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ABSTRACT 

 

Today, Nigeria is becoming an attractive market for international students and this trend is 
rapidly growing as a result of the competition in the marketplace and its overall benefit, both 
to the university and the host country. According to UNESCO 2013/2014 report, about 36,260 
Nigerian students traveled to the United Kingdom, Ghana and United States of America and 
in 2015 alone, about 9,494 Nigerian students traveled to the United States of America in 
search for higher education. It is gradually becoming very important for managers of higher 
education in Nigeria especially universities to have good understanding of the various factors 
that influence the decision of these potential Nigerian students to travel abroad for 
undergraduate studies. In view of this, this study seeks to investigate the major factors that 
influence the decision of Nigerian students to study abroad, especially in the United States of 
America for undergraduate degrees. Secondly, the study also examines how Nigerian 
universities can leverage on this consumer and market information to design and deploy a 
more effective branding strategy to attract this category of students in Nigeria and, in the 
long-term, from other countries.  The sample population was selected using Judgmental 
sampling technique and the sample size was 314. The data was collected using a structured 
questionnaire. Factor Analysis—Exploratory Factor Analysis, was used in data analysis using 
SPSS version 20. The data analysis of this study outlined four major factors but two of these 
factors were considered reliable with Chronbach Alpha (α) 0.733 and 0.74. These two factors 
are: “University’s Geographic Location and Prestige” as well as “University’s Infrastructure 
and Environment.” The findings of this study indicate two major factors of consideration in 
the student decision making process. It also contribute to the understanding of the various 
influencing factors to study abroad decision as well as providing insight that will help 
strengthen universities’ marketing strategies. 
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CHAPTER ONE 

INTRODUCTION 

 

1.1 BACKGROUND OF THE STUDY 

The movement of students in search of university education outside their home countries has 

been in existence in the past but began to experience a rapid growth in the mid-1990s 

(Mpinganjira, 2009.)  According to National Association for College Admission Counseling 

(NACAC), the total number of students studying outside their countries worldwide is 

estimated at 4.5 million approximately and this figure is expected to rise to over 7 million by 

2025. Altbach and Reisberg (2013) examined the huge business opportunities this scenario 

has created and noted that the sector is contributing over $75 billion US dollars to the world 

economy. In their submission, they opined that the motivations behind countries and 

universities giving greater attention to the recruitment of international students are largely 

commercial, as most of these universities rely on this sector to balance their budgets. 

 

In Australia, as noted in “International Students Strategy for Australia 2010 - 2014,” published 

by the Council of Australian Governments, the government has acknowledged the many 

contributions to Australian life by the international students who are in Australia either to 

study, live or work. International education has been identified by the Australian government 

as a major stream of revenue.  According to the publication, the sector generated $18.6 billion 

in 2009 and supported about 125,000 jobs in Australia. Australia, beginning in the 1980s, 

became a key player, promoting the movement of international students and offering 

internationally-recognized courses and credentials in various higher institutions. In 2004, 

Australia became the fifth major destination in the world where international students travel 

in search of quality higher education (Linacre, 2007.) According to “International Student 

Survey 2014” published by the Australian government department of Education and Training 

in 2015, about 450,000 international students were admitted in the various higher institutions 

in Australia for their studies. 

 

Within the last 40 years, there has been an increasing number of international students 

desiring to study in universities in the United Kingdom. Hyams-Ssekasi, et al (2014) attributed 

the sought-for migration by African students in search of higher education in the United 
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Kingdom to the influence of Western higher education and colonialism. Lee and Rice (2007), 

as cited in Hyams-Ssekasi, et al (2014) considered “diplomacy, state development and 

building cultural and political ties,” as the primary focus of the UK government so as to 

encourage and promote the movement of international students into the United Kingdom. 

According to “International Students in Higher Education: the UK and Its Competition, Higher 

Education in Focus,” both the UK higher education sector and the country as a whole give 

greater value to the importance of international students adding that they ‘internationalize’ 

the learning environment and contribute to a diverse campus life and experience. The report 

also noted that one in every eight international students is from a country outside the 

European Union and that over £7 billion is being contributed to the UK economy by 

international students. 

