
branding and brandquity in addition to the key braretjuity assets that underpin tisisidy.

It also reviews literature on custorr@ased brand equity (CBBE) from which the cona#pt
studentbased brand equity emanates. Literature on service sector branding has also been
presented in that chapter as well as umitgibranding where the concegftuniversity brand

equityis discussed.

Chapter Burpr esent s the thesisbd comrsdeaptemndlsidos gptriedn
has been discussed identify attribueswithin the universityenvironment that contribute to
brand equy a n d studentsd preference for institu
presentsa literature review of the five SBBE constructs adopted for the study; existing
studies and circumstarsérom which they were adopteas well agesearch hypotheses and

the thesisd conceptual framewor k.



Chapter Five presents research design and methodology which discussesresearch
philosophies underpinning the study as well as methods, strategies ardyres adopted.
The chapte begins with an overview of the kephilosophical assumptionthat underpin
social research and continues witie choice of research paradigner this study Also

discussed is research designder which data types and sowgeopulation,sample frame,
sample size and sampling methods adopted for the strelypresentedData collection
instruments, methods and administrapyoceduresas well as methods of data analysie

also presented in that chapter. The chapter enths ethical guidelineghat governed the

conduct of thigesearch.

In ChapterSix, results and analysis of duative data collected through-depth interviews

are presentedt presents analysis and discussiortloé key SBBE constructs investigatéal

this study with a view taletermining the relationships betwdbnsec onst r uct s and s
preference foruniversities in GhanaChapter Seven presents results and analysis of
guantitative data to help address the research objectives. It pnedatitsiships between the
SBBE constructs investigated and studentsbo
Equation Modelling (PLS)Chapter Eightpresentsa discussion of findingghat links the
gualitative and quantitative results of the studyspecific hypotheses, research objectives
and the researcherdéds conceptual model . The
existing relevant literature. Finally, h@pter Nine presentsa summary of findings,
conclusions and recommendatioddso presented in the last chapter are key thrusts and

contributionsof the gudy, as well aiimitationsand suggestions for future research

1.5 Summary

As Ghanads wuniversity industry becomes incr
differentiation has become more of a strategic alternative. With the usual reliance on the
conventional elements of marketing proving less effective by théMaginge, 2006 B8osch

et al., 2006; Hayes, 200Kumar andDash 2011; Sharma et al., 201 3BBE is a concept

t hat shoul d mer it administratorso attenti o
contribution to the scanty store of knowledge in the area of university brampdirigcularly

from a st ud e Mhisschapter das presemad iaebrertiary, and specifically

university education industry background, particularly in reference to the growing and

competitive nature of the industry in Ghana that calls for a reliable means of sustainable



differentiation. It has also presented the jsip of the study where the relevance of the
concept of SBBE is highlighted. It has spelt out the objectives of the study and a brief
indication of the studyobés <contribution, as
concludes by presenting a struetwf the thesis, which outlines the contents of the respective
chapters.The next chaptepresentsbackground informatiorof higher education in Ghana

with a view to situate the study within the appropriate contextual frame.
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CHAPTER TWO

BACKGROUND INFORMATION OF HIGHER EDUCATION IN GHANA

2.1Introduction

This chapter presentscantextual frameworkf higher edication in Ghandt reviews major

trends and happenings@dh ana és hi g her witha viewdosituating the studyu st r y
within the context ofthe higher education industry in general and the university sector in
particular Like any business conge a higher education institution is expected to fulfil the
expectations of its publics in order to survive and groae industry is an important part of
every economy in terms of its contribution to knowledggaduate employability
international reseah and interaction with industrBinsardi and Ekwulugo2003) The
industry has seen a lot of competition in contemporary times as the need forainel
executives worldwide grows exponentialléary, 2006).As the levels of domestic and
international competition and customer demands continue to increase, educational institutions
are searching for ways to gain differential advantg&asli and Naim, 20Q5in
Shekarchizadebkt al., 201). As competition intenfies, it is indeed becoming increasingly
difficult for universities, as the core of higher educational institutions, to develop and

maintain competitive advantag€ubillo-Pinilla et al., 2009)

Owing to globalisation for example, international student mobility within the sector has seen
rapid growth resulting in universities around the world competing for international students
(Helferty and Clarke, 20Q9Aron, 2014. As Binsardi and Ekwulugo (23) observe, the
elements of globalisation in higher education are widespread andfaveited and the higher
education market is now well established agodal phenomenohe wave of deregulation

that ripples across the world, increasirauth populabn and rising income levels are some

of the factors responsible for tlggowth in the tertiary education delivery markétdu,
2009). In addition, other factors likihe contemporary quest for individuality and the
accompanyingncrease in the desire fbigher qualification to gain and secure employment
havebeen responsible afnce furthefuelled competition (World Bank, 2010)

The higher education industry hasenremarkablegrowth in student numbers due to the
aforementioned factors. The numbernteitiary students worldwide doubled in a little over
twenty years from 40 million in 1975 to more than 80llion in 1995 World
Bank/UNESCO, 2000)and is expected to grow to over 150 million by 2@@fest, 1997).
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This trend is not peculiar to Gharas other West African countries like Nigeria, Beniml an
Senegal are experiencing sarse;are some East African countries like Tanzania and Uganda
(Adu, 2009)While Ghanaian universities are making frantic efforts to take advantage of the
booming tertiaryeducationmarket, the lberalized nature of theconomy, globalisation and
increasing technological sophistication have enabled foreign operators from Europe, America
and Asia to benefit from this favourable demand situafi®aG, 2012)resulting in fiere
competition among players in the 1indsuastr y.
vibrant one that calls for effective means loghlighing competitive differences among
provider institutionsConscious efforts immage building through brands megementhave
therefore become a strategic imperative in attracting stakeholders, inclatlidgnts
(Mourad et al., 20L1Pinar et al., 2014)Iin situating the study within the broader African
context, the following section looks at higher education incan.

2.2Higher Education in the African Context

To sufficienty appreciatdrends within he Ghanaian university industry, a brief highligit
Africads hi settewis neeessary &ducation is widely accepted as a leading
instrument for prormting economic growti(GoG, 2010) For Africa, where growth is a
prerequisite f orhelddesre tec olimh ouh ef povéry, educatog is
particularly important. For several decades, African countries and their development partners
have plaed great emphasis on primary and, more recently, secondary education. Many
countries havehowever neglected tertiary education as a means of improving economic
growth and ultimately, mitigatingpoverty (Varghese, 2006). ThBakar Simmit on
AEducartidlnl & oin 2000, for example, advocated

social welfareostensibly consigning tertiary education to the backgr¢iadgbo, 2002).

Higher educationnstitutions have thus been plagued with enormous challenges like drastic
budgetcuts, inadequate infrastructuteaching and research faciliti}snong many others

all of which have negatively impacted the quality of teaching, learning and re¢argho,

2002). The ironyis that in the midst of this unfair discrimination against universities with
regard to unbalanced resource allocation practices, African governments continue to perceive
universities as major players in their development battle stetd at the apex of the
educatioal system serving as a place for the pursuit and dissemination of know!(&dtzh

et al, 2009.
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The competitive turmoil that is rippling across the entire world has not spared Africa. African
universities have had grapple with the enigma of rising competition in the midst of soaring
knowledgeseeking populations. Institutions in countries with vibrant tertiary education
industries like Ghana, Nigeria, Benin, Senegal, Tanzania and Uganda are battling on all
fronts to wield competitive superioritfEffah et al, 2009. Generally, the emergence of
private universities in African countries has increased competitive uncertainty in the industry
that compels institutions, private and public alike, to communicate theicsesfferings to

thar stakeholders(Varhnese, 2006)Competition is thus not only among the private

universities but also betweereth and the public universities.

In terms of student enrolments, s@aharan Africa in particular has recorded phenomenal

growth. From less than 200,000 students in 1970, enrolment across the region increased more
than 20fold to approximately 4 million by 2007 (UNESCQS, 2009. However, espite

the huge increases in stutlemmbers over the yeara deeper look into tha&tuation reveals

6a drop in the oceand si t waidnifoosubhSah@ancAfisa enr ol
was 6% as of 2007 as against the global average of 26% based on UNESCO data. This figure
however shows that participati in HE has doubled rete 2002(UNESCQUIS, 2009).

Countries whose participation rates exceed the regional average include South Africa
(15. 4%) , Mauritius (14.0%), Nigeria (10. 2%)
Senegal (7.7%) and Cameroon (7.2%). Other counsigl as the Central African Republic

(1.1%), Chad (1.2%), Mozambique (1.5%), United Republic of Tanzania (1.5%) and Burundi
(1.9%) have rates coerably below the average for s@aharamAfrica (UNESCQUIS,
2009).Ghanads gross enr olnndunng the 2008409 academicyea7 per
(GoG, 2010).The indication from thisather pessimistioutlook is thatacross Africa, only

about6% of the potential tertiary age group is enrolled in &gy institution, compared to

theworld average of about 2G&pcent.n all, nine out of every ten countries with the lowest

tertiary enrolment in the worldafrom Africa (World Bank, 2010

The World Bank estimates that the currenttrends in Africa continuethe total number of
students for the entire Afiam continent couldexceed20 million by 202Q The level of
expenditure could also be 75 per cent higher than the volume of public resources that may be
mobilized. The number of teachers required would also need to double, from a total of
approximately 45®00 in2006 to 908,000 by 202@World Bank, 2010)In all, about seven

to ten million African youngsters join the ranks of job seekersyeyear (BaaFBoateng et
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al., 2013).This worrying state of affairs obviously calls for the need for university training to
boost job creation and incorgenerating opportunities, espaly for girls, women, and
talented but poor studentd/orld Bank/UNESCO, 2000).

On the basis of thisgssimistic state of affairs, the World Bank and other bodies concerned
with Africabds devel opment have urged Africa
creating an enabling environment farvate sector participation inigher education (World

Bank 2010Q. Since the miell990s, there has been renewed interest in the prospects of growth

and recovery in Africa by a variety of governmental and-governmental actors. The
characterisation of t he veo way itontherpalisatom shat,a 0 b a s
despite its monumental problems, there are several rays of hope, thanks to quiet, unsung
efforts at building a foundation for sustained growth, prosperity angquo development

enabled mainly by educatigAtuahene, 2006).

Despite the condints and challenges posed by rapidly changing social structures, declining
incomes, war and conflict in several countries and the HIV/AIDS pandemic, individuals,
community groups and institutions have demonstrated ¢apacityto grapple with the many

odds for daily survival (World Bank, 2010) Against the backdromf shrinking and
sometimes misapplied resources, universities have been caught up in the need to develop and
maintain creative coping mechanisms to reftedh e i n changimngrciycnsstanse In

contrast to the above state of affairs, recent evidence suggests that higher education is both a
result and a determinant of income, and can produce public and pfévregtts(Bloom et al,
2006).Higher education may create greater tax revengegase savings and investment, and

l ead to more entrepreneuri al and civic soci e
contribute to reduced population growth, improve technology, and strengthen governance
(GPRS 11, 2006).

In a speechtheformer UN Secretary General, Kofi Annan argued:

AThe university must become a primary to
new century. Universities can help develop African expertise; they can

enhance the analysis of African problems; strengthen domiestitutions;

serve as a model environment for the practice of good governance, conflict

resolution and respect for human rights, and enable African academics to play
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an active part i n the @hitedoNations Pressmuni ty o
Release No. NIS/SG/2625, 11Cited byAtuahene2006)

A number of challenges have plagued university education in Africa: physicetructure

is deteriorating;lack of financial resources is inhibiting accessatod affordability of
educationfaculty remuneratio continus to be lowthere are inadequateatemic resources

and facilitiesand inadequatenodern technology leading toverreliance on traditional
approaches to deliveiiorld Bank, 2010).The resultisthaAf r i cads i nsti tuti
educationhave difficulty matching the quality of programes on the global scale and hence

have been sluggish in contributing to the realisation of desired levels ofesmriomic

transformatior(ibid).

All in all, an analysis of the role of higher educationha tontext of suisaharan African

countries shows that expanding higher education contributes to promoting faster
technological catclu p i mproving countriesd ability to
knowledge gap and poverty in the regi@rarghese, 206). There is thereforéncreasing

recognition and appreciation of the positive role higher education plays in theesooiemic
development of Afgan countries, which makesstrong case for improving the comipe¢

competence of university institutisnThe following sections present university education in

the specific context of Ghana with a view to putting the study iaplpeopriatgperspective.

2.3 Higher Education in Ghana

The development of higher education in Ghana cannot be separateddrpastiand present
political developments of the country. Colonisation and the quest for power palyidyar
the British influenced higher educatiatevelopmerg in Ghana (Manuh et al.2007).
Although the British government played a role in higher education developmentaimGh
her colonial policy had nalearly defined higher education policies for the counbiyect
government involvemenh the provision of formal education was minimatire eary years

of British colonialism aghe British government did not have a formal policy of higher

education for the colonies prior to the First World Whid).

Restrictive colonial policies instituted in s8@aharan Africa in general, greatly iagted on
the development of higher education progmaas in Ghana. Frorhistorical antecedents is

demonstrably evident t h at catiorh rests finatheehandsfof Gh a n
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successive governmerg in promoting and disseminating knowledge, eridking
development oriented research, providing intellectual leadership, developing manpower and
ultimately promoting social and economic modernisation and advancéiesefu, 1993).

I n a dispassionate evaluati on s defelopmbng the | ac e
World Bank, for instance, has urged governments to expand access to and ensure that both
the quality and relevance of tertiary education are improved to enablttimtry to climb

out of poverty(Varghese, 2006)The quest for acceleed and sustainable economic growth

and social transformation at independence led to the establishment of yatispecialized
institutions with science and technology as a central feanhaaniversities were established

in part to promote this visiofManuh et al., 2007) After a decade or so of independence, this
optimism was truncated by political and economic crises characterized by sporadic mutinous
changes of governments atigde accompanyingnconsistent policies, including those of

higher educat o n . The result of al | this was two d

economywhich directly affected institutiongncludinguniversities Effah et al. 2009).

Thecurrentsurge in demand for higher educatias well as the contemporary shtvards

a global knowledge economy, increased the number of universities in Ghana from under ten
in the late nineties to fifty one (public and privatebil2 (NAB, 2013)Between 1999 and

2006, university student numbers in Ghana doubled to more tha®0018yhile enrolments
multiplied more than thirteen times over the period in response to -ssolabmic and
political pressures for access to higher educatior2010,st udent sé enr ol ment
universities exceeded 150,0Q0lAB, 2011). G h a n aniveysities however continue to
grapple with the challenge of meeting growing demands as today there are ople pe
seeking admission than places the universdresable to offer. A university built for 3,000
students is compelled to cope with abou0Rd students without corresponding expansion in
acackmic and physical facilities therelbyerstretching existing facilities to their eladtroits

(NCTE, 2010).

Less than 35 per cent efudents who apply to universities are admitted dubegrowing
numbers of qualified secondary school leavers in the face of inadequate university space,
insufficient staffing and infrastructural limitation@NAB, 2013) There is therefore an
enrolment deficit that the sector needs to address in responding suffideermtevailing

sociceconomic demands.
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2.4 Growth in the Tertiary Education Industry

The past two decades have seen a | ot of gr o\
tertiary education industry. The remarkable growth recorded by the indsistsya result of

policy reforms such as upgrading polytechnics into higher education status and Colleges of
Education into degree awarding institutions; the establishment of new universities to cater for
ofall ow regionsoé of &@Ghana&ducation Tryst Furtd (GETFand)e at i ¢
to provide supplementary funding for infrastructure, research and development and the
introduction of distance learning programmes. Other activities in the industry include
expansion of the student loan scheme andctieation of a liberalised environment that

promotes private sector participation in higher education provision (Atuahene, 2014).

The growth in the number of public institutions is largely attributable to the upgrading of 38
Teacher Training Collegewhich were under the Teacher Education Division of the Ministry

of Education, into Colleges of Education in September, 2007 and placed under the National
Council for Tetiary Education (NCTE) (Chambers, 2008 able 2.1 compares accredited
tertiary institutons in Ghana between 2012 and 2014.
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Table 2.1:List of Accredited Tertiary Institutions in Ghana
2012 2014 % Increase
9 Private Tertiary Education
Institutions Offering Degree

Programmes (Private Universities) 45 57 26.67
1 Publicly FundedJniversities 7 9 28.57
9 Tutorial Colleges 8 11 375
1 Distance Learning Institutions 5 3 -40
1 Public Specialized Institutions 9 - -
1 Public Colleges of Education 38 38 -
1 Polytechnics 10 10 -

T Private Nurseso6 Tr&inbng

Col l eges

T Public Nursesd TraflOni 8lg CO®l | eges

1 Private Colleges of Education 3 8 166.67
1 Public Colleges of Education - 36 -
1 Regionally Owned Tertiary Institutions - 1 -
1 Chartered Private Tertiary Institutions - 3 -
1 Public Professional Institutions - 6 -
1 Registered Foreign Institutions - 11 -
1 Unaccredited Institutions - 49 -

(Source:NAB, 2013, 2015).

There is a total of nine public univeres comprising University of Ghana, University of
Cape Coast Kwame Nkrumah University of Science and Technology, University of
Education, University of Development Studies, University of Mines and Teaiyolo
University of Professionalt8dies; and recently)niversity of Health and Allied Scien@and
University d Energy and Natural Resourgeshich became operational in the 202@13
academic yeain all, there were seventy two universities in the country at the end of 2014
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(NAB, 2015). There are also 54 unaccredited private tertiary institutions operating in th
country, three of which are foreign institutions (NAB, 201E). situate this review in the
appropriate perspective, it is necessary to visit highlights of restructuring efforts by
successive governments of Ghana in responding to the many challengée tedtication

sector in general has had to grapple with.

2.5 Structural Adjustment Programme (SAP) and Tertiary Education in Ghana

Nearly 20 years of structural adjustment programming (1982 to 2001) resuléechixed

menu of r e f o umversity educaBdn.aWhdebsome of these may have been
triggered and sustained by internal pressures within the universities themselves, others have
been catalyzed by the realities of an external political economy dominated by adjustments

and fiscal resai nt s t hat |l ed to Ghanads assumpti on
(HIPC) status GoG, 2012). Itwas in the light of the above happenings that change and
transformation of Ghanadés publicly funded u
initiated Universities in Ghana have been challenged both internally by their own publics and

externally by governments and communities to address such critical issues as:

Expanding access and providing equity

Improving quality and relevance of education

Ensuing knowledge production and its application to the problems facing industry
and societyand

1 Ensuring sustainable funding and resource management.

All these have called into question the roles and mission of universities not only in Ghana but
in Africa a large. The public universities have faced competition from private universities as
well as from other nowmniversity centres of knowledge production and research. This new
competition is taking place within the context of a liberalised tertiary educptmnsion
environment characterized by marked reforms and private sector initiatives. The
universities have singularly, or in concert, adopted different strategies and measures to
expand enrolment, generate additional funding and review curriculenadds of operation

in an attempt to respond to these calls (Effah et al., 2009).
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Overall, higher education in Ghana has experienced significant changes, but has not been
perceived as transformationa.,he r esul t has been that Ghan
devel opment al agenda in accordance with the
poverty reduction have led to fher reductions in expenditumn higher education. Some
stakeholders have argued that World Bank interventions have done morenhargobd to

the higher educational sect@ddaeMensah, 2000 Efficient funding is a prerequisite in a

healthy education provision systetherefore any intervention that results in cuts in funding

has the potential to stifle the growth of the sector larkte its contribution to the economy

of the country as a whol&{d).

The tertiary education sector, like all other sectors of the Ghanaian economy, was in a
deplorable condition in the 1970s and 1980s. The financial provisioning, physical
infrastructwe and the relationship between the sector and government were at their lowest
ebb (Atuahene, 2014)In addition, there existed on the campuses low staff recruitment,
retention and morale coupled with regular interruptions in academic work caused lwalpoliti
and economic tussles between the government and the universities. By the early 1980s,
conditions in the educational sector were ready for any form of reform. The introduction of
reforms into the educational sector however, is nauler to Ghana. Irfact, most ab-
Saharan African governments have been compelled to introduce educational reforms as part
of their overall efforts to restructure their economies. The World Bank and the International
Monetary Fund therefore mandated general economic refamas most governments
struggling to maintain some soeszonomic order, including Ghana, reluctantly complied
(Manuh et al.2007).

The main drawback to education during that time was a decline in government revenue that
led to a drastic cut back in finang education. Paradoxically, the decline in higher education
financing by the government of Ghana happened at a time when enrolments in general were
increasing (Effah et al., 2009). This statk affairs has over the yearsput pressure on
tertiary insttutions, particularly universities, in their bid to absorb the teeming numb#rs of

educatiorseeking youth.

2.5.1The Tertiary Education Reforms
As part of efforts to restructure tertiary education, the PNDC government set up the
University Rationalision Committee (URC) and tasked it with the responsibility to set up
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the policy framework for reforming tertiary education in Ghana. The URC submitted its final
report in 1988, having submitted an earlier interim report in 1987. The URC put forward 166
recmmendations on issues that the reform should pay attention to. Five main priority areas
of reform were identified as follows:

1 Costsharingi i nvol ving governmento0s Il ntention
funding tertiary educatigrespecially in the area of food and lodging to students
and parents. Universities were supposed to move away from residential universities
to nonresidential universities;

1 Focus @ new tertiary institutions the rapid expansion of secondary school
enrolment increased demand for tertiary institutions. The idea was for future efforts
at expansion to aim at broadening the technological base of the economy by
developing technical colleges, polytechnics and training colleges more rapidly than
the development afniversities;

1 Integration of tertiary education institutionto address the demand thattalitiary
institutions be integrated under the Ministry of Education (MOE). The integrati
was supposed to embrace theversities, polytechnics, the Regionablféges of
Applied Arts and Sciences (RECAST) and several -pesbndary educational
institutions, which had earlier been under tMénistry of Lands and Natural
Resources. The ultimate goal was to establish a vertical linkage between pre
tertiary and terary institutions;

1 Gender equity to increase female enrolment at all levels of the educational system
in order to reduce the gender gap in enrolment; and

1 Education for the disabledl to provide special education for the disabled at the
tertiary leveltoe nsur e uni versal access to educat
condition.

It was also suggested that the National Council for Tertiary Education (NCTE) should be
strengthened to perform its supervisory role over tertiary institutions in the cCouARP(S
2001) Private participation in the provision of accommodation on the campuses of tertiary

institutions was also to be encouraged.

One thing that became manifest after the tertiary reforms in 1991 is the tremendous increase
in student enrolmentThis increased enrolment however fell far short of absorbing the

thousands of students who qualified for tertiary education for the following reasons:
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Lack of expansion of equipment and fai@s in tertiary institutions;
High unit cost oeducation at th tertiary level,

Inability to provice sustained financial resources; and

= =/ =2 =

Inadequate studentlosh o support studentsoé | ife on

Tertiary education on the whole was noted
development The negative attitude of Ghanaians to other types of education outside the
university was blamed as one of the factors accounting for the inability of education to
impact national development. The insistence of SAP reform policies on the removal of
subsdies was problematic as people thought education was vital to development and market
forces should not determine who in Ghana got access to good quality education. Cost sharing,
for example, did not favour the rural poor as income levels became the npmstant
determinant of enrolmenttmeducational institutions (SARPI, 200G rowth of the private

sector through liberalisation was as a result of the failure of the reforms undertaken to address
shortfalls identified in the sectofhe following sectiorpresents happenings in the private

universities sector.

2.6 Ghanaodos Pr ecioaRrieate Uertiary Educatiort Inystituons

Offering Degree Programmes)

Prior to the 1990s, theetivery of higher education inub-Saharan Africa in general was
undertaken by the public sector. Acute semimnomic crises that emanated from a wide
array of sourcesnot excluding negative consequences of the ,Sadefully limited the
capacity of the public niversities to brace themselvés absorb the teeming ptertiary
graduates (Varghese, 2006). Owing to the limited capacity of the then few public universities
relative to the growing numbers of students seeking higher qualifications, it became
necessary for the sector to be liberalised to enable private pactiaipation (Khaled et al.,
2001).In consonance with developmersthe West African subegion, Ghana liberalised

her university education sector as part of its education reforms, resulting in a pubied

and private provision ian increasingly competitive university environment. From just tw
private universities in 199%e burgeoning private secttiad 45 universities in 2012; by the
end of 2014, the number atcredited private universitiés the country had increased to 57

(NAB, 2015) The process of liberalisation was initiated in 1993 when a structure for
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accrediting private universities was formed. Polytechnics in Ghana were also upgraded to

tertiary status.

Private participation in tertiary education is regulated byumber of Acts. The Education

Act, 1961 (Act 87; as amended in 1965) empowers the Minister of Education to approve the
establishment of private tertiary institutions, close institutions, and make regulations for the
establishment, management and conducthe affairs of the institutions. Followinthe
educational reforms introduced in 1987, these funct@ve beern practiceandperformed
through the Nabnal Accreditation Board (NAB)established in 1993 by PNIL 317.
Detailed regulations werprovidedin the Legislative Instrument (L.I. 1700) of 2000. The
Board is specifically charged with the responsibility for the accreditation of both public and
private tertiary institutions with regard to the contents and standards of their programmes and
the detemination of the equivalences of diplomas, certificates and other qualifications
offered by institutions in Ghana or elsewh@&B, 2013. Among the critical elements that

NAB focuses attention on iits accreditation exercise anginimum eatry requiremerg for
admission, academic programmes, staffing, physical facilities and equipment. Others are

library facilities,emdoyment prospects for graduates and funding

LaRocque(2001) quotes a study on Private Tertiargueation in Ghana as estimating the
numbe of private tertiary institutions, either in operation or planned, at 80, 11 of which had
received accrethtion from the NAB As of 3F' January 2004, 28 private tertiary institutions
had received accreditation from NAB, comprising nine university cedlegix theological
colleges, nine tutorial colleges, two distance learning institutions and two journalism/screen
arts institutions. Today, one can couwnter 57 accredited privatauniversity institutions
(NAB, 2015.

In terms of studest énrolment, tk private tertiary institutions, understandably, tend to have
far smaller numbers than the public institutions. From an estimated total enrolment of 5,000
in 1995,total student enrolment in eight of the 28 accredited private tertiary institutions as of
the 2003/2004 academic year was 5,38%se eight are the largest ingtibns in terms of
enrolment. It is nowvonderthat in 2006 the total student enrolment in all 28caedited
institutions did not exceed 8,000 compared to the over 8&Q@&@ntdn the public tertiary
institutions (NAB, 2011

Notwithstanding the appreciable contribution of the private sector in absaohgimgreasing
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student numbers, the sectolldtas a long way to go in makirggreally significant impact on

the chronic anhission pressures in the country.

2.6.1 Ownership of Institutions of Private Higher Education(PIHE)

The ownership pattern of private institutions of higher education variesgeountries. A
global analysis of ownership patterns of PIHB&rghese, 2006)eveals the following
patterns of ownership:

i) Institutionsoperating like multinationals;

i) Institutionsoperating in collaboration with foreign institutions;

iii) Institutions operating through international collaborations between governments and
public universities;

iv) Institutionsoperating as religious organizations;

V) Institutionsoperating as private institutions established by nationalsogerating within
naional confnes; and

vi) Institutionsoperating as collaboration between institutions of the same country.

Generally, private tertiary institutions in Ghana can be categorised into thegprerited

and the nofor-profits. The noffor-profits are mestly owned by religious bodies anctinde
Valley View University, Central UniversityAll Nations University College, Pentecost
University College, Catholic University College, Presbyterian University College, Methodist
University College and Islamic Uravsity College. These institutions teach maidegree

and diploma programmeand derive their revenues from tuition feas well as charitable
donations that are sourced both internally and externally. Although these institutiomt are
for profit, they chargehigher fees than the public universities. The profit oriented institutions
are mainly tutorial colleges that offer mostly foreign programmes leading to the award of
international diplomas and professional certificates. Examples are the Gradbatd &f
Management, which offers programmes leading to the award of diplomas certified from the
UK, and the Ghaam School of Marketing, whengrogramms offered leado the award of a
certificate from the Chartered Institute of Marketing in the United #amg. There are also a

few foreigndomestic collaborations in operation. These institutions derive their revenues

mainly from tuition fees, which tend to be high.
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2.6.2Agencies Providing Private Higher Education
In Ghana,agencies that provide private higher education are moslilyious bodies, and

internationainstitutions

i. Religious Bodies

There has been an upsurge in the desire, particudanyngreligious bodies, to establish
private universities. By March 20p4the National Accreditation Board had granted
accreditation to six theological colleges and nine private tertiary institutions, mostly owned
by religious bodies, to offer degree programmes in religious or theological studies,
administration and accountancamong others. The Catholic, Protestant, Charismatic and
Muslim communities in Ghana have established their own universities. Most of these
institutions started primarily as a mechanism for delivering religious or theological education,
but have since m@d into the provision of a wider range of jobented courses such as
accounting, business administration, computer studies and markaatithg few are making

bold inroads into the scienceSentral University is an example, where programmes like
nursirg, physician assistantship, pharmacy, architecture, and since the 2014/15 academic

year, law, are ooffer (National Accreditation Board, 2015).

ii. Linkages with Foreign Universities

One of the requirements for the accreditation of a new institutiots igffiliation to an
established university, either lobalor abroad. As 0f2008, 16 of the 28 accredited
institutions were affiliated to external institutions and professional bodliesse private
institutions cash in on he imageof established elite niversities through affiliation
University affiliation affords young institutions the opportunity to avoid the drudgery of
initiating brand building efforts all from the scratcAs with the public universities, most of

the private tertiary institutionsnvite lecturers from recognized universities abroad on
sabbatical, visiting, or adjunct lectureship positions to teach while others also serve as
external examiners to ensure that high standards are achaedechaintainedThe NIIT
franchise in Accrdor example has been set up as part of an information technology training
and education network of NIIT around the world to offerf@ging short courses and two

year professional diplomas. New York University has also opened a campus in Accra where
studeng are given an opportunity to attend special sesiat the University of Ghaaad the
National Film and Television Institutevhile GFK of Germany is ito collaboration with
Cental University College to run MSin Marketing Social and OrganisationaResearch.
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Other foreign institutions operating in Ghana includahatma Ghandi University from
India, SMC University from Switzerlan®usiness University of Costa Ridayerpool John
Moores University from the UKWniversity of Finland, IPE Managementci®ol from
FranceOpen University of Malaysia ardoodwin College from the USANCTE, 2015)

2.6.3 CoursesOffered by Institutions of Private Higher Education

The courses offered in private universities reflect either a commercial consideration or a
religious orientation. In general, the private universities offer courses that require less
investmentin terms of infrastructureresearch, teaching and learning facilitiggereby
avoidingthe relatively expensive capital outlay that is required to mount and run courses in

the natural science3hefor-profit institutions cater foprivate business enterprises and offer

courses that are markitendly. Businessourses are very common iorfprofit private

uni versities. These institutions offer selec

institutions as compared with the &édsuper marKk

The religionaffiliated universities started with courses faogson religious epistemologiés
either on Islamic or on Christian beliefs and traditions. For exampletraleJniversity
started as a theological institution and continues to run a well established department for
theology. Others such agalley View Unwersity, Pentecost Universitgollege Catholic
University College Presbyterian Universit€ollegeand Methodist UniversitZollegewhich

areanchored oithe Christian faittare also operational.

A conspicuous difference between the public and prigaeect or s of Ghanabos
education provision is the enormous concentration on business related courses by the latter
sector. The reason for the concentration on business administration, information technology
and professional coursesnst difficult to discern- these are care@riented and jolvelated
programmes that prepare students directly for the job market. This is particularly important in

an era in which graduate unemployment is increasingly becoming an issue of concern
(Holmes,2013) It is noted, for example, that in a recent study undertaken under the auspices

of the Association of African Universities in six African countries including Ghana,
published in theJournal of Higher Education in Africagraduate unemployment was
estimated at 8y cent for graduates in the humanities and natural sciences and only 3 per

cent for business graduat@dugabushakat al, 2003).
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2.6.4 Financing of Private Universities

Among the distinguishing features of private tertiary institutroGhana is funding where a
dominant sourceist udent s6 f ees. Tuition fees thus
privateinstitutions in the countryProfit-oriented private universities operate like entergrise
generating profit. The total income of private institutions is determined, therefore, by the
number of students and the rate of tuitiees levied. Employmentbriented and market
friendly courses attract a larger number of students to these institulioeseligionbased
universities, in general, levy a lower rate of fees as they receive subsidies from their parent
organizations, and at times staff ateawn from the church hierarchy. However, some
universities receive support from other sourcestaleprivate universities gegtart of their

resources from voluntary contributions as well as supplies in terms of equipment, etc.

All in all, student fees continue to be the dominant source of income for the private
universities (Varghese, 2006)uition fees vary between PIHEs. The profitiented
institutions levy fees on the basis of full cost recovery and, if possible, to generate profits. In
some instances, tiHEsaffiliated to universities or institutions abroad levy higher fess,
there is a gnwing number of Ghanaians who are willing to pay higleessto attain degrees

from foreign universitiesAshesi and Wisconsin universities amech examples in Ghana.
Fees levied by nedbr-profit PIHEs are relatively lowOther sources of funding include
support from abroad which constitutes as high as 50 per cent of funding at Islamic University
College, for example, and grants from sponsors with the highest recipient being All Nations
University which generates 70 per cent of its funding from this sqigmyonline, 2012).
Private tertiary institutions in Ghana are free to set their own fee levels. Asether
continues to shape up, there is ample justification to expect that the phenomenon of private

university education has ineé come to stay, ifat to lead.

2.7 Summary

This chapter has sought to sitighe study within the contexif the Ghanaian university
education industrylt begins by reviewing happenings in the African tertiary education
industry in general that hawbe potential to impact the development and maintenance of
student based brand equity (SBBE) with particular emphasis on the intensity of competition
among players in the industripatapresented provide ample indication of increasing tertiary
educationseeking populationgience the need for sustainable competitive difféaéoh to
enable universitiesenefit fromthe prevailingavourable industry trends.
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This chapteraslooked at the Ghanaian tertiary, and specificaltyiyersity industry contexts
where settings of both mate and public universities wenrgsited and reviewedln
consonance with global trends, there is an increasing number of private universities in Ghana
in response to growing demandspaglic univesities have not been able to eowith the
overwhelming number of studergseking admissi@ The chaptereveals increasing student
numbersas well as the number of people seeking university education in Ghana, as the need
and desire to possess and tes#iary qualifications increas@lso presentedgre some of the
restructuring processes that the tertiary education industry of Ghana in general has gone
through under the guithce of the World Bank and thatérnational Monetary Fund, in

response to coemporary socieconomic orders

Generally thereputation of Ghana among African countries is good and has attracted foreign
fee paying students who contribute to the re
universities are able to findmployment abroad suggesting good reputation in that sense
(World Bank/UNESCO, 2000hanadés tertiary industry, howe
international ranking of universities (NCTE, 2013). Whileiversity institutions in Ghana

continue to bracéhemselves against intensifying competitive pressures that emanate from a

wide array of sources including liberalisation agidbalisation(Kumar and Dash, 2011;

Sharma et al.2013 Aron, 2014),what remains important is the adopting of strategies that

will ensure sustainable differentiatiomhe next chapter reviews branding and university

brand equity literature with a view to placing the study within the appropriate theoretical and

empirical contexts.
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CHAPTER THREE

LITERATURE REVIEW

3.1 Introduction

In situating this study within the appropriate theoretical context, a broad literature search was
conducted s presented in this chapter. Thisapter beginby reviewingrelevant literature in

the general area of the concept of brandfiejowed byliterature on brand equity. It then
reviews literature on custombased brand equity (CBBE). The chapter continues with
literature review orservice sector branding anmhiversity branding \were the substantive
issueof university branaquityis presented.

The sections on the concepts of branding anddoeguity present, among otherggeaiew of

major conceptualisations and dimensions of the concepts espousetbusstudies as well

as identify major areas of congruence and variance in those expositions that relate to this
study This is toestablish the operational contours of the study, as well as identify major
conceptual dimensions and sdimensionsof the concpt. Literature on service sector
branding has also been reviewed to place the study in the appropnate sentext The

section on university education explores branding in that sector and discusses previous
studies relevant to this studyarticularlyin relation to attributes within the university service
environment that contribute to brand equity gmeference for institutions in thadustry.

This review of relevant literature or ms t he b asi sconceptal framework e s e ar |
and hypothesepresented in the next chapter

3.2The Brand Concept

Brand management has become a top corporate priority due to the growing need for
sustainable differentiation (Mourad et al., 2011; Kotler and Armstrong, Xder and

Keller, 2006;Keller, 2013; Shrma et al., 2013; Pinar et al., 201%he brand as a concept

has been variously defineflhe American Marketing Association (196id) Aaker, (1995)
defined the brand as ©6a name, ter m, sign,
intended to identifythe goods and services of one seller or groups of sellers and to
differentiate them from those of tlreo mp e t(Aaker, @991) Accordingto Aaker (1991

1995 the brand comprises a logo, a hame or a package that differentiates between products

and serices of different organisations. Other researchers have articulated sigfitatiahs
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and stressed that image and value are pivotatanding considerationi@&mbler and Styles,
1996; Keller,2003; Keller and Lehmann;2006; Kotler and Armstrong2012; Du preez,
2015.

Many of the earlystudies on brandingtresedtwo salient dimensiong-irstly, they highlight
identification (Aaker, 1991, 1995, 1996; Keller, 1993, 2003, 2013; Kapferer, 1998; Kotler
and Armstrong, 2012)yhich characterised the geresif the concept in the sixteenth century
when brewers of alcoholic beverages and livestock owners imprinted their symbols on their
products (Aaker, 1991). The second brand import as espoused by the definitions is
differentiation (Aaker, 1991, 1995; Josept al., 2012; Keller, 2013; Pinar et al., 2014),
which has become important after the era of the monopolies when industries began
experiencing increasing competition and thus felt the need to highlight towepe
differences between similar offerings (e, 1991, 1995; Kapferer, 1998;eker, 2003;

Kotler and Armstrong, 2012; Luis et al., 2019 hus apart from identification, the brand
possesses unique and appealing features, values and attmdutespositively differentiate

it from the competitionAs Stephen King (WPBr o u p , L o n d.@ pryducbipmadee d 6
in a factory; a brand is bought by a customer; a product can be copied by a competitor, a
brand is uniqgue; a product can be quickly
1991, pl). The brand affords the organisation some inimitable exclusivity thanduring

and preferred by conmers (Aaker, 1991, 199Keller, 2003 2013). In his pioneering work,
Aaker (1991) describes the brand as encompassing a preponderance of eletelirig ife

slogan, identity, image, logo, product, service, person, information, identification, the
company, packaging, the name, promotion, advertising and its overall presentation
(Schiffman et al., 2005Mourad, 2010; Mourad et al., 20Q1BAccordingto Murphy (1990,

the brand is a complex phenomenon; not only is it the actual product, but it is also the unique
property of a specific owner thatdibeen developed over titeeembrace aet of values and
attributes (both tangible and intangible) thatamegfully differentiate poducts that are
otherwise similar (Keller, 2013. In the light of the encompassing nature of the brand
Marconi (1993) cautions against the simplistic assertion that concentrates on the name, by
stressing that the brand is rjast a name because the name is just created to identify the
product. Rather, the brand is created to add value to the product and give it a personality

thereby differetiating it from competing alternatives

The process of branding involves the develeptrand maintenance of a set of product and/or
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organisational attributes, which could be tangible/actual, emotional/psychological or
aesthetic/cultural and are coherent, appropriate, distinctive, protectable and appealing to
target audiences (Aaker, 19%eller, 2003).1t involves the management of an intricate,
multifaceted synthesis of attributes such as products, name, place, time, space, colours,
people, communication, distribution,iqg, processes, symbols, mediad manytangible and
intangible othes, into a coherentunique whole that target marketdate to (& Chernatony

et al.,, 2004 Keller, 2003; Keller and Lehmann, 2006; Kotler and Armstrong, 2012
Therefore, the brand comprises a complex blend of attributes compressed into a coherent

wholethat is unique and so differentiates organisations and their offerings from competitors.

In attempting to make meaning of the concept, there has been aliwadsity of scholarly

expositions orbrandng, which compounds rather than simplifiée intricay in which the

concept is shroudediel (1992) talks about brandscap&aker (191) advocated brand
personality;Keller (1993, 1998), brand awareness and brand irgagérile Berry (2000)
espousedrand meaningAccording to & Chernatony and Harris (200 there is a shift in

the branding literature from a focus on the concept of brand image, which relates to
consumersd6 perceptions of brand, 20i3fPinaretent i at
al., 2014)to brand dentity thatfocuses on the distctiveness of the branth their attemped

to conceptualize the brande €hernatony and McWilliam (1989itroduced performance

needs (functionality) and personal expression needs (representation).

Thus, while there is unanimity regarding thaultifaceted nature and the differentiating
ability of the brand, Wat continues to behallengings the rather high level of aonsistency

in terminologies adopted in attempting to explain the concept. This goes todafiessions
and indicators propesl, and hencehe divergnt contributive outcomes of thodanensions
and indicators (Broyles et al.,, 201Ho and Wang, 2031 Whatever the extent of
convergence or divergence in scholarly claims about the contéptworth notingthat a
good understadingand appreciatioof thecomplex, unique and differentiating nature of the
brand is a prerequisite famderstanding the concept of brand equithich is the focus of

this study

Extant literature is replete with benefits of successful brands. dicgpito Pinar et al.
(2014), brands need to be given sufficient attention because they are a powerful asset that
represents the essence of organisations. When well managed, the brand becomes the most
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valuable intangible asset an organisation can have (A4RO5; Keller, 1993; Kotler and
Armstrong, 2012Pinar et al., 201¢4that functions both as a sustainable differentiator for the
organisation and reasdo-buy for the consumer (Aaker, 1996, 1991; Keller, 2013).
According to Kotler and Keller (200@ndBuil et al. (2013) strong brands result in customer
preference and |l oyalty as they tend to aff
feelings about products and their performance. From the point of view of the organisation, the
brand functions as aediator between consumers and its offerings, bestowing such benefits
as better competitive differentiation, lower marketing and distribution costs, customer
loyalty, profitable customer relationships, easy extensions and protection from imitation
through tade marking (Aakerl991; De Mooij, 1993; Keller2001) For the consumer, the
brand becomes signal of quality and authenticity that simplifies purchase decision making
(Krishnan and Hartline, 20011t symbolises meaningespecially in services patraye) that
alleviates functional, emotional, safety and financial risks associated with patronage and
consumption decision@bid). Strong brands represent promises kept and so engender trust
and a sense of belonging among consumers (Kotler and Armstrohg). Zhhus there is
justification in the increasing Wels of attention that is given twrands and brand equity by

praditioners and researchdrscontemporary times

3.3The Concept of Brand Equity

Literature on brand equity abounds in both prodacti service industries due to the
demonstrable relevance of the concept in di
world. According to Barwisel©@93, the concept of brand equity gained wide approval and

usage in the 1980smng advertising pditioners Important academic contributors

through the 1990s were Aaker (1991), Srivastava and Shocker (1991), K&p$9&), and

Keller (1993 although there have been more recuatlies and expositiorm the meaning

and content of the concept (Magka 200 1 ; Yoo an duebetalt 2002; 2001
Keller, 2003,2013; Kim et al.2003; Keller and Lehman2006; Pappu et al., 2006; Leone

et al., 2006; Whitelock and Fastoso, 2007; Lee and Back, 2010; Pike et al., 2010; Broyles et

al., 2010; Christodulides and de Chernatony, 2010; Mourad et al., 2011; Kim and Hyun,

2011;Andreset al, 2012;Buil et al., 2013; Pinar et al., 20114

A review of contemporary literature on brand equity reveals a plethora of definitions and

dimersions of sameAmong the many conceptualisations of brand equity, the two most
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fundament al (1891e1998)ak e r 0K e (1993 r2008) These primary
conceptualisations have underpinned many studies on the concept in both product and service
industries(Faircloth et al., @01; Christodoulides and de Chernatony, 2010; Pike et al., 2010;
Mourad et al., 2011; Kim andyun, 2011; Buil et al., 2013; Ravi et al., 208armeet al,

2013; Pinar et al., 2014Tolbert, 2014; Williams andmar, 2014; Nebojsa et al., 2015;
Ramirez,2016. Aaker (1991, pp.15)def i nes brand equity as Oa
liabilities linked to a brand, its name and symbol that add to or subtract from the value
provided by a product or ser vi dtesthewluedhatf i r m a
consumers associate with a brand; a combination of assets and liabilities that are linked to a
brand that either adi or subtract from its value in the eyesstdkeholders (Aaker, 1991).

From a consumer perspectiviéeller (1993,pp.2)def i nes brand equity
differential effect of brand knowledge on consusmmére s ponse to the mar ket
In his opinion, brand equity represents the value that consumers associate with a brand, which

is principally predicatedonrocn s umer s6 direct or indirect int
brand over time, due to which they may have seen, heard, felt, learned and responded to it
(Keller, 2013;Sasmita and Suki, 2015In hisfirst and generic conceptualisation of brand

equity, which is considered as a principal contribution to the understanding of the concept,
Aaker (1991)identified brand awareness, brand association, perceived quality, brand loyalty
and other proprietary assets asrovedversiothinmensi ¢
1993 highlighted awareess and familiarity that hinge on brand associationghich he

stressed image, benefits, attributes, feelings and brand expdietiee, 2013)

Muller (1998) undertook an empirical study in the restauranuising in which service

quality, service delivery, service image and signs and symbols were identified as major
components obrandequity in that industryln a similar study in the hotel industry, Kim et

al . (2003) applied Aak ed dogalty, moalitge land amage; pr o]
downplaying the effect of brand awarene¥¢so o and Dont h wdinensighd 0 0 1)
model of brand equity was also based on Aal
differences in consumers' responses to a foidrelative to a bland product when they are

both backed byhe samdevel of marketing efforteind product attributesLeuthesser et al.

(1995) attempte@ conceptualisation that spans across the continuum of the value delivery
chain whernthey described brash equity as consisting of a set of associations and behaviours

on the part of the branddés consumer s, chann
product or organisation to earn greater value or greater margins than it would without the
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brand name;hat which gives the brand a strong, sustainable, and differentiated advantage

over the competitiofiCuneo et al., 2012; Sasmita and Suki, 2015; Su and Tong,. 2C45h

et al. (2007)also adoped a similar perspective of the concept by referring to it as the
Atremendous valueo that the brand name bri ni
brand(Emmanuel, 2014)

Il n the opinion of Swait et al . mpltitvaluwion br an
of the brand in a market with differentiated brands relative to a market with no brand

di fferentiation, while Lassar et al. (1995)
the brand that enables them to hold some favourablEgstiand unique associations in
memory. Lassar et a11995)further identified five perceptual dimenswaof brand equity as
performance, social image, value, trustworthiness and attacl{@ieapatra,2015) In his
opinion,Farquhar (1989) considers bdaaquity as comprising ttafferential effect of brand
knowledge on consumer response to the marketing efforts of the (balhetr, 1993) where

brand knowledge is explained as the full set of brand associations linked to the brand in long
term consumememory(Theo, 2014Pavciket al., 2015)

In developinga theoretical framework for sport brand equity, Retal.(2006) proposed a

model which included both antecedents and consequences of brand equity. The model
proposed two components of brand egulirand awareness and brand associations. In that
study, three main factors were indicated as comprising the antecedents of brand equity:
organisation induced, marketduced, and experience inducedgé@nisation induced factors
include strategies develeg by organisations relating to the elements of the extended
marketing mix (product, price, place, promotion, physical evidence, people and process). The
market induced factors include the informal, ypad communication strategies developed in

the form ¢ word-of-mouth communication and publicjtywhereas the experience induced
component is related to consumerso6é6 overall
(Keller, 2013) Therefore, notwithstanding the divergence in definitions and dimensions in
brand equity theory and conceptualisationspast all the abovereviewedagree that the
concept involves additional value conferred opraduct by the brand that emanates from
consumerso6 associations and perceptl9®ns of
Keller, 2003).

Brandequity thus denotethie extent to which a brand is valued by its consumers (Brewer and
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Zhao, 2010)xand deals with the value of aamd over and abovaroducts and serviceand
processes involved itheir manufacture and provisiort is the overall supeority of a
product carrying a strongrand name when compared to other brgddiapalli andJillapalli,
2014) As Lassar et al. (1995) opireyr and equity has more to do v
percepion than any objective indicatorshus the physical/tangible self of the organisation
and its products/servicgser sedo nottake centre stage in trying to make meaning of the
concept.From the foregoing, it is clear that in conceptualising brand yqaitrange of
constructshavebeendeveloped that vary in content, while certain common dimensioms
through most of themWhat isalsoclear from the above is that brand equity is a conceptual
prism; a multrdimensional construct édChernatony and Maihald, 1998 Lee and Back,
2010; Pike et al., 2010; Kim and Hyun, 20hosebundle can be unpacked fronrmamber

of different viewpoints. These viewpoints inclufieancial, consumer, organisational and
employee perspectivesDé Mooij, 1993; Va'zquez etal., 2002; Kim et al., 2003;
Supornpraditchai et al., 2007).

While current literature has focused on brand equity building and conceptualisation, there has
been no unanimity on how it should be measured and as well, what dimensionsk&hould
employed inits measurementMackay, 2001).Chrigodoulides and de Chernatony (2010
maintain that there is substantial but fragmented and inconclusive literature on branding, and
that the absence of an agreed definition for the concept has spawned various ngigsdolo

for measuring it (Kartono aridao, 2008).

Two approaches to measuring brand equity economic/financial and
consumer/psychological have dominated extant literatur&arly research focused on
measuring brand equity by using a variety of finan@ahhiques (Simon and Sullivan, 1993;
Farquhar1998; Swait et al., 1993; Kapferer, 1988Financial based brand equitglso
ref er r e dbased bramd equity (RBBEJSSumes an economic perspective involving
the value of the corporate entityhich isover and above the market value of its tangible
assets due tb h e b abdity th &reate future earnings/cash flo®hpcker and Weitz,
1988; & Chernatony and McDonald, 1998; Kim et al., 2088ven and Dennis, 2013;
Wang, 2013 This approach to measng brand equity treati¢ brand as a financial asset of
the firm. Simon and Sullivarf1993) adoptethe economic perspective by defining tirand
as an organisationds intangible asset whose

market valueThe FBBE measurement therefore considers the brand as a driving force for
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increased market shaaed proftability (Sharmeetal, 2013) t hat emanates
favourable response to the brafisbergand Pitta, 2013) Thus FBBE confers additional

value on the organisation such as, lower financial risk, incremental cash flow, higher rent,
higher entry barriers, lower marketing and distribution costs and protection from imitation
through copyrighting(De Mooij, 1993). In addition, BBE can create stronger customer
loyalty, reduce price elasticity of demand, increase marketing effectivamesprovide
opportunities for licensing agreemenliisalso provides the opportunity forand extensions

and stronger competitive positioning for the organisatiailer, 2003).

The concept has also been defined in psychological cusimased contextéAaker, 1991,

1995; Keller, 1993, 20032013, whichemploys the cognitive psychology approach to study
how t he brand affects consumer s o perceptio
organisation and it®fferings (Chrisodoulides and de ChernatonyQ1®, Keller, 2013;
Mourad et al 2011; Sharma et al., 2013; Pinar et al., 2014). Custbasad brand equity
(CBBE) is the differential value, both functional and fionctional that customers attach to a
brand thereby considering it as one of superiatu& with such benefitas better
performance, confidence in decision making, greater risk reduction, lower information costs
and positive product and consumer imagery (Farquhar, 1989; Va'zquez et al., 2002). This
perspective has been utilized in variousp&ical studies on brand equity (Vorhies, 1997,
Yoo and Donthu, 2001; Washbuamnd Plank, 2002; Baldauf et al., 2003; Kim ananki

2004; Tolba and Hassan, 200ke et al., 2010; Mourad et al., 2011; Lee and Chieng, 2011;
Keller, 2013;Sharma et al., 2@t Pinar et al., 2014RKRamirez,2016. This perspectiveesst

on the premise that the power of the brand lies in the mind of the consumer.

According toKartono andRao (2008), the financial approach involves a blend of consumer

utility theory andeconome theories of demand and suppdymeasue the value of the brand

to the organisatiorfSharmaet al, 2013). Christodoulides and de Chernatony (20a00

arguet h at an organisationso financi al val ue i
brand.Thus the two approaches to measuring loraquity are interrelated agékes positive

consumer response taealise organisational value. This study appreciates the
interconnectedness between the consumer and economic perspectives of brand equity and
adopts the studetiiased brand equity concept (Mourad et al., 2011; Pinar et al., 2014) from

the concept of custmerbased brand equity (CBBE).
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Keller (1993) argued that evaluating the brand in the minds of consumers is a prerequisite for

a brandods ma r (Asamoahp 2014, dim amd rXiace 2013)e developed a
custometbased brand equity modelwhich comprsed familiarity, awareness and
associationsand argued that brand equity is determined mainly by brand knowletigen

comprises awareness, attributes, benefits, images, thoughts, feelings, attitudes and
experience. According to Keller (2013, p.46BBEi s achi eved when #fthe
high level of awareness and familiarity with the brand and holds some strong, favourable, and
unigqe br and associ aHeiidemifies tiwvondommantimensions of brand

e g ui tbyend &newleillge and bran@ rs p o, wheeedorand knowledge has been defined

in terms of brand awareness and image, with brand response to marnt@ticgptualised in

terms of consumer perceptions, preferences, and behaaosing fromt he or gani sat |

marketing mixactivities.

In his maiden conceptualisation of the concept in 1993, Keller also classified methods used in
measuring customdrased brand equity into direct and indirect approaches where he
explained direct/behavioural measures to imply a lEndpression orconsumers due to
which they are inclined to respond more favourably to its markefing, according to him,
results insuch behavioural outcomes as brand preferences, purchase intent, positive brand
evaluations and willingness to pay premium pri¢&s and Tong, 2015) The indirect/drivers
approach involves contributive dimensions of the concept that drive behavioural outcomes
including awareness, associations and perdenyaality. Either outcomes or contributive
dimensions, both measures point to tlrerggth of the brand and the equity that emanate
thereof. Although much of academic research on CBBE uses the latter approach
(Chrigodoulides and de Chernatony, 208barmeet al, 2013), as indicated earlier, there is

no agreement on what dimensionskmap CBBE.This study adopts the direct approach and
considers studeiiased brand equity (SBBE) as the un

students, which results in preferential evaluation among the latter.

Yoo and Donthu (2001) also provided a geneesl measure of brand equity that highlights

the differential impact of different dimensions of brand equity by developing what they
termed as fAmul ti-dameds boaaldwhelgwas iagpe s dakére 0
and Kel | e,rfocasing mpantudatlys on brand awareness, perceived quality,
associations and brand loyalty.ld@ r ( 1996 ) aBlrsaon di nEtqrua dhagiel eTde nio
for measuring brand equityvhich is a direct build umn his models of 1991 and 1995
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comprising awareness, associafip perceived quality, perceived lwa, loyalty, and
satisfactioron one hand, and market behaviour measures, such as market share, market price
and distribution coverage on the other. Therefore, regardless of the fact that the concept of
brand equity hadeen variously conceptualised in the literature, the psychological and
financial approaches have been dominant. Also worth noting is that the two approaches are

interconnected as it tak brand knowledge and response to realise financial gains.

Alamro and Rowley (2011) propose threstrandsof custometbased brand equity that
condensehe concept into fewer, manageable dimensions: knowledge equity (KE); attitudinal
equity (AE); and relationship equity (RE§nowledge equity is defined as the component of
CBBE that evaluates consumersd awareness of
familiarity with brand charactetiss, meaning, and functions. Thusphokledge equity
incorporates the cognitive dimension in the minds of eomss as per the Hierdug of

Effects Model(Lavidge and Steiner, 1961), angeasures how effectively bramdessages

reach target consumers (Washburn and RI12aaR2; Keller and Lehmann, 200Baldauf et

al., 2003; Kim and Kim, 2004; Keller, 2013).

Attitudinal equity refersto@n s u me r s dowaads & paittiauldrdrand that represents its
Aaf f e c temsiore kmeaburasm the effectiveness of the different marketing mix elements
in influencing consumer perceptions. In a similar conceptualisation, Lassar et &) (199
identified perceived quality ifdicating the performance of the brangerceived value
(capturing the utilityand affordability of the brandand social imagdrepresenting the
brand&6s s o Futher, Rossitee angd Peccy (1997) posited that brand attitude has

both cognitive and emotional dimensions.

Rel ationship equity includes both customer st
towards the brand. Relationship equigpresentshe attachment dimension betwesehbrand

and itsconsumers as per the Hierarchy of Effects Model, and measures the effectiveness of
marketing activities in building a relationship between thanbtrand its target markets

(Baldauf et al., 2003; Kim and Kin2004; Atilgan et al., 2005;olba and Hassan, 2009; Buil

et al., 2013). Attitudinal loyalty represents the level of commitment of the average consumer
toward the brand, while behavioural loyalty is the willingness of the average consumer to
repurchasehte brand (Morgan, 2000; Chaudhuri and Holbrod801; Tolba and Hassan,

2009). According to Tolba and Hassan (200%®ttitudinal loyalty consists of affect
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(Chaudhuri and Holbrook, 20Q1prestige (Lassar et allL995) perceived quality (Aaker,
1991, 1995 Baldauf et al., 2003; Kim and Kim, 2004and perceived value (Lassar et al.,
1995; Aaker, 1996; Mackay, 2001).

This classification is cooboratedby several studies in the literaturgirst, Keller and
Lehmann (200m3gnddekKn mwlde digbe of ,CBHa ascconsigtiog of
awareness,associatios, attitudes, and attachmentg/hile awarenesscorresponds to
knowl edge equi ty I n study| attimde® andc attdchmiRraswrepeegeats
attitudinal equity and relationship equity respectivelymifairly, Vakratsas and Ambler
(1996) defined consumdrased effects in terms of cognition (knowledge equity), affect
(attitudinal equity), and experience (relationship equity)is clear that the dominant
constructs have remained implicit in the variaumceptualisationJumiati and Norazah,

2015). Thus even in studies where attempts have been made to compress the divergent
dimensions of the concept into a manageable chunk, authors have been near unanimous in
their reference to the dominant construsisch as awareness, associations and loyalty, that
underpin the concept of brand equity.

3.4 Customer-Based Brand Equity Dimensions

As amply indicated in the foregoing review of the literature, brand equity has been variously
conceptualised\bdifferent aithorspostulatingdifferent dimensions an indication of some
inconsistency as regartlse components of the concept. However, the common denominator
threading thragh most studiess the adoptionof one ormore of the dimension of Aaker
(1991) and Kelle 6 s (1 9 9Be)followiog skctions reviewelevant literature of some

of thedominantdimensionsn theabovestudies, which form the basis of the current study

3.4.1Brand Awareness

Awareness is a ubiquitous dimension in brand eqotyceptualisations (@ker, 1991, 1995;

Kapferer, 1998; Keller, 2013 hristodoulides and de Chernatony, 2010; Pike et al., 2010;
Mourad et al., 2011; Kim andyun, 2011; Buil et al., 201Eharmaet al, 2013. | t i's Nt he
strength of a tbhrea nmi onsd sp roefs ecnocnes ui;rikellers2013.( Ro s s,
Aaker (1991) defines brand awareness as a me
existence of a brandut also their ability to identify a brand as belonging to a particular
product categry. Alamro and Rowley (2011) contend that knowledge about a brand may

directly influence brand equity associated with a particular brand, while knowledge about a
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product category will influence brand equity associated with all brands featured in that
product category. In the opinion of Keller (200813 , br and awareness i s
to recall and recognize the brand as indicated by their ability to identify the brand under
different conditions and to link the brand name, logo, symbol, etc.certain associations in
memory(Steiner et al.2013; IdrisandWhitfield, 2014)

Aaker (1991) identifies other higher levels of awareness besidegnigon and recall

(Casidy, 2013 He includes tof-mind, brand dominance, brand knowledge and brand
opinion, where brand knowledge denotes the full set of brand associations that are linked to
the brand and therefore underlie consumers?®o
towards the brand (Keller, 20L3Aaker (1996) envisages a healthy metgrhosis from

recognition through recalltoteg-mi nd awar eness as brands progi
well-kk nown 6 . Brand knowledge and brand opini ol
measurement of brand recall in that consumers need first to be @wheebrand in order to

develop a set of associations for it (Washburn and Plank,; Z¥¥nita and Suki, 2015

Brand awareness thus contributes to the equity of the brand by moving consumers from a
state of norawareness of the brand to aeaess a dift that is basic irthe formation of

attitudes and behaviours that culminate in loyalty. In the opinion of Aaker (1995) brand
awareness forms the anchor to which other associations are hooked over time; it engenders
familiarity and subsequent liking; se&s as a signal of essence as well as the basis for brand
preference among consuméakala et al., 2012hus brand awareness is an indispensable
precursor to brand equity, as effectively, (
preference or king for it. Despite its proven relevance in brand equity considerations
however, brand awareness has been noted to

preference in the university industry (Kim et al., 2003; Mourad et al., 2011; Casidy, 2013).

3.4.2Brand Associations

Brand associations measure anything that is connected to a brand in the memory of
consumers(Aaker, 1991, Sasmita and Suki, 20L5According to Keller (1993, p.3),
associations i nv odlinked toitherbfaral modea inemorg antd contaond e

the meaning of t he Ibigtleanhcompdbnent of thérbrandcoo whsch itse r s 0 .
image hinges andepresents the basis for purchase decision andréordbloyalty (Aaker

1991). The concept encapsulates all braekhted thouglst, feelings, percepti@n images,
experiences, beliefs arattitudes (Kotler and Keller2006, p. 188). Collectively, brand
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association elements define the gaaof the brand (Keller, 1993pdChernatony and Harris,

2000) and may include a variety of ditrtes such as perceived quality, brand name and
product attributes (Mourad et al., 201Keller (1993) categorises brarassociations into
attributes, benefits and attitudes, where attributes denote the features of each product/service,

and can be furtheclassified into produetelated and noproduct related attributes.

Productr el ated attributes are those that Arel a
service requirement o i nenkeswaddicusipmes servi@ladden v ar i e
ard Funk, 2002). Notproduct related associatigren the other handare extrinsic factors

influencing the consumer decisiomaking process, such as information about the price,
packaging, and usage imagery (Keller, 1993). Gladden and Funk (2002) prapmsiesogn

as one of the nepr oduct related associations as it
recognition processes (Keller, 200Benef it s on the other hand,
perceptionsthat arerelated to the value of the brand, and ixpexted outcomes. Keller
categorised benefits into:

f Functional, whi ch S related to the br a
consumers6 expectation to satisfy consum
member of a club to achieve social gsychological wellbeing;

1 Experiential, whichisr el at ed to consumersoO6 experien:
excitement and variety seeking; and

1 Symbolic, which isrelated to intrinsic consumer needs such as escape, self

advancement and actualisation, agarhing.

In their study on brand equity in fitheskibs, Gladden and Funk (200@)oposed that the
constructs of escape, nostalgia, and pride are expected benefits that create brand associations

in that industry.

Brand attitudes @a&rmre 06dofviemreaadft & & v i ppad dghatio
determing their response to it. Keller (199)ur t her contends that the
an important one because its study can lead to a better understanding of consumer choice.
Zehthaml and Biter (2006) propose that attitudes consist of ¢bgnitive affective and
conativecomponents. In reference to the sports industry, Gladden and Funk (2002) assert that

brand associations can help mgeis to build their brand names)d marketergo determine
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the components of brand equity in order to target and manipulate those components. Ross et
al. (2006) also note that brand associations can enhance awarenésmagads well as

build consumer loyalty.

In his conceptualisation ahe concpt, Chen (1996) identified two categorized of brand
associations- product associations and organizational associations. According to Chen,
product associations comprise functional and-fumctional associations, where functional
attributes comprise thangible features of a product (de Chernatony and Dall'Olmo, 1998;

Keller, 1993). According to Lassar et al. (1995), functional attributes of the brand play an

i mportant rol e i n c¢ons umevhesederfermanteusalefinedas o f i
consitmer s6 judgment a-free @nd loagasting physcta sperdtianuand

fl awlessness in the produc,tl1995). Thenigpicatiorshere c o n st
is that brand equity will dwindle in a situation where a reputable branded tm perform its

physical funtions ironically inadequatelyhe reverse is also true.

Non-functional associations/attributesclude symbolic attributes (Aaker, 1991; Keller,

1993y whi ch are the intangible ffeatlappewl andhat me
personal expression or selfteem (de Chernatony and McDonald, 1998nkinson, 2004;

Keller, 1993. Nonfunctional attributes consumers associate with the brand include
trustworthiness, perceived value, differentiation, country of origchsocial imagelfee and

Chieng, 2011 Chen and Cher2Q00) for example, contend thatdmds that are trustworthy

are highly valued by consumers. According to Lassar et al. (1®8@Sjworthiness relates to

the confidence consungeplace in the firm andts communication programmes and hinges

on the extent to which the firmdés actions
conceptualising brand equity, Lassar et al. (1995) regarded trustworthiness as an important

element in determining the strengtbf brands.

In the opinion of Lassar et al. (199perceived value is the perceived brand utility relative to

its costs in cpwhshimeases on sanslmrecus compatison between
what is sacrificd and what is received in return fahe sacrifice made. Thus onsumer s 6
choice of brands largely depends on a perceived balance between the costs of a product and
all its utilities (Lassar et al., 1995) where costs comprise overall sacrifice made in accessing,

obtaining and using the proct (Kotler and Armstrong, 2032
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Valueis central to the concept bfand equity [(assar et al.,1995). Generally, consumers are
willing to pay premium prices where value, and therefore equity,gk. lPAccording to
Kapferer (1998 distinctiveness denoteseldegree to which consumers perceive a brand as
being distinct from those provided by the competiticguthesser et al. (1995)ates that the
underlying determinants of consurtased brand equity are that brands provide benefits to
consumers by differéiating products, thereby facilitating the procegsend retrieval of
information. Undoubtedly brands that are perceived to be positively different can confer
premium prices on theiowners Mackay, 2001; Washburn and Plark002; Keller and
Lehmann, 206; Kim and Kim, 2004; Mourad, 20)0Distinctivenesss thereforecritical in
brand positioning as @ontributes to the success of brands (Lee and Chen, 2012).

In his precursory work on brand conceptualisation, Aaker (1991) identifies information
processig and retrieval, differentiation and positioning, creation of positive attitudes and
feelings and brand extension possibilities as some of the key benefits of the associations

dimension of brand equity.

3.4.3Perceived Quality

Zeithaml and Bitner(2006) defines perceived quality as conswh@rdgment about the

Asuperiority or excellenced of the product
of its quality and not on man a;gWangs2013)o r exp
According b Aaker (1991 1995 , perceived quality means cu

overall quality or superiority of a product or service with respect to its intended purposes,
relative to alternatives. Perceived quality concerns itself with a measure of thesiopse

that consumers hold with regard to the levels of quality a brand presents. It is therefore
impressionistiaatherthan objective reality and is measuredrétation toother competing
brands(Chiu et al., 2010Sasmita and Suki, 20L5Thus the peceived quality approach
analyses productqul i t y f r om c o nreakimyeuaktyda subjectivwe psseissmeng
thatis dependent upon consumegrgeptions and need fulflmenDe d e o | Demiregt n d
2015; Vera, 201p It can be viewed as a mepual oucome generated from processing
product attributes that lead consumers to make decisiomst dbe quality ofproduct
(Lindquist and Sirgy, 20Q3Rami and Hicham, 20}3

Objective quality refers to the technical, measurable and verifiable components of
products/services, processes and quality controls (Lee and Chen, @0d&) do not

necessarily contribute tadnd equitySince it is impossible for consumers to make complete
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and correct judgments of objective quality, they use quality attributes whibh they
associate a particular brama their evaluation (Richardson et al., 1994). Boulding et al.
(1993) argued thasince quality is directly influenced by perceptions, consumers use quality
attributes to O0i nf er 6hegelatoohshig bgtwesrf peraeivédgualityl i a r
and brand equity was first established by Aaker (1991). A product/service perceived by
consumers to be of high quality tends to contributeottsumer satisfaction (Low and Lamb,

2000). Consistent with suppositions expressed in the literatDekholkar et al.(1996)

indicated that consumer satisfaction is an important factor in how consumers perceive
guality, and that since levels of customer relationships change over time, it is importa

clearly understandhe dynamics of qudy perceptions,as well as how such perceptions

influence customer retention over tirfRust et al., 2004).

Perceived quality affects <consun2e00;élésadev al ua
and Sabbagh?013; Allameh et al., 2015Bartikowski et al. (2010maintainthat in the

short run, higher quality perceptions lead to increased profits due to premium;paitaio

the long run, to healthy business growth, involving both market expansion and sratet

gains. Generally,consumers are prepared to pay premium prices for the reassurance, kudos
and feeling of wellbeing associated with superior brgAad&er, 1991 Kondasanand Panda,

2015) In another recently published research, it has been pdbié¢dhere are positive
relationships between perceived quality and brand loyalty, as between brand awareness and
perceived quality (Nguyen et al., 2Q1Aaker (1995) posited that perceived quality confers

on the organisation such benefits as differgiotia premium pricing, channel member

interest, brand extension and overall reason to(Aligmeh et al., 2015; Vera, 2015)

Zeithaml and Bitner (2006andOlsen et al. (2011) classify the concept of perceivedityua

into two categories of attributes intrinsic attributes and extrinsic attributektrinsic
perceived quality attributes are maitonly r es
about variation in tangiblguality and are related to such physical aspects of a product as
colour, flavaur, size, form and appearanc®n the other hand, extrinsic attributes are
predominantly augmented thaate not related to thgroduct in the physical sense (Cristina et

al., 2013). kamples include brand name, stamp of quality, store features, pagkag

production informationDespite their lack of significant influence on actual quality delivery,

a number of extrinsic cues such as pratere characteristicand country of origin have been

found to remarkably moderate consumer perceptions in resppobduct performance and
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guality (Veale and Quester, 2Q@ekir, and Halil, 2015, Jorge, 20115

3.4.4Brand Loyalty

Brand byalty is a central dimension of brand equity (Aake€91, 1995) whiclmeasures the
emotional attachment that customers havelicaad(Oliver, 1997 Lamet al.,2004 Sasmita

and Suki, 201p It concerns itself with the psychological/emotional allegiance that exists
between a brand and its customédtiver (1997, p. 34) dnes brand loyaltyas 6a deepl
held commitment to rHeuy or repatronize a preferred product/service consistently in the
future, thereby causing repetitive sabrand or samérand set purchasing, despite
situational influences and marketing efforhavng the potential to causewitching
behaviLmuetadd. (2004) see it as fAa buyerods ove

a product, service, brand, or organizationo

The impression created is that brand loyalty hinges on perceived psoghectority, personal

fortitude, emotional bonding, and their synergistic aéf¢Oliver 1997. It is considered to be

the central brand asset as all other equity dimensiansreness, associations, and perceived
quality - feed into it (Aaker, 1991, B%; Veloutsoy 2015; Pedro et al., 2015; Pappu and
Quester, 2016)Contemporary extant literature generally catesgs brand loyalty into twe

atitudinal loyalty and behavioural loyalty (Washburn and Plank, 2002; Baldauf et al., 2003;

Kim and Kim, 2004;Atilgan et al., 2005; Tolba and Hassan, 20B8maeilpour 2015.

Attitudinal loyalty is the level oEommitmentof the average consumer towartrand, while
behavioural loyalty represents a willingness on the part of the average consumer to
repurchasabrand (Morgan, 2000; Chaudhuri and Holbrook, 2001; Tolba and Hassan, 2009).
Chaudhuri and HolbrooK2001) proposed a model of brand loyalty that suggests that
behavioural loyalty tends to lead to greater market share, while attitudinal loyalty leads to
higher relative brand pricing-hey posited h a t behaviour al l oyal ty i
behavioural disposition towards a brand and is indicated by the number of repeat purchases
made (Keller2013, or a commitment to reuy the brandsa primarychoice (Oliver, 199\

Cognitive loyalty on the other hand, determines the potential for a brand to occur first in a
consumer 6s memory when contemplating a purct
other words brands with cognitive loyalty are éhfirst to pop upwhen the need and
considerationto make a purchase decision of a particular product arise. Because cognitive
loyalty is closely linked with tof-mind awareness (Tolba and Hassan, 2009), brands wield

competitivesuperiority when they beme consmer s 6 f i r st choices (co
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are repeatedly purchased lfagioural loyalty) (Keller, 20083 Morgan (2000) similarly
suggests that the term filoyal 6 can be inter
l oyal ty ( fitwh akte hla vfi eoaulr éa)l l oyalty (Awhat I d c
and Schneider (2000also propose laddering models of the loyalty continuum that appear
consistent with this orientatioifhus, the many strands of loyakyattitudinal, cognitive or
affecive/behavioural are very much interconnected and basically point to the existence of
emotional connection between the brand and its loyal consumers which ultimately impacts on

the equity of the brand (Buil et al., 2013).