 

Studying this trend in the United States, Ortiz, et al (2015) acknowledged the increasing 

presence of international students in the United States and the huge economic benefit this 

has brought to the country’s economy. The 2015 edition of the “Institute of International 

Education (IIE) Report” recognized the progression in the number of international students 

going to the United States for their higher education and noted that it has brought about 

substantial economic effect on the economy of the country. The report further noted that in 

the 2014/2015 year, the number of students going to the United States to study reached a 

record of 974,926--increasing by 10% from the previous year. Also, according to 

“International Trends in Higher Education 2015,” the United States is regarded as the most 

preferred study abroad destination for international students. The US Department of 

Commerce, as noted in the IIE report, stated that over 30.5 billion US dollars was realized 

from international students in 2015. Interestingly, 72% of these students fund their expenses 

through sources outside the United States, including family and governments’ assistance.  

 

As remarked by Ӧzturgut and Murphy (2009), some of the fundamental reasons many 

students travelled to the United States to study include: to pursue their academic dreams, 

obtain quality education which in most cases, they feel is not available in their country, obtain 

degrees that will bring them prestige and recognition, and to elude the political and economic 

instability in their home countries. The authors further opined that apart from the substantial 

contributions that international students make to the economy of the United States, they also 
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contribute significantly to the economic status of the colleges or universities in which they 

study as these institutions preferred to hire international students as teaching assistants due 

to the low compensation rate and the US indigene students would not accept teaching 

assistantship at this rate. 

 

Following these arguments, while these countries have invested a lot of resources to higher 

education to attract international students and, by extension, foreign exchange, the reverse 

is the case in Nigeria. Adeyemo (2000), as cited in Akanji and Daniel (2009), examined the 

increasing demand for higher education by Nigerians and noted that one of the major 

challenges of higher education in Nigeria is that the rate at which this demand increases does 

not tally with the rate at which infrastructure, within Nigerian universities, are expanded and 

provided. Furthermore, university education in Nigeria in the past has experienced 

continuous industrial strike actions by the Academic Staff Union of Universities (ASUU) and, 

additionally, there has been insufficient political will by the successive governments to 

increase funding to these universities (Akanji and Daniel, 2009.) According to the National 

Universities Commission, as cited in Akanji and Daniel (2009), it reported that only 30% of 

Nigerian universities with NUC accreditation meet the needs of their academic staff. Also, the 

World Bank has observed that graduates of higher institutions in Nigeria especially 

universities were not employable in the past 10 years. This was attributed to failures on the 

part of management of these universities and the consistent decline in funding by 

government, coupled with frequent industrial strike actions by the various unions in these 

universities.   

 

Nigeria with a population of over 170 million people, and an estimated school-age population 

of over 57 million (National Population Commission 2006 Census), Nigeria becomes one of 

the most attractive markets to source for international students. Recent statistics from the 

Central Bank of Nigeria indicates that about two billion ($2bn) US dollars is spent annually by 

Nigerians as school fees alone for their children and relatives studying abroad. This number is 

higher than the total budget allocation to all federal universities in the country. It is assumed 

that the higher education sector in Nigeria is one of the fastest growing sectors in Nigeria. 

Each of the 36 states of the federation plus Federal Capital Territory has a federal university. 

In addition to these federal universities, each of the 36 states also owns and funds a university 
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and there are 69 private universities. With a total of over 130 universities in Nigeria, 

prospective students still prefer to travel abroad with United Kingdom (UK), Ghana, and the 

United States of America (USA), the foremost competing markets for these Nigerian students. 

The table below presents the top 10 countries for Nigerian students during the 2013/2014 

year. 