Brand loyalty benefits organisahs in many different way@im and Kim, 2004Lam et al.,

2004 Atilgan et al., 2005 Buil et al., 2013).In a study into the relative importance of
antecedents of brand loyalty in tB2B industrial setting, Tayloet al. (2004) emphasised
satisfactionyalue, resistance to change, brand affect, trust and brand equity as important in
brand loyaltyconsiderationsGhinomona 2016). Thus, they propo$igat satisfaction is a key
precursor to brand loyalty as unfulfilled consumers are unlikely-buye Simlarly, value is

a dimension of brand loyalty thansues where overall satisfaction emanating from both
functional and emotionaltility of a delivery outweigtthe costs associated with tlilivery

(Kotler and Armstrong2012). Thus, consmme r s 6 otalparticulae brand over others in a
product category is motivated by their conviction about the higher value that the chosen
brand possesses re@ to its price. In their study, Mattila and Enz (2002) preszhtesults
indicating that consuer®  aatianlof service encounters highly correlate with their
displayed emotions during the interacti@a well as post encounter stagesggesting that
affect can influence consumer emotions, moods, attitudes, satisfaction and ultimately loyalty,
even in theabsenceof product beliefs (Kim et al., 200Richard, 201§ Like Tylor et al.
(2004), Mattila and Enz (2002)Cleopatra(2015) andChinomona(2016) suggest the
prevalence of trust in loyalty consideratiod’su k uy ama (1995, p..the6) def
expectation that arises within a community of regular, honest, and cooperative behaviour,
based on commonly shared norms, on the partofomem s o f t h @hdoubtedymuni t vy
trust forms an integral part of the intricate emotional/psychologizaéthat culminates in
attitudinal and behavioural loyalty (Mittahnd Kamakura, 2001Torres et al., 2015;
Chinomona2018§.

Also worthy of note is the centrality of brand loyalty among the equity dimensions. In their
empirical study on the impact obrand equity on consumer response, Buil et al. (2013)
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proposed an intdor and di mensi onal relationship mo d
conceptualisation that also attempts to summarise the key benefits associated with brand
equity as presented in figure 3The figure indicates the interconnection among the four
dimensions of brand awareness, brand associations, perceived quality and brand loyalty and
their eventual determination of the overall equity of the brand. Individually, the first three
dimensions fed into the central dimension of brand loyalty, while together, all four go to

determine the equity of the brand.

Figure 3.1: Brand Equity Influence on Consumer Response

Perceived quality

Brand extension

Brand

preference
Purchase
intention

Brand
equity

Brand loyalty

[ Brand awareness]

~

[ Brand associations

Source: Buil et al. (2013)

I n terms of equityods influence on consumer
equity levels are knowto lead to higher brand preference and purchase intentions among
consumers (CoblValgren et al.1995), as well as higher stock returns (Aaker and Jacobson,
1994). Besides, high brand equity affords the opportunity for premium pricing, successful
extension s and resilience agai nst competitors?o

barriers agai nXellerdlB)peti torsdé entry (

According to the literature, rnd loyalty bestows numerous benefits amganisatios.

Zeithaml and Bitner (2006¢lassify byalty related benefits into financial, marketing and
communicational. In terms of the financial benefits, it is reported that customer loyalty to a
particular brand can increase that brandés p
and Sassetl, 990) . Mar keting benefits are related t

positive wordof-mouth for the organisation, which has been proved tortgeofthe most
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effective communication strategias the service idustry Finally, the communicatio

benefits are related to | oyal customer soé wi
make suggestions about the i mprovement of ¢ttt
2006).

Chaudhuri and Holbrook (200Bnd Fariba, (2015)aintaintha brand loyalty is directly
related tgoremiumbrand picing, where price premium is the amount a customer will pay for

a brand in comparison with other brands offering similar benefits, and may be high or low
and positive or negative depending on the tisaimvolved in the comparison (Taylor et al.,
2004 Sasmita and Suki, 2015Dther benefits of brand loyalty include marketing cost
reduction, trade leverage, basis for customer attraction, and opportunity to respond to
competitive threatgAaker, 1991, 1995).0wing to the centrality of brand loyalty, many
studies in the service industry have adopted dimensions that relate directly or intbréctly
even where the term loyalty is not directly mentionedrfies, 1997; Mourad et al., 2011
Sharmeaet al., 20013; Pinaet al., 2013 as it is in this studyThe following section reviews

literatureof service sector brand equity in order to placesthdy in a service perspective.

3.5Service Sector Branding

Service branding has received a lot didarly attention in recent timeklélm and Oezergin,

2013; Williams et al.,2013;Peters and Kemf2014;Ugolini et al.,2014; Sujchaphonet al.,
2015;Penny, 2016)A ser vi ce <can be de,fwhich@rdvidesgsocuB® hol i
the internal rationship between the service company and employees, and comes alive in the
external relationships between consumers an
2000, p. 148). As compared with products, the inherent properties of services include
intangbility, inseparability, heterogeneity and perishability (Mortimer, 2002cobsen,

2012. In particular, intangibility, which refers to the degree to which a productserece

cannot provide a clear amabncrete imageMcDougall and Snetsinger, 1993 positiely

associated with uncertainth number of brandin@nd brand equity frameworks have been
developed to enable marketdrs effectively formulate and implement customer oriented
marketing programmes that would enable them gain sustainable ciwepéifferentiation

(Kapferer, 1998Buil et al., 2013Keller, 1993 2013. Most of these models arbowever,

conceptualised in the realm of physical goolss is in spite of the growing importance of
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service economies the entire world over (Turley and Mat®65; Peters and Kem014;
Sujchaphong et al2015.

Research in the area of branding in the services realm has seen sluggish agomegh as

being predominantly conceptual in nature; most of what is known about service brand equity
is anecdotal or theoretical at best (Krishnan and Hartline, 2001). It is argueduthad our
limited understanding of service brand equitys itime researchsrdevoted attentioto study

its effects as well as how it might differ from equity in the tangible goods industry. In the
light of the prevailinginsufficiency, naturally, the debate as to what branding strategy should
be adopted to fit the services uslry continues unabatedParasuraman et al. (1988pr
instance suggest that branding strategists focus on distiecéss, relevance, memorability

and flexibility. They also argue that service organisations avoid individualising service
brands and raer assume a corporate orientation so as to sufficiently capture the

preponderance of attributes that service and its provision present.

This position ties in with Berryds (2000) ac
or organization thatrpvides a service for consumers to buy. In other words, the company

itself is the primary brand in services marketing, whereas the product is the primary brand in
packaged product.nl a sharp departure, Onkvisand Shaw (1989) recommend an
individualized approach to branding services that is independent of the corporate entity
offering the service in questio@wing to such characteristics as inseparability, intangibility

and heterogeneity as mentioned above, some authors are of the view that braad#ng is

more critical for services thait is for goods as it enables service quality evaluation
(Krishnan and Hartline, 2001). It is thus suggested that branding may be more important for
services because a brand can provide consumers with a symbolic nteah@assists in both
recognition of services and fomastpeceacguedhatt i on .
the intense competition within the service marketplace and the inherent difficulty in
differentiating services that lack tangibility shouldceurage service companies to establish

strong brands. According to Berry (2000), a service brand plays a critical role in reducing
consumersb6 perceived monetary, soci al, emot i

process.

Signalling theory atty captures service intangibility and differentiation through branding.
hinges on consumer uncertainty about service delivery mainly due to the characteristic of
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intangibility and is based on the supposition that there is a likelihood of consumeaimtgzer
about the quality of services provided by firms as a result of the different levels of
information that flows between organisasoand their publics, particularly consumers
(Kirmani ard Rao, 2000Martin and Camarero, 2005). In such occurrerafemformation
asymmetry, the need for a tool to convey information credibly about unobservablg talit

the buyer (Rao et al., 1990. 259) known asignalsarises.

Nelson (1974), Kirmani (1990) and Rao et al. ()989served that high levels aflvertising
expenditures that are incurred in promoting organisations and their productgrfplexis a
signal o fownttrbsein dnd comrditenent to their product or service quality. They
posit that these expenditures and the associated petaeieenal impressions of superior
guality do serve as O6a signal 6 that(uienfer tl
al, 2015) This is especially the case where services are latent, experience and credence laden
(Krishnan and Hartline, 200Bnd so do not preseahadequate functional basis upon which
guality can be tangibly evaluated. Several scholars have argued that brands are the most
widely used signal when tangibilising unobservable credence qualities associated with service
delivery (Rark and Lessing, 1981; Rao and Monroe, 19880 et al., 1999Erdem et al.,

2006). In the context of the university environment, communication is complex involving the
flow of information from different sources within the institution to diverse staketwlde
relating to core and supporting attributes (Pinar et d@14p like internal structures,
programmes, faciliés, institutional leadershipand form& communication mechanisms.
Therefore, m that complex environment, the brand cures information asymnistr
representing substance, originality and authenticity; it symbolises meaning for students,
thereby reducing, if not removinghe high level of uncertainty that characterises service
patronage of that nature, as well as the safety, emotional and idinaisks that are
associated with it (Berry, 2000; Krishnan and Hartline, 2001).

From an integrative perspective, the service brand functions both as an entity and a process
thatfacilitate and mediate the marketing procesBasresult irthe experiaces that drive the
creation of valugBrodie et al., 2009Downer, 2016. Brandsprovide sign systems that
symbolise meaning in the marketing process, and hence are a fundamental asset or resource
that a marketing organization uses in developing sehased competency and hence
competitive advantag@aing et al., 2002Keller, 2013) This position is in conformity with

the assertion that branding is critical in services due to its potential to elevate services above
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the commodity level as many servicGa® seen as commodities by consumers (Onkvisit and
Shaw, 1989; Berry, 200Keller, 2013. In that regard, the brand becomes a risk reliever; a
source of information that serves as a tool for differentiation thereby simplifying the
consumer choice proceg$&abbott and Hogg, 1998)herefore, the preponderance of
favourable attribtes encapsulated in the bramelps to reduce the risks associated with the

purchase and consumption of services.

In a study into the importance of brand equity in a wide range of service sectors, including
hotels, legal services, dry cleaners, movie theatres and education institutions, Krishnan and
Hartline (2001) confirm the relative importance of branding to difieservice sectors. This
observation conforms to the long held position that tangible products and services possess
search experienceand credenceattributes (Darby and Karni, 1973; Krishnan and Hartline,
2001).

Search attributes comprise product chemastics that consumers can evaluate prior to
purchase such as brand name and pnbkile experience attributes involve product
characteristics that can be discerned and evaluated only after purchase or during consumption
such a excitement, fun, entertainment aathotional value. Any other product characteristics

that consumers cannot determine or evaluate even after purchase or consumption represent
credence attributes (Darby and Karni, 1973)ey indicate thatangible goods argenerally

search and experience attributes laden, while services are high orersgpemnd credence
attributes. Thus, hereas experience attributes are common to both tangible goods and
services, search and credence attributes dominate tangible goods\aces sespectively.
Consumers are able to determine and evaluate quality levels of mostsduwiog or after
consumption, if they are at all discernible. Krishnan and Hartline ( 2001) affirpwthié

very few services including dry cleaning are dioated by search attributes, experience
dominant services are common in the literature and include restaurants, taxi services, lawn
mowing and movie theatres. In that studgrvices that are credentzlen are thought to

include auto repair, medical pratges, and legal representation.

Extant literature suggests thajenerally, the relevance of brand equity to a service is
determined by the nature of attributes that dominates it. Where attributes are predominantly
search in nature, consumer choicemimised; indicating that the closer we get to credence
oriented services the farther we depart from easy choice. That is to say that consumers
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perceive the highest riskn purchasing services dominated by credence attributes, and the
lowest risls in purchasing services with searchriutes (Mitra et al., 1999). Thednding
literature therefore proposes thah order to tangibilise servicethereby making their
purchase less risky for the consumer, brand equity is more important for services that are
dominated by experience and credence attributes. This observation supports the position of
early expositions o consumer choice_¢vitt, 1981; Berry, 2000; Onkvisit and Shaw, 1989)

that consumers rely heavily on extrinsic cues, such as brand namesy iavtdiaation of
products prior to purchas&r om t h e fargibileiggotheningangiblé"tthrough the
elements compressed the brandbecomes critical in services marketing as it helps to
enhance ¢ ons upotentiabtidat imfaongehoice. Tiheredorebrandng has become
relevantto service providers in ordéo rise above intangibility and make service evaluation

easy on the consumer.

3.5.1 Service Brand Equity Dimensions

In tangibilising services through branding with a view to simplifythg decision making
process and reducing the risk associated with service evaluation and selection, a wide array of
dimensions have been proposed by researchers and authors (Keller, 1993; Kent et al., 1993;
Byron, 1995; Booth, 1999; Scott, 2000; Smith &rwhew, 2000; Temple, 2006; Lockwood

and Hadd, 2007; Chen, 2008; Kurz et al., 2008). In their study of brand equity in the
telecommunications industry, Alamro and Rowley (20fdgposed awareness, image and
customer attributes as the antecedent dimensibreerice brand equity. In that study,
awareness attributasomprise three sulimensions namelhadvertising, word of mouth and
publicity, while the image dimension is divided into service value attributes and provider
attributes. Customer attributesn the other handinvolve reference groups, perceived risk

and satisfaction.

Of patrticular interest to this study is the image elision due to its proveampact on service

brand equity (Vorhies, 1997; Alamm and Rowley, 2011; Mourad et al., 20Milliams,

2012 Finch et al.2013;Steiner et al., 201350ia et al, 2014).Under that dimension, service

value attributes such as quality and price, as well as provider attributes such as corporate
status, corporate image, country of origin, company employeestidn and brand
personality, result in service brand equiBarlier, in the restaurant industry, Muller (1998)

examined the determinants of brand equity concluthagquality of products or services,
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service delivery and symbolic image were the maiteaninants of brand equitifrasad and

Dev (2000) however identified brand performance and brand awareness as dimensions of
brand equity in the hotel Il ndustry. I n the
(1991) model and identified loyalty, pereed quality and image as more significant
dimensions. That empirical study isolated brand awareness as a less significant precursor of

service brand equity (Mourad et al., 2011).

I n the financi al services sectéfecMackade( DI
focused on market share as an indicator of brand equity while in their study of the Egyptian
higher education industryMlourad et al. (2011) proposed conser, awareness and image
attributes as instrumental in service equity developnathugh their findings indicatéhat

the consumer and awareness dimerssizave no significant effect on brand equity in the

higher education sect@Kim et al., 2003) Thus, existing literature is replete with dimensions

i n resear cher shpserdde branu pduisy anteoedentsl Althoaugh there have

been no unanimity in the identified dimensions, one could argue, firstly, that many if not

most of the determinants converge; and secondly, that the dimensions mostly emanate from

the primary concdpalisations by Aaker (1991) and Keller (1993), which also form the basis

of this study.The following section reviews literature on branding in the university context.

3.6 University Branding

Marketing has gained significance as higher education itistisitbecome mormarketied

and promotionalised in an increasingly competitive landscapkért, 2014 Moshe, 2013;
Williams and Omar, 2014) characteriseddbyinkingboundariesproliferation of institutions

and studentragmentation (Sharmet al, 2013) as well as declining enrolments arteém&on
rates (Nguyen and LeBlanc, 2001; Williams et al., 20A8cording to Hemsleyrown and
Oplatka (2006) the global university environment continues to experience increasing
uncertainty largely attributablto globalisation and internationalisation of higher education,
decreasing state fundingincreasing demand for higher education, technological
advancement, growinignowledge economy, student sophistication, and the growing urgency
in responding to convging and contrasting stakeholder interests (Blackmore, ;200 a

and Dash, 2011Sharmaet al, 2013; Schofield et gl2013 Aron, 2014) These and many
other forces have acted as drivers to the adoption of marketing theory and pritecdés
compeitive advantage and market share (Schofield et al. 2013; Tolbert, 201d&ir theory

of academic gqaitalism, Slaughter and Rhoad€2004) in Torbert (2014) indicat¢hat
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academic institutions in the new economy have addpeharketing culture to rémpe how
they perceive and interact with students, alumni, and other constituent gups.
marketing theory and practice have become necessary as the global education environment

becomes more competitive.

Brand equity is of strategic importance dmganizations in establishing corporate identities

that are consistent, acceptable and appealing to a wide range of stakeholders (Durkin et al.,
2012). The concept has gained recognition among higher education administrators as a
strategic endeavour in dea ng with todaydés complex gl obal
Edmiston, 2008; Hemslegrown andOplatka, 2006; Lowrie, 2007Sharma et la, 2013)
According to TolbertZ014), in order to evoke positive reputations in the minds of their many
constituents, agcational institutions are actively pursuibgndingcampaigns. This due to

the realisation thastrong brands are attractive to current students; and tend to increase
retention rates (Cdly 2001; Morphew, 2001; Nguyen aneBlanc, 2001; Sevier, 2002;
Williams, 2012). Sharma et al. (2013) colborate this stance and suggest that in the business
school environment, brands have a significant role to play in school preference among
students. Universities the entire world over are therefore striving droats b carve and
nurture inimitable reputationthat appeal to students anther stakeholders (Curtis et al.,
2009; Williams, 2012).

In their work on the relationship between emotional connections and competitive
differentiation in the UK higher education industBuirkin et al. (2012)made reference to
increasing sectoral competition that calls for distincintradentities; a situatio that has

compelled universities to adopt conventional marketing practices in their bid to attract and
retain both domestic and intetimanal students (Brookes, 200Bennett and AKChoudhury,
2009).Thus, here is ample evidence in the literature tinatitutions are actively promoting

their brands by providingtnambi guous positioning in their
estdlishing favourable dispositions among the stakeholdershe opinion of Goia et al.

(2014), however, research and literatwefating to branding in educational institutions is still

limited despite its proven effectiveness in providing competitive advantages to higher
education institutions.

Early higher education marketing research considered the sector as a product rather than
service. Kotler and Fox (199p,6) for instance defined education marketingdsh e anal y s i
planning, implementation and control of carefully formulated progresndesigned to bring
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about voluntary exchanges of values with a target market to aclueganisational

0 b j e c Fronvtleesl990s, scholarly writings began recognising marketing in the sector as

a service, based on the need for managers to examisangendecisiommaking processes.
According to HemsleyBrown and Oplatka (2006p.316) exising higher education

mar keting |iterature is Aincoherent, even i
upon the particular context of higher education amd thn at ur e of t heir ser
studies undertakemm the field ofhigher educatin marketing haveoncentrated on different

aspects of the service includingand architecture of universities (HemsEsown and
Goonawardana, 2007) ; t ¢ o mleandéreefjdl., 2006; Cheh,e O st
2008;Sharma et al., 20)3and determnant s and i nfluences of st
(Mazzarol, 1998; Maringe, 2005towrie, 2007). Others include institutional image,
reputation, identity and loyalty (Nguyen and LeBlanc, 20Dawn, 201%; websites and

university branding (Opoku et aR006); relative effectiveness of marketing communication

tools (Gatfield et. al., 1999); and the applicability of commercial branding in the higher
education environment (Jevons, 2006).

While the abovementioned areadiave featured in many studies inetlarea of higher
education, the concept of brand equity has not had its fair share (HeBnsley and
Oplatka, 2006; HemsleBrown and Goonawardana, 2007). This is in spite of the fact that
scholarly research on higher education branding goes back a lapgTemple, 2006).
Among UK universities for example, the need to build and communicate brand attributes has
been long felt as competition for both domestic and international students intensify in
response to diminishing government funding and resultd@tnationalisation to make ends
meet (HemsleyBrown and Goonawardana, 2007kvidently, therefore, there is need for

research on brand equitythe higher education sector (Chapleo, 200&i et al., 2011

Bennett and AkChoudhury (2007, p. 4) defire uni ver sity brand as fa
institutionds features that di stinguish it
needs, engender trust in its ability to deliver a certain type and level of higher education, and

help potenth r ecrui ts to make wise enrol ment deci
when the name of a successfully branded universitynémntioned, it evokes a set of
associabns, emotions, images and factdwt carry positive impressions with which

stakehdders including studentsare deligled to associate themselves
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Some researchers have argued that conventional brand management techniques are
inadequaten the higher education marketie to the complexity in which that service market

is shroudedChapleo (2010arguesthat providing information to assist students in choosing
educational institutions requires the development and conwaion of unique selling points
(Veloutsou et al., 2004put asserts that this is not a straightforward affafiasu c h of wh a
is described as branding in higher educatiwould be better labelled as reputation
management or even public relationso (Templ
inadequacy in arguing that universities do not really practise wieyt preach about
differentiating through their brand$olbert (2014)also cautions against the simplistic use of

visual representation through fonts and colours and argues that higher education brand
management should capture the entire essence of tiietios that meets the needs of a

wide array of stakeholder constituenits.addressing this shortfall, some scholars halge

indicated the need for universities to depart from the generalist approachadie apecific
competencédased marketing approh to branding, whicocuses on key strengths of the
institution (Schubert, 2007). This admonition is based on the belief that university brands that
succeed in creating unique communicative identities have the potential to instigiaee

positive feeling among their targets than most service brands (Bulotaite, Z0@&efore

while the relevance of branding is widely acknowledged in the sector, there has not been any

agreement on the form its management should take, largely due to its complexity.

Making a case for branding in the higher education market, Whelan and Wohlfeil (2006, p.
317) , have argued that Ahigher education i n:
corporate brandsodo. This positi onwhoopineithat t an d e
the classic functions of brands apply equally appropriately to a wide range of service sectors

and that branding as a concept applies as well to higher edueatit does to other sectors

(Maringe, 2005; Jevons, 2008rewer and Zhao2010. As argued by Du preez (2015),

higher education institutions can and should implement brand and image theories that have
been applied successfully in neducation environments like commerce and industry to

influence choice behaviours of student consismer

Bulotaite (2003)also presents an optimistic argument for university branding by asserting
that the complexity inherg in universities institutiondue to the presence of experience and
credence attributes, rather makes a strong case for the adoption of branding in that industry,
as branding can simplify this complexity and promote customer attraction and loyalty to
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institutions.In the opinion oMourad (2013)the selection oéducatiomal services isrisky for

students because, apart from the financial commitments involved, such degliajoasnajor

role in directing their future careefhus, whileit is impossible to judge the quality of

researh, teaching, student selection, curriculum design, infrastructure, staff, and anagult

skills and so on that prevail on the university landschpend names provida shorthand

measure for universities to communicate these attributes to stakeholdarsdherent

manner. In their opinion, Belanger et al. (2002) opine that the brand has become a strategic
weapon for higher educational institutions in general in their quest to establish appreciable
levels of congruence between themselves and their studentv al ue s, goal s a
Jevons (2006) relates the | ink between branct
virtuous cycle in which the university brand becomes an aid to efficient student recruitment
where applicants se#felect,with only those who consider their values congruent with those

of the organization applying in the first instance. From the foregoing, the university brand

plays the role of clarifying positioning that enables students to associate themselves
meaningfully with irstitutions, as the brand is able to compress and tangibilise individual
attributes of the university, thereby influe

Branding is considered to be one of the most important assets of any organisation (Aaker,
1991, 1995; Kapferer998; Keller, 2003) as it plays a critical role in influencing attitudes
and behaviours of stakeholders. What varieswever is the degree of importance of
brandingin relation to different industries (Balmer and Liao, 2007). Branding in higher
educatim has become an increasingly essential issue attracting substantial financial resources
(Chapleo, 2007). Thushe widespread acceptance and appreciation of branding is amply
evident in the manner in which it permeatks entire university institution. écording to
Chapleo (2007)randing has become an effort not only for the marketing department, but for
the university as a wholeln appreciation of the need for deliberate and well coordinated
efforts of all functions and employees in the universitardt building process, Whisman
(20009, p . 368) states that nAcoll eges and un

tangibleassét s t heir passionate employeeso.

Similarly, Chapleo (2010) and Hatch and Schultz (2013) emphasise indispensability o
empl oyeesd6 support in the endeavour . Jeanes
dedication and commitment to university branding and emphasized the need for flexibility to
ensure that employees are able to think outside the box and bring innadeéiseon board.
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The inclusion of university employees needs to be complemented by a compelling brand
vision (Chapleo, 2010Brown and Carasso, 2013; Jeanes, 2013)uhiaensure focus as well

as unity of purposeand of action in serving the student asustomer of the university
experience. Therefore, for university branding to be effective, its management needs to be all
encompassing, cutting across all departments and involving all and sundry. It effectively
needs to have a compelling vision that emlkoom for flexibility and innovation, and
command everyoneaods dedi cati on and commi t me
stakeholders, including students. According\Whisman (2009), wile various corporate
marketing strategies are being employedihe academic world in uni
ways to improve theireputationsand ranking, a major controversial issue in university
marketing and branding relates to the appropriateness or otherwise of perceiving and treating
the student (ShamaatalR@l8st omer 0

3.6.1The Student as a University Customer The Basis ofStudentBased Brand Ejuity
According to Chen (2008) and Mazzarol and Soutar (2(BlL2, higher education
institutions across the world have become increasingly marketing oriented as students
increasingly become consumers. From a constructivist perspective, Ngpdres (2009)n

Pinar et al. (2014)ecognise the student as a key party in the creation of the university
experience. According to Hemsi®rown and Oplatka (2006), in the midst of increasing
competition, universities have recognised the need to mer&etselves to attract students

However, an issue that attracts growing acac

as customero concept to the wuniversity educ

service sectors.

Sharma et al. (2013)bserve that educational institutions are considering their students as
customers of the education experience as the service becomes less differentiated across the
globe. Chapleo (2007) maintain that higher educational institutions are under pressure to
build and maintain a good reputation for student services that create an impression of
customer friendliness; while Tolbert (2014) similarly maintains that current students are
important target audiences for bramdgilding messages. The advent of deferrezb fim UK

higher education, has also led to some arguing that students be regarded as customers (Bok,
2003). In Ghana, upward review of fees has become an annual ritual, particularly among
private universities (NAB, 2011which underscores the need foudnts to occupy the

centre of administrators6é considerations; ]
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industry. In the opinion of Sharma et al. (2013), students increasingly regard themselves as
customers due to changes in funding systems rilg heavily on tuition fees across the
world. Increasingly therefore, students perceive universities as service providers from whom

they are making a purchase (Bok, 2003) and so expect value for their monies.

Commenting on the need to balance multistakeholder interests in university brand
building, Newman et al. (2004) suggest that students are progressively seeing themselves as
consumers, with higher education rapidly transitioning into a market; while Tolbert (2014)
maintains that university ingaitions are compelled to respond to increasing student demands

in ways thatbuild both prestige and revenbg adopting a new market orientatjamhich

involves perceiving students as customers who shop for educational opportunities, including

bargainingfor financial aid.

In an apparent acceptance of this commercial perspective, many institutions have and
continue to institute measures to ensure s
Survey of student satisfaction, for example, helps facilitateermdormed decisioimaking

by potential applicants, while at the level of individual universities, the perception of a
customer orientation is strengthened through the issue edemester teaching
guality/satisfaction surveys to enable studetdsevalude the value of their learning
experiences (Durkin et al.,022). To that end, Segev et §.999) indicate that student
feedback in measuring business school image has become an essential means of gathering

essential information in the higher educatiorrketing process.

Conversely, while Eagle and Brennan (2007) appreciath e centrality of
expectations management tertiary education delivery, they stre8®e need for a clear
understanding that tuition fees paid by students basically &eil#ducation but does not

cause it According to Emery et al. (20035t udent s6 contri bution t
education in the form of fees does not render what they receive a purchase. In adding to this
converging opinion, Yunker and Yunker (2003)irgoto the possibility (in completing

teachng satisfaction questionnairef students to mark down academic staff who strive to
maintain high academic standards by not unduly awarding good grades without merit. A
possible risk associated with the purchassition, therefore, is that students would then

expect good grades whether or not they perform well, as a manifestation of quality of

outcome.
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Conway et al. (2008) attempted to water down the controversy by suggestingpaintid
position. In their opiion, students should be considered as customers of the higher education
experience instead of customers of the institutions, because other service delivery instances
where quality outcome depends on efforts of customers are hard to come by. Sharihg in tha
perspective, Ivy (2001, 2008) asserts that students should not be seen to be buying degrees;
instead they should be seen as buying the benefits that a degree confers in terms of

employment, status and enhanced lifestyles.

Balmer and Liao (2007howeve, go beyond the studewstistomer perspective and suggest

that higher education branding affords graduates a sense of identification that enables them
define themselves, not just as customers, but adoliig organizatioal members of the
universitycommunity, which becomes their psychological property (Lerman and Garbarino,
2002). Thereforgethis study appreciatdbe relevancand centralityof the student in higher
education institution marketingnd subscribes to the position thié student isndeeda
customerof the university,and hence central to the differentiation endeavoof the

university institution; hence its focus on studbased brand equity (SBBE).

3.7 Summary

Brandngconsi der ations occupy a new |l evel of i mp
to the bran®& demonstrable role as a powerful intangible asset that functions as a reliable
differentiator for organisations, as well agrastedgui de i n c oionsnakng r s 6 d
(Keller, 2013).Strong brands draw their life blood from positive customer perceptions, trust

and preferences (Kotler and Kelle2006), which ultimately culminaten loyalty and

profitable customer relatiohgs (Kotler and Armstrong, 2012 ike their counterparts in the

tangible products industry, organizations in various service industries, including universities,

are making frantic efforts to build and cash in on their brands as a sustainable strategy.
Gradually but surely, branding is becoign more of a strategic imperative for higher
educational institutions in their quest to develop meaningfully differentiated identities tha
communicate their strengthdefvons, 2006) in that credence ladetustry. This newly found
assurance is in reatison of the inadequacy in relying on the traditiodéferentiation
strategieglvy, 2002, 2008; Maringe, 200Bosch et al., 2006; Hayes, 20&Ghubert, 2007;
KumarandDash 2011; Sharma et al., 2013
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It has been argued thaffective branding of an institution should go far beyond traditional
promotional efforts (Bosch et al., 2006; Hayes, 200/)(2008) for instance argues that the
original marketing tools may not suffice in the MBA metikg environment (Maringe, 2005
Schubert, 2007), whil&umar andDash (2011) maintain théberalization, privatization, and
globalization have necessitated a replacement of the traditional approach with a more
professional approachperhaps suggesting the adoption of a more holistic siradegic

approach to differentiation

As a service industry, quality evaluation in university education is associated with such risk
laden features as intangibility, heterogeneity and insepayabile to the simultaneous
occurrence of production andorsumption of university servicednstitution selection
decision makinghereforeinvolves higher perceived risk due to the difficulty associated with
evaluation before purchagarasuraman et al., 198ditchell, 1999; Laing et al., 2002\s
indicatedby Mazzarol (1998)it is not always easy to separate production from consumption
in higher education as is the case with most services, as principalstuttentwill remain
involved in the service production for the duration of the learning processurfrisingly,
evidence in the literature suggests that service organizations like universities struggle to
formulate and implement thatorporate branding strategies, possibly due to gagmdoxical
complexity, the newness of the field, a®ll as thei cross disciplinary natur€Schultz,
2005). Bunzel (2007) for instancemaintains that intangibility and inseparability of higher

education services make branding even more of an important institutional consideration.

University branding becomes akigeliever- a source of information, that serves as a tool for
differentiation that cushions students against choice related uncertainty (Byron, 1995;
Binsardi and Ekwulugo, 2003; Temple, 2006; Bunzel, 2007; Lockwood and Hadd, 2007;
Chen, 2008; ElI Mahdyand Mourad, 2008; Mourad et ,al2011); it is an effective
instrumentality that gives caeand acts as a search signal to students and their sponsors
during the school selection decisioraking process (Temple, 2006; Lockwood and Hadd,
2007; Chen, 2008). &eloping and maintaiing a distinctive brantherefore helps to create
competitive advantage in the higher education sector in general (HelBrsley and
Goonawardana, 2007). As observed by Blanton (2007) and Heaney and Heaney (2008),
educational institutions can differentiate themselves and theidvalue through branding.
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This chapter has sought to place the study in the appropriate theoretical perspective by
examining the concepts of branding and brand equity. The concept of cubsiasedrbrand

equity from which the substantive issue of stoebased brand equity emanates has also been
extensively examined. Emphasis has been placed on major conceptualisations that underpin
scholarly works in that areayhich feature definitions, characteristics, antecedents and
relevant critique of various ostructs proposed and adoptétie chapter has also revied
literature on service branding and service brand equity in order to place the study in a service
perspective. It concludes by examining university brand equity under which the concept of
0 st udwextt olwheh & a prerequisite for studephsed brand equityhas also been
exanined. The next chapter presents conceptual development which reviews literature

|l eading to formulation of research hypothes
containing the SBBE constructs under consideration.
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CHAPTER FOUR

CONCEPTUAL DEVELOPMENT OF STUDENT-BASED BRAND EQUITY AND
UNIVERSITY PREFERENCE

4.1 Introduction

This chapter reviews literature leaditagthe formulation of research hypotheses for the study
with a view to addressing the objectives of
framework which features the dependent and independent SBBE constructs under

investigation and the relatmships thereof.

Despite the growing realisation among educational institutions of the relevance of branding in
differentiation(Hensley-Brown and Oplatka, 20Q&hapleo, 2007; Lowrie, 2007; Edmiston,
2008;Mourad et al., 2011Mathew et al., 2012Mourad, 2013;Pinar et al., 2014 there is

lack of theoretical models that address higher education magkatid branding (Hemsley
Brown andOplatka, 2006; Coleman et al., 201Williams, 2012; da Silveira et al2013

Mei et al., 201% The sector remainslargely unexplored in that regard with
conceptualisations by Byron (1998insardi and Ekwulugo (2003nd Chen (2008) being

key in exploring the potential of university branding in relieving the risks associated with
university choice, due largely to sere intangibility (Parasuraman et al., 1985). Other
relevant studies in the industry inclu@atfield et al. (1999); Gray et al. (2003Bunzel
(2007); ElI Mahdy and Mourad (2008); Kurz et al. (2008); Mazzarol and Soutar (2008);
Mourad (2010); Pinar etl.a(2014); Shahijan et a(2015) and lately, Dean et al. (2016).
relation to the scarcity of higher education literatidemsleyBrown and Goonawardana
(2007) indicate that international marketing of higher education has dominated both empirical
research and theoretical papers that relate to the industry, with a lot of attention focused on
brand identity elements and theionsmunication to stakeholders (Bunzel, 2007; Jevons,
2006).

In their recent study into the antecedent dimensions of sth@dsetd university brand equity,

Pinar et al. (2014) indicate that there appears to be a prevalence of external branding efforts
thatlack internal focus, as well as sufficient appreciation of the holistic instrumentality that
creates the university brand. In the same light, Jevons (2006) has previously questioned the

effectiveness of this communicative approach to branding, as hagIB2097) who argues
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that there is little to show for such an identity focused approach in relation to stakeholder
perception and institutional ranking. This study is a timely addition to the sitivbranding

literature, whichdoes not only combine inteal and external focus to branding but also
adopts a studentso perspective in |linking br

4.2 University Brand Equity and Preference

Brand preference refers to consumerrstiderst ender
(Wang, 2013); it denotes the relative liking of a particular brand over others in a certain
product category (Chomvilailuk and Butcher, 2010). According to Howard and Kerin (2013),
brand preference i mplies c oveanyaoterirsadparliculdci ng f
product category that promotes their willingness to recommend the brand to others. In the
opinion of Tingchi et al. (2014), brand preference is a symbolic predictor of consumer
patronage (Corte et al., 2010). As a conceptndrnareference has received considerable
attention in the brand equity literature. The concept has been variously addressed by a
number of authors (Aaker, 1996; Keller, 2003; de Chernatony, 2006; Kapferer, 2008; Alamro

and Rowley, 2011; Jose¢ @&.,2011; Hi et al., 2012; Daniel and Kerin, 2013atthew et al.,

2014; Schultz and Block, 2014; Wang, 2015) in their studiesbranding and brand equity,

most of which suggeshat brand preference and brand equity are positively related (Lieven

et al, 2015).