 

S/N Countries Approximate number of Nigerian 

Students Studying 

1 United Kingdom 17,325 

2 Ghana 11,933 

3 United States of America 7,002 

4 Ukraine 3,578 

5 Malaysia 2,669 

6 Canada 2,490 

7 South Africa 2,243 

8 Saudi Arabia 1,873 

9 United Arab Emirates 1,297 

10 Egypt 1,137 

Source: UNESCO.ORG (2013/14) 

 

Notwithstanding the enormous financial implication involved in studying abroad, the number 

of Nigerians joining the pursuit of university education abroad is increasing. Motivating 

factors include the quality of education, job opportunities and placement, and a high living 

standard. This trend is alarming and exceeds the normal trend for other African countries and 

could constitute a form of early brain drain.  

 

Definitions of Brand and Branding and Its Application in Universities.  

Many scholars have provided different definitions of branding. According to Maurya and 

Mishra (2012), the subject has over the years been broadly discussed and examined by 

professionals, but they have, in most cases, provided different definitions depending on the 

context. Branding is not just about naming a product or service and presenting it to the world; 
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rather it is, according to Maurya and Mishra, the “transformation” of a product or service. 

According to de Chematony and Riley (1998), brands are defined using themes such as: logo, 

legal instrument, company, shorthand, risk reducer, identity, image in the mind of a 

consumer, value system, personality, relationship, adding value and an entity that is evolving. 

 

As highlighted in Wood (2000), the American Marketing Association defines a brand as “a 

name, term, sign, symbol, or design or a combination of all of these, intended to identify the 

goods or services of one seller or group of sellers and to differentiate them from those of 

competitors.” Many scholars have criticized this definition and described it as “company-

oriented” or “product-oriented,” adding that the definition views brands only from the “visual 

features” perspective. However, this definition, many argued, does capture the essence of 

brand, which is “differentiation.” 

 

In the views of de Chematony and Riley (1998), the notion of brands as being logos is 

beginning to shift to a cohesive view that brand represents both the ‘functional’ and 

‘emotional’ values of an organization. Jones and Bonevac (2013) were a bit controversial 

when they expressed in their article that “branding has a brand problem.” This, in their 

opinion is “ironic,” especially when one begins to interpret “communication function” as 

branding. They looked at brand as the essence of a product, meaning and direction of such 

product adding that it also describes the product in term of identity. 

 

Branding, as put forward by Jones and Bonevac (2013), is establishing the category of the 

product and differentiating it from others. Balmer (2001), as cited in Waeraas and Solbakk 

(2009), defined branding as making the various features of an organization known using a 

clear and precise language. In other words, an organization must have certain distinguishing 

features before one can think of branding such organization. Waeraas and Solbakk (2009) 

further noted that for any organization to think of branding, it must first outline its essence 

in the form of “what” and “who” it is and what it represents. Though this is an important step 

in the process, it is, however, difficult for universities to come forward with who they are and 

what they do using clear, precise and consistent messages.  
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Arguably, university branding can be viewed in the context of corporate branding. The 

objective is to express the whole essence of the university’s existence using precise and logical 

communication messages, while making sure that these messages are at all times consistent 

with the University’s clearly defined identity--how the university is to be recognized. 

 

The definition by Bennett and Ali-Choudhury (2009) appears to be more encompassing and 

of interest to this study. They define university branding as a component that consists of three 

major factors:  

a. the benefit the brand offers in the form of a collection of promises – world-class 

faculty, job opportunities and placement, etc.; 

b. distinctive features that clearly define the brand – university’s market positioning, 

research versus teaching orientation; and 

c. external communication features and ads that distinctively describe the brand – 

name, logo and slogan. 

 

Following on this, university branding can be defined as “a process where the University 

clearly sets out its distinguishing features, determining how it will benefit its targeted 

audience or customer base on their needs, and consistently making sure that these benefits 

impact on their customers--students.” The emphasis of this definition is the ability of a 

university, first to be able to identify a specific need of its targeted market and second, to be 

able to apply conscious effort at satisfying that need. It is important to note that though this 

definition does not mention the role of external communication, it is, however, pertinent that 

those distinguishing features are communicated using consistent messages and language, not 

forgetting the aesthetics. 