The relationship between brand equity and brand preference has been conceptualised in
different ways. Rundighiele and Mackay (2001) use brand loyalty and brand preference
interchangeably while Keller (2003) treats brand preference as an antecedent efduian

Alamro and Rowley (2011) hold the latter view by treating brand preference as an essential
pre-requisite for brand equity in dynamic and highly competitive emerging markets. Chang

and Liu (2009) in Wang (2015) hold a different view that brandty@ffords organisations a

number of benefits including brand preference, which should be the focus of brand
management (NilsqQr2000); thus treating brand preference as a consequence of brand equity.
According to Griskevicius and Kenrick (2013yronglb ands positively 1 mpa
behaviours and preferences. This study <cons
university that is anchored on its brand equity (Howard and Kerin, 2013). It thus subscribes

to the stance that treats brandfprence as a consequerafebrand equity (Chang and Liu

2009; Luis et al., 2011; Hu et al., 2012; Wang, 2015).
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The focus of this study is not on SBBE antecedenttifigation (Sharma et al., 2013; Pinar
et al., 2014); rather, it aims at ascertaininge thelationships between proven SBBE

determinants and university preference.

A wide array of factors has been identified in extant literature as either influencing SBBE or
higher education institution preference among stude@tay et al. (2003) identifed
university learning environment, reputation, graduate career prospects, university destination,
and its cultural integration as the main elements by which university brands are positioned.
Gatfield et al. (1999) identified quality of teachers and resesy campus life and university
access services as the most important promotional features in marketing university brands. In
her work on determinants of business school preference among students, Ivy (2008)
identified, in order of importance, programmas offer, institutional reputation, fees and
informativeness of prospectus. Others determinants include interactions with faculty, staff,
and other students; communication through publicity amdedia and premiums offered.
Other elements ofhe universityexperience (Pinar et al2014) that are identified as key
determinants of SBBE include facilities (Price et al., 2003), people and processes in the
marketing of services (Nicholls et al., 199%hus, beside the fact thtte preponderance of
determinarg of university brand equity suggested byati#nt authors indicatdbat there has

not yet been any unanimity regardispecific antecedents thereof, not much has been done in
establishing a linkage between university branding and preference atodegts.

This study adopts studehaised brand equity dimensions from studies by Mourad et al.
(2011) am Pinar et al. (2014), which largely emanated fitie primary conceptualisations

of brand equity by Aaker (1991, 1995) and Keller (1993, 2003). Literature search conducted
using such available search engines as Emerald insight, Ebscohost, Joster, Proquest and
Google Scholar identified the study by Mourat al. as the latest relevant work in the
emerging higher education markets in Africa, which is also faostudenperspective. The

study by Pinar et al. (20149n the other hand, sought to identify antecedents of student
based brand equity and detemine the relative importance of those dimensions in university
branding. This researcher deems it both relevant and interegipiging some of the key
dimensions in bothst udi es to Ghanabos | argely unexpl
following section rgiews literature in respect of the respective SBBE constructs adopted
from the two studies which leads to the formulation of research hypotheaad

subsequently, the researcherodos conceptual fr
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4.3 Student-Based Brand Equity Constructs and Resaah Hypotheses

This section delves into the university brand equity constructs contained in the conceptual
framework inFigure 4.2with a view to formulating the relevant hypotheses to address the
research objectives.

4.3.1 University Institution Identit y, University Institution Reputation, University

|l nstitution I mage and Studentsd Brand Prefer
Three concepts at the heart of the bravitich have enjoyed appreciable levels of ubiquity in

the branding literatureare corporate identity, corporate inea@nd corporate reputation.

These have been variously conceptualised by different researchers leading to overlaps and
variation in the ways they have been defined and tle@a@n Knippenberg andan Schie,

2010; Steiner et al., 2013Garnett, 2014).Corpaate identity is thought of as an
organi sationds visual identification and | o
including physical and behavioural elements, which help various categories of stakeholders to
recognize the company and distinguisfrom others (Abratt, 198%teiner et al., 209)3The
concept refers to an organizati on ®dshaviouri que «
of its members and have strategic importance Ri@rand Balmer, 1997; Xie et al., 2015). It

involves howan institution goes about its businesses; its behaviours, thoughts, feelings,
interactions and relationships with the external world as indicated by a combination of both
tangible and intangible elements that are noted to be associated vAtiratt (andKleyn,

2012). According to Gray (1986) and Christensen and Askegaard (2001), the concept signals
values and attitudes of an organizafiom act or s t hatits aymbolicenvi s
representations (Albert and Whetten, 1985). Berg and Kreiner (1990)&indrgt al.(2013)

maintain that the concept involves the aggregation of affective perceptions of organizational
attributes, while Harris and de Chernatony
ethos, aims and values that create a sense of individudlity wh di f ferenti at es
442).Therefore, although definitional perspectives are many and varied, there is commonness

of thought thatthe concept of organisational identity is the outcome of a multifaceted
synthesis of organisational elements tighal what the organisation stands for including its

cultural values and the behaviours of those who represent or act on its behalf.

Many of the pioneering conceptualisations adopted an inside out perspective focusing on how

institutions wish to projedthemseles to be seen and understodd.these researchers, the
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concept represents the picture presented to externahetdkes of an organisation (VRrel,

2005; Cornelissen, 2011Schmeltz, 2014)Some researchers have conversely envisaged
organisatioal identity as representing not necessarily how the firm purports to be perceived,

but rather how stakeholders envisage the organisation as a result of those deliberate
organisational efforts. Keller (20Q1pr example describes the concept as involvibgand
associations or el ements held in consumer s¢
perceive the brand to be (Hankinson, 2004). Such an approach considers brand identity as
comprising internal organi sat i on gtions afthe a n g e m¢
brand, and so places emphasis on consumer perception that emanates from those internal
efforts. Upshaw (1995jor example, found that brand identity is not what a marketer creates,

but what consumers peaige to have been created, whgsereption emanatefrom

symbols, words, images, behaviours and associai®teser et al., 2013Yhis researcher is

of the opinion that identity works that consider the two approaches are more effective as the

two are interwoven, because effectively, argas at i ons 6 st akehol der pe
principally by deliberate internal mechanisniis study therefore considers organisational

identity as a construct that originates from within the organisatiapferer, 2004; de
Chernatony an€ottam, 2006Goia et al., 2014) and manifests on the outside in the form of

stakeholder perceptions.

Different dimensions of the concept of organisational identity have been identified by
researchersinvarous service i ndust r;iCelaman(e@dDAlsda and
Silveira et al.,, 2013). These include employee and client focus, visual identity, brand
personality, communications, and human resource initiatives in the business to business
service sector (Coleman et &Q11). Goia et al. (2014) idengfil brand vision, brand culture,
positioning, personality, relationships, and presentations as the components that build brand
identity. I n the education industry, <LCobb (
customer relationship, employee awmitment, quality of programmes, commitment of
financial resources, and pricing (Gog al., 2014);while Nguyen and LeBlanc (2001)
identified institutional appeal, attractiveness, distinctiveness, fairness and good quality
advertising. Bosch etl.a(2006) and Melewar and Ake(2005) also identified physical
specificities and qualities, personality, culture, relationship, customer reflection, and the

i nst i t uitmagewhilsaresdbaskdion the visual and verbal elements that the institution
has create@Goia et al., 2014).
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Therefore organisational identity, either visualverbalis socially constructed and created
from within the organisation, as well as through interactions between the organisation and its
stakeholders in which the former is thegamator and the more active participant (Henkel,
2005). The recipient stakeholder however becomes the party whose perception matters in
determining the appropriateness and hence effectiveness of the identity created (
Chernatony et al., 200&teiner etl., 2013. What appears to be the case also is that different
dimensions of the construct are conceptualised in different industries for which reason da
Silveira et al. (2013) suggest the need to conceptualize brand identity to suit particular market

congexts.

Extant branding literature establishes that brand image is a critical component of brand equity
(Faircloth et &, 2001; Williams, 2012; Finch et aR013; Steiner et al., 20135oiaet al.,

2014; Pinar et al., 2014; Sasmita and Suki, 20REhard, 201% According to Kotler and

Fox (1995)i mage i nvolves the sum of peopl ebs bel
Aaker (1991) defined brand i mage as O0a set
meani ngful way®o. inibnnbrakdeirhageinvd@ves a(sédt 8f pedceptiomgpheld

in consumersd® memory about a brand that ema
considers the concept as a cluster of attributes and associations that are connected to the

brand nameinconsumes 6 mi nds. Therefore i mage, in the

set of associations, which foram impression (Williams, 2012).

Corporate image therefore involves the overall impression made on the minds of the public
about an organization (Bahand Kdler, 1991) thais formed from a synthesis of elements

and processes by which the public perceives an institution, as well as compares and contrasts
the various attributes of that institution with competing others in a given industry (Gray,
1986)According to Hatch and Schultz (2003, p .
the organization developed by its stakehol de
company including the views of customers, shareholders, the media and tia gebkc.

In appreciation of the preponderance of attributes of the university setting that affect its
imagery, Theus (1993) identified a number of factoosganizational, situational, personal,
and business that affect its numerous stakeholdersn@ersely, Kennedy (1977) identified
functional and emotional components of institutional image. According to him, the functional

component is related to tangible characteristics that can be easily measured, while the
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emotional component is associated wpglychological dimensions that are manifested by
consumersdé6 feelings and attitudes towards a
These feelings are derived from individual experiences with an organization and affect the
processing and evaluatiorf sformation relating to attributes that constitute functional
indicators of image (Keller, 1993, 2003).

In a smilar vein, Gronroos (1984and Lehtinen and Lehtinen (1992) identified functional

and technical quality of the institution as resultingténimage which in turn has an impact

on st ak evéral pedception 6f quality. They maintaimat technical quality comprises

what customers derive in consequence of their interaction with the service organization
including technical dimensions tie service delivery system, such as equipment, computer
based systems, and the characteristics of the physical environment where the service is
produced and consumed. Functional quality, on the contrary, resides in the manner in which
the service is praded, including service access and contact personmdfitudes and
behaviours. The foregoing suggests psychological and @thydiimensions of the concept,
which indicates that core product/service contents and supporting extras (Pinar et al., 2014)
areequally important in determiningpé image of a servicdt also implies that the relevance

of institutional image resides in its potential to positively impact stakeholder perception of
services provided, as well as other tangible deliverables of theutiest Therefore in the
context of this study, corporate/university image is defined as a combination of functional,
emotional and psychological attributes of the university institution that emanate from
studentsé experiencesl|l amittehr Gist ,p ewhciecpht iiompsa catn

institution and its services that ultimately culminate in its reputation.

The concept of corporate reputation has received enormous attention in the branding
literature Du preez, R15; Stensaker, 2015; Bowiet al., 2016; Zavyalova et al., 2016) and a
considerable amount of scholarly work has been done in establishing a definition for it
(Rassler and Abratt, 2009; Gotsi and Wilson, 2084ratt and Kleyn, 2012; Gokhan et al.,
2016).

A review of the literaire unveils a dominant global orientation to defining the concept that
views it as a phenomenon that universally affects all stakeholders of the organisation.

Scholarly works that adopt this orientation view reputation as the overall perception of an
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organ zati on among its multiple stakeholders t
guality of the organisationés products and
Stensaker, 2015). Such an approach is in accord with the dictionaryide$imf the concept

as the overall quality or character as seen or judged by people in general. Yang (2007)
describes the concept as comprising collective representations that are shared in the minds of
an organi sationods mu | t ly, pOelgadelargudziet al. (2012)e r t i me
i ndicate that It I mplies the accumul ati on
interactions with vagus stakeholders that culminate a combination of trustworthiness,

guality and influence.

According to (Fomb u n , 1996, p. 37), corporate reput at
a company is held by its const uent s 6, whi | Riel (BO®3pdesanibe itasnd Va
mul tiple stakehol der so aggregate i mpressi or
expetations overtime. Similarly, Milewicz and Herbig (1994) indicate that institutional
reputation is formed through a process that culminates in evaluations and judgements of
various groups who interact with an organizationrdiree. Stensaker (2015) cobaratesan
assertion by Johnson et al. (200l h at an organi zationbds reputat
judgmentst h a't represents gl obal assessments of
perceptions resulting from its past actions. Thhis approacho conceptualising corporate
reputation views the concept as an accumul ¢

interactions with many stakeholdeveho are likely to have divergent interests

A less common specifiaudiencebased definitional persgtive of the concept points to the
existence of multiple reputations among various stakeholders of an organisation (Wartick,
1992). Barnett et al. (20060or example believe in this view and so recommend against
omnibus definitions that present reputatias a global evaluative assessment of an

organisation (Bromley, 2000).

Whatever the approach to defining and conceptualising the concept, some common threads
that run through scholarly works are that organisational reputation is long term (social
cogntions that develop over time in the minds of stakeho)dérss cumulative (formed

when institutions are noted to repeatedly and consistently exhibit certain behaviours over a
considerable period of timeif borderson consistency of organisational behaviour; it is also
evaluative in nature; and affects multigtakeholders constituenci@acluding internal and
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external stakeholders). t i nv ol v e sglobaltparéegtionoof theearganisation that
hinges on pst transactional experiences and may be viewed as a reflection of an
organization's history that communicates the quality of its products or services in comparison
with those of its ompetitors

In their affirmation of the fact that corporate reputati®rbuilt over time, Ostrowski et al.
(1993), in their study into customer loyalty in the airline industry, argue that evaluations of
corporate reputation that are based on current or single flight are insufficient in determining
overall customer impressioof the service provider. A consistent and significant relationship

between the reputation of an airliner and customer loyalty is also suggested in that study.

Corporate reputation can al so emanate from
impress o n about an organi sationods i nteraction
Wartick (1992), institutional reputation results from a single stakeholder's perception in
respect of how well an organization meets the demands and expectations of other
stakelolders; a clear extension of the concept to include the perception of a particular
stakeholder group in relation to how repeatedly able the organization is in meeting the
expectations of adjacent stakeholdeoups. Ertug et al. (2016) coborate the abav

position, but found, however, that stakeholders differ in the extent to which their evaluations

of institutions are influenced by how neighbouring audiences are ti&twan et al., 2016)

Additionally, corporate reputation has been conceived byesasearchers as a fluid concept

that changes over time. Researchers who share this opinion are of the view that corporate
reputation has a tempor al component that re
organisation over time. Highhouseakt (2009) suggeghat corporate reputation is global but
temporally stable (Blanca et al., 2013)his is a departure from the popular view that
espouses the concept as both enduring and all encompassing. Gioa et alfqgégainple

view reputation asalsting, cumulative, and global, while Elsbach (2006, p. 17) define it as
6enduring status categorizations of the qua
audiences and stakehol der sé. I n comparison
envimgesc or por ate reputation as Oa relatively
representation of a companyb6s past actions

standar doé.
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Blanca et al. (2013) corroborates the former viewpoint by positirtg daltaough reputation

does not fluctuate on a daily basis, it can be altered abruptly as a result of unforeseen events.
While appreciating the potential fluidity of the concept, this study subscribes to the views of

Gotsi and Wilson (2001which is alsasupported by Abratind Kleyn(2012) thatcorporate
reputation iIis a stakeholderés overall evalu
based on the stakeholderds direct experience
and symbolism thatprvi des i nf ormation about the firmod:
the actions of . niversity redutatiand in thg comtextvad this Gtudy
representsundergraduates t udent s6 gl obal , cumul ative and
perceptionsof a university that is predicated on own, as well as adjacent stakeholder
constituentsd (including other student sod) [
determine the esteeim which it is held by the student badglative to the competitio

4.3.2 Definitional Perspectives ad Conceptual Relationships between Identity, Image

and Reputation

The relationship between organisational identity, image and reputation is an issue of
contention in the branding literature. While it is not ihiention of this study to delve into
definitional tangles that characterise extant literature, it is believed that a good understanding
of these concepts is important due to the sustainable competitive advantage that emanate
from their intangible capabiles (Omar et al., 2009, Keller, 2013; Sasmita and Suki, 2015).
While some researchers consider organisational identity as a precursor of image and
reputation, there are others in the minority who treat identity as an all encompassing construct
that subsurs image and reputation. The relationship between image and reputation has

similarly been treated from converging and contrasting perspectives.

Abratt and Kleyn (2012{listinguishbetween corporate identity and corporate image as what
the firm is andwhat the firm is perceived to be, respectively. These two concepts are also
different from corporate reputatipwhich involves impressions that stakeholders holduaibo

an organisation (Aaker, 1991, 1995). Thus, corporate reputation emanates from external
stakeholder perception about the organisation and its processes as a result of past
transactional experiences, while corporate identity involves internal organisational efforts
aimed at improving external stakeholder perception. Abratt (1989) stressealtth@augh
corporate identity and corporate image are often used interchangeably, corporate identity is

an index of the physical and behavioural indicators conceived and controlled by a company,
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while corporate image is a global impression formed in timelsnof customers (Steinet al,
2013).

From a communication perspective, Schmeltz (2014) subscribes to the dominant body of
branding knowledge, treating corporate identity as a precursor of brand image by
conceptualising the concept as comprisinggklments that are developed by an organisation

to communicate to its stakeholders in order to develop a positive image. This author similarly
subsumes identity under reputatiday treatingidentity as a corporatecommunication
mechanism that builds and peots strong reputation. Kapferer (2004) and Srivastava (2010)
treat brand image as a synthesis of various brand messages including those captured in the
organi sati ondos i dednvan Dyke(2008 and Goonelisgen! (2011p wine
consider orgamsiational identity as a precursor to image and reputdirarguing that
corporate identityis a value concept that affedteagesand ultimately reputationsThus,

apart fromplacing identity under image, these authors also consider organisationalioeputat

as the ultimate among the three construResearchers like Margulies (197 Dlins (1989);

Hatch and Schultz (2004lso perceive identity as a concept that mirrors reputation to
stakeholders while treating the latter as an aggregate of severalsirff@igestensen and
Askegaard, 2001).

Making a case for the influence of higher e
studentsé r et enhandheBldne 2008)icomho,r aNgu y®@ mbr unbs
allusion to the existence of multiple ages among numaus constituents (e.g. students and
employees) that culminatesann i nst i t ut GasshasdWilsoe (20D Xadegorise n .

extant academic work on the concepts of corporate image and reputation into analogous and
differentiated schds of thoughts andubscribe to the lattefheyargue that the concepts are

di fferent but intertwined in a dynamic Obil
Oeverydayod i mages and i ts reputation (over
observation is contrary to the view of Steinefr al. (2013)that reputation is the subjective
reflection of an institutionds actions that
also allude to the existence of multiple reputations among organisat®d di f f er ent st
groups and argue that, with time, these reputations consolidate into its brand image. They
however add to the quagmire by arguing that theresaxisttiple, fragmented images which

evolve to become 0 s teakreehpoul tdaetrisodbn sp eorfc etphtei oonr go
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In their analysis of brand identity variables of higher education institutions, Bosch et al.
(2006) also treated identity and reputation as antecedents of institutional image. In that study,
reputation is trated as a variable of identityhich in turn leads to higher educational

i nstituti ons 620li5mmlaogmaintainS that mditatioralridentity can be used to
create a powerful and consistent image for a university. Similarly, Bosch et al.) (2006
indicate that brand identity is shaped by four independent variables, namely; personality,
performance, relationship and reputation, thereby considering reputation as a determinant of

organisational identity.

Cornelissen (2011) argues that all commoational efforts of corporate entity should be
managed and directed at 6establishing and
stakehol der groups upon which the organisat:i
the prominence of reputation in porate communication endeavours, he also suggests the
existence of multiple reputations among different stakeholder groups for the same institution

that need to be managed to ensure coherence in the way the institution projects itself to
stakeholdersinterestingly, Alessandri et al. (20pPplaces image under identity with both

l eading to reputation by positing that an i

which ultimately leads to its reputation.

Lievens et al. (2007) believe thabrporaé identity is managed by creating an appealing
image for both internal and external customers of the organisation; while Stealef2013)

posit that university identity is constructed by organizational identity, symbolic identity,
image, and reputatip thus treating reputation and image as determinants of institutional
identity. VanRiel and Balmer (1997) statieat corporate identity is influenced by various
factors, including changes in the external environment, corporate reputation, and
organizatiomal performance. In their perception, both image and reputation are considered to
be largely an interpretation of perceptions of how an organization is seen from the outside;
while treating image as immediate, shintm, external stakeholder perceptionattlare

based on impressions and attitudes toward the organization (Heding et al., 2009). Thus, they

consider identity as emanating from internal organisational efforts.

Commenting on the interconnection between the three concepts, Brown et al. (20&® indi
that the three concepts are simply complementary and that a strong organizational identity

provides a firm foundatiofor the external image of a universityhich in turn leads to its
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reputation (Gioia et al., 2000); and advocates for identity and image congruence. This
indicates that an external image that is perceived to be very different from the university
identity will call for identity change to ensue®nsistency, as according to the authors, a
conspicuous imagedent ity gap might i ndicate the 1ins
that matches stakeholder expectations (Morphew and Hartley, 2006; Stensaker, 2015). In the
light of the need for congruee betwen the concepts, Balmer and Greyser (2@@kiressed
corporate identity as the Aidentity wheel of
institutionods I|ife; I mplying that new trends

management can trigger the need for a corporate identity change (Melewar and Akel, 2005).

It is evidently clear then, that there is a lack of unanimity in the manner in which the three
concepts are conceptusdd, understood and treated. Tieisearcheagrees with the assertion

by Abratt and Kleyn Z012) that the constructs are not interchangeable although there are
overlaps in the manner in which they are measured and managed. This study views corporate
identity as concerning itself with internal irtstional efforts to portray itself in a manner it

wi shes t o be envi saged,; corporate I mage i
impressions about an organisatiddfatt and Kleyr2012) which ultimately go to determine

the overall reputation of the ganisation that is predominantly predicated on the
accumulation of historical experiences ouwene. Whatever the level of disagreement,
however, a good understanding of the conceparmmount in understanding, building and

maintaining university brandgeity. From the foregoing, it is hypothesised that:

H1: There is a positive relationship between university image and the reputation of university
institutions in Ghana.
H2: University identity impacts positively on the reputation of university instisitio

Ghana

4.3.3 Relationship betweerlniversity Identity and University Preference

Corporate identi y contri but e sforttines by diffeeemiatisgtheém fooms 0
competitors (Balmer and Greyser, 2006). It createsng relationships with stakeholders

(Lorange, 2005) and delivergalue, which in turn enables companies to achieve their
strategic objectives (Melewar, 200&lthough extant literature abundantly establishes the

relevance of organisational identiip determining the equity of university institutions
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(Abratt, 1989; Riel, 2005; Cornelissen, 201k iBer et al., 2013; Goia et a2014; Schmeltz,
2014; Xie et al., 2015), literature relating to brand identity in educational settings is limited
(Alessandret al., 2007)According toColeman et al. (2011), little of what exists has been
subjected to rigorous empirical investigation.

Steiner et al. (2013) argue that it has become important for universities to build distinct
identities that attract studenssnd al so faculty to meet uni ve
competenceln the light of this, a growing number of universities have started to develop and
implement corporate identity management programmes as part of their strategic growth and
expansion programmes (Melewar and Akel, 2005; McAlexander et al., 2@a8ch et b

(2006) and Melewar and Akel (2005) stress the importance of such organisational elements

as visual and verbal identity, behaviour, culture, brand name, positioning statement and brand
symbols in building brand identity for educational ingtdans; while Steiner et al. (2013)

stress on regulations, rules and procedures as affecting university identity strategy.

In the light of the growing relevance of university identity, Lawlor (1998) also suggests that
institutions should shift their focus from costduction and concentrate more of their
attention on identity building that creates the desired image among their target audiences.
the opinions of Bunzel (2007) and Jevons (2006), much of higher education branding efforts
have been focused on such itign elements as logos, mottos, mascots, names, and
communication materials that are intended to promote those elements (Argenti, 2000). While
the indiscriminate athioc use of these elements can be effective in promoting the university
externally (Jevons2006), the prevailing oveeliance on them suggests some lack of
appreciation of the akncompassing nature of the universityrfstgdNg and Forbes, 2009 in
Pinar et al.,2014). Such efforts are only considered to be extéataised and fail to
apprecige the holistic nature of the brand that requires a deliberate and coordinated approach
to build.

Therefore a welmanaged, strategic corporate identity can help institutions to dewelop
competitive edge (Olins, 1995), as an appealing identity attragerhpatronage (Aaker,
1991, 1995; Paramewaran and Glowacka, 1€98eman et al., 2011; Steiner et al., 2013;
Goia, 2014; Xie et al., 2015As observed by Behrman et al. (1998), a number of institutions
have increased their investments in their efféotositively distinguish themselves from
their competitors by strengthening the elements of their images of which corporate identity is
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part. In the opinions of Milo et al. (1989) and Weissman (1990), these concepts are
extensively used as positioningstruments in educational services management in order to
influence students' choice of a higher education institution. Therefore the identity of a higher
education institution is critical 1in shaping
al., 2011) to the extent that studentsdé willi:
by the level of congruence between their-gagintity (Tajfel, 1978yan Knippenbergndvan

Schie, 2010da Silveira et al., 2013; Garnett, 2014) and the idewfitthe institution. The

next theoretical proposition therefore relates to the relationship between university identity

and university preference among students in Ghana. It is thus hypothesised that:

H3: University institution identity has a positivefeé c t on studentso
preference.

4.34 Relationship betweerUniversity Image and University Preference

The image of higher educational institutions influences the attitudes of their stakeholders as it
serves as a critical component intheat t er 0 s eultimataly,gercemtion ofa thel
institutionsd overall service quality (Finch
preez (2015), consumers respond favourably to brands that have distinct and strdng bran
images (Ansehsson et al., 2014Jumiati and Norazah, 201%hinomona 2016), and

studensg are no exceptionoia et al., 201¢ For that reason, higher education institutions are
admonished to adapt successfully proven image theories from other service and product
sectors to attract studemfHemsleyBrown and Oplatka, 2006; Schofield et, @013); while
Nguyen and LeBlanc (2001) argue that the col
reputation increases studentso6 | oyalty.

In their observation, Behrman el. (1998) noted thainstitutions have increased their
investments in programmes that enhance their prestige for quality, based on the realisation
that universities with distinct and appealing imagesliaety to be more competitiveJust

like organisabns in the tangible products industry, universities consciously institute
measures that differentiate them by developing management practices that highlight their
uniqueness, portray their consistency and present them as credible, reliable, respahsive, an

trustworthy in the eyes of their numerous stakehold@asamewaran and Glowacka, 1995
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In their study of antecedents and consequences of Open University brand image, Hosseini
and Nahad (2012) indicate that universities have realised the role nfjdistied imagery in
studentsod university selection. Due to compe
portraying unique and desirable attributes that indicate a strong university image has been
instrumental in the attraction and retentiorcofrent and prospective students (Palacio et al.,

2002; Mourad et al., 201 Brown and Carasso, 2013

Sevig (200 singled out i mage as t he ndosattendampor t a
university. Similarly,Goia et al. (2014) maintain that in a competitive global market place,
universityimagedetermines the marketability of programmes, and affects student attraction
retention and funding opportunitiesvy (2001, 2008) underscores the relevance of image in
studentsd6 choi ce of outhnAfrivaecby sdicatiyng thaimsorsistenu t i on s
portrayal of university imagery could be responsible for some of the significant falls in

student enrolments.

To ensure the creation and maintenance of a healtiiversity image that would ensure

student preference, patronage and loyalty, Theus (I8@3plsacongientised management

about themultiplicity of university stakeholder interests and the need to appreciate and
balance same. The foregoing suggestd thnage considerations are pivotal in influencing
student s6 per cept,iwich uloniately aifects brand preferen@dpoaa | 1 t y
et, 2014).As Paden and Stell (2006) acknowledge, the image of an educational institution
influences the highee ducati on brand and thus i ngpeact s o

(Dawn, 2014). The next hypothesis of thigdy is thus stated below:

H4.: Uni versity i nstitution I mage has a

preference.

4.3.5Relationship betweenUniversity Reputation and University Preference

Organisational reputation has received considerable attention in extant literature due to its
demonstrable link to positive customer attitudes to organisations and their products
(Bartikowski and Walsh, 2011; Suomi et al., 2014), satisfaction (Davies et al., 2002) and in
the long haul, superior customer loyalty (Caruana and Ewing, 2010). According to Tolbert
(2014), educational institutions are engaged in active communication to thed emdking
specific reputations in the minds of their numerous stakeholder constituents, enhancing their
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intellectual capital and attracting good employees (Brown and Whysall, 2010).

Reputation management is a far reaching endeavour that impacts theiexaland attitudes

of important stakeholders including students and research financiers, as well as government
authorities (Rindova et al., 20LBlanca et al. (2013) argue that service providers have used
reputation to evaluate themselves while Witimand Omar (2014) maintain that the success

of higher education institutions is largely attributabdetheir pursuit of goodeputation.
Arambewela and Hall (2009) indicate that university reputation management is a long and
arduous endeavour that reqs commitment to quality teaching and resedkdti et al.,

2014) Earlier, Arpan et al. (2003) identified a preponderance of elements such as size of the
institution, location appearance, scope of programmésculty excellence, extent of
endowments, tadent diversity, campus morale, service to the community, and institutional
visibility, among others that need to be addressed in an effective reputation management

endeavour.

In the higher education industry, as in other experience and credenceséadier sectors
whose quality can only be determined during and after consumption, institutional reputation

can be used as an effective means of predicting the future outcomes of the service production

process, as well as being one of the most reliable cu¢ o s i gnal the i1insti
ful fil studentsdé needs (Krishnan and Hartl.
gual ity of institutional reputation i s amon

foreign institutions. In a simak study, Mazzarol and Soutar (2012) identified strong

education institution reputation as key in competing in the global education industry, while

Berger and Wallingford (1996) mentioned dQAr e
important consideratianin choosing a university. Wilbur (1988) also isolated academic

reputation as having the most enduring | mpac
Similarly, Gray et al . (2003) identi fied l

graduate care@grospects, destination, and cultural integration as the main brand positioning
dimensions for higher education institutions. Stakeholders are likely to talk about positive
and memorable experiences they have when interacting with university institutioioh,
word-of-mouth can engender credibility and trust thereby positively affecting the image of
the insttution (DelgadeMarquez et al.2012). Blanton (2007) observes that there is a high
likelihood for customers to patronise institutions with highelsvof recognition. In his
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findings, image and reputation of some universities have been argued to be even more

important than actual &hing quality (Kotler and F0x4,995).

Stolz et al. 2010)maintain that, sthigher education become progressively magonalised ,
institutional performance and reputation have been instrumental in global university rankings
because of their ability teimplify the complexity in which the world of higher education is
shroudedSuchrankings in the opinion of TofallisZ012), have a powerful influence over all

stakeholders in the knowledge service industityus, such reputatielmasedpositions in the
world rankings provide evidencebfn st i t uti onsé academic qualit:
et al. (2013)degrees obtaed from highly ranked (reputable) institutions are matiable

in the market, as they asgdudents in acquiring jobs after graduation (Morrish and Lee, 2011).

Therefore, a good number of studies have found that high reputation is beneficial to
institutions due to the stock of social capital and goodwill it generdimgyélovaet al.,

2016); and in the context of the knowledge service industriyersity reputation provides
student s wi t h sat i ssessmenti o the reputatiorh obussesuat e nt s 6
universities likely to affect their decision to drop out (Palacio e2@02). Perhaps this is the

reason why top ranked universities expnce very low withdrawal rate®Villiams and

Omar (2014) During their earlydays in universities where studertgve insufficient
experience based on which theynaaake any objective assessmeltmnca et al. (2013)

argue thauniversityreputation ecomesa critical determinant n f or mi ng student
towards institutions ahtheir programmes.

According to DelgadéMarquez et al. (2012), university reputation kicks in a virtuous cycle

in which positive evaluations among students lead to,twisich further leads to positive
evduations of their experience$hese positive evaluations lead to quality perceptions of
institutions and their programmes, and further, generate positive word of mouth, all of which
ultimately culminate in improved wersity reputation. They add a twist to the issue by
arguing thatdue to their appeal to students and the attraction thereof, highly ranked reputable
universities have the potential to internationalise and also attract top tier tedelvyedova

et al. (2016) also posit that universities with high reputation are likely to receive more

donations from their alumni donors.
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In determining the impact of branduty on student choice of universities, Brewer and Zhao

(2010) identified cost, course range, degree offering and academic reputation as pivotal
considerations (Muffo and Whipple, 1982; Delan®998). They concluded that universities

with good reputatioralso have those levels of repute positively impacting their affiliate
institutions. Nguyen and LeBlanc (2001) emphasised positive effects of institutional image
and institutional reputation on customer | o
further studies with same university institutioish er ef or e, student sd i
reputation of a university is important in attracting and retaining them (Standifird, 2005;
Stensaker2015). The foregoing presupposes that the reputation of a raitiyanstitution
potentially has an i mpact on studentsd uniywv

2011; Pinar et al., 2014); thusading to the next hypothesis as stated below:

H5: There is a positive relationship between university institutional reputation and

studentsé university preference.

4.3.6 Relationship between Perceivednstitutional Service Quality and University
Preference
Owing to the relevance of quality perception in coneu preferenceMoshe, 2013Wang,
2013; Al l ameh et al .er20250dndretentve (bayyeq ¢t al., 2015)] De n
the relationship between perceived quality and brand evaluation has beenseaiched
(Kenyon and Ser2012; Jorge, 20151t is amply established that brand preference increases
as perceived quality increases (Chiu et al., 2010; ChomvilaitdkButcher, 201ondasani
and Panda, 2015), indicatingat overall consumer perception product value isstrongly

associated with brad preference

Extant |iterature identifies a number of f ac
the university brand (Kurz et.a2008). These factors includgiality of staff, location, size,

history and international agreements (Bidsand Ekwulugo, 2003; Chen, 2008; ElI Mahdy

and Mourad, 2008; Mazzarol and Soutar, 2008; Mourad et al., 2011). Others include
facilities, curriculum content and design, contact personnel, social activities, assessment,
learning styleand mediumof instructon (Denise, et al., 2015)According to Gronroos

(1984), the performance of contact personnel and the nature of the customer/personnel
interactions that take place during the service encounter influence the ouit@®rvice
evaluations. e behavioursral attitudes of staff arthereforeindicative of the level and

113



guality of services offered by the service fjnvhich exert influence on customer satisfaction
(Crosbyet al.,1990). Bitner(1990) confirms that the human interaction component has an
importa n t effect on customer s 0 serwca bffermgsMerag pr oc
2015).

In their research on the impact of teaching quality on learning in higher edudédtioore

(2003) believes that, besidesurse design and interaction betweenuent and students,
studentsod personal needs and professional p |
l earning in higher education institutions an
In the opinion of Guolla (1999), teachingg | i ty i s positively correl
satisfaction as well as instructor satisfaction. Therefore, perceived quality of a university

institution is vital in studentsd® decision t

Various studies into general higher education sedieel i ver y and studentso
identified a variety of instrumentahtrinsic and extrinsic attributes Zeithaml and Bitner,

2006; Olsen et al., 2011pcluding location and facilities for learning, and appropriate level

of respect for studentamong instructors St udent sé participation,
attitude toward teaching, technology, course management, support sardcagerschool
communicatiorhave also been cited (Binner et al., 1994; Urdan and Weggen, 26003t

of scholarly works on ensuring quality interaction between faculty and students to enhance
the | atterds evaluation, perception and pre
posits that qualified faculty need to perform certain key functions ingudpgrading
studentsod capabilities effectively, enhanci
studentsod behaviours and &¢ldangingness ansong sademts e n g e
by encouraging them to make contributions towards overall utistital goals.For the
purposes of this study, jybdgmentabou thedpermpntyeofai t y i n
university institution that is based on thsubjective evaluation of its qualjtyelative to its

competitors.

According to Mazzarolrad Soutar (2008), if there could be any compromises in university
choice, perhaps one of the last elements to be considered would be the quality of staff,
particularly faculty, as they are in charge of the actual delivery of the core service of
knowledge @ | i ver y. I n ascertaining the i mpact of
image of parent universities, Brewer and Zhao (2010) singled out teaching quality as the most
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important factor that enhances the reputation and the brand of a universtgirischool

evaluation perceptommnd sel ecti on process, prospective
to include academic reputation, service, employment prospect and teaching quality (Council

of Ontario Universities, 2003).

In his conceptualisation of the concept of perceigadlity in the service sectoGronroos

(1984) identified two service quality dimensions in his perceived service quality model
technical quality dimensiofwhat service is provided) and functionaladjty dimension (how

the service is provided) (Lee and Chen, 2012; Jepsen et al., 2015). In university education
provision which is dominated by experience and credence qualities, students tangibilise the
service encounter by evaluating quality attrilsudéssociated with the process of its delivery.
Perceived service quality of higher education institutions undoubtedly has an impact on their
reputation and ultimately, the equity of their brands (Gronroos, 1984; Lehtinen and Lehtinen,
1992; Mourad et al2011;Cristina et al., 2013; Bekir and Halil, 2015). Blanca et al. (2013

for example, conclude that higher education institutions with high perception of quality
teaching and research have good reputation among students. Kotler and Fox (1995) maintain
tha the actual quality of an institution is often of less importance than its prestige, or
reputation for quality, because it is the univetsy 6 s per c ei viamsechaole | | en c
selection decisions of prospective students. The foregoing thus leats tfollowing
hypothesis of the study:

H6: Perceived institutional service qualit

preference for university institutions in Ghana.

4.37 Relationship betweerGraduate Employability and University Preference

Graduate employability is an issue of importance for the higher education industry (Leonard
Holmes, 2013Denise, 2014Jackson, 204Samo and Ivan, 20)4According to Yorke

(2006) in Holmes (2013)graduate employability involves set of achievements (skills and

personal attributeghat makes graduates more likely to gain employment and be successful

in their chosen occupations, which benefits themselves, the workforce, the community and

the economyat large Thus the concept bgraduate employability involves a set of diverse
skills and personal attributes that are bel
and succeed in a good job (Knight and Yorke, 2004). It involves the ability to apply
graduateso ikknoswlaeamdddyeunde&r st anding to empl oy
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involves the possession of relevant abilities, as well as the understanding to interpret and
adapt oneself to employersdéd contexts (Garn
employability can be said to be context specific and can be viewed from a number of
perspectives ranging from the nature of employment, the needs of a specific employer, the
lives of the individuals involved, the skills, understanding and attributes that students will

need to develop in order to improve their employability, as well as the outcomes of

employments (Blanca et al., 2QBavlin and Svetlik, 2014).

Holmes (2013) examines three competing perspectives on employability, termed as
possessive, positioning andopessual approaches. The possessive perspegtivieh
dominates extant employability literature emphasises skills and attributes (Yorke, 2006
Blanca et al., 2013; Jackson, 2D1As Lauder et al. (2006) maintain, students are moving
from a state of inquitive learning to acquisitive learninghich equips them with attractive
credentials as they demand their rights as customers in a labour market. Jackson (2014)
identifies technical expertise, generic skill mastery and graduate identity as instrumental i
graduate employabiiit considerations. According to Pool and Sew@(Q7) in Jackson
(2014) graduate employability requires the development of a wealth of attributes, skills and
knowledge to enable gradusatéo acquire jdbs and perform on their jobsuggesing that

higher education programmes be expanded to diechusinesselated skills. This suggestion

was made in atudy in which the idea of the inclusion of such contemporary job oriented
courses as financial management, business communicatiots, skiformation and
communications technology (ICT) and knowledipsed businesses was supported by

graduates of all faculties and age groups.

The positioning perspective focuses on outcomes of employakiltyi ch r el ates t o
(2006) Osplcaegmasnt @, ewi th the potenti al t o be
a number of stakeholders (Yorke, 2004, 2006, in Holmes, 2013). Favourable employment
outcomes are vital for higher education providers to attract potential students who
significantly fund their operations (Bourner and Millica@011; Australian Bureauwof
Statistics,2010). Lastly, the processual perspective relates to enhancing the process of job
acquisition and graduate identity and considers interview skills that enable good job
acqusition & important. Blanca et al. (201Believe thatby placing lots of emphasis on

skills acquisition that enable employability, not much attention has been paiel pooitess

of gaining employmentlike interview skills which they consider as fundamtal in
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increasing the probability of studersisccessfully acquiring jobs in the first place. According

to Brown and Hesketh (2004), possessing a degree remains a threshold requirement in the
UK (like most parts of the world) with employers increasingipecting applicants to
possess a variety of likeable personal attributes and generic soft and hard skills.

In their work on the effect of numeracy skills on graduate employability, Tariq and Durrani
(2012) reveal that employers attach a high level ooimpt ance t o graduateso
thereby pointing to the potential of poor numeracy skills to limit graduate employability
potential, irrespective of the subject area concerned. Hoyles et al. (2002) also indicate
growing demand among employers for hehatically literatggraduates, alongside other soft
qualifying criteria like honesty and integrity, basic literacy skills, oral communication skills,
reliability, and good work ethics (lolhstitute of Directors, 2007Jackson, 2014)In the
contextofth s st udy, graduate employability impl:.

relative ease, which can be linked to their graduating from particular university institutions.

In response to the growing relevance of graduate employability, higher edunatitrions

all over the world are redesigning their academic programmes anecaxti@ilar activities

to enhance undergraduatesdo employability ski
Tomlinson (2008), undergraduates are not oblivious te teality and expect their
institutions to run programmes that ensure the development of employable skills; although
some researchers argue that multifarious employable skills initiatives implemented by higher
education institutions do not necessarily gudee skills transferability onto the job market
(Washer, 2007).

I n their study on recent graduates6 absorpti
(2013) indicate that employment outcomes are greatly affected by positive perception of
institutional reputation, although they maintain that this is a poor indicator of educational
quality as employers are unlikely to have an objective account of the educational quality of
institutiors they employ from (Smith and Enne2000; Brown and Heketh, 204). Blanca et

al. (2013 conclude that higher education institutions with high perception of quality teaching

and research have good reputation among students, as qualifications from highly ranked
universities are considered to be more valuable on thenprlet (Morrish and Lee, 2011;

Shah et al., 2015). Blane al. (2013) also argue that degrees obtained from highly ranked

(highly perceived) institutions are more valuable in the job market, thereby aiding students in
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acquiring jobs after gduation. Accordingly, Tolbert (2014) observes that educational
institutions engage in active communication to the end of evoking specific reputations in the
minds of their numerous stakeholder constituents, enhancing their intellectual capital and
attracting good eployees (Brown and Whysall, 2010). Therefore, aside hard numeracy skills
acquisition, employability considerations of university institutions include the development

of soft likeable personal attributes, convincing graduate identity through intervies; sisill

well as working on their own quality perception and reputation among students and
employers. The foregoing amply indicates that graduate employability has the potential to
add to studentsdé overal/l p er c e pttheirgpreference u ni v €

for institutions.From the review of the literaturthe following hypotheses are formulated:

H7: Graduate employability positively affe
Ghana.
H8: Perceived institutional service quality is positively correlated with graduate

employability.

The next section presents the conceptual framework for the thesis which contains the

constructs under study and the proposed relationships thereof.

4.4 Conceptual Framework for the Study

As indicated earlier in this chapter, the SBBE constructs discussed above were drawn from
existing studies by Mourad et al. (2011) and Pinar et al. (2014) in which a wide array of
university brand equity antecedents wiglentified as presented in figure 4.1. In their study,
Mourad et al. (2011) grouped brand equity attributes within the university setting into three
broad categories of consumer attributes, awareness attributes and image attributes as
present ed offfigure $.1a This cabegodisatipwhich was applied to the Egygan

higher education industrypllowed an earlier work by Vorhies (1997), which categorised
determinants of university brand equity under consumer attributes, provider attributes,
marketirg activities, product attributes and symbolic attributes. Mourad et al. (2011)
explained the consumer attributes category
the university service and its provider, as well as such smooomic factors ascademic
gualification, gender, age and income levels. They explained the awareness dimension as

comprising promotional activities and weod-mouth.
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The image attributes category was -salbegorised into service, symbolic and provider
attributes, with setice attributes comprising price (tuition fees) (Keller, 1993; Chen, 2008),
perceived quality of service provision (Scott, 2000; Smith and Ennew, 2000; Kurz et al.,
2008) and after sales service (Kent et al., 1993; Vorhies, 1997). Provider attributesmepre
organizational elements such as location (Kurz et al., 2008), country of origin (Scott, 2000;
Smith and Ennew, 2000) stakeholder relationships (Vorhies, 1997; Chen, 2008) and
university staff. Lastly, symbolic attributes encompass market positiorgl Soage and

brand personality and identitwhi ch t hey termed as O6overall
university institutiond (Scott, 2000; Smith

In that study, while the awaness and consumer dimensibiad no significant relationships

with SBBE, significant positive relationships were found between SBBE and a number of
image dimensions as follows: image and personality under symbolic attributes; price and
perceived quality under service attributes; andti@hships, staff, country of origin and
international relations/reputation under provider attributes. The university institution image
and perceived institutional service quality constructs in this study were adopted from that
study to ascertain their eglonshps with university preference of undergraduate students in

Ghana.

In appreciation of the mulfaceted nature of the university brand, Pinar et al. (2014) adopted

a holistic approach in their SBBE antecedent identification by combining core jaoolsog

di mensions of the university experience as
dimensions (Ng and Forbes (2009) in Pinar et al., 26hddmpassed elements that enhance
studentsé6é wuniversity experi endnludiagnldarnihgence ¢
environments, brand awareness, brand associations, brand loyalty, perceived quality, brand
emotions, brand trust, and reputation. The supporting dimension on the other hand, include
dormitory facilities, dining services, career sersgickbrary services and other such ancillary
student services that complement the holistic complexity of the university experience that
create the brand. The study obtained positive relationships between some of both core and
supporting dimensions on oneard, andSBBE on the other as followsmeang the core
dimensions are brand awareness, perceived service quality, emotional environment, brand
loyalty and university reputation. For the supporting dimensions, factors identified that

obtained positive relainships with SBBE were student living, library services, career
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development and physical facilities.

For the purpose of this study, three dimensions of university brand equity namely; university
reputation, university graduate employability and perceimstitutional service quality were
adopted from that study. University identity, a fifth dimension has also been identified for
investigation due to its ubiquityn the university branding literature (Melewar and Akel,
2005; Balmer and Greyser, 2006; Aardri et al., 2007; Balmer and Liao, 2007; Lowrie,
2007; Cornelissen, 2011; Keller, 201 3giner et al., 201Buomi et al., 2014Garnett, 2014,

Goia et al., 2014Schmeltz, 2014Xie et al., 2015). The extensive feature of these adapted
constructs inhe higher education branding literature provides confidence in their selection

for empirical investigation in this study (Mackay, 2001).
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Figure 4.1: Antecedent (SBBE) Dimensions by Mourad et al. (20138nd Pinar et al. (2012

Mourad et al. (2011) Symbolic ?Aetgyiilg&tes Provider
Attributes - Attributes
Price ' .
Image (Ull) Perceived Relationship
(A) Personality Service quality Staff
Positioning (P1SQ) Location
After sales Country of
service origin

A 4

STUDENT-BASED BRAND EQUITY

(SBBE)
A
|
Core constructs Supporting constructs
Pinar et al. (2014) Brand awareness Student living
Perf_elveF()JII Sserwce Library services
(B) gua ltt}/ ( | Q) Employability (UGE)
motiona Physical facilities

environment

Brand loyalty

Reputation (UIR)

SourceMourad et al. (2011); Pinar et al. (2014)
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The conceptual framework for this studypiesented in Figure 4.2, and contains the above
discussed antecedents of SBBE drawn from the studies by Mourad et al. (2011) and Pinar et

al . (2014) . The framewor k i s I n t wo parts
independent SBBE constructs admpfor this studynamely;perceived institutional service

quality (PISQ), university graduate employability (UGE), university institution reputation

(UIR), university institution image (Ull) and university institution identity. The second part

of the mode | abell ed O6B6&6 presents;, sthbhdemndtep&ndent
preference (SUP) whose relationships with the almeationed independent variables this

study sought to test within the context of G

In the conceptudramework, the following hypothetical relationships are propdsembsess
whet her the five SBBE <constructs affect uni

students& popul ati on

1 H1 represents the first hypothetical statement that university imagea lpositive
effect of university reputation;
H2 proposes that university identity leads to university reputation;
H3 proposes a positive relationship between university identity and university
preference;

1 H4 proposes a positive relationship between ensity image and university
preference;

1 H5 proposes a positive relationship between university reputation and university
preference;

1 H6 proposes a positive relationship between perceived university service quality and
university preference,

1 H7 proposesa positive relationship between university graduate emplbyabnd
university preferencayhile

1 H8 proposes that perceived university service quality and graduate employability are

positively correlated.
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Figure 4.2:R e s e a r CohoeptudlEramework of Relationship between SBBE
Constructs and University Preference

Adapted SBBE Constructs & Relationships

(A)

University
identity (Ul)

v H2
University

reputation
(UIR)

A

H1

(B)

University image
(Ul Stident s
University
Preference

(SUP)

Graduate
employability
(UGE)

A

H8

Perceived
institutionservice
quality

(PISQ)

I T
=) ~
I
T I w
H o1
y

SourceMourad et al. (2011); Pinar et al. (2014)

From a student perspective, this study aims at determining whether university image,
university identity, university reputation, university graduate employability and perceived
institutional service quality, having been established as SBBE antecedents in extant literature
(Aaker, 1991; Keller, 1993; Vorhies, 1997; Mourad et al., 2011; Pinar et al., 2011, 2014),
woul d have any effect on instituiodsenrthe enGergipgue f er enc

Saharan African country of Ghana.
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Extant literature is replete with studies that examine antecedents of university brands and
brand equity (Mourad et al., 2011; Sharma et al., 2013; Pinar et al.; 2014); none however
exist that links identified antecedents to university preference among studémsstudy

therefore takes the debate a step furthefilimg this void in the university branding

literature by assessing the relationships between the five university braty @mstructs

and university preference as captured in th
Taking a cue from Pinar et al. (2014), this study is also a departure from the exclusively
externalfocused communicative ap@ch (Ng and Forbe2Q®) in Pinar et al., 2014 It

adopts dimensions that relate to both internal and external environments that also appreciate

the inherent divergence in the multifaceted attributes that synthesise into strong university

brands.

4.5 Summary

Branding has beecoe a strategic tool by which universities develop their unique and
meaningfully differentiated and appealing identities to communicate to and attract students
(Jevons, 2006; Williams and Omar, 2014). Increasingly therefore, there has been growing
emphasison brandmanagement as an avenue for cutting through the competitive clutter
(Mourad et al., 2011Sharmeet al, 2013;Pinar et al., 2014).

Therefore, m conceptualising consumer based brand equitthénuniversity settingsuch

elements of theniversty environment asnfrastructure, supportive unikgty environment,

faculty and tuition quality, advisory and counselling, fees, alumni relations, ranking,
reputation, identity and image among others, have been relevant (Eagle and Brennan, 2007;
Mazzard and Soutar, 208; Adu, 2009; CubillePinilla & al., 2009; Effah etla 2009; Ho

and Wang, 2011; Mourad et al., 2QPinar et al., 2014). Following on the heels of the

studies by Mourad et al. (2011) and Pinar et al. (2014) on antecedents of brand equity in
higher education, this study ascertains the relationships between five empirically identified
dimensions of SBBE ah st udent so preference for uni ve

presented in Figure 4.2.

The chapter has sought to conceptualise stuosed brand equity and student university
preference in the context of this study. It has presented in detail theamostudies from
which the constructs under study were adapted. The chapter has also reviewed literature on

the five main SBBE constructemphasisig their various definitions andonceptualisatios
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that leadto the formulation of hypotheses thatust ke tested through the appropriate

strategies, methods and processeprasented in the next chapter.
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CHAPTER FIVE

RESEARCH DESIGN AND METHODOLOGY

5.1 Introduction

This chapter presents the methodology that underpins the study and stedédgies and
methods employed in collectinghé analysing data, as well akilosophical positios that
underlie the choice ofstrategies and methods. Methanlpt refers to philosophical
assumptions that inform a particular study whereas methods impetjfis techniques and
processes for collecting and analysing data informed by those philosophical assumptions
(White, 2000). Methodology decisions influence the manner in which data are collected,
analysed and interpreted and so determine how researshaaidobjectives are achieved

(Gill and Johnson, 2010).

The chapter begins witlan introduction to the general epistemological and ontological
assumptions that underpin social research and attempts to relate the inherent theoretical,
conceptual and phitmphical assumptions to the current study. Principally, the rest of the
chapter focuses on the following:

1 Research paradigm;

1 Research design;

1 Data types and sources;

1 Sampling procedure;

1 Research instrumengd administration of those instrumerga

1 Methods of data synthesis, analysis and interpretation of research findings.
The chapter concludes by presentietipical considerations of thstudy including data

management, storage, archiving and disposal in accordance with Data Protection Legislation.

5.2Philosophical Stance and Research Paradigms Underpinning the Study

Two separate methodological orientations dominate research in social sciences: quantitative
and qualitative. The difference between the two lie in the philosophical assumptions made
about the nature of the social world (ontology) and the grounds of knowledge abcwaicial

world (epistemology). fie quantitative paradigm/approach dominated social and behavioural
studies for most part of the twentieth century. The last quarter of titergenowever saw

the qualitative paradigm gradually gain promine(iceddie and Tashakkori, 2009).
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There are deeply ingraad ontological assumptions theftect our views and impressions of

the difference between what is real and what is not, as well as attribute what we deem as real
to one set of phenomena over others. It is important that these underlying assumptions are
identified, establised and condered, so thatesearcher arenot blinded to certain relevant
aspects of t phenomena under investigation. Such awareness would also iangicit
assumptionswhich have the potential to relegate those aspects toaitiground, take them

for granted ad hence shield them from questioning, consideration or discussion (Bryman,
2012). There is also the obvious need to understand the link between the two philosophical
thrusts since ontological pagins or assumptions held bgsearcherabout the naturefo

reality tend to influence epistemological choices and hence reseaoddpres adopted and

ultimatelyconclusions drawn.

5.21 Ontological Assumptions

In the context of the social sciences, Blaike (2000) descab&dogy as comprising clain

about what actually exists, what that which exists looks like, what major components make it

up and the nature of interaction that ensues among its constituent units. He describes the root
definition of ontology as the @ilcnqusiian®g or s
seek to describe our view (whether claims or assumptions) on the nature of reality, and
specifically, whether that which is claimed to be real is an objective/external reality that
reallyis, or whetheit is a subjective/internal creati of our minds. Adopting the example of

a workplace reportHatch and Cunliffe (2006highlight the complexity inherent in such
phenomena as culture, power and control, and pose the question as to whether such reports
capture and describe whatisrealyppeni ng, or are only author
going on; whether what is reported is what really exists or is simply an illusion. The two
poles of ontological assumptions relate to whether reality exists only through experience of it
(constructionim), or independently of those who live it (objectivism); whether reality is an
internal, unwitting fabrication by those who expade it or an actual, externaéality
independent of social actors. The centrality of ontological assumptions tsusithethe

nature of social phenomena: whether social reality is external to social actors or constructed

by them Burrell and Morgan, 1979)
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5.2.2 Objectivist Ontology

Inspired by the natural sciences, the ontological position of objectiemmiderssocial
phenomenasconfrontng us asan external reality that is beyond the reach and influence of
social actors themselves; thatructures,rules and regulations, hierarchiasissiors and

other such elements of social configuration constitute a realityightatally outside the
control of those who inhabit iSocial dwellerssimply learn, internalise, copy, follow and
abide by such structured rigidities without contributing whatsoever to its shape orlfasm
argued that datadm objects that existeparate fromand independent of the researcher (an
external reality) is less open to bias and therefore more objective, in the context of social
research (Saunders and Thornt2lD07)

5.2.3 Constructivist Ontology

The ontological position of constructivism holds that social order and their meanings come
about through the actions of social actors themselves. It considers and envisages the social
setting as a social product; that social actors have a role to plagpmg social order and

that so far as social interaction continues to ensue, social order continues to be under a state
of revision and change. Social actors themsetlves construcsocial order. This position is
antithetical to tkb position that socigtis prefabricated and that individuals within the social
setting are merely conforing to structures that preddteem. Regardless of the appreciation

that some formal structures predate particular actors at any point in time, the constructivist
assumpbn views the social setting and processes that make it up as an emergent reality that
is in a constant state of construction and reconstruction by social actors, in appreciation also
of the active role of individuals in the constructionttwdit reality. This assumption therefore
stresses the active involvement of individuals inhabiting social settings in the construction of
social reality and urges researchers to consider the way in which social reality is an ongoing
accomplishment of social actors rathtan something external to them which totally

constrains them

The social order of the university enviroant is believed unde this philosophical
assumption,to be in a constant state afnewal, revision, reviewing, realignment,
reorganistion, etc. Bryman, 2008}o reflect the order of changehich in itself is a product

of the university actors themselves. This is in contrast to the objectivist ontological stance
that argues the prexistence and independent rigidity of structures and rules nikersity
envirormentto which actors, including studenssmply robotically comply.
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5.24 Epistemological Assumptions

Strongly tied to the nature of reality (ontology) is what constitutes knowledge of that reality.
Blaike (2000) views epistemologys the theory or science of thmethods or grounds of
knowledge For him,concerns of epistemology border diaims or assumptions about what
can be known about what existgw that which exists may be known and possible ways of

gaining knowledge of that which can be considered as real.

In their contribution to this philosophical expositid¢tatch and Cunliffe (2006) inquire about

how knowledge is generated; what critenstidguishes good from bad knowledge; and how

reality should be described and presented. They summarise epistemology as knowing how
one can know. According to Chia (2002), epi
what can be known; it relates teethods and standards through which reliable and verifiable
knowledge is produced considering views about the most appropriate ways of enquiring into

the nature of the world (Easted®mith et al., 2004); the sources and limits of knowledge; as

well as howknowledge can be produced and argued for (Eriksson and Kovalainen, 2008).

Like ontology, the epistemological philosophy presents two positions on what can be
considered as acceptable knowledge in studying social phenomena: Positivism and
Interpretivism Bryman and Bell, 2007). According to Eriksson and Kovalainen (2G08)
positivist strand of epistemology, a corollary of the natural sciences, presumes that a social
world exists thatis external and theory neutralyhereas the subjective interpretivist
epistemology presumes no access to the external world beyond our own atrseraat

interpretations of it.

5.2.5 Positivist Epistemology

Proponents of positivism are of the belief that methods us#tkimatural sciences are also
applicable to the stly of social phenomena; that the social world can be studied scientifically
and so advocate the application of natural science methods to the study of social order. It
asserts the deductive generation of testable hypotheses to explain social phenomena in a
valuefree manner that affirms the position that knowledge is arrived at through thergathe

of facts that form the basiof laws. Likerealism (Chia, 2002; Hatch and Cunliffe 2006;
Saunders and Thornhill, 2007positivism supports the assertidhat he social setting

constitutes a reality that is separate from our description of it and that our ability to
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understand and effect social change is contingent on our appreciation of the prevalence of

structures and generative mechanisms that underpin sodél

The positivist strand of epistemology is thus an offshoot of natural science and is
charactesed by the testing of hypothasdeveloped from existing theory (hence deductive or
theory testing) through measurement of observable social regulariisgposition presumes

that the social world exists objectively and externally. It is hinged on the values of reason,
truth and validity and thrives purely on facts that are gathered through direct observation and
experience of social patterns and adagtgpirical measurements using hard quantification
ard statistical analysis (Blagk 1993 200Q Hatch and Cunliffe, 2006Saunders and
Thornhill, 2007 EasterbySmith et al., 2004; Eriksson and Kovalainen, 2008). Positivists are
of the stance that knowledds valid only if it is based on observation and measurement of
pre-existing eternal patterns and regularity, whosause and effect relationships are
generalisabletherebylendng themselves to predictive outcomes. In relation to the university
context the positivists assumption is that what actually conssitsbeial order can only be
ascertained and established through scientific measurement of such insider stakeholder
behaviours as those exhibited by students, as well as systems and structuratuthby

independently underpin those structured university environments (Hatch and Cunliffe, 2006).

5.2.6 Interpretivist Epistemology

The thrustoff nt er preti vism is that meaning 1 s embe
mediated throgh researche® own perceptions, impressions and experiences (Neuman

2000; Bryman, 2012). Proponerkthe interpretivist strand of epistemology are of the view

that socialresearch requires a research logic and procedure that appreciate and hence reflect
the distinctiveness and complexity inherent in social interaction relative to the natural order.

The fundamental assumption here is that social actions become meaningful and better
appreciated when studied through the eyes of the actors themselves. Tios gapports

the admonition that soci al researchers shoul

seng thinking and interpret sociattions fromt h e | oan internal perspectives.

The interpretivist paradigm emphasises empathetoerstanaig of human actions and is
very much in league with the phenomenological perspective (Heap and Roth, 1973) which is

about how individuals make sense of the world around them and the need for researchers to
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control their misconceptions in order to makeaieleé meaning of social order. This position

is described by Hatch and Cunliffe (2006) as-positivist in appreciation of the stand that
individuals and groups make sense of situations based upon their own experiences, memories
and expectations. Meaning therefore under constant construction andomstruction over

time through participantsd experienuwiehs r esu

cumulatively create a social reality in which people live and act.

Also key to the interpretivishassumption is the existence of multiple realities (Denzin and
Lincoln, 2003) as all knowledge is relative to the knower. Researchers under this
philosophical paradigm aim to work alongside others in making sense of, drawing meaning
from, and creating redles in understanding different points of view, and ultimately
interpreting these qualitative realities in the context of their peculiar academic experiences
(Hatch and Cunliffe, 2006). This approach is therefore inductive or theory building that seeks
to discover and understand meanings of social order as well as the contextual factors that
determine and influence interpretations of those meanings. Given the subjective nature of this
paradigm, and the emphasis on language, it is associated with qualifginaaches to data
gathering (Eriksson and Kovalainen, 2008). It is this contextuality that denies research

underpinned by this paradigm extensive generalisab8#y(ders and Thornhill, 2007

A caution associated with the use of this paradigm eladethe institution of conscious
measures to avoid or at least reduce bias as all interpretations are framed within the mind of
the researchedopting this indative paradigm would imply thatontextual factors that

i nfl uence st ud e the maliyof the uneverpty eeviramersice mirglerstoad

The interpretivist/constructiortigparadigm in the context of th&gudy helgd discover how
students make sensetbk university setting based on their individual experience, memories
and expetations (Denzing and Lincon, 2003)his can be tested through a study of the
interplay of factors that both underlie and form part of the university environment (Bryman,
2012).

5.2.7 Realism/ PosPositivism

Postpositivism, also referred to as realissna research paradigm that is envisaged to cure
the philosophical dogmatism associated with the adoption of either positivism or

interpretivism. Situated between positivism and interpretivism, realism combines parts of
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both philosophies and so addressesithtions like overdeterminism and relativism that
characterise positivism and tampretivism respectively (Teddlie and Tashakkori (2009).
Realism subscribes to the existence of real structures that are independent of human
consciousness, but that knoddg of that reality is socially created through social

conditioning (Saunders et al., 2007).

Like positivism, realism is concerned with the existence of actual/real independent structures
and how those structures interact and behave. It holds the viewatimmal and objective

facts must be gathered through direct observation and experience of social reality, and that
empirical measurements that uses quantification and statistical analysis must be adopted in
studying social phenomena (Blaike, 1993, 208@ich and Cunliffe, 2006; Saunders and
Thornhill, 2007). Like interpretivism however, realism asséne validity of claims that
beside science and observation, realities exist (either proven or otherwise), and should be
recognised and studied as sudhthus subscribes to the possible existence of different,
gualitative realities that need to be appreciated, understood and interpreted in the context of
their peculiar circumstances (Hatch and Cunliffe, 2006). It therefore allows for qualitative
approachs to data gathering (Eriksson and Kovalainen, 2008). Critical realism encompasses
all forms of realism (Teddlie and Tashakkori, 2009). It advocates the existence of multiple
realities that exist at different levels and stresses that researchers workdalatgsrs in
making sense of, drawing meaning from, understanding different points of view, and
ultimately interpreting qualitative realities of peculiar social environments and their

experiences (Hatch and Cunliffe, 2006).

5.3 Identification of ResearchParadigms

Extant literature on the above philosophical traditions in social science irsditztely that

neither of the two epistertagical perspectives (positivism and interprsm) is better than

the other, as they both present strengths and wssdé®ien our quest to understand social
phenomena (Tuli, 2010). In favour of this position, Cohen et al. (2000) assert that no research
methodology is better or worse than the other as both qualitative and quantitative strategies
have proved to be useful most research endeavours; what is critical is the selection of the
appropriate methodologyf a particular enquiry. NeumgR2003) adds that methodologies
simply represent different ways of observing, measuring and understanding social reality; and
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sothecadopti on of particular research methodol c
2010).

Similarly, Denzin and Lincoln (2®) argue that research paradigms represent the net that
contains researcherso6 epi st e meeiigseginmakihganont ol
informed choice from competing methodologies in social research that are based on different
philosophical assumptions about the purpose of science and the nature of social reality
(Neuman, 2003). Ontological and epistemological assomgpttherefore culminate in
appropriate paradigms which in effect drive methodology for research design and ultimately,
research instruments employed. Therefore a wewd the positivist and interptigist
paradigms, as indicated ingedre 5.1, helped theesearcher to determine the appropriate

choice of research methodology to be employed in studying the relationships between the

SBBE constructs investigated and university preference of students.

Figure 5.1: Research Paradigms

Research Problem (s)

Interpritivism A A Positivitism
Ontologyi  constructivism/ ) ) .
subjectivism Philosophical School of Ontology:  Realism
Epistemologyi interpritivism  [*| Thought, World View _ : Objectivism
phenomology Epistemology : Positivism
: Empirisism
A
v
A4 o
Qualitative/inductive Methodol Quantitative
Methodology Theory ethodology Methodology/Deductive
Building l HypothesisTesting
S | '
;Iexmle Ee;lgn Intensive Design Fixed design extensive
Uezearc d_tratigles d wh Research Strategies
nderstanding how and why Explaining how & why things
things happerElucidating happen
Meanina Measurement verification
4 Instruments/Methods Correlation

v

DepthiInterviews

Focus Group Discussion 9 Questionnaire

Observation, Ethnography I Tests, &rveys

Non-Numerical Analytial 1 Inventories, Random Sampling
Work 1 Models

9 Statistical Analysis

SourceFoundations of Research (Tuli, 2010)  Implementation Work
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5.4 Choice of Research Paradigm

The choice of an appropriate research paradigm is an important aspect of research design
(Saunders and Thornhill, 2007A paradigm is a set of assumptions linked together in an
investigation of the world that guides researchers in addressing problerasethadrthy of

study. Denzin and Lincoln (2003) describe a research paradigm as an interpretive framework;
a basic set of beliefs that guide action (Guba and Lincoln, 1994). Social research designs fall
under two main paradigms theory development and they testing; positivist against
phenomenology; qualitative against quantitative (de Vaus, 2002; Denzin and Lincoln, 2003;
Malhotra, 2004; Bryman, 2012); inductive against deductive (De Vaus, 2002; Bryma
2012); the epistemological position of positivisagainst interpretivism (De Vaus, 2002;
Bryman, 2012);and the ontological stance objectivismagainst constructionism (Blaak

1993; Bryman, 2012), among others. There are ample scholarly writings to suggest that
despite thisarbitrary dichotomy as indated by the above bipolar positions, in actual research
situations, the two approaches are not mutually exclusive as they are intertwined in an
endless cycle of theory development and tesfiteyVVaus, 2002Malhotra, 2004 Bryman,

2012. The two positias thus simply complement each other in a cycle that perpetuates

social research.

This study adopts the middggound paradigm of pragmatism under the research philosophy
of realism. This positiomitigates the philosophical dogmatism that characterises the-either
or, overdeterministic positions in research designs that assume 4{peldni positions of
positivism and interpretivism (Howe, 1988; Johnson and Onwuegbuzie, 2004; Teddie and
Tashakkori,2009). It is a philosophical position that brings qualitative and quantitative
methods of research into a compatible relationship and affords the application of mixed
methods design in sociaésearch (Green@007 Maxwell and Mittapalli (2010) infeddie

and Tashakkori, 2009). The pragmatism paradigm adopts a flexible, research questions/
objectivesdriven approach that blurs the distinct contrast between the positions of objectivity
and subjectivity, and therefore enables study objectives to guide tite dianethodg$Sobb

and Perry 2005; Teddlie and Tashakkori, 2009). Arguing in favour of pragmatism,
Tashakkori and Teddlie (1998) maintain that pragmatism must be regarded as a foundation of
mixed-method research because it rejects the incompatibilitgtdedind so presents a very

practical and applied research philosophy.

158



According to Creswell (2012), pragmatism allows for the use of multipd¢hods, different
viewpoints, and different assumptions as well as different forms of data collection and
analysis in investigating social phenomena. It is in this light that Reichardt and Cook (1979)
asserted that researchers should not be confined to either quantitative or qualitatigrza

but rather be flexible enough to use both in addressing same research questions. This study
adopts pragmati sm because of the authorés L
qualitative and quantitative methods in adding depth and meanihg tonderstanding of the
relationships between the SBBE constructs studied and university preference among students.

5.5 The MixedMethods Approach

This research adopts a mixgtethod paradigmthat affordsthe merits of both quantitae

and qualitative research designs in appreciation not only of the fact that each method is
sadded with its own limitations (as the two methods comperfsaber e ach obuther 6 s
also that the two methods are not antithetical in trying to desanitgerstand, explain,

interpret and predict the social world (Bryman, 201Extant literature on research
methodology is replete with the applicatiohmixed methods (Creswell, 200%ashakkori

and Teddlie, 2003). Critical advantages have been citeddptiag mixed methods as it
adknowledgesthe conpatibility that lies betweemgualitative and quantitative research
strategies. Bryman (2008, 2012) assets thatttead | ed o6épar adi gm war sé |
by an era of 0 par admehot beedaatteamPts ta snaximibeethe mi x e ¢
strengths and minimize the weaknesses of qualitative and quantitative research strategies
(Johnson and Onwuegbuzie, 2004). It is in this light that Bahari (2010) opines that the notion

that one research strategy is morestariding than the other is a myth. his opinion,

Malhotra (2010) states that it is prudent for researchers to view qualitative and quantitative

research as complementary, rather than competing alternatives.

Hussein (2009)lso states that the use of thmixedmethods approach affords great
possibility of neutralimg the flaws of one method and strengthening the benefits of the other
for better research resultsnce they afford a strong base fovestigating phenomerfeom

both objective and subjecive perspective (Al-Shirawi, 2012). Again, Hinds (1989)
acknowledges that combining both qualitative andamjuative methods increases

r e s e a abllity & ruge @ut rival explanations of observed chaagd reduces scepticism

of changerelated findings.
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The popular claim in favour of such a mixture is that quantitative and qualitative methods
complement each otheand affordamore robust analytical groundirtfyie tother respective
strengths(Miles andHuberman, 1994; Waldm and Hassard, 2005; Ivankogtal., 2006;
Teddie and Tashakkori, 2009; Modell, 2009). According to Johnson and Onwuegbuzie
(2004) it is not the intention ofesearchers who adopt the mixeethods blend to replace
either of theseapproaches but rather to tap into the synergistic benefits of the blend and
minimize the drawbacks associated with applying eitjuamtitative or qualitative strategies

in isolation.

Some analysts hav®weverargued that it is impossible to lump a viefwsocial order that is

fixed and objectivelyerifiable with a view of social meaning that is mainly constituted by
subjective experiences (Ahrens and Chapman, 2006). In the opinion of Modell, @8539x

blend constitutes an eclectmix of research pictices that emanates fromcongruous
ontological positions; anthat theoretical triangulation does not necessarily increase validity,
because while such a combination can add range and depth, it does not necessarily add

accuracy.