 

University Branding as Strategic Marketing tool 

Universities all over the world are beginning to redirect their focus and energy to branding in 

order to attract students both nationally and internationally (Chung, 2010.) Also, the 

complexity and competitiveness of today’s marketplace has driven universities into thinking 

strategically, thereby embracing branding as a sustainable strategy (Pinar, et al 2014.)  Tas 

and Ergin (2012) attribute the large migration of international students in search for higher 

education to ever expanding innovation and emerging marketing strategies, including 
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university branding, in student recruitment. They observed that there are more students 

pursuing university degrees, a core reason why universities should focus on branding 

innovation in order to attract the best students, including international students.  They 

further stated that university branding plays a vital role in student recruitment especially 

considering that today’s global market is becoming increasingly competitive. Thus, the 

development of “strong and well-known brands” can feature prominently in the university’s 

overall strategic marketing plan. These brands are, to be seen as a valued assets and a 

foundation for differentiation and gaining overall competitive advantage. Belanger et al 

(2002), as cited in Tas and Ergin (2012), also noted that “a successful and well-known 

university brand possesses the ability to present itself as a ‘top’ and/or ‘world-class’ 

university.” 

 

Rex Whisman, founder and a principal of BrandED, has approached university branding using 

two distinct approaches: Traditional and Contemporary. He considers an institution that 

concentrates primarily on “external communications solutions” such as restructuring the 

existing logo, crafting attractive taglines, and irresistible campaign adverts, to be 

“Traditional.” On the other hand, “Contemporary” is what he refers to as “long-term 

strategy,” adding that it is cultivating an identity through “cultural change” starting from the 

internal and expanding out to the external. Mr. Peter Lux, a Swiss brand expert as cited in 

Whisman (2007) paper, noted that while applying the “Traditional” approach may work well 

for companies with products of similar features, it may not work well for a typical organization 

that provides services including not-for-profit organizations like universities. This is because 

the former looks at brands as being tangible things or elements such as logos, advertising and 

promotion, whereas brands in his opinion, are intangible things. As he stated, “Brand is an 

imagined world,” meaning an unusual feature or characteristic that is associated to the 

organization. Considering the purpose of this study, we will align with this argument. The 

customer (student) must be able to envision the gap (need) he/she has that will be filled 

(satisfied) by the University. Where this is not the case, then there is a problem with the 

university’s brand in terms of ability to satisfy the needs of its customers. 
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1.2 STATEMENT OF PROBLEM 

Many universities today are beginning to strengthen their marketing strategies in order to 

attract and retain international students. Most of these international students are very good 

academically given the selection procedures, and most have gone on to perform well in their 

host institutions. Akanji and Daniel (2009), examining Nigerian students’ preference and 

quest for acquiring qualifications abroad, noted that despite the fact that Nigeria was 

experiencing increasing number of universities being established, Nigerian student migration 

abroad in search for quality education was also on the increase. They attributed this scenario 

to poor funding of Nigerian universities. Nigeria continues to produce high number of 

students studying in the United States of America and other countries even with the 

increasing cost of fees in most American universities and other universities abroad. According 

to Opendoors 2015 “Fast Facts,” the number of Nigerian students studying in the United 

States stood at 9,494, placing Nigeria fifteenth on the list of “top places of origin” for US-

bound international students. In the Nigerian universities environment today, little or no 

research has been done on the various factors that influence the decision of these students 

to study abroad. This study investigates the various factors and examined how emerging 

Nigerian universities such as the American University of Nigeria can use university branding 

as a strategic marketing tool for attracting and retaining Nigerian prospective students.  

 

1.3 PURPOSE OF THE STUDY 

The purpose of this study is to investigate the major factors that influence the decision of 

Nigerian students to study abroad, especially in the United States, for their undergraduate 

degrees. The study additionally examines how AUN (or any other university in Nigeria) can 

utilize this consumer and market information to design and deploy a more effective branding 

strategy to attract talented students from Nigeria.  

 

Considering the stated problems and purpose of this study, the following specific objectives 

were identified: 

a. Identify the various considering factors for student decision to study abroad. 

b. Explore how universities can utilize this information in university branding effort to 

attract potential Nigerian students, and in the long-term, from other countries. 
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1.4 RESEARCH QUESTIONS 

The following research questions are questions to which we seek answers in this study: 

1. What are the various factors that influence prospective Nigerian students’ decision on 

their choice to travel oversea especially to the United States for undergraduate 

education? 