In his defence of thparadigmatic marriage, Howe (1988) stressed the palpable compatibility
between quantitative and qualitative methods and denies the assertion that such a blend is
epistemologically incoherent. As observed by Johnson and Onwuegbuzie (2004), although
the mked-method research approach is not flawless, it is able to bring together the insights
provided by qualitative and quantitative research into a feasible solution. Upon content
analysis of articles derived from mixed methoglsearch, Bryman (2012) ideigi$a number

of ways in which the researcher can benefit by employing mixed methods, including

triangulation, offsetting, completeness, process, and credibility (Gilbert, 2011).

5.5.1 Qualitative Methods

Qualitative research is one in which the researakaally makes knowledge claims based on
constructivist/interpretivist perspectives (Creswell, 2012) including such strategies as
narratives, case studies, focus groups ardeth interviews, which emphasise words rather
than quantification (Bryman, 2@) The qualitative part of this research is underpinned by
the inductiveinclined interpretivist and constructionist philosophies, whiebognise the
active role of individuals in the construction and study of social rg@igike, 2000) These

philosophical orientations see the university environment as a social setting in which social
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actors like students have a role to play in shaping up the reality that characterises the
university experience. These qualitative driven assumptions #rgtieneanindgs embedded

i n participantso experiences and IS medi a-
impressions and experiences (Neuman 2000; Bryman, 2&i@}hat social researobquires

a research logic and procedure that appreciates and hence reflects the distinctiveness and

intricacy inherent in social interactions.

A fundamental assumption in the context of this study is that happenings in the university
setting become meargful and better appreciated when studied through the eyes of the
university actors themselves. This position supports the admonition that social researchers
should endeavour t o g atsensedhinking susl interpretgpion @fp | e 6 s
their actons from their own internal perspectives (Hatch and Cunliffe, 2006). This approach

is therefore inductive or theory building that seeks to discover and understand meanings of
social order, as well as the contextual factors that underlie and influenqeatdagons of

those meanings (Eriksson and Kovalainen, 2008; Bryman, 2012).

Saunders and Thornhill2007), however, indicate that the outcomes of the inductive,
constructionist/interpretivist paradigm hagealitative contextuality thaaffords researars

limited opportunity to generalize findings. The interpretivist/constructionist perspectives in
the context of this study helped discover how students make sense of the university settings
based on their individual experiences, memories and expectdbamzing and Lincon,

2003) in respect of the dimensions studied and their relative effects on university preference.
In-depthinterviews with smaller samples were therefore considered appropriate (De Vaus,
2002; Malhotra, 2010; Bryman, 2012).

The aim ofthe qualitative research process is to encourage research participants to speak
freely about their understandings, feelings and impressions about the respective SBBE
constructs; and exercise their thoughts on the nature of relationships that exist likeveen
constructs and their preference for universities in Ghana. The adoption of the qualitative
met hod in this study stems from the research
experiences and impressions through informal, formal anet@ef@ee interactions within the

university environment in relation to the constructs under studgiefth interviews were

used to collect data for this part of the study.
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5.5.2 Quantitative Methods

Quantitative research, on the other hand, is underpinned by the positivist/objectivist
philosophical orientations that are characterized by the formulation of hypotheses from
existing theory to be subjected to empirical scrutiny. This deductive apprcacesopurely

on facts gathered through direct observations and experiences and is thus based on the values
of logic, reason, truth and validity. It is based on quantification of empirical data gathered by
the use of structured survey questionnaires anlysethstatistically (Blaike, 1998aunders

and Thornhill, 200Y. In respect of external validity and generalisabilitlyis approach
enables researchers to geatise from a sample to an entire population so that inferences can
be drawn about some chamtstics, attitudes, or behaviours of the population (Creswell,
2009).

The assumption underlying the quantitative part of this study is that there are universal laws

that govern and regulate the university environment, and so uncovering these existing
structures would help the researcher to describe, predict and unveil the nature of relationships
bet ween the constructs wunder study from stu
tested hypotheses generhfeom a review of the literature in order discover, analyse and

report any patterned behaviour among students as regards the phenomenon being
investigated. This study sought evidence of regularity of patterned behaviour among students

in their preference for university institutions under the mgdion that the university
environment constitutes a social reality that can be studied scientifically. Questionnaires were

used as the instrument for collecting data in this part of this rmettiods study.

5.6 Approachto Mixed-methods and Sequence ddata Collection

There are close to forty mixadetrods research designs (lvankostaal., 2006)two most
prominent and popular of which are parallel mixed design and sequential mixed design
(Teddie and Tashakkori, 2009). In the former case, the quantitativguahthtive phases of

the study occur simultaneously with each strategy dealing witkereifft research questions of

the same study. The sequential mixed design on the other hand applies the qualitative and
guantitative strands in eéhmnological order, witlquestions for one phase depending upon
theprevious (Teddie and Tashakkori, 2009).
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The sequential mixethethods design was adopted for this study. Firstly, the qualitative
method & in-depth interviewing was carried otd address specific research objectiass
outlined in Table 5.1. In addition, the interviews were usedgémerate idesa for
guestimnaire design to ensuvalidity and reliabilityin the quantitative research, which was
undertaken subsequent to the qualitative stlitlis is in tandem with the established position
in the literature that the sequential methodused wherethe results of one method are
essenal for planning the next stage in the research pro¢ékesi and Morse, 1985; De Vaus,
2002).

Table 5.1 Aligning Research Objectives with Paradigms and Methods Employed

Research Objective Paradigm Method Adopted

RO1. To ascertain whethestudentbased Qualitative In-depthinterviews

brand equity (SBBE) and university Quantitative | Questionnaire

preference are relatéd Ghana.

RO2. To identify the nature ofrelationships

between some specif@BBE constructand Qualitative In-depthinterviews

university preference in Ghana. Quantitative | Questionnaire

RO3. To examine the associations amd

some selected SBBE determinants Quantitative Questionnaire

Ghana.

ROA4. To ascertainthe applicability of the | Qualitative In-depthinterviews
custometbased brand equity (CBBE)

concept tahe Ghanaian university contex{ Quantitative | Questionnaire

Source: Researcherds compil ati on

The rest of the sequential process involveddbiéection of quantitative data by the use of
guestionnaires. Thigpproach to data collection supported by Teddie and Tashakkori

(2010 and Greene (2007), who state that qualitative methods can be used to help explain
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guantitative findings.

5.7 Reseach Design

This is a dscriptive study that adopthe use ofkurvey and facéo-face indepthinterviews

to examine e relationship between studdrgised brand equity (SBBE) apdeferencefor
university institutions in Ghana. Surveys enable the cadlecif a structured and systematic
data set that allows systematic comparison between casiesilaf featuregMalhotra, 2010;
Bryman, 2012). It is an empirical inquiry that investigates contemporary phenomena within
their reallife contexts, especiallwhen the boundaries between phenomena of interest and
their environments are indiscernibhtertwined (Cavaye, 1996)t involves the collection of

data in relation to same variables from a group of respondents with similar characteristics
(Czaja and Blia, 2005).

Areas of il nquisition through survey include
attributes, awareness, motivatipdemographic and lifestyle characteristics. It ascertains the

nature and extent of variations in variables and aingsawing causal inferences by carefully
comparing various characteristics of cases (De Vaus,; 208hotra, 2019 In relation to

research objectives, surveys are distinguished by the form of data cqllastedell as

methods employed in the analysifsdata (De Vaus, 2002). Techniques for collecting data in
surveys include questionnaires, systematic observations, focus groups, -degthin
interviews. Anonymous seladministered questionnaires that are used in surveys enable

researchers to colledeta on potentially sensitive topi¢€zaja and Blair, 2005).

Interviews complement questionnaires used in surveys as they offer greater flexibility relative
to other data collection methods (Bryman and Bell, 2007) and enable respdodgather

more thoough data on issseidentified in questionnaire#dditionally, interviews enable
probing as the researcher is able to pick up such importartarbal gestures as frowns,
nervous tppings, gesticlations and other body languafyem respondents that go add to

and deepen the meaning of hard data (Gorden, 1980; Healey and Rawlinson, 1994; Arksey
and Knight, 1999). As a descriptive study, data collectiwoughin-depthinterviews and

guestionnairesvere used.

5.8Data Types and Sources
This studyemployedboth secondary and primary data.
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5.8.1 Secondary Data

Secondary data is existing data whose collection predates a particular study and has been
collected for purposes that are different from the study at hand. This type of data is relatively
easyto collect; it is inexpensive and can be collected within a limited period. (Malhotra,
2011).For secondary datacademic studiesn brand managemeniniversity branding and
higher educatioriterature partcularly university education wemgsed. Secatary datawas

also collected from the university institutions under stagywell as such educatiamiented
organisations and institutions abe Ministry of Education, Association of African
Universities, National Accreditation Board, National Councit fertiary Education and
National Statistical Servicesll in Ghana. Websites of such international bodies as the
United Nations, the World Bank, UNESCO, University World News, etc. s@néactedFor
literature review, development of conceptual framelkwoand formulation of relevant
hypotheses for the studygctwlarly literature were accessdtbm such onlinesources as

Emerald Insight, Ebscohost, Proquest and Google Scholar

5.8.2 Primary Data

Primary data is data that is collected for the purposeadufressing specific research
objectives (Creswell, 20)2Methods employed in collecting primary data include surveys,
case studies, experiments, focus groups andepth interviews.For the purpose of
addressing the objectives of this study, survey ardkepth interviews were used to collect

primary data fronundergraduate students selected from university institutio@hana.

5.9 Population of the Sudy

This study focuses on universities in Ghana. All other tertiary education institutions in the
country are not included in it. The population for this research comptlsesgeneral
undergraduate studefts b of thoth public and private universities in GhaB#&udents are

key and active Ofabri cat cnityoommunity pebeats. Shisc i a |
study therefore focusedn their perspective iascertaining the effect of university brand

equity on university preferenc&tudents were targeted because they are the primary publics

of universitiesd mar ke t2008)gTheyrare the neamn cansumearse nt ¢
of educational services (Ng and Forbes, 2009; Pinar et al., 2011, 2014) and the overall
university experience. Students therefore constitute the focal group whose needs need to be

understood (Gray et al., 2003), appremiabnd balanced agas t the institutioc
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They simply are the reason for uni versitie
studentbased brand equity (SBBEyhich suggests an exclusive studeetrspective. In

Ghana and othewub-Saharan Afican university settings where fees from students constitute

the main, if not the onlysource of funding(Varghese, 2006)focusing on students in

university branding endeavours is considered appropriate.

Current students were used because it was leelighat they would have firbtand
experience of the university environments and services and so would be better placed to
undertake a more informed evaluation of the institutions (st al., 2011) in respeact

the variables under study. This is pautarly so in a service environment characterised by
experience and credence qualities (Krishnan and Hartline, 2001), where quality is only
discernible during and after consumption (Parasuraman et al., 1985; Mitchell, 1999; Laing et
al., 2002). Despite thpotential merits of their inputs in a study of this nature, prospective
and past students were not included as it was believed that the SBBE focus could be

compromised that way.

The study also exclusively used undergraduate students since mostrstitbéons seleed

ran no pogjraduate courses; a situation that could compromise sample homogamity
reliability of findings. This is becausmecdotal evidence suggests that post graduate students
have more exposure than their undergraduate coamterand so their impressions of what
constitute quality, their image orientation and overall tastes and preferences that underpin
their university preferare are likely to be differenParttime students were also not included

in the sample as the studyended to use only students with ftithe, firsthand interaction

with the university institutions. By design,
attend evening and weekend sessions and are mostiynfallworkers who spend their

weekdy working hous at their work places, physicalligtached from the universities. They
therefore do not spend sufficient time at the universities based on thbiclcanobjectivdy

evaluate the institutiondt was believed that any blend between full goarttime stuents

would produce a mixof respondets whose responses would notsere the level of
coherence expected of an academic work of this natliren all, the exclusive reliance on
current undergraduat e st ude scermining the freiative t he
strengths of the selected constructs in influencing university preference among the general

undergraduate population in Ghana. The main weakness in relying exclusively on current
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students for information, however, is that theinwgeand opinions may differ from those of

past and prospective students.

5.10 Qualitative Approach
This section presents qualitative research procedure adopted for the study.

5.10.1Qualitative Samplingi Sample Frame and Sample Size

The sample frame fahe qualitative research comprised undergraduate students from four
universities based in Accra, the capital of Ghana where most of the universitiesouttiry

are either situated dreadquarteredThe institutions in question artgniversity of Ghana,

Central University Methodist University College and Valley View Universityrive (5
undergraduate students were selected from each of the three private uniyevkiteeshe
remaining ten (10 were seleted from University of Ghana (plic), the mostpopulous
university in the country (NAB, 2015)This is presented in Table 5.RIcGivern (2003)
suggests that a sample skeet ween 20 and 30 is appropriate
collective views and opinions on issues. Ritchie et al. (2010) inME010)justify the use

of relatively smaller sample sizes in qualitative research by indicating that more data does not
necessarily increase accuracy, because there is a tendency for diminishing returns to set in as

sample size becomes larger.

Table 5.2 Sample Size from Selectetdniversities for the Qualitative Research

Name of University Number of Student
Selected

Central University 5

Methodist University College 5

Valley View University 5

University of Ghana 10

Total 25

Sour ce: Rammpdationc her 6 s

5.10.2 Qualitative Sampling Technique

The judgemental sampling method was employed to select the four universities. This is a

form of convenience sampling method which is used where there is the need for the
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researcher to exercise judgemanensuring that the sample selected is representative of the
population (Malhotra, 2010; Bryman, 2012; Creswell, 2012). The above universities were
selected as there was the need to use a reliable sample of public and private universities. The
conveniencesampling method was adopted in selecting undergraduate students who were
available and prepared to participate in the interviews. The exclusive selection of students is
due to the fact that this study aims at ascertaining students perspective on theerdiude

brand equity constructs under investigation on university preference.

5.10.3Qualitative Data Collection Instrument

In orderto conduct the interviews in an organisaénner, an interviewguide containing
openended questions was prepanetiich borderedn the dimensions of SBBE&s indicated

in the conceptual framework for this study. The constructs incluigersity image,
university reputation, university identity, graduate employgbiand perceiveduniversity
service quality; while the substantive issue was to ascertain how influential the afore
mentioned elements were in university preference amstudgnts in GhangSee appendix C

for Interview Guide).The interview questions were adopted from existing measurement
scales byNguyen and LeBlanc (2001Gronroos (2001)Yoo and Donthu (2001), Sweeney
and Soutar (2001) an@ray et al. (2003, which are extensively used bgsearchers in the
field of service brand equity and university brandfdgng and Jame2004 Mourad et al.,
2011; Pinar et al., 2014). Items from these widely used scales were modified to suit the

circumstances of this study.

5.10.4 Qualitative data Alministration

Methods of collecting qualitative data may be either direct or indirect (Malhotra, 2010).
Where the indirect approach is adopted, the purpose of the study is not disclosed to
respondents who participate in the study without knowing the tre@ti behind the study.
Conversely, the direct approach is adopted where participants are informed about the purpose

of the study, which can also be determined by the nature of questions @kkedirect

technique of sermstructured, fac¢o-face indepthinterview wasconsidered suitable in the
circumstances of this study becaust its proven abilityt o penetrate 6com

ambi guousd I ssues.3@Gummesson, 2005, pp
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According to Zikmund (2000), qualitative data collection throughepth interviews afford
researchers the opportunity to evaluate alternative variables and themes, and solicit ideas
from relevant individuals, that address research problgims/aus, 202 Bryman, 2012

The depth and richness of data collected througiepth intervievs are remarkable as they
enabl e researchers t o del ve deeper i nto r
impressions, opinions, beliefs, feelings and aspirati@tssnall, 1992 Malhotra, 2010;

Ritchie a Lewis, 2011; Bryman, 20)2which are othewise inaccessible.

The researcher sent letters to the selected universiibeh formally informed the
institutions and sought permission for the exercise to take place (See appgnOix the
days of the interviewsgespondentsvere informed of thethical guidelines that governed the
conduct of the research as presentedeicti8n5.12 Theresearcher began the interviews by
asking general questions relating to unsisr preference of respondents. Ire thext set of

guestions, the five SBBEonstructavere taken in turns to address the research objectives.

The threepart interview structure proposed by Guion et al. (2006) was adopted. The first part
recorded date, time and place of interview as well as any observed circumstance, which might
affect the conduct and outcome of the interviews. The second part contained the interview
guestions proper and came with a corresponding blank page for recording any during
interview observations; while the last part was devoted to-iptstyiew commentsThe
introductory questions sought to ascertain from respondents if they had any preference for
particular universities in the country as well as ascertain, generally, what factors affected
their preference. The next set of questions bordered around/¢h8BBE constructs under
study. Each of the constructs had a number of questions, in addition to-tgllowestions,

which arose from answers given by respondents in the course of the interviews. The
concluding set of questions elicited recommendatiom® frespondents with regard to what
universities in Ghana could do to i mprove th

and gender were also indicated.

In the course of the interviews, simple and straightforward questiers asked that were

devad of ambiguity and unnecessary complexitige ensurethat respondents clearly
understood questions posed and were not confused iwayyBryman, 2012)A careful
assessment wasiade ofhow repondent sd& ans weaessarchrobjécavesed t o
Contradictions, nuances, hesitations, emotions andveopal signs wre all notedMason,
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2002). Robing was usedo achieve depth of answers in terms of penetration, exploration,
elaboration and explanation (Ritchie and Lewis, 20Al)esearch memowvas usd, which
servedas an operational record of nwarbal cues like facial expressiorgesticulation,
hesitation smiles, frowns ah other such body gestures thdgepened the meaning of
responses obtainedll interviews were tape recordednd in all, twety two (22 out ofthe
twenty five (25) respondents fully emperated for the studyhe interviewstook place in a
space of three @eks between May and June, 204/6d on average, the interviews lasted for

45 minutes.

5.10.5Qualitative Data Analysis Procedure

In analysingqualitative data for the stugdyhe researcher considered the suitability of
different methods such as content analysis, grounded theory, hermeneutic analysis,
phenomenological analysis and thematic analyBhematic analysis was adopted because of

its flexibility in identifying, analysingand reporhg patterns (themes) withiqualitative data
(Boyatzis, 1998)The choice of this method of analysis was based on thehfacit tenables

the identificationof a limited number of major themeshich adequately reflected the textual
data found in themGQramer and Howitt, 2008By adopting this method, the researcher was
able to link and compare various responses and opinions expressed by participants in the
course of the study (Ibrahim, 2012). Thuse hematic analysimethodwas considered well

suited for this study as énablegesearcherto decipher, examine and interpret meaningful

patterns or themes that emerge out of data collected (Malhotra, 2010).

The use ofother approaches tnalysing qualitative datanderscores the fact that thematic
analysis is not without limitations. Some critics of thematic analysis are of the view that it is
poorly demarcated (Boyatzis, 1998; Roulston, 20@%) there isan absence of clear and
concise guidelineswhich confirms the often cited arbitrariness of qualitatiresearch
(Antaki et al., 2002). While its flexibility can be envisaged in a positive light, its demerits
reside in the difficulty of developing specifguidelines for analysialthough some scholars
assert that a rigorous thematic approach can produce an insightful analysis that answers
particular research quesns (Braun and Clarke, 2006). Tadoptionof the thematic analysis
methodfor this research is in conformity with the middle position paradigm of pragmatism
adopted by thisesearcher which emphasises analytical methods that are research question

driven and devoid of metkological stringency (Holloway antbdres, 2003).
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The six-step procedure proposed by Braun and Clark (2006) to thematic analysis was
adopted. The recordeadterviews were transcribed verbatim; data were then organized into
easily retrievable sections. Each interview was given a unique number and savedurea se
file on the computerBelow is a description of how the author applied the thematic analysis

in line with the abovenentioned model.

Data familiarisation was undertakday re-reading the transcribed interviews carefuiyth a

view to identifying m@tterns within the data that weceherent (Bazeley, 2009). Thapes

were played and listened to in order to ensure that data collected were familiar before the
actual analysis begamata familiarisation spanned the stagé data gathering fronthe
interviewing to the transcription phas@&his first step in the thematic analysis process
particularly enabled effective coding to be undertakémtial codes generation was
undertakenwhich was guided by key elements within tin@meworkunder consideratign

informed by extant literature as spelt out in ChaptarF

Each case was then individually examined to identify thematic patterns within each interview
transcript.All texts considered to be associated with some thematic idea were then grouped
togethe so they could be examined together to enable comparisons between different cases.
The process continued inductively with the dath approach at this second stage of coding
where codes were allowed to emerge from the data as part of the noticing [(B=idef

1998). Free nodes were created for new codes that emerged. Theme applicability to the
selected extracts, as well as the entire datanvsest carefully checked at this review stage of

the thematic analysis procedde literature and data gatheregre then revisited to make

sure that themes were weléfined and labelled. Clear data patterns and data relationships
then emerged for reporting. Subsequently, report writing was done including verbatim

reporting of responses that were instrugiywevealing, as presented in Chaptet.S

5. 10.6Validity Measures (Confirmability) for Qualitative Findings

In ensuring that findings obtained from the-depth interviews were devoid of the
researcher 6s bi ases and i nt eemsarsst vere asedto t o
authenticate information obtained through the interviews, respondent validation and member
checking were undertaken to confirm the findings of the study (Creswell, 2012). In doing so,
the researcher presented a summary of the resé@adihgs to the respondents either by
email or in separate followp meetings, asking them whether they believed the conclusions
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drawn reflected their opinions. All 22 respondents confirmed that the summary of findings
adequately and accurately represerthair opinions on the subjects under consideration. As
regards member checking as a means of confirming the findings, respondents were asked to
comment on the accuracy of verbatim esotvhile their approval wasought to use their

direct personal quotes writing this report. All respondents whose direct quatggeared in

the analysis gave their consent. The following section presents procedures adopted for the

guantitative research.

5.11 Quantitative Approach

This section presents quantitatiesearch procedure adopted for the study.

5.11.1 Quanitative Samplingi Sample Frame and Size

The ample frame for the quantitative stucdynsisted of students of giblic andsix private
universitiesacross the geographical space of Ghana. The putilersities are University of
Ghana, Cape Coast University, Kwame Nkrumah University of Science and Technology,
University of Education, Ghana Institute of Management and Public Asirahon and
University of Development Studiedhe six private univeitses are Central University
Valley View University Methodist University College, Ashesi Unigéy, Kings University
College and Regent University Colleg@élthough the universities selected have varying
levels of awareness and public repute in Ghanaeace on the ground indicates that they
have all recorded phenomenal growth in infrastructure, programmes on offer and student
enrolments over the last decade (NCTE, 20IBg selectediniversities aralsolocated in a
broad spread of geographical segs with varying ecio-economic characteristics, which
ensurd that the sample selected was representative of the entire Ghanaegraddate

student population.

The selection of these diverse public and private universities with both converging and
contrasting characteristics is thus in respect of reliability, and subsequently, generalisability
(De Vaus, 2002). In all, a sample size of 720 undergraduate students made up of an equal
number of 60 students each from the selected twelve (12) universasesssd for this study

as presented in Table 5.3.
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Table 5.3 Sample Size from Selectetdniversities for the Quantitative Research

Name of University Numberof
students selecteq

Public Universities

1. University of Ghana 60
2. University of Cap€oast 60
3. University College of Education 60
4. Kwame Nkrumah University of Science and Technology 60
5. Ghana Institute of Management & Public Administration (GIMPA)| 60
6. University ofDevelopment Studies 60

Private Universities

1. Central University College 60
2. Valley View University 60
3. Ashesi University 60
4. Methodist University College 60
5. Kings University College 60
6. Regent University College 60
Total 720
Sour ce: Researcherés compilati on

The sample sizéor this study is consistent thi guidelines laid down by Comrey and Lee
(1992) which states thain determining sample size adequacy, a sample size of 500 is very
good whereas a size of 1000 is described as exceMleobrding toSaunders and Thornhill
(2007), sample size emanates from a blend between researfiidgmens and scientific
calculatiors. Among the factors that underpinned the sample size determination fetuithys
were the degree of variation of the student population characteristicspated response
rate, degree of sample reliability, analytical methods to be emplagegell as the time span

in which the study was to be undertak@neswell, 2012)

5.11.2Quantitative Sampling Technique

For the quantitative study, thmiversities were selected purposively as there was the need to
use a reliable sample of public and private universities. Neuman (2000) suggests that the
purposive sampling method is used when selecting cases that are particularly informative.

Parahoo (208), however, argues that purposive sampling is weak and results in low
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credibility as participants are sal&lected, and may not reflect the population from which the
sample is selectedt.is also argued that the validity of results could be compronaisdétere

are differences in beliefs, attitudes and behaviours of those who agree to participate in a study
and those who do not (Parahoo, 2006). This method is however effective where there is the
need to obtain relevant information from specific quartdi@ meet specific research
objectives (Saunders and Thornhill, 2007). In the context of this study, the method was
applied to the selection of the university institutions in order to collect data from a broad
range of institution typethat are also sprdacross the countrfMourad et al., 2011)From

each of thewelve universities, four (4) classes were selecteyl the purposive sampling
method which took classiges into consideration. Fifteen (18tudents were then selected,

by the lottery methodrom each of the four classesaking a total of sixty (B) students for

each of the twelve (12) universitias presented in Table 5.3

5.11.3 Quantitative Data @llection Instrument - Questionnaire

Questionnaires were the main instruments used in collecting quantitative data for this study.
According to HemsleyBrown and Goonawardana (2007p prior studies have developed

any universally accepted scale to measure university brand equity and itssidinsethat

could guide the development of successful branding strategies for higher education
institutions. The questionnaire design for this study was therefore guided by literature on
brand equity measuremersind brand preference, as well psst validaed research
instrumentsin other product and service industridie design was also guided themes
derived fromthein-depth interviewshat represented thetepretivist/constructivist strand of

this mixedmethods study.

A 39-item scale was devebed to determine possible relationships between five empirically
proven university brand attributes and university preference, as indicated in the conceptual
framework (Figure 4.2) irChapter FourAll questionnaire variables were measured on a
sevenpoint Likert scale of 1= strongly disagree and 7 = strongly agree to measure the degree
of respondent sé agr e adaguately capture the istengity thiserme n t
impresions (Bell, 2005), as ibffered repondents the roono express their opini@on

issues raiseddjamantopoulos an8chlegelmilch, 1997).

The questionnaire is divadl into three parts as follows:
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i) Part One (Introduction)
This part begins with an introductory statement that presents the issue under inveséigation
well as the import of the study. The introductory statement further informs respondents about
the voluntary nature of their participation; urges respondents &s benest as possible and
assures them of anonymity and confidentiality. Under this paspondents werasked to
indicate their most preferred university from a list of ten universities in GiAdhdems in
the body of the questionnaire (part 2) relat
study sought to determine possibéationdips between the SBBE construpiesented in
t he i nstrument unwarsity preferengpeSpedifeally, seSpondents were
required to indicatéhe levels of their agreement or disagreement to items featured under the

respective dimensions

Eight items were used to measure brand preference under part one. The first four items were
borrowed from Sirgy et al. (1997&lso used by Jamal and Good (2001), Hellier et al. (2003)
andTolba and Hassan (2009); while the remaining four were sofreedBerry (2000). The
concluding section of part one sought to determine wbiye respondents were not in

attendance of their most preferred university.

i) Part Two (Body)
This part is divided into sisections in line with the key dimensions under invesitg as
presented in theonceptual radel in Chapter FourContents of the sections are presented

below:

Section ong(Questions 3 & 4) University awarenesis Although brand awareness is not the
focus of this study, r e gheiosouwtcesnof isfdrmatioe &beut o f
their most preferred university were deemed important. $eetion under part twof the
guestionnairg@resentsix itemsthat aimat providing some insight intsources and depth of
respondent sé k n o stlpreferrgdeunietsity.urberetare also rseven @ems in
that section that seek to ascertain the specific media channels that provide respuititents

information about their most preferred university

Section two(Question 5) Universityimagei This section features eight itemghe first
four items were sourced frokang and James (20Q4)hich camdrom Gronroos (2001)
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while the last four came from Nguyen and LeBlanc (2001).

Section three (Question 6) University repudtion - The sixitemsused n measuring this
construct were sourced frohguyen and LeBlanc (2001)

Section four (Question 7) University identityi For this SBBE construct, five items were
borrowed fromNguyen and LeBlanc (2001and were also adopted by Mourad et al. (2011).

Section five (Question 8) Perceived institutional service quality This dimensionuses
sevenitems from the following sources: The first two items were borrowed from Yoo and
Donthu (2001); the third item from Pinar et al. (2014); the next three itemsSvoeeney

and Soutar (2001); while the last item came from the qualitative results of this study.

Section six(Question 9) Graduate employability Five items were used to measuings
construct the first two items came froi@ray et al. (2003) while the remaining three were
sourced by Mourad et.gR011).

iii) Part Three (Respondentsd Bio Dat a)
Under part three of the questionnaire, resp.
gender, age, income and type of current university of adtered (private/public) were
presented. The instrument ended by offering respondents the opportunity to make any general
comments they considere@levant to the study.See Appendix Dfor a copy ofthe

guestionnaire)

The instrument featured mainly closedded questions for respondents to offer relevant
responses to questions askéloseended questions are generally quicker and easier to
answer and require minimal writingsdunders and Thornhill, 2007Types of questions
contained in the instrument incled categorical (where one option is sieldédrom a number

of responsesyumerical (where respondents select from a list of numerical answer options)
dichotomous (where respondents choosmfomly two-answer alternativesinultiple-choice

(where a nurber of mutually exclusive options are given from which respondents select a
response)and multiple response questions (where respondents are allowed to choose more
than one option where necessary (McMillan and Weyers, 200@)researcheznsured that

the questions were unambiguous, clear, concise and understandable in order to avoid the

drudgery associated with questionnaires that are unclear and too demanding (Malhotra and
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Burks, 2000). Jargons, biased words, leading questions, doabskdled questias) negative
guestions, and hypothetical questions were avoided to achieve reliability and high response
rates (Dilman et al., 1993; Bryman, 2012).

5.11.4 Questionnaire Preesting

Accordingto Churchill (1991) data collection should always be preceded by an adequate
pretest of the survey instrumert.involves a dryrun of the entire research process with the
intention of identifying potential validity, reliability and fieldwork challenges before rolling
out the main research (Webb, 2000). Questionngiegesting offersa number of benefits
including:

1 Ensuring clarity of instructions aimed at guiding respondents for smooth execution of
the research instrument;

1 Ensuringclarity, relevance and logical sequencing of individual questions contained
in the instrumentwhich will in turn affect response quality and suitability of data
collected for analysis;

1 Assessing the validity of questions and hence the likely relialufityata collected
which ultimately affects thgeneralisability of findings;

Avoiding data recording problems;

Identifying potential ieldwork difficulties and ensuring that all anticipated technical
and operational issues are addressed (Oppenheim),; 1984

Detecting key issues missed out in the questionnaire; and

Ascertaining the feasibility of duration set out the completion of the questionnaire
(Luck and Rubin, 1987).

The questionnaire was ptested prior to roll out to ensure that respondeatsrio difficulty
understanding the questions; and also to ensure face, internal, construsitaedjuently,
external validity. Two separate preests were conducted. Firstly, the instrument was
evaluated bycolleaguesn the marketing department at Ceahtiniversity,who are experts

with a breadth of experiencand coulddraw on their specialist knowledga brands
management and consumer prefergiimV/aus, 2002; Bryman, 20)1.2This exercise ensured
simplicity and relevance of the individual items, adlvas the sequencing and coherence of
the instrument. Following feedback received, the wording and flow of items under some of

the dimensions were revised. The second set etigste was conducted among students from
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four universities based in Accra. i, a total of forty (40) questionnaires were administered

to students who were conveniently selected for that exerBiskability analyses were
performed using Cr ob)bTacitsttumencwasfirther rnoditespan al p h a
pretestingwhere some items were either changed or totally removed from the instrument.
The pretest exercise enabled tbudy toachieve internal validity (to ensure that the survey
instrument measures what it purportanieasure (Nunnally and Betas, 1994). i ensured

that the instrument was comparable to existing validated instremenbrand equity to
achieve criterion validity; while its contemalidity ensured that questions asked were
relevant to the SBBE dimensions being investigaldue pretests ale ensured construct
validity by focusing on the objectives of the study rather than on the dbditransions in

the conceptual rmadel (Scott and Mazhindu, 2005khile facevalidity was achieved by
ascertaining and confirming the relevance, accuracy, lstemgessand reliability of the
instrument with colleagues in the marketing department. Finally, the exercise ensured
external validity implying that responses gathered from the sample through the survey
instrument were reflective of the entire populatiorenable generalisability dihdings (De

Vaus, 2002; Malhotra, 2010; Bryman, 201R).respect of reliabilitywhich baderson the
consistency of research findingbe pretestsensured that the instrument was designed in
such a way that the same rigsswvould be obtained should the questionnaire be administered
to the same respondents t wi c eoefiiceémtgfdm@bnvas 201 2)
obtained indicating a very high level of interransistency(Cronbach, 1951; Scott and
Mazhindu, 2005pf the instrument

5.11.5Questionnaire Administr ation

The researcher visited the universities during whiole was takento explainto their
managementthe nature and motive of the styds well as its scope and content and why

these tie in with the circumstances of the emities. Auticipated benefits of the research

findings to various industry aneésearch stakeholder communities, including the universities
themselves were also dissed. Ethical procedures to be followed to avoid undasion

and obstructionandtopr ot ect respondentsdé anonymity, Co
were also laid out (Kvale (1996), together withitable modalities for the completion and

retrieval of the questionnaires.
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Following this first level of contact, the respective Head Departments (HODs)vere
contacted After discussing the sampling plan withem the respective lecturers whose
classes fell within the survey administration paegtanswere contactedWith the exception
of a few instancesjot much difficulty wasencounteed in gaining the necessary approval.
These initial visits were followed by majlsvhich formally informed the institutions and

sought permission for the exercisetake place (See appendi)x. A

On the days of the administration, satfministered questionnaires were distributed to
students selected from each claasd thegroup administration method (Mourad et al., 2011;
Pinar et al., 2014) was employed, whstedents sel€ompleted questionnaires directliven

to them by the researchekccording to Hinson and Sorensen (2Q0Bjanaians are more
comfortable completing questionnaires that are personally delivered and explained to them by
the interviewer. Two Mhil studentswere recruited to offer suppotthroughout the
guestionnair@administration to ensure that taeormity of the task was not overwhelmimg,

that could compromiset h e r e s gpfessidnalisnd sBefore completing the
guestionnaires, the ittactions for the survewere read out to the respondenfsestions that

arose were then answered. Respondents wdoemed about relevant ethical practices
governing the study. In a few instances where some respondents needed further clarification
while completing the questionnaires, thecessary support was providedensure that the
instruments were properly completéthe questionnairesere retrievedrom each class after

their completion. Data were collected sequentiallyom oneuniversity to aother. The
average duration for completing the wys was 35 minutes. Out of the 720 questionnaires
distributed, 95wvere either incomplete or poorly completed. Ultimaté®5 fully completed
guestionnaires were retrieved across the twelve universitlesse usable questionnaires
were analysed constituting 87 per cent of all questionnaires administéeeduestionnaire

administration spannetduration of two month&ietween July and August, 2016.

5.11.6Data Preparation and Data Entry

Retrieved completed questionnaire®re checked forcompleteness and to rid theaof
illegibility, inconsistency, ambiguity and unsatisfactory responses (Malhotra and Burks,
2000; De Vaus, 2002; Bryman, 2012). Coding instructions were deveiloedodingbook

to aid thecoding process. fie datavere then codelly assigning a code to each response. A
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data summary sheetas designed to record all codified responses prior to daty.ehhe
data summary shedisted the actual questions and their labels agfasodified responses
from each questionnairevhich werechecked regularly to minimise the incidence of coding
errors. Codified responsegerethen carefully atered into the SPSS software #oralysisto

begin.

5.11.7Quantitative Data Analysis Procedue

Firstly, the author assesstx suitability of data for the analysis to be conductés a result

of the high response rate, rmFsponse bias was not undertakendiem et al., 2011). Next,
since all data for this quantitative research was conductien) asingle data instrumeng
test for common method variance bias was coO
test. Additionally, a test for nomality of data distribution wasindertaken. This study
followed the approach adopted by Lings anceéhky (2010) by conducting Skewness,
Kurtosis, KomogorosSmirnov tests and ShapiréVilk test. For a data set to be normally
distributed, Skewness and Kurtosis should be zerotlamd&omogorovSmirnov test and
ShapireWilk test should not be statisticalkignificant. These were done with the help of
IBM SPSS version 20 software.