2. How can emerging Nigerian universities leverage on this consumer and marketing 

information in designing a more effective brand strategy? 

 

1.5 SCOPE OF THE STUDY 

The scope of the study describes the boundaries of the study. In view of this the study interest 

and focus is particularly on potential students of secondary schools in Nigeria who may have 

intention of seeking admission into colleges and universities abroad especially in the United 

States of America for their undergraduate studies. The researcher noted at this point that 

though it is generally assumed (in Nigeria) that this category of students may not have a say 

in the decision on where to study, the trend is gradually changing, giving them control of their 

study destination. This necessitated narrowing the research interest to this particular 

category of students. 

 

1.6 SIGNIFICANCE OF THE STUDY  

The study will be of interest to universities in Nigeria including the American University of 

Nigeria in their attempts to develop student recruitment strategies. It is popularly said, 

“Charity begins at home,” this study could constitute part of the working document and 

strategy by universities toward reducing the rate of Nigerian students traveling abroad for 

undergraduate study and in the long-term attract international students into the country, as 

is the trend globally. Also, the study will be of interest to policy makers like the Federal 

Ministry of Education, States Ministry of Education, Federal Ministry of Foreign Affairs, and 

the National Universities Commission. 

 

This study, assumed to be the first in Nigeria, will contribute to research and provide insights 

on the Nigerian context, the various factors impacting students’ choice of university abroad.  
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1.7 LIMITATION OF THE STUDY 

This study has a number of limitations. The major limitation is the sample size which is as a result of 

the reluctance of principals of the identified secondary schools allowing access to their students. 

Additionally, for some of the schools accessed, the schools did not, in their senior classes’ level, 

have up to 30 students, hence we could not achieved the 30 students per school expectation. 

 

Also, it was expected that the relationship the American University of Nigeria currently enjoys with 

the American Embassy in Nigeria would enhance access to students applying for student Visas to the 

United States; however, this was not the case, as the researcher could not secure approval from the 

Embassy to administer the questionnaires to these applicants.  

 

1.8 DEFINITION OF RELEVANT TERMS 

US-bound: Secondary school students with intention to seek admission into colleges and 

universities in the United States. 

 

University branding: “a process where the University clearly sets out its distinguishing 

features, determining how it will benefit its targeted audience or customer base on their 

needs, and consistently making sure that these benefits impact on their customers--

students.” 

 

Finally, in order to establish the framework for this study, we will in the next chapter review 

relevant literatures to help broaden our view. 
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CHAPTER TWO 

LITERATURE REVIEW 

 

Universities around the world face a good amount of challenges given the dynamic and ever 

evolving market we have today. Given this, many universities are restructuring and 

repositioning to provide the highest quality of education to their esteemed customers--

students. Also, these universities must not just be seen as providing quality education but also 

be seen to exist as an institution with good reputation in order to achieve success in student 

enrolment, faculty recruitment, and financial stability (Beneke, 2011.) For this stability to be 

achieved, the author noted, has made many universities’ management begin to think 

business-wise employing best practices and strategies. This is particularly so because most of 

the students are using their “purchasing power” to define not just the course they want to 

study, but the particular university as well. As remarked by Padlee et al (2010), selecting a 

university is a serious decision adding that it has the ability of shaping the future career 

success and life of the individual as well as the families. 

 

It is interesting to note that in today world, students will not apply to study at a university 

simply because the university is of high demand in the market. A whole lot of factors such as, 

the market dynamics, unstable preference of student and the change in the job market 

requirements, are gradually changing the norms as it operates in the past (Wilms and Moore, 

1987 as cited in Beneke, 2011.) Beneke, in his study, claimed many universities’ 

administrators especially their marketing team (where it exist) does not have knowledge of 

these changing dynamics in the market. He reiterated the overbearing idea of “love it or hate 

it” as the converging point necessitating the current attitudes in marketing by universities and 

other institutions of higher learning adding that virtually all aspects that impact the continual 

survival of universities are influenced by marketing. According to Deborah Wiltrout, cited in 