Secondly, the constructs measuring the dimension of brand equity and brand preference were
subjected to confirmatory factor analysis in order to verify the factor structure® 3othe
author used partial least squares (PLS) (SmartPLS Release: 2.0, (Ritagjle et al, 2005;

Lings and Greenley, 201®)r the followingreasons:

1. Normality diagnostics showed that the data is not normally distributed @tdn
Newstead, 1999/Nold, 1982);

2. PLS is suited for predictive models using much smaller or much larger samples (Chin,
1998; Hair et al, 2011);

3. Theory on university brand ey is limited (HemsleyBrown andOplatka, 2006;
Coleman et al., 201Williams, 2012; da Silveirat al., 2013); and the PLS method is
applicable where existing theory is limited (Acedo and Jones, 20@udddin et al.
2007).
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For a scale to pasthe confirmatory factor analysis test, convergence and discriminant
validity must be met. To satisfy theratitions for convergent validity, the following steps are
recommended:
1. All factor loadings should be sigrefant; hat is loadings of 0.6 or higher (Chin,
1998);
2. Composite Reliability (CR) of each construct should be 0.7 or higher (Gerbing and
Anderson, 988; Hair et al.1998) and
3. Average Variance Extracted (AVE) estimates should be 0.5 or higher (Gerbing and
Anderson, 1988; Henslet al, 2009).

To satisfy the conditions for discriminant validity, the square root of the minimum average
variance extraed (AVE) must be higher than the highest irdenstruct correlation (Fornell
and Lacker, 1981; Barclay et al., 1995). Optionally, an author may examine the item cross

loadings to ensure that there are no significant cross loadings.

Thirdly, structural model efficiency were examined d@LS does not generate overall
goodness ofit indices. This study utilizecé diagnostic tool presented by Tenenhausl.

(2005), known as the goodnesisfit (GoF) index to assess the model fit. GoF is measured

using thegeometric mean of the average communality and the avera@ierRndogenous
constructs) Ali et al., 2016). Other model efficiency techniques employed in this study
includemodel 6s prediROt i(WCehi @cc ulr9d@BY) , ( mod @) d6s pr
(Ali et al., 2016; Forneland Cha,1993; Chin, 2010) and effect siz&®) (Ali et al., 2016

Chin, 2010).

Hoffmann and Brinbrik (2012) provided a goodnessfit index cutoff values of 0.1, 0.25
and 0.36 for small, medium and large moded rfigspectiely. Chin (1998) recommend®®
value of 33% or more to indicate good explanatory power for an endogenous cor@fruct.
value greater than 0 shows predictive relevance €Alal., 2016;Fornell and Cha, 1993;
Chin, 2010). Cohen (1988) provided effesize cutoff values of 0.02, 0.15 and 0.35 for

small, medium and large effect sizes respectively for the selected exogenous variable.

Finally, the significance of each path was tested using bootstapds (5000 subamples)
(Efron and Gong, 1983; Tortosa et al., 2009), a procedure available in PLS. This procedure

was to ascertain whether relationships between the various constndets investigation
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were significant. For a path to be significant, bootstraflue should be greater than 1.96

(two-tailed test).

5.12Ethical Considerations

In conducting the studtrict ethical guidelinesere adhered td-or boththe qualitative ad
guantitativeparts ofthe studygthical guidelines prescribed by the Market Research Sécgety

code of conduct, the Datard®ection Act of 1998, the Hman Right Act of 1998, and
Goverrme nt of Ghanaods reesegranvesetobservedn tlequestivamitee t  r
design, simple, unambiguous questiomere asked to ensure that respondewesre not

confused in anyay. Leading and biased questionsre avoided. The questionnaire was

made as succinct as possibdeensurethat respondentsvere not overburdened. Questions

thatwere too sensitive with the potenttalo di g t oo deep | ntwerer espon
avoided. Respondenigere assured of confidentiality agormation volunteereavere to be

treated as suchrespondentsvere notrequired © reveal their identities. Coercion and

manipulation of respondents in the conducntéiiviews was avoided.

In the conduct of the interviewghe intent behind the researalas openly declared while
covert means of data collectidrom participantswas avoided. Due respect was given to
respondent s 0engundthat datayere oolleated im an atmosphere devoid of any
stress or embarrassmeRespondentsvere informedat the beginning of the interviews that
they were not obliged to answeryaquestions that would make them feel uncomfortable;
they were also assured of their liberty to terminate the interview at any point should they
experience discomfort. All audio recordings as well as sensitive personal information shall be

destroyed immeditely after a successful Viva.

5.13 Summary

This chapter has presented the methodology that undettpmstudy, highlightingand
justifying the research paradigm, desmmd methods employed in collecting and analysing
data to address the objectives set for the thesis. It has also presentedilosophical
nuances, chiefly the epistemological and ontological assump@mas has established the
middle position paradigm of pragmatism under the philosophy of realism as undéhlkying
adoption of a qualitaive-quantitative mixeemethods designPopulation, sample frame,
sample size and sampling methods have also been discussed. The chapter has further
explainedthe use of irdepth interviews and surveys as data collection methods for the
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gualitative and quaitative studies respectively, as well as the use of an interview guide and
guestionnaire as instruments for data collectionc@duresadopted for the administration of

the researchnstruments have also been discussethis chapter. Moreover, methodtEdata
synthesis, analysis and interpretatioh research findings havkeeen clearlylaid out In
concluding, the chapter has presented ethical guidelines observed inthedimgnagement,
storage, and disposaf daa in accordance with relevant dateotection Egislatiors. The

next chapter presents an analysis of qualitative data, which was obtained by means of in
depth interviews.
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CHAPTER SIX

QUALITATIVE DATA ANALYSIS

6.1 Introduction

This chapter presents findings and analysis of qualitative research undertaken through in
depth interviewsThis qualitative part of thetudyis in line wth the philosophical position
thatsocial order and its meanings come about through the actions of socialaactoas be
understood through theyes of those actors themselvas; the context of this study,
stakeholders of the university setting, partarly studentsThis section presentmn analysis

of interview responses in line with major themes generated with a view to addressing the
specific rese@h objectives as presented iable 6.1. The aim is to ascertain the applicability

of the specific BBE constructs under investigation to the Ghanaian university setting.
Questions asked in this part of the study
on the relationships between the university brand equity constructs under study arsityniver
preference of undergraduate students in GhaableT.1 presents the specific research
objectives (RO1, RO2 and R{that the indepth interviews soughd address.

Table 6.1: Research Objectives under Qualitative Analysis

Research Objective (RO) Method of Analysis | Research Instrumen

RO1. To ascertain whethestudertbased Qualitative In-depthinterviews
brand equity (SBBE) and university| (And Quantitative) (And Questionnaire)

preference are relatéad Ghana;

RO2. To identify the nature of
relationships between some speci88&BE Qualitative In-depthinterviews
constructs and university preference i

Ghana; (And Quantitative (And Questionnaire

RO4. To ascertain thapplicability of the | Qualitative In-depthinterviews
custometbased brand equity (CBBE)
concept tahe Ghanaian university contex{ (And Quantitative (And Questionnairg

Sour ce: Researcherés compilati on
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6.2 Analysis of Qualitative Findings
The following section preseng analysis of qualitativelata collected through the-depth

interviews.

6.2.1Background of Respondents

This sectionpresentkat a on respondent soé ablgee2. and gender

Table 6.2: Demographic Profile of Rspondents

Frequency Percentage
Gender
Male 13 59
Female 9 41
Total 22 100
Age Group
18-20 8 36
217 24 9 41
2571 29 3 14
3071 34 1 4.5
3571 39 0 0
40 and above 1 45
Total 22 100

Source: Field dat&2016

Table 6.2 portrays a fair representation of both sexes in the interviews as 59% of the
respondents were male while 41% were females. According to the table, respondents between
the ages of 18 years and 24 years dominatesatmple. Forty one percent of the respondents
were in the 2224 year group while 36% were aged between 18 years and 20 years. There was

no representation from the over forty year group.
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6.2.2 General Questions and Responses on University Preference

At the introductory part of the interviews, respondents were asked questions that bordered on
their preference for university institutions in Ghana. Specifically, the participants were asked
to indicate whether they had a preference for specific universitnesifahey did, what
factors generally accounted for that. Other questions related to why some were not in the
attendance of their preferred universities, as well as whether they had any emotional

attachment to their preferred universities.

Quela: Is there any university you prefer to all others in Ghana?

Ans: All the twenty two participants of the wilepth interviews stated that they preferred
particular universitiesOverwhelmingly,nine of the respondents indicated that they preferred
University of Ghaa (UG/Legon)to all others.Six expressed their preference for Kwame
Nkrumah University of Science and Technology (KNUST) whibeir indicated their
preference for Ashesi University. Two preferred Central University while one preferred Cape
Coast University. Interestingly, seventeen of the participants preferred other universities to

the ones they were attending.
A female student ofniversity of Ghana stated:
Al't coul dndédt have been any other wuniversi

inGhangas f ar as | am concerned. O

A level 200student of Kings University College noted:

ALIi ke everyone | k n o wersity; lexceptathatesomnmtymespyouwe f e r r
dondédt get what you want. |l am here because |
KNUST without any success. I still wish it w

The foregoing indicated thatndeed respondents preferred particular universities in the

country.

Que 1b:Can you mention some factors that make you prefer particular universities?
Ans: Participants mentioned a wide array of factors that determine their preference for
universities. Rctors tlat were regularly citedn that regardincluded university image,

reputation, popularity, credibilitygpmployability moral uprightness, affiliation aneligious
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orientation. Other factors mentioned wegeneral campus environment, fegdysical
infrastructureteaching and learning facilities, faculty and teaching quality, overall perceived
institutional quality, flexibility and word of mouth commendatioBeven respondents
indicated that they preferrednersity of Ghana because of the avaiipof teaching and

learning facilities, good faculty and good reputation.

A level 300 student of Central University noted:
AMy preference for Legon i s b,evthaalithee i t [
facilities and good lecturers in addition gmod reputationThat is a quality universitywhy

would anybody go for anything less if the opportunity was there . I coul dnét

T

there because my grades were not suffiaent.

A student of Methodist UniversitZollegewho preferred Asheduniversity expressed her
opinion this way:

A | |l i ke Ashesi because of the quality o
university because of its American connection. My friend goes there and she tells me a lot
about how their graduates easily get gob | wasnot able to go he

invol ved. It comes cheaper here. o

In his opinion, a level 100 student of Central University said moral uprightness and religious
affiliation were his main reasons for choosing that university as expressed following

words:

Al could have gone to any of the big name
to come here because | am a member of International Central Gospel Church. | knew that

| evel of mor al di sciplineewoneaetdetdei foand her

The results therefore indicate that respondents had reason to prefer the universities they said
they did.
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Que 1c: What can make you prefer any other university than the one you currently
prefer?

Ans: Respondents overwhelmingly indicated that there was very little likelihood that they
would change their minds about their preferred universities. Most were of the view that
things would have to go seriously wrong to make them change their minds.

A level 200 student of University of Ghana noted:

Al dond6t believe anything can make me che
is that this is the best university in the country and there is so much to show for that. Simply

look at the physical surrawings the infrastructure alonavithout even talking about the

gual ity of education that you get. 't 6s si mp

A student of Central University who preferred Ashesi University observed:

AAs hesi i's a niche uni v e rosthetop classhnaGhana i ms a
Who would not be happy to be associated with such an institution? Nothing will make me
hope for a different university.o
From the responses, respondents saw no reason why they should change their minds about

their most preferredniversity institutions.

Que 1d:Why are you currently not attending the university you say you prefer most?

Ans: Eleven of the respondents indicated that they could not attend their most preferred
universities because they could not obtain the requiradegr from their preniversity
examinations. Four cited financial challenges as being exclusively responsible for their
inability to access their most preferred universities while two respondents mentioned

inconvenient location.

The only student of Univsity of Ghanavho preferred Ashesi University noted:
Al't had al way s obbdshesi botynfodunaedy mpgrénts cogld not
afford their fees. | am here because it is cheaper bere.

A student of Valley View University observed:
Al appl ideord accounting at Legon but they g

meet the School of Administration requiremen
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Some respondents thus were not in the attendance of their preferred universities for very

tangible reasons.

Que 1e Do you feel any emotional connection between you and your preferred
university?

Respondents were nearly split in two halves in their answers to this question. Twelve of them
indicated that they preferred particular universities because of wisgbhwaically evident in

those institutions, while the remaining ten maintained that they felt emotionally connected to

those institutions.

The following responses capture the two contrasting opinions:

A level 300 student of Metidist University who prefeed University of Ghana opined:
A | |l i ke Legon because of what I see and

courses, the tuition and the general environ

Conversely, a student of University of Ghamaintained:

A Legon is simply superior. It is just t

Not hing comes closer to that.o

The above responses indicate thdtile some students are emotionally attached to thest
preferred universities, theere some others whose preference is based on what is physically

evident in those institutions.

The remainder of this chapter presents an analysis of results in respect of the individual

SBBE constructs underlying the study.
6.2.3 University Institution Image

This part of the interview sought to establish any possible relationship between the image of

uni versities i mref€énaefaunivarsitees. st udent s o
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Que 2a: How reliable is your most preferred university?

Ans: There was a dominanimpression among respondents that their most preferred

university was reliable. Respondents overwhelmingly believed that their most preferred
universities delivered on their promise. Thirteen respondents thought of reliability in terms of
the institutionsability to offer courses that enable graduates to acquire jobs. Five respondents

also thought that their preferred universities could be relied upon to provide quality tuition.

A student of Wiversity of Ghana opined:
ALegon never osdaftseatqp peoplenih mdustrymare from here. They
offer courses that are relevant on the job market.... so yes one can be sure of getting a

gualification that 1is recognised and respect

A Central Lhiversity student who preferred a different wersity maintained:
AAshesi provides world class quality tuitio

getting quality | ecturers to teach you once

The responses thus far indicate that respondents thought their preferred uedversre
reliable.

Que 2b: What do you think about the level of service provided by your most preferred
university?
Ans: Most respondents were of the view that their most preferred university provided top
guality service to students. Specifically, eight respondents cited good communication
between the institutions and students through their student services directora¢ées. Fi
mentioned counselling and advisory services while two talked about rapport between faculty
and students.
A student of Valley View university noted:

A Brvice quality is very high there. Students are treated with respect and they are
made to feel valued.ecturers are always prepared to help you with any difficulties you may
have. o

Similarly, a student of Methodist University College who preferred University of Ghana

indicated:
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AThere are effective f or maldqualityrsevicettei r e s i
students. e sysems are simply there, like carecounselling which is very beneficial to

students. 0

The foregoing suggests that respondents perceived the general service environments of their

preferred universities to be good.

Que 2c: Would yas say that your preferred university is a successful one?

Ans: Unanimously, respondents believed that their preferred universities were successful in
many respects. All the nine respondents who preferred University of Ghana maintained that it
was a succes$ul university citing its history in graduating most of the prominent people in
industry. Two respondents who preferred Central University also commented on the
institutionsd ability to produce many peo
relaively short period of existence.

A student of Central University opined:

ACentr al has not been around for | ong; bu
who are occupying top positions out there. I

A student of Valley ViewJniversity insisted:

AEverybody talk about Ashesi because they
students in the country. Although it is a small university, people crave to be there because of
their success. o

Respondents therefore overwhelminbgtieved that their most preferred universities were
successful.

Que 2a Does your preferred university contribute to society in any way?

Ans: Most respondents thought their preferred university contributes to society. Eighteen
respondents believed th#tey had directly witnessed instances in which their preferred
universities have offered some contribution to society. Fifteen of them also argued that
providing graduates for the labour market is a form of societal contribution.

A student of Methodist Uwmersity College observed:

AfYes Legon does so both directly and i ndj
for brilliant students with poor backgrounds. They also contribute to many social events that
hel p society, but d o m@so many gramluatesoevegyeyear, that i t by
itself is a big contribution to society. o
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A student of Central University who preferred that institution noted:

ACor porate soci al responsibility 1is some
founder has a sdfarship scheme for brilliant but needy students. Even look at the
compulsory community programme that students have to go through before graduating. All
that i s meant to improve society. o

From the above, it is evident that respondents believed theirqgaieiversities contributed
to society.

Que 2e: How sincere would you say your most preferred university is?

Ans: There was a dominant impression among respondents that their preferred university was
sincere. Many drew a direct connection between sitycand reliability, indicating that a
reliable university is also likely to be sincere.

A student of University of Ghana maintained:

AAIRemember | said earlier that this university is a reliable one. By inference, it is also
sincere. There is nothing liygromising and failing here like we hear from other universities.
| believe that i s because of the structured

A student of Central University who wished she was at Ashesi noted:

ABecause of the | evelycanhotlkinsinme. phei ne at t h
struut ures are just there to follow. Here ther

The foregoing indicated that respondents believed that their preferred universities were also
sincere.

Que &: Do you know what your friends think of your preferred university?

Ans: Respondents mostly believed that their colleague thought positively about their most
preferred universitySixteen respondents thought that their most preferred universities are
also perceived in a similargit by their colleagues. Respondents believed that their mates
saw their preferred university as high class, reliable, successful and of good quality among
other such complimentary words.

A student of Methodist University maintained:

AMost of hmkoffegan éhe way | think of it. You know | am not the only
person who would wish to have been there. We all think it is a reputable university that can
of fer a | ot. o

A student of Central University noted:

fiMy friends think highly of Central becaustthe impression that | create out there.
Those who are here know what is here, but for those who are not here, it is up to us to create
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that good impression. They like it the way | do, although there are some who do not agree
with me. o

A student of Univesity of Ghana maintained:

Al know what they think of Legon because
wished to come here. So for those of us who are here and those who are not here, | think we
all think this university is atop onethatcantboe ust ed t o del i ver. o

Respondents therefore believed that their friends thought positively about their preferred
universities.

Que 2g:How do you compare this university to others in the country?

Ans: Respondents believed that their preferred universtiespared positively with their
competitors. Sixteen respondents maintained that their preferred universities were superior to
all others in the country. Five maintained that their preferred universities were just as good as
some other good top ones in tbeuntry while one respondent maintained that comparison
was not the issue for her, intimating blind preference by insisting that it was simply a matter
of preference.

She insisted:
AFor me it i's not a matter of whhAstlher t |
indicated earlier, I f eel I am attached t o K

other universities are doing. o
A student of Central University noted:

AThis wuniversity ¢ onmpharunversitfim Ghanarartevey wi t |
abroad. Look at the infrastructure at Miotso, the range of courses we offer including
architecture, pharmacy and Law. For me the i

The above indicates that respondents believed their preferred university compareslvery w
with the competition

Que 2h:Please comment on your general impression of this university.

Ans: Respondents spoke positively about their preferred universities. They believed their
preferred universities offered good quality tuition, provided good stint s®& ser vi ce
attractive physical environments and facilities for research, teaching and learning. Other
expressions used included good imagedgeeputation, good prospects mployment and

Obest universityo6 in the country.

A student of Central University noted:

AThis is a good wuniversity. They have th
good lecturers. What moves me the most is thgenof the founder? He is sucheputable
man. O
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The analysis of responsethus far, indicates that respondents believed that their most
preferred universities hagood image, which observation further indicates that there is a
strong connection between university image and university preferi@enttee opinion ofthe
respondents.

6.24 University Institution Identity

This part of the interview sought to establish angsilale relationship between university

institution identity and t u d grefereaceé founiversities.

Que 3a:How popular do you consider your preferred university tobe?

Ans: Respondents were unanimous in their assertion that their most preferred university was
popular. Seventeen respondents believed their preferred universities were well known in
Ghana while fifteen of them insisted that their preferred universitegzs preferred by most
Ghanaians. Four respondents maintained that their preferred universities were popular

internationally, particularly in the West African stdgion.

A student of Valley View University who preferred KNUST maintained:
AKNUST oss populareuniversities in the country when it comes to science and

technology. Everybody knows that if you ezally into science thatisthgl ace t o go. 0

A student of Wiversity of Ghana who was happy to be in the attendance of her first choice
university bragged:

A Of course we are popul ar; the only uniywv
foreign operators in this country Legon continues to be the most popular that everyone wants

to go. o

Respondents therefore believed that their prefernggersities were popular.

Que3b: How attractive do you consider the logo and other symbols of this university

Ans: Interestingly, only three respondents indicated that they were familiar with the logos,
jingles and colours of their preferred universti&€leven respondents maintained that they
had seen the logos of the universities concerned but had not taken time to closely study their
contents. Eighteen respondents insisted that they were not interested in symbols of their
institutions as that did n@dd anything to their academic fortun&bey indicated that they

were not moved by such elements as logos, colours, brands of cars used, official uniforms,
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corporate insignia and other such symbols that are known to be associated with university
institutions. A popular opinion in support of this position was swath elements did not add

to nor subtract from the university experience in any way.

A student of Central University expressed her opinion this way:
ACentr al changed i thtlhavegnot everobotbered to oklata s t
its contents. Al Il know is that it used to

A student of Methodist University stated:
| am not that interested in logos and colours and the like. They may be attractive but
for me,the most important thing is the qualification to enable me to eventually find a good

job when | graduate. Clearly, the | ogo has n

The above responses indicate that respondents thought university identity elements and

symbols weraot important to them.

Que 3c: Visually, do you think this university is remarkably deferent from others in the
country?
Ans: Seven respondents were of the view that their preferred universities were more visually

appealing that any other in the country. They mainly cited physical infrastructure.

A student of Methodist University said the following about University of Ghana:
A kegon has a campus that is physically attractive. You look anhdt i gives you an
impression ofa world class university. Ours is ok as compared to some private ones that

dondt | ook anything |Iike a university.?o

A Central Uhiversity student observed:
Abok at our campus at Miotso. I havenot

as far as | know, no university in the count

Conversely, an overwhelming fifteen respondents indicated that the campuses of their most
prefered universities were just as ordinary as that of any other. Twelve respondents
maintained that their preference for universities was not based on superior visual identity but

rather what the institutions can generally offer them as students.
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Most respondds therefore felt that the physical surroundings of their preferred universities

were not that conspicuously different from other institutions.

Que 3d: What is your opinion about fees charged by your most preferred university?

Ans: Twelve respondents maintained that their preferred university charged fees that were

unreasonable. Some cited unfavourable economic circumstances in the country and believed
as good as those universities were, they had not been considerate. Six respiodeht

that fees charged were fair, while four indicated that they were not aware of the fees charged

by their preferred universities.

A student of Methodist University who preferred Ashesi noted:
ATheir f ees ar eycham®in dollagwhich id notHag torsome bfe

us. O

Similarly, a student of Central hiversity noted:
fAs much as Central remains my first choice, | think they need to do something about
the fees. It is too high. Not many of us can afford it that easily. Many peopknadvitetends

to affect their performance. 0

It appears, based on the above, that most respondents were unhappheafesutevels in

their preferred universities.

Que 3e:What would you say about the quality of advertising done by your preferred
university?

Ans: Respondents unanimously indicated that their preferred universities did not advertise
apart from the seasonal campaigns during admissions. All the respondents indicated that they
hardly see or hear about their preferred universities any tintbeofear apart from the

admissions season.

A student of University of Ghana noted:
AYou know most uni versities in Ghana donot
newspapers when they open admissions, and when they do, all they talk about is their courses

and nothing else. 0
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The foregoing suggests a neutral relationship betveéaments of university idéity and
student s6 pnversitg Ingitotores infGhanalhe widespread view held by
respondentghereforedid not support the hypothetical stance that elementsnifersity
identity are positively correlated withusd e nt s®é uni versity preferenc

6.2.5 University Institution Reputation

The line of questioning under this dimension was aimed at identifying any possible
relationship between the nature of reputation that particular universities wield in titeycou

ands udent so6 pniwrkites.ence f or

Que 4a:In your opinion, how does the university handle promises made to students?

Ans: Most respondents believed that their preferred universities fulfilled their promises made
to students. Three respondents concetedot having had any direct encounter with the
universities to determine their level of responsiveness in that rdgsndiere swift in adding

that what they had heard from colleagues indicate that the institutions were trustworthy.

A student of Univesity of Ghana noted:

AfLegon can be trusted to fulfil its pron
rooted systems that cannot be compromised. It is very much unlike some of the private
universities that are run on the whims and caprices of individuso wner s . 0

A student from Central University intimated:

ACentral cannot afford to break its pr omi
on the reputation of the founder who is so n
It is thus evident that respondents thought thesferred universities did not renege on their

promises.

Que 4k Please comment on the reputation of this university.

Ans: All the twenty two respondents believed their preferred university had good reputation.
Respondents regularly indicated that thevarsities they preferred had reputation for
honesty, credibility, reliability and superior quality, in addition to academic excellence. There

was consensus among respondents that what others like parents, siblings and friends tell them
about particular umier si ti es, as a result of such 1 nf

universities, does have an effect on their university selection considerations.
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A female student of University of Ghana noted:

ASome of my older siblings were dand they said a lotl@out this university and that is

why | decided to come here. o

Respondents agreed that the reputation that is formed from their encounters with universities

by way of the | att er 6 sorkeshopsand conferentes asnt® r ogr a |
certain peception which influences their preference and choice. A dominant impression
among respondents was that universities with reputation for efficiency, modern infrastructure,

good quality facilities, quality tuition, graduate employability, etc. have thenpaleto

attract students. A popular belief was that reputable universities tend to graduate reputable
students whose attractive positions in industry become a source of motivation for potential

students to get on board.

Six respondents thought that tiheputation of graduates who are now in industry, also
determine the reputation of university institutions. A student of Valley View University
observed:

AWhen | l ook at some past students of tt
women in society, it sees as inspiration and motivation for me to also be part of this

institution. O

Conversely, there were some respondents who decided to answer this question by looking at

the poor reputation of some universifigeg which they were not prepared to be part of those
universities. Some traits of negative reputation mentioned included outmoded infrastructure,

i nadequate teaching and | earning facilities
Respondents @rwhelmingly believed thatguite apart from enjoying public admiration,
positive university reputation positively i/

Methodist University expressed his view as follows:

fiWhen you graduate from a reputable university, employers see you to be someone

who has received quality education and so ar

The foregoing indica&s that respondents thought thgreferred university had good

reputation.
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Que 4c How would you compare the reputation of this university to that of other
universities in the country?

Ans: There was consensus among respondents that their most preferred universities
compared favourably to other reputable universities in the country.

A respondent from Central University observed:

~

Aln terms of reputation, Il think we are b
may not be the best, because there are tles [ Legon and Ashesi and KNUS®und who
are equally reputable butthosen es ar e not better than us. o0

Respondents therefore believed that their preferred university compares favourably with other
universities in the country.

Que4 d: In your opinion, how credible is your preferred university and how do they
respondtostuden sd needs?

Ans: Respondents unanimously indicated that their preferred universities were credible. Five
respondents linked this question to presoquestions that borderesh reliability and
promise keeping.

A student of University of Ghana noted:

AiRemerber | mentioned earlier that this university is trustworthy. They do what they
say. And as | said, they cannot afford not to be credible because that can affect their hard
won reputation. 0

Respondents also felt that their preferred universities werbrele when it came t ¢
services, as reliability and credibility are largely intertwined.

A student of Methodist University commented:

Al know Ashesi to be reliable because the
directorate that addresses all sient concernsTheyhave good conigints procedures and
even advise studentsoncare pat h i ssues. 0

A student of Central University noted:

AOur studentsb6é services unit puts student
in identifying studentsé needs, they are alywv

with a challenge. o

This part of the interview sought to establish any possible relationship between the image of

uni versities i rpref&énaerfaunivarsiteées. st udent s o
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It is evident from the discussion so far that the nature of reputation a university wields is
positively linked to its student attraction prospects. This position is in tandem with views
espoused in the literature about the linear relationship between corporate reputation and
consumerso6 choice of products anang reseaech vi ces
outcomes including that of Pinar et al. (201t#hat University reputation is a strong

component of university brand equity.

6.2.6Perceived University Service Quality

This part of the interview sought to establish any possible relationship drepgeceived
institutional service qualitga n d s t pueteemce feubiversities.The line of questioning

under thisdimension thereforafforded the interviewer the opportunity to determine the
possibleeffecto f st udent sd& p er cuaigetsity brandsooh theirlchmicecplu a | i t

institutions

Que 6a: What would you say about the quality of this university and how consistent is
that?

Ans: Respondents believed that their preferred universities were of high quality. Sixteen of
the respondents dlight thathe quality of their preferred universitisarpassed any other in

the country while six argued that their preferred universities were among the best infterms
qguality. The following verbatim responses capture the wt@nds of viewheld by
respondents:

A student of University of Ghana argued:

~

Aln terms of quality, you and I know Legc
the best globally. No matter how you look at it, we are the best; whether physical
infrastructure, facilitiesservices or tuition..and that has always been the case.

A student of Central University who thought ttfag¢ institution was a good as any good one
put herview this way:

AiThe quality of Central is comparable to any of the best in the coanyrglay Even
in terms of infrastructure, | would say we are the best; look at the computer facilities; and we
have good lecturers to®.ou can rely on Central to provide good quality service asavell.

Respondents also felt that those universities were consistel@ivering superior quality.
Five respondents felt that the quality of university institutions has -@nmudffect on their
students.

A student of University of Ghana had the following to say:
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APeople tend to respect uwpmeastudenhtefhegtnhey get
You kind of ffeel big. Something | believe I

From the above, it is clear that respondents believed that their preferred university was of
good quality.

Que 6b: Are there anybenefits associated with being part of a univisity with high

service quality?

Ans: This probing question about institutional service quality brought graduate employability
to the fore, when many respondents drew a link between perception of institutional service
guality and relevance of course content in the face of increasingly demgasatitemporary
industry environments. A popular opinion among respondents in that regard was that
graduates from universities with higher perceived institutional quality have brighter prospects
of securing good jobs. This is because, according to resp@ndeich universities are also
perceived to offer quality programmes and courses of demonstrable relevance to the job
market.

A respondent from biversity of Ghana offered an opinion in that direction as presented
below:

ALegon offers prez@m tonmdestsy. Ittida pity maayr oé our
graduates cad@l find jobs in Ghana, but that has nothing to do with the quality of
programmes here. o
Six respondents believed that the level of service quality provided tends to affect the self
image of studnts.

A student of Valley View University noted:

AWhere the quality of students6 services
hel ps to determine who they believe they are

There were some in thminority who believed that good service quality does not only benefit
students but goes a long way to benefit the universities themselves.

A student of Methodist University noted:

ABecause of the good quality stendwtalkes t he
about it. Those of us who are not there hear about it and it helps to affect our perception of
that wuniversity; and so in the | ong run, the

Respondents therefore believed thatltigh a | i t y st ud doaffest@udentsand i ¢c e s
the institutions alike.
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Que 6¢: What do you think about the quality of tuition in this university?

Ans: Respondents were unanimous in their belief that their preferred university delivered
good quality tuition. Eleven of them said that theiimr&ason for preferring their institution
wast hat t hey per c etitiendodbe ofgoa qualitySome resppndents sitéd

the relevance of good course contasithe bedrock of quality tuition, indicating that it is one

of the surest means of fulfilling the dream of every universitio attract best quality

students. The following statement by one respondent is typical of that belief:

Al f you walmetbestswderts, then gou heed to be seen to provide good quality
tuition as well. Legon has attracted the best students every year because people think they

deliver quality tuition.o

A student of University of Ghana noted:

ALegon has r diptuitioa Our coarsefcantentsqane aomparable to any
good university anywhere in the world and ou

Similarly, a Methodist University student who expressed her preference for Ashesi University
noted:

fTheir coursesre American standard and most of their lecturers are from outside as
well; and so yes, as much as | think things are not that bad here, tuition quality is very high
t hereo.

Respondents also made reference to positive interaction between students landviaict
creates the alimportant congenial university environment that promotes effective learning.
This is how a tuition qualiegdriven respondent from Valley View University expressed his

view on the subject:
fiThe lecturers are good and they alsovéavery good teaching assistants who spend

time with you after normal classes; you are also free to go to their office for help if

necessary.o
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Even among those who admitted openly that high fees were a deterrent, there was the
admission that good qualigomes at a cosAs observed by a student oé@ral University

who preferredAshesi Lhiversity:

ATheir fees are very high. But when you wa
What you look at is the benefit you will derive from that level of qua y . 0

Respondents therefore thought that tuition quality in their preferred universities was high.

Que 6a How well do you think this university is operated and how does that affect its
performance?

Ans: Respondents believed that their preferteuversity had firm structures that ensured
that they were properly run. Some students who preferred public universities argued that their
preferr@ institutions were properly rabecause they were not operated according to the
personal interests of indwal owrers as it wa# the private universities. Conversely, some
who preferred private universities argued that decgsweremade quicker in their preferred

institutions because there wasbureaucracys there isn the public sectouniversities.

A student of University of Ghana who preferred Ashesi commented:

AThi ngs happen quicker there because deci s
everything has to go through a long process of discussion at government and ministerial
levels.That is partof the reason they perform better.

Another student of University of Ghana who preferred that institution however argued:

Al believe things are done better here be
place between the professors and the rhirdsr s . The private sector
opportunity andhat affects the way they perfarno

In all, respondents believed that their preferred universities were properly administered.

From the responses, respondents thought highly of the quality of their most preferred
universities, even where they had not directly experienced those institutions. These findings
corroboratdindings in the literaturé hat an i nst i tisdftendessdnsportant t u a |

t hat its prestige, or reputation for qualit:

which, in fact, guides the decisions of prospective students. The foregoing therefore points to
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a positive relationship between pekca d i nstitutional service

preference for universities.

6.2.7 Graduate Employability
The interviewer also sought to investigate the effect of graduate employability on

respondentsdéd university preference

Que 6a: Are qualificationsfrom this university accepted in other countries?

Ans: All the respondents asserted that qualifications from their preferred universities were
accepted in other countries and added that many graduates from those institutions had studied

in other countries

A student of University of Ghana observed:
AMany of our graduates proceed to further
and America. Our certificates are highly rec

Twelve respondents indicated that graduates from their prefernegtsities had been able to

acquire good jobs in other countries. One student of Central University noted:

AEven apart from gaining admissions to s

with foreign companies ot h her e i n Ghana and abroad. o

The foregoingindicates that respondents believed qualifications from their most preferred

universities had international appeal.

Que 6b: In your opinion, what do employers think about this university?

Ans: Respondents believed that employers thought highly of themst preferred
universities. Seven respondents said that the image of their preferred university was
responsible for that high level of acceptance in industry. Eleven respondents cited good
reputation as the reason why their preferred university was adcépt employers in the

country while another four mentioned tuition quality and availability of facilities.
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A student of Methodist University College noted:

A E phoyers think positively aboutriiversity of Ghana because of the facilities there
and also he good reputation. Most universities in Ghana have not been around for that long
to operate at that | evel .o

In the same vein, a student of Central University maintained:
ACentr al I's a fairly new wuniversioffey but

here, most employers are happy to employ gr a

It is evident from the above that respondents believed their preferred universities were seen in

a positive light by employers in the country.

Que 6¢: As compared to other universitieshow would you say qualifications from this
university are accepted?
Ans: Respondents believed that qualificasdrom their preferred universities were highly
accepted on the labour markatstudent who preferred Ashesi University noted:

A T h gualifications are highly accepted. As for Ashesi they have a way of liaising
with industry and so by the time you complete school, your job is ready. There is no

university in Ghana that guarantees that. 0

Another student who preferred University of Gahanaintained:

AUNt i | recently, Legon was the only uni
university that provided most graduates for the labour market. And so that perception
continues. Employers generally are happy to employ people with qualifisdtam there as

compared to those from the other wuniversitie

Respondents therefore believed that qualifications from their preferred universities were
preferred by employers.

Que 6d: Do graduates from this university obtain any better jobs?