Beneke (2011), having “a strong institutional brand is, in fact, key to enticing customers into 

a relationship.” This philosophy was further affirmed by de-Chernatony and McDonald (2003) 

when they noted that brand was the lubricant necessary in building a strong relationship with 

the customer. 
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One would wonder why Jevons (2006), in his study, acknowledged that universities were 

“prime example of branding going wrong.” In his argument, he pointed out that many of the 

universities teach both basic and advanced brand management concept and principles, 

however, these were not applied correctly within the university and this necessitated the high 

financial resources expensed in marketing by the university. Jevons emphasized the 

enormous benefit of brand communication that begins within the university--faculty, staff 

and students, adding that these categories of people must first accept and provide 

clarification on what the university brand represents and how it differentiate them from other 

competitors. In a similar argument, Judson, et al (2008) defining branding from the 

communication stand point said, “Branding is an organization’s attempt to tell their story.” 

This is particularly so, they noted, as the story of such organization will be a function of what 

others say and decide to tell others about the organization. In other word, universities should 

pay attention to “internal branding,” that is, “promoting the brand message inside-out.” 

 

Belanger, et al (2002) in their study of “Institutional Image and Retention” acknowledged that 

image or branding has come to be a ‘strategic managerial’ decision as it has the ability to 

impact on many of the institution activities such as faculty recruitment and retention, student 

enrolment, as well as ability to attract grants for research. They traced the history of branding 

to as far back after World War II in the United States and United Kingdom. According to the 

authors, image is “the sum of beliefs, attitudes, stereotypes, ideas, relevant behaviors or 

impressions that a person holds with respect to an object, person or organization.”  

Furthermore as remarked by Tradewell and Harrison (1994), ‘image’ is seen as the perception 

of the external stakeholders on the organization and this is achieve by a set of beliefs. They 

further noted that an organization’s image in the public domain is at many times, the result 

of public interaction with members of such organization. 

 

UNIVERSITY BRAND AND BRANDING 

According to Bennett and Ali-Choudhurry (2009), the brand of a university is the expression 

of the various distinguishing features of the university that make it different and unique from 

other universities. These features, they noted, must have the ability to satisfy the needs of its 

customer – students, and further establish trust among its potential recruits of its capability 

to provide a specialized and value-based education. In order to achieve these, they opined, 
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the need for universities to create brands that are enduring. Authors like de Chernatony and 

Dall’Olmo Riley 1998, Balmer and Soenen 1999, Melewar and Jenkins 2002, and Stern 2006, 

as cited in Bennett and Ali-Choudhurry (2009), have examined the various attributes of the 

brand of a university. They outlined the following as some of the attributes of a brand: 1) 

those special benefits put together that one stands to gain for associating with the brand, 2) 

those distinguishing features that identify the brand, and 3) the various symbolic 

representation of the brand and its outside communications.  These attributes were grouped 

into brand ‘covenant,’ ‘quiddity,’ and brand ‘symbolic and external representation.’ The 

authors pointed out that the creation of a reputation that is promising should be the main 

objective of a university brand. This reputation, they claimed, can be proven when the 

university, over a long-term period is able to live up to the promises made to its customers 

through the various advertising and marketing medium. 

 

Tas and Ergin (2012) in their study examined university branding as an influential factor to 

student recruitment adding that attracting students especially international students require 

innovation in marketing strategies. Having a strong university brand, they said, should 

constitute part of the innovative marketing. They noted that brand takes up various elements 

such as name, sign, symbol, or slogan but argued that in principle, the “Personality” behind a 

product or service is the brand of the organization. They further remarked that brand is 

concerned with ‘thoughts,’ ‘feeling,’ and ‘imagery,’ which are in the real sense connected to 

a particular brand in the memory of the consumer. Interestingly, the authors in their opinion, 

considered some universities to have built reputations but not essentially brands. Whisman 

(2008) also argued along this school of thought noting that many universities have adopted 

wrong strategies in their branding efforts by going for the “product brand strategy” instead 

of a “corporate brand strategy.” Explaining further, he said, in the “product brand strategy,” 

brands are powered by campaign adverts produced by salespersons which are short-term in 

nature while “corporate brand strategy” focuses on a set of ideas or beliefs that are 

associated with and unique to the University. 