Ans: A popular opinion among respondents was that in a developing country like Ghana
where very few graduates are able to employ themselves, the likelihood of students securing

attractive jobs with relative ease upon completing particular universities becomestad piv
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consideration in their preference considerati@deight and Yorke, 2004)A respondent

from Valley View Universityputsit succinctly as follows:

€ We all go to school with the hopef acquiring jobs upon graduatingMost of us
donodt h a wed capitaleto stag quu 6wn businesses and so by attending a

university | ike Ashesi you will get that

Fourteen respondents explicitly asserted that graduating from a-kmeNvn tertiary
institution wassine qua norfor job acquisition, and so felt it was benefictal attendan

institution that would afford that privilege.

A student who appeared excited to be associated with Central University College brand

remarked:

AAs | menti oned e ar |ICergral University is ame o6theamost, t h «
disciplined institutions where academic standards are very high, ... if itis in your CV that you
attended Central University, it enhances your chances of getting a job, because almost every

employer in Ghana knowsalut t he standard of this univers

Eight respondents believed that graduates from their preferred universities got better jobs
than their counterparts from other universities. The remaining fourteen respondents however
thought that graduates from theireferred universities were simply able to acquire jobs that

are not necessarily better. Most respondents maintained that what is important is the level of
acceptance of qualifications in industry,; ar

their bargaining strengths would determine how better or well paying their jobs would be.

A student who preferred University of Ghana noted:

Al know it i's easier for graduates from
counterparts from some other unisities for a number of reasons. First, there are a lot of

big people in industry who attended Legon who are prepared to help new graduates from that
university. Also the Legon reputation is a factor. But the kind of position you get and the
salary youean has nothing to do with Legon. | t 0s

perform on the job. o
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There was also the agreement among respondents that coming from their preferred
universities would not ensure ttgraduates are bettable to hold on to their pin any way.

The popular opinion expressed by messpondents in this regard was that graduating from

their preferred university would not necessarily ensure that one gets a better job than their
counterparts from other institutionsrom the above andlis, it is evident that there is a
positive relationship between graduate empl c

institutions in Ghana.

6.3Recommendations
Respondents were given the opportunity to recommend ways of improving university

institutional value to students with a view to instigating preference among the latter.

Que 7a: In your opinion, what can universities in Ghana do to improve theirvalue and

their chances of attracting students?

Ans: Answers given by respondents had a lot in mw@m with factors that underlie their
preference as presented in section 6.2.2. Factors frequently mentioned included institutional
quality, infrastructural facilities, teaching and learning facilities, faculty and teaching quality
and fees. Others were elopability, moral uprightness, university image, university
reputation, popularity, credibility and affiliation to religious organisaioA good number of
respondents also mentioned innovativenedtering programmes that are abreast with

contemporary business practicasdconducting credible examinatians

A student of University of Ghana noted:

AA number of things. As | mentioned ear |
there should beadequate research, teaching and learning facilities; their student service
systems should be up and doing. .....they also have to improve their reputation and do a lot of

communication | ike advertising.o

Similarly, a Methodist University College studemtmed:
AThese days, the reputations of organi sat
image. They should be seen as reliable and trustworthy and also centre everything they do on

students. o
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There were some respondents in the minority who thoungtitthe availability of sporting
facilities and music could attract them. They believed that a good appreciation on the part of
universities of the fact that people are endowed with different talents and on that basis
provide relevant facilities that refiethat diversity could be benefici®®espondents therefore
believed that there is a lot that universities in Ghana can do to increase their value to students

and thereby increase preference among them.

6.4 Summary

This chapter has presented findingd amnalysis of irdepth interviews that formed the
gualitative part of this mixethethods study aimed at ascertaining the nature of relationships
between five studeriased brand equity constructs and university preference among
undergraduate students in &@ia. The respondents were students selected from four
universities in the country. The interviews began by finding out if participants had preference
for any particular university in the country. For those who were in institutions other than the
ones theypreferred, the interviews proceeded to find out the reasons behind that decision.
The interviewer then continued to ask questions that related to specific SBBE constructs. The
guestions were adopted from extant brand equity literature, which were maddifedt the

circumstances of this study.

The findings indicatethat respondents preferred particular universities. It is also amply
indicated that university image and university reputation have significant positive
rel ationshi ps wie for ursversityl iastititisnd in Gharaf Respondents
however,overwhelmingly believed that university identity did not affect their preference for
universities. Theanalysis also portray a dominant impression among respondents that
perceived institutioriaservice quality andiniversity graduate employability had favourable
effects on their university preferenc@n the wholethe researcher argues, basedindings

of this qualitative analysjghatthe SBBE onceptis applicableto the Ghanaian university
context This is becauseespondents overwhelmingly believed trat but one of the
constructs (university institution identityphat wee investigatedthrough the irdepth
interviews had favourable effects on their prefererfoe university institutions That is,
positive relationships were obtained between most of the SBBE constructs studied and
university preference among students in Ghana. SBBE and university preference are therefore
related. The next chapter presents rasaiftl analysis of quantitative data collected through

selfadminstered questionnaires.
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CHAPTER SEVEN

QUANTITATIVE DATA ANALYSIS

7.1 Introduction

This chapter presents the resultsdata analysed from questionres administered on the

field. The chapter examines the relationshifpsany, existing between the dimensions of
brand equity and brand preference using a sample of 625 students of university institutions in
Ghana. All quesbnnaire variables were measured on a sea@nt Likert scale (47), where
1=strongly disagree and 3trongly agree. Statistical analyses performed include
confirmatory factor analysis, structural equation modelling and correlation matrix. The

following hypotheses are tested:

H1: There is a positive relationship between university image and the reputation of university
institutions in Ghana.

H2: University identity impacts positively on the reputation of university institutions in

Ghana.
H3: Universityn st i tuti on i dentity has a positive ef
H4: University institution image has a positi

H5: There is a positive relationship between university institutional reputation@artistn t s 6
university preference.

H6: Perceived institutional service quality i:s
for university institutions in Ghana.

H7:Gr aduate employability positively affects
H8: Perceived institutional service quality is positively correlated with graduate

employability.
7.2 Demographic and Background Information

This section presents an analysis of data on

attendance, their sex, age ancdome as summarised in Table 7.1.
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Table 7.1 Demographidrofile of Respondents

Variables Frequency Percent
Type of university

Public 315 50.4
Private 310 49.6
Gender

Male 307 49.1
Female 318 50.9
Age group

1820 65 10.4
21-24 313 50.1
2529 144 23.1
30-34 37 5.9
3539 34 5.4
40 years above 32 5.1

Monthly income

> GHC5000 126 20.2
GHC 4006GHC5000 147 23.5
GHC3000GHC3999 74 11.8
GHC2000GHC2999 79 12.6
GHC1000GHC1999 123 19.7
< GHC 1000 76 12.2
Total 625 100.0

Source: Field data, 2016

In Table 7.1, the number of respondents was roughly equally split between students of public
(50.4%) and private (49.6%) universitiddore than half 50.9% of the respomie were
females and the re§19.1% were malesMajority (50.1%) of the respondents were between

the ages of 21 and 24 years; this is followed by those who were between the ages of 25 and
29 years (23.1%), 18 and 20 years (10.4%), 30 and 34 years (5.9%), 35 and 39 years (5.4%)
and 40 yearsind above (8.%) respectivelyOne in five respondents (23.5%) claimed their
families earned between GHC4000 and GHC5000 per month; this is followed by those who
claimed their families earned above GHC5000 (20.2%), between GHC 1000 and GHC 1,999
(19.7%), between GHC PO and GHC 2,999 (12.6%), below GHC 1000 (12.2%), and
between GHC 3000 and GHC 3,999 (11.8%) respectively.
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7.3Most Preferred University

This section presents data in relation to respondents most preferred university.

7.3.1 First Choice University

The analysis alsshowsthe number of respondents who listed the universities identified as

strictly their first choice university as presented in Figure 7.1

Figure 7.1: Respondentsdo First Choice Univer

Kings College 0
Valley View University 1 3
GIMPA 14
University of Education Winnebill 5
University for Developmesé 0 10
University of Cape Coas —1 54
Asheshi University C————1 96
Central University C——————1 101
KNUST | 1 135
University of Ghana | 1 217

University

0 50 100 150 200 250
Frequency

SourceField datg 2016

Out of the 625 respondents, 217 (34.7%) listed University of Ghana as their first choice
university. This was followed by Kwame Nkrumah UniversifyScience and Technology
(135); Central University (101); Asheshi University (9&nd University of Cape Gat (54)
respectively. Others included University for Development Studies (10), ety of
Education (5);Ghana Institute of Managemeand Public Administration (4)and Valley

View University (3).

7.3.2 Reasons whyrespondents could not Enterhieir First Choice University

A few (123) of the respondents were not students of their most preferred university at the
time of the study. Out of the 128ho were not students of their first choice universities, 45

(36.6%) claimed it was because they could nbtaim sufficient passes. Other reasons
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provided include financial challenges (31), limited programmes on offer (17), distant location
(17), poor customer service (6), inadequate facilitiesa(d) poor institutional image )3as

presented in igure 7.2.

Figure 7.2: Reasons why some Respondents could nattér their Most Preferred
University

Poor institutional image [ 3
Inadequate Facilities[ ] 4
Poor customer servic[—1 6

Poor/Distant location | ] 17
Limited programmes on offe | ] 17
Financial challenges| ] 31
Unable to attain sufficient passe/| ] 45

0 5 10 15 20 25 30 35 40 45 50
Frequency

Source: Field dat®2016

7.4 Confirmatory Factor Analysis (CFA)

7.4.1 Testing forSuitability of Data for Analysis
Before conducting CFA, it is important to ddiah the suitability of data for the analysis to

be conducted. Due to thelatively high response rate @Jj and the fact thahe survey was
completed undeconditions of anonymitytest for norresponse bias was not undertaken
(Ledden et al., 2011)Furthermore, the number of responses obtained meet the PLS analysis
recommendation proposed by Barclay et al. (1995).

Next, test for common method variance bias was undertaken since all of the data for this
research was conducted using a single questioomai Thi s study perform
(1967) one factor test based on #pproach described by Andersson &ademan (1997),

and Schriesheim (1979). Exploratory factor analysis with extraction of only one factor

showed that the factor accounted for al@®u02% of variance explained lfweh is less than
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50% variance). Furthermore, measures were taken in the questionnaire design to minimize

acquiescence bias (Mattila and Enz, 2002; Lings and Greenly, 2010).

7.4.2 Testing for theSuitability of Partial Least Squares (PIs) 6r Data Analysis

Analysis of the scales used in the study questionnaire indicated that eleven items had kurtosis
> +1.0; whereas thirteen items had skewness > +1.0. More importantly, the Komogorov
Smirnov test of normality showed that 0.¥40< 0. 27 4; p<0. 01 fteer al |
ShapireWilk test of normality showed that 0.771<W< 0.932; p<0.01 for all items. These
imply that the data is not normally distributed thus confirming the appropriateness of the

usage of PLS statistics.
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Table 7.2: NormalityTest br Questionnaire Items

Kolmogorov- Shapiro-
Mean S.D Skewness Kurtosis Smirnov Wilk

Variab | Statis | Statisti | Statisti | Std. | Statis Std. Statis | Si

les tic Cc c Error tic Error Statistic | Sig. tic g.
bpl 551 | 1.21 | -0.686| 0.098| 0.266| 0.195 0.214 0 0.893| 0
bp2 5.81 1.20 | -1.266 | 0.098 | 2.02 | 0.195 0.245 0 0.833| 0
bp3 5.69 1.19 | -0.815| 0.098 | 0.797 | 0.195 0.196 0 0.865| 0
bp4 6.04 1.08 | -1.094 | 0.098 | 0.958 | 0.195 0.252 0 0.811| O
bp5 5.95 1.26 -1.3 0.098 | 1.612| 0.195 0.25 0 0.797 | 0
bp6 5.08 1.31 | -0.385| 0.098 | -0.081| 0.195 0.159 0 0924 | 0
bp7 5.91 1.23 | -1.536 | 0.098 | 2.953 | 0.195 0.245 0 0.795| 0
bp8 5.83 1.16 | -0.997| 0.098 | 0.92 | 0.195 0.236 0 0.846| 0
imagl 5.78 1.32 | -1.143 | 0.098 | 1.131 | 0.195 0.233 0 0.829| 0
imag?2 5.11 1.36 | -0.518 | 0.098 | 0.157 | 0.195 0.155 0 0919| 0
imag3 6.08 1.12 | -1.376 | 0.098 | 2.244 | 0.195 0.268 0 0.781| O
imag4 | 5.23 1.43 | -0.915| 0.098 | 0.724 | 0.195 0.191 0 089 | 0
imags | 4.97 1.32 | -0.471| 0.098 | 0.317| 0.195 0.15 0 0916 | 0
imag6 5.63 1.27 | -0.982 | 0.098 | 1.071| 0.195 0.214 0 0.865| 0
imag7 6.08 1.15 | -1.435| 0.098 | 2.218 | 0.195 0.274 0 0.771| 0
imag8 5.90 1.27 | -1.163| 0.098 | 1.102 | 0.195 0.249 0 0.809| O
repul 5.16 1.37 | -0.712 | 0.098 | 0.632 | 0.195 0.183 0 0.904| 0
repu2 5.94 1.17 | -1.018 | 0.098 | 0.538 | 0.195 0.238 0 0.818| 0
repu3 5.83 1.13 | -0.781 | 0.098 | 0.022 | 0.195 0.213 0 0.858 | 0
repud 5.97 1.15 | -1.156 | 0.098 | 1.208 | 0.195 0.236 0 0.815| 0
repub 5.52 1.21 -0.63 | 0.098 | 0.005| 0.195 0.192 0 0.896 | 0
repu6 5.12 1.32 -0.62 | 0.098 | 0.69 | 0.195 0.163 0 0.907| 0
idenl 6.14 1.07 | -1.387 | 0.098 | 1.899 | 0.195 0.272 0 0.773| 0
iden2 5.12 1.51 | -0.545 | 0.098 | -0.386| 0.195 0.159 0 0911] 0O
iden3 5.39 1.27 | -0.565| 0.098 | -0.013| 0.195 0.174 0 0.906| O
iden4 4.90 159 | -0.713 | 0.098 | 0.087 | 0.195 0.174 0 0.906 | O
iden5 4.63 1.57 | -0.426 | 0.098 | -0.386| 0.195 0.147 0 0932| 0
psql 5.56 1.35 | -1.099 | 0.098 | 1.17 | 0.195 0.245 0 0.856| 0
psqg2 4.96 1.40 | -0.656 | 0.098 | 0.457 | 0.195 0.164 0 091 | O
psqg3 5.72 1.10 | -0.736 | 0.098 | 0.584 | 0.195 0.194 0 0.874| 0
psq4 5.33 1.36 | -0.684 | 0.098 | 0.3 0.195 0.184 0 0.899| 0
psg5 5.30 1.28 | -0.794 | 0.098 | 0.784 | 0.195 0.188 0 0.9 0
psq6 5.32 1.25 | -0.756 | 0.098 | 0.891 | 0.195 0.19 0 0.898| 0
psq7 5.15 1.39 | -0.561 | 0.098 | -0.21 | 0.195 0.171 0 0917| 0
empll 5.46 1.39 | -1.045| 0.098 | 0.994 | 0.195 0.218 0 0.869| O
empl2 5.33 1.25 | -0.507 | 0.098 | 0.039 | 0.195 0.174 0 091 | O
empl3 5.52 1.24 | -0.692| 0.098 | 0.255| 0.195 0.213 0 0.889| 0
empl4 | 5.71 1.24 | -0.851 | 0.098 | 0.472 | 0.195 0.195 0 0.862| 0
empl5 5.09 1.55 | -0.701| 0.098 | -0.063| 0.195 0.186 0 0904 | 0

SourceField data2016
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7.4.3 Testing for thePsychometric Properties 6 Scales Used

Next, a test of the psychometric properties of scales used in the study was carried out. This
process involves a test of convergence and discriminant validibyed&@.3 and 4. provide
summarie®f convergent and discriminant validity tests respectively. An examination of the

initial results showed that some items had significant cross loadings.

7.4.3.1 Convergence Validity

i. Perceivedinstitutional Service Quality

Firstly, perceived service quality was measured using seven items. An examination of the
initial loadings showed that the itel®SQ2 and PSQ5 had significant cross loadings into
other constructs. The offending items were sequentially deleted and the measurensnt mod
was rerun after each deletion until all the retained itétnadings were significanhe final
retained items achieved a Cronbachos al pha
average variance extracted (AVE) estimate of 0.604, all medtenghinimum suggested by
Gerbing and Anderson (1988), Hair et al. (1998) and Hers#dr (2009). Furthermore, each

of the remaining item loadings was statistically significant using bootstvafjué¢s (5000
subsamples) (Efron and Gong, 1983; Tortosalgt2009).

ii. Graduate Employability

Graduate employability was measured using five items. An examination of the initial
loadings showed that the items EMPL4 &MPL5 had significant cross loadings into other
constructs. The offending items were deleted and the measurement modelruastae
obtain significant loadings for the remaining itenfhe final retained items achieved a
Cronbachos al ph site reliability of D.84% and average wapance extracted
(AVE) estimate of 0.647, all meeting the minimum suggested by Gerbing and Anderson
(1988), Hair et al. (1998) and Henstdral. (2009). Furthermore, each of the remaining item
loadings was statistdly significant using bootstrapvalues (5000 subamples) (Efron and
Gong, 1983; Tortosa et al., 2009).
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Table 7.3: Reliability and Convergent Validity

Factor Initial  Item Loadi t-value Cronbac Compos AV
, final code ng (Bootstr h's ite E
numb ap) Alpha  Reliabili
er of ty
scale
items

Perceived Service 7,5 0.836 0.884 0.60

Quiality PSQ1  0.764 35.414** 4

PSQ3 0.755 31.170**
PSQ4 0.766 28.315**
PSQ6 0.778 36.955**
PSQ7 0.820 48.144**

Graduate 53 0.729 0.846 0.64
Employability EMPL1 0.814 38.363** 7
EMPL2 0.810 49.418*

EMPL3 0.789 31.843**

Corporate Identity 5,3 0.734 0.847 0.64
IDEN1 0.813 50.411** 9

IDEN2 0.781 30.487**
IDEN3  0.822 45.890**

Institutional 6,4 0.832 0.888 0.66
Reputation REPU2 0.828 42.000** 5
REPU3 0.856 77.887**

REPU4 0.774 32.366**

REPUS5 0.801 41.851**

Institutional Image 8,4 0.816 0.879 0.64
IMAG3 0.841 51.242** 5

IMAG6 0.742 28.375**
IMAG7 0.853 57.335**
IMAG8 0.772 36.795**

Brand Preference 8,6 0.835 0.879 0.54
BP1 0.709 26.086** 9
BP2 0.783 39.116**

BP3 0.799 44.510**
BP4 0.764 38.071**
BP6 0.651 23.476**
PB7 0.731 23.114**

Note: **t-value is significant at 0.01 level of significance

Source: Field dat®2016

iii. Corporate Identity
Corporate identity was measured using five items. An examination of the initial loadings

showed that the itemMl®EN4 and IDENS5 had significant cross loadings into other constructs.
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The offending items were sequentially deletedi the measurement model wasue after

each deletion until all the retained itehsadings were significanThe final retained items
achieved a Cronbachés alpha of O0.734, a comj
extracted (AVE) estimatef 0.649, all meeting the minimum suggested by Gerbing and
Anderson (1988), Hair et al. (1998) and Henderl. (2009). Furthermore, each of the
remaining item loadings was statistically significant using bootstnagdues (5000 sub

samples) (Efron an@ong, 1983; Tortosa et al., 2009).

iv. University Reputation

University reputation was measured using six items. An examination of the initial loadings
showed that the item&EPU1 and REPU6 had significant cross loadings into other
constructs. The offemag items were sequentially deleted and the measurement model was
re-run after each deletion until all the retained itétesmdings were significanfThe final
retained items achieved a Cronbachoés al pha
avera@ variance extracted (AVE) estimate of 0.665, all meeting the minimum suggested by
Gerbing and Anderson (1988), Hair et al. (1998) and Hers#ér (2009). Furthermore, each

of the remaining item loadings was statistically significant using bootstvafjué¢s (5000
subsamples) (Efron and Gong, 1983; Tortosa et al., 2009).

v. University Image

University image was measured using eight items. An examination of the initial loadings
showed that the item$#AG1, IMAG2, IMAG4 and IMAG5 had significant croseadings

into other constructs. The offending items were sequentially deleted and the measurement
model was reun after each deletion until all the retained itéhosdings were significant.

The final retained 1items ac ltcompositedeliability®r onbac
0.879 and average variance extracted (AVE) estimate of 0.645, all meeting the minimum
suggested by Gerbing and Anderson (1988), Hair et al. (1998) and Henhaler(2009).
Furthermore, each of the remaining item loadings wasststatly significant using bootstrap

t-values (5000 subamples) (Efron and Gong, 1983; Tortosa et al., 2009).

vi. University Brand Preference

Lastly, brand preference was measured using eight items. An examination of the loadings
showed that the itemBP5 and BP8 had significant cross loadings into other constructs. The
offending items were sequentially deleted and the measurement modetwasafter each
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deletion until all the retained iteid$oadings were significantThe final retained items

acheed a Cronbachés alpha of O0.835, a composi
extracted (AVE) estimate of 0.549, all meeting the minimum suggested by Gerbing and
Anderson (1988), Hair et al. (1998) and Hengerl. (2009). Furthermore, each ofeth
remaining item loadings was statistically significant using bootstnagdues (5000 sub

samples) (Efron and Gong, 1983; Tortosa et al., 2009).

7.4.3.2 Discriminant Validity

Next, discriminant validity is met by the fact that the-spnstruct modetevealed low to
moderate correlations between them (Gerbing and Anderson, 1988). Furthermore, the square
root of the average variance extracted estimates for each of the six constructs is greater than
the interconstruct correlations between them (Forreeld Lacker, 1981; Barclay et al.,
1995). This shows that each construct is distinct and differs from the other measurement

construcs in the model as presented iable 7.4.

Table 7.4: Discriminant Validity (Square root of AVEs in diagealld)

Factor 1 2 3 4 5 6
Perceived Service Quality 0.777

Graduate Employability 0.681 0.804

Corporate Identity 0.547 0.455 0.806

Institutional Reputation 0.604 0.488 0.629 0.815

Institutional Image 0.577 0.459 0.573 0.667 0.803
BrandPreference 0.694 0565 0531 0.712 0.634 0.741

Source: Field dat®2016

Furthermorethe remaining items presented iable 7.5 had no significant croksadings
further supporting théact that the si>construct model demonstrates discriminant validity.
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Table 7.5 Item Cross Loadings

Items psq employ iden repute image  prefer
PSQ1 0.7637 0.5748 0.4717 0.4912 0.4886 0.5322
PSQ3 0.755 0.5622 0.3933 0.5392 0.4333 0.5361
PSQ4 0.7664 0.4614 0.4185 0.4777 0.4449 0.525
PSQ6 0.7777 0.5264 0.3991 0.374 0.4425 0.5458
PSQ7 0.8204 0.511 0.4407 0.4618 0.4279 0.5556
EMPL1 0.5196 0.8138 0.3698 0.3953 0.3778 0.4541
EMPL2 0.6445 0.8102 0.3336 0.3648 0.3065 0.4789
EMPL3 0.455 0.7885 0.4035 0.4259 0.4425 0.4235
IDEN1 0.4501 0.419 0.813 0.5678 0.5889 0.5125
IDEN2 0.3808 0.3138 0.7813 0.4013 0.3262 0.3191
IDEN3 0.4793 0.3486 0.8216 0.5202 0.4232 0.4181
REPU2 0.4238 0.34 0.5034 0.8281 0.6065 0.5866
REPU3 0.4953 0.4387 0.6283 0.856 0.5879 0.5879
REPU4 0.4978 0.3874 0.403  0.7737 0.4884 0.5325
REPUS 0.5604 0.4257 0.497 0.8008 0.4838 0.6134
IMAG3 0.4662 0.3738 0.4538 0.5258 0.8411 0.526
IMAG6 0.5471 0.4373 0.3956 0.5571 0.7424 0.4974
IMAG7 0.4352 0.3396 0.5098 0.5812 0.853 0.5579
IMAGS8 0.3993 0.3226 0.4831 0.4686 0.7717 0.4439
BP1 0.5046 0.3659 0.3724 0.5024 0.4921 0.7088
BP2 0.54 0.43 0.4429 0.5306 0.4635 0.7832
BP3 0.5259 0.4376 0.4411 0.5545 0.4483 0.7985
BP4 0.4791 0.4108 0.4746 0.6463 0.5639 0.7639
BP6 0.5444 0.4611 0.2893 0.3779 0.3302 0.6508
PB7 0.5042 0.4135 0.3215 0.5258 0.4966 0.7309

Source: Field dat®2016

7.5 Structural Equation Modelling
Having confirmed the psychometric properties of the scales used, the next stage is to examine
the structural model in order to assess the mdeXplanatory power and the significance of

the hypothesized paths (Lings and Greenly, 2010).

7.5.1 Model Efficiency

All the constructs showed stig explanatory power. Table 7pBesents the result of the
mo d e Ip@dictive a&curacy and overall goodnestfit index. Corporate identity,
institutional image, institutional reputation, perceived service quality and graduate
employability jointly explained about 63.7% of the variance in brand preference. Albo, b

institutional image and corporate identity explained about 53.5% of the variance in
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institutional reputation. Finally, perceived service quality explained about 46.3% of the
variance in graduate employability. All of these results exceed theraiedevel of 33%
suggested by Chirl998) showing good explanatory poweurthermore the model yielded a
goodnesf-fit (GoF) index of 0.548 indicating a very good model fit (Hoffmann and
Brinbrich, 2012).

Table 7.6 Goodhessof-Fit Index

Constructs R? AVE
Perceived Service Quality _ 0.604
Graduate Employability 0.463 0.647
Corporate Identity _ 0.649
Institutional Reputation 0.535 0.665
Institutional Image _ 0.645
Brand Preference 0.637 0.549
Average 8ores 0.545 0.626
Average (AVE)* Average (B 0.341

GOF =/(AVE = R%) 0.584

Source: Field dat£2016

The results of predictive relevand@? test and effect sizg§’) are presented in Table 717
addition to the R this study also utiliss crossvalidated redundancyQf), a blindfolding
procedure as ariterion for predictive relevance (Chin, 2010).2 iQvalues of 0.292, 0.349

and 0.343 were obtained for graduate employability, institutional reputation and brand
preference respectivelll of theseare greater than 0 showing predietrelevance (Fosell

and Cha1993; Chin, 2010).

Table 7.7 Predictive Relevance)) and Effect Sizes})

Constructs Q? f’(Preference) f%(Reputation)
Perceived Service Quality _ 0.11 (small)

Graduate Employability 0.292 0.02(small)

Corporate Identity _ 0 (None) 0.194(medium)
Institutional Reputation 0.349 0.163(medium) _
Institutional Image _ 0.039(small) 0.297(medium)
Brand Preference 0.343

Source: Field dat&2016
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Institutional reputation had medium effect size on brand preference whereas perceived
service quality, graduate employability, and institutional image all had small effect sizes on
brand preference. Also, both corporate identity and institutional image had medium effect

sizes on institutional reputation.

7.5.2 Structural Estimates and Hypdheses Testing

This analysis examines the relationships if any existing betweefivihalimensions of
studentbasedbrand equity and brand preference. The proposed models were estimated using
partial least squares (PLS). The result of the proposed mesntrenodel tested (showing
regression weights) is shown inghkre 7.3. Bootstrap-talues were used to estimate the
statistical significace of each path coefficient as presented in Table 7.8. The resulgsiia F

7.3 show that all paths were statistigaflignificant, with the exception of the effect of

university institutionaldentity onuniversitybrand preference.

Figure 7.3: PathDiagram for the Dimensions of Brand Equity and Brand Preference
Showing Regression Weights

Preference
R?=0.637

Reputation
R?=0.535

Employability
R?=0.463

Note: Dotted line meanpath is not statistically significant

Source: Field dat&2016
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Basedon structural results presented igure 7.3, the following hypotheses conclusions

were made.

H1: There is a positive relationship between university image and the reputation of
university institutions in Ghana.

A positive and significant association exists between institutional image and institutional
reputation (p<0.01). This meatisatthe moreposi ti ve an institutionod
the likelihood thathe reputation offte institution will inprove. Specifically, about 21%héit

is, the square of the regression weight of 0.457 times 100%) of the variance in institutional
reputation is explained by institutional image. Therefore, hypothedikl)Li§¢ supported in

the presencontext.

H2: University identity impacts positively on the reputation of university institutions in

Ghana.

A positive and significant association exists between corporate identity and institutional
reputation (p<0.01). This means that the more pesdinn st i t uti ondés i dentit
the reputatiorof the institution will be Specifically about 13.5% [tat is the square of the

regression weight of 0.367 times 100%) of the variance in institutional reputation is explained

by corporate identyt Therefore, hypothesis BiR) is supported in the present context.

H3: University institution identity has a
preference.
The relationship between corporate identit.y

staistically significant (p=n.s.). This means that it is not necessarily trueirts@tutional
identity has a positive i mpact on studentsbéd

(H3) is not supported in the present context.

H4: University institut i on | mage has a positive effect o
A positive and significant association exists between institutional imageuaneérsity

preference (p<0.01). This means thatthe nes i t i ve an institutioné
likely students are tohoose that institution. Specificallgbout 2.8% (tat is the square of

the regression weight of 0.168 times 100%) of the variance in brand preference is explained

by institutional image. Therefore, hypothesid#4) is supported in thpresent context.
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H5: There is a positive relationship between university institutional reputation and
studentsé6é university preference.

A positive and significant association exists betweestitirtional reputation and university
preference (p<0.01). Thi means t hat the more pB,shemorere an
likely students will choose that institution. Specificalibout 13.8% (tat is the square of

the regression weight of 0.372 times 100%) of the variance in brand preference iseeikplai

by institutional reputation. Therefore, hypothesi$i5)(is supported in the present context.

HG6 : Perceived institutional service qgualit
preference for university institutions in Ghana.

A positive and signi€ant association exists between perceived service quality and brand
preference (p<0.01). This means thatther e posi t i v e lsgyviceaqualityia st i t u
perceived the more students tend to show preference for the institution. Specjfaadyt

10% (bhat is the square of the regression weight of 0.313 times 100%) of the variance in
brand preference is explained by perceived institutional service quality. Therefore, hypothesis

6 (H6) is supported in the present context.

H7: Graduatee mpl oyabi |l ity positively affects stude
A positive and significant association exists between graduate employabilitynarsisity
preference (p<0.05). This means that,thehe mor
more students tend to show preference for the institution. Specifiablbyt 1% (iat is the

square of the regression weight of 0.10 times 100%) of the variance in brand preference is
explained by graduate employability. Therefore, hypothedi$7y i€ supported in the present

context.

H8: Perceived institutional service quality is positively correlated with graduate
employability.

A positive and significant association exists between percengiutional service quality
and graduate employaityl (p<0.01). This means that the more positively an institutional
service quality is perceivedhe more the graduates of that institution tend to gain
employment. Specificallyabout 46.4% (tatis, the square of the regression weight of 0.681
times 100% of the variance in graduate employability is determined by perceived

institutional service quality. Therefore, hypothesi$i8)(is supported in the present context.
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7.6 Summary of Hypotheses Tests

A summary of the hypotheses test conducted and csinokl made is shown in Table 7.8

Seeappendies E and F forstructural paths showing regression weights and bootstrap t

values respectively.

Table 7.8 Hypotheses Tests Summary

Hypo Structural Path Path t-value | Hypothe
thesis coefficien | (Bootstrap sis
t ) results

H1 Institutional Image — Institutional Reputati¢  0.457 11.357** | Accepted
H2 Corporate Identity — Institutional Reputatit 0.367 10.512** | Accepted
H3 Corporate Identity — BrandPreference -0.015 n.s Rejected
H4 Institutioral Image — Brand Preference 0.168 4.487** | Accepted
H5 Institutional Reputation— Brand Preference 0.372 6.644** | Accepted
H6 Perceived Service Quatit— BrandPreference 0.313 5.137** | Accepted
H7 Gradua¢ Employability — Brand Preference 0.100 2.423* | Accepted
H8 Perceived Service Quatity—> Graduate Employah 0.681 32.219** | Accepted

Note: **t-value is significant at 0.01 levef significance; *tvalue is significant at 0.05 level
of significance

Source: Field dat®2016
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CHAPTER EIGHT

DISCUSSION OF FINDINGS

8.1 Introduction

This chaptediscusseshe research findingg | ong the | ines of the st
view to address the objectives formulated in ChaptereQt also discusses consistency or
otherwise of the study selts (both qualitative and quantitatiwejth findings in the extant

brand equityliterature domainwith a view to drawing conclusions about the effecthu

SBBE constructs investigatedn universitypr ef er enc e of t he under
populationin GhanaThe chapter is structured in tvgectionssection one presenégeneral

di scussi on of pmdfetedce (BUR;avhile sectitwe prasents ya discussion

on the relationship between the respective SBRENstructs perceived institutional service

quality (PISQ), universitygraduate employability (UGE), university institutiatentity (Ul),
universityinstitutionreputation(UIR) and university institutiommage(Ull) on one handand

st udent s obrandrpieferencéSUP), yn the otherThe section also discusses the
relationships between university image and reputation, university identity and reputation and

perceived institutional service quality and graduate employability.

8. 2 StudentPsetererde(SURP)er si t vy

Prefered brands enjoy committed conser patronagethey are consided by consumers as

number onen their brand consideration s&rand preference builds barriers betwdiest

choice brands and competinthers(Wang, 2013)thereby creatingn environmenin which

the | atter are patronised only in the absen
consistent and committed patronage of specific brands in particular product categories that
eventually culminates in brandloyalty. In proposing their inteorand dimensional
relationship model based,thatrlscfatdmpteadGsmmarsed el o f
the key benefits associatedth the concept, Buil et al2013) established a relationship

between brand equity assets and a number of benefits mgludiand preferencand

purchase intentThese two outcomes of brand equitgre established in that study as being

some of equityodés influence eamobaatdnby Cobbr s 6 r ¢
Walgren et al. (1995 Tingchi et al. (2014, Schultz and Block (2014)Matthew et al. (2014)

andWang (2015).
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In this study, respondents were asked to indicate thest preferred universityom a list of
ten well known universities where the first cited represented the most prefeittedhe
tenth, repesenting their least preferred institutidrhe rest of their answers to items in the
surveyinstrument related not necessarily to their current university of attendautce® the

university cited by them as themostpreferred.

Results of the qualitawe study indicate that nine of the respondents indicated that they
preferred University of Ghana (UG/Legon). This was followed by Kwame Nkrumah
University of Science and Technology (KNUSWhich was mentioned by six respondents

as their most preferraghiversity. Four indicated their preference for Ashesi University while
two preferred Central University. Only one preferred Cape Coast University. Seventeen (17)
of the participants preferred other universities to the ones they were currently attending.
Overall, the most citedaé most preferred) universitin the quantitative studyvas also
University of Ghana (UG)which was citedby 217 respondentshe second most cited was
Kwame Nkrumah University of Science and Technology (KNU®¥) 135respondents. It
should be noted #t both universities are public atide oldest in Ghana, whose dates of
establishmentfollow the same orderThe third most preferrednstitution was Central
University College, which ishe largest and arguably, the mpspular private universitin
Ghana. It isthe second old# private university in Ghana, and aldourch affiliated.The
second most preferred private university (the forth in the preference rankings) was Ashesi
University, which is aniche university wth links in the USA It was cited by 98espamdents.

The least citedamong the ten universities in the rankingssKings University College, ne

of the manyprivate universities which have proliferated since the industry wagalibed in

1993. No respadent citedhat universityas their most preferred.

When respondents were asked why they were not in the attendance of their most preferred
uni versities, t he mo stb ob@in suificent passeanddmanciabe r e 0 i
challenge8 . ndicated in GapterTwo, students struggle for university enrolments despite

the continuous proliferation of university institutions in the country. Perhaps the most
immediate explanation for this quandary is that students have a natural tendency to be
atracted touniveist i es t hat ar e Whaismarg2009)eHadving loeenkcieed igo o d
as the most preferred universities in the country as indicated earlier in this chapter, University

of Ghana (UG) and Kwame Nkrumah University of Science and TechndlyUST)

attract the largest number of admission applicat({®?B, 2015) This irony of 0
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