 

Also, according to Hart and Murphy (1998), as cited in Tas and Ergin (2012), brand is 

considered as a “synthesis of all the elements: physical, aesthetic, rational and emotional.” 

de Chernatony (2009) also viewed brand as a “cluster of values that enables a promise to be 
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made about a unique and welcoming experience.” While Pullig, (2008) described a brand as 

a fundamentally perceptual object with value that is basically two dimensional: awareness of 

brand and the image of the brand. Furthermore, Pullig (2008) expressed that these 

dimensions represent: 1. What level a brand is known? 2. What it represent? And added that 

a familiar brand is recognized easily in the market-place and could be remembered without 

difficulty once encountered with a ‘need’ that is related to a particular brand. According to 

Pullig, brand image is actually what is known about the brand stored in the memory of the 

consumer and to retrieve this memory, there must be a need that recognizes the brand in the 

mind of the consumer. Also worthy of note as put forward by Pullig is the concept of ‘brand’ 

and ‘association’ noting that the information the consumer has on the brand is what 

necessitate association with the brand.  

 

Chapleo (2012), in his article, “What is the Secret of Successful University Brands?” argued in 

favor of universities increasingly beginning to operate like corporate organizations. He said, 

organizations in all sectors, including the education sector, are adopting innovative marketing 

and branding, adding that this is due to the competitive nature in the global market. Chapleo 

(2012), further noted that though branding in higher education is widely accepted and applied 

effectively in the United States, it is not the case in many other countries of the world. 

However, this is beginning to change, he said, due to the rapid change in the market but 

argued that the application of marketing ideas in some of the specialized areas in universities 

will continue to be a challenge.  Whisman, (2008) in his paper agrees that universities, just 

like other profit-making corporate organizations must look at their marketing strategies in 

order to advance those strategies that are sustainable adding that one of these sustainable 

strategies will be branding.  

 

Wood (2000) argued that brand in most occasion provides the major points of differentiation, 

the reason it is a very important factor in the overall success of a company. He noted that the 

management of brand must be handled in a strategic and holistic manner treating it more like 

an ‘asset.’ For instance, the description of a brand must be tailored directly to the needs and 

wants of the market in focus. He examined further that the success of this determines first, 

the brand strength and then second, brand loyalty, which in another perspective is the market 
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power. Also, Wood perception of brand is utilizing the elements: product, price, place and 

promotion, in the marketing mix to gain competitive advantage. 

 

Waeraas and Solbakk (2009) described branding as a phenomenon that has continues to be 

known in universities’ education adding that it defined the most important feature of the 

university: “what it stand for,” and “what it is going to be known for.” Waeraas and Solbakk 

agreed that branding is a concept of management adopted when faced with fierce 

competition. They further remarked that branding is a good business practice explored by 

private businesses which can be used by universities to gain competitive advantage in the 

market-place. Waeraas and Solbakk also defined branding from the context of attributes. That 

is, making known the various attributes of the organization’s identity through a particular 

branding proposition. In doing this, they opined that such organization must clearly outline 

for itself the core essence of “what,” “who,” and what its “stands for.” Furthermore, they 

identify the organization’s identity as the first step towards any brand definition adding that 

such identity must be consistent all through the organization. 

 

Rauschnabel, et al (2016) acknowledged that the increased competition among universities 

have now deepens the need for these universities to comprehend, manage and build on 

brand positioning. They defined a university brand as the entirety of the stakeholders’ 

perception and feeling associated to a particular university. The authors agreed that brand is 

said to be a valued asset when it is applied properly. They further opined that universities 

operate in a very vibrant and interesting atmosphere, hence the need for them to explore the 

various marketing strategy in order to guarantee continuous student enrollment and faculty 

employment. 

 

Bagautdinova, et al (2015) looked at university branding from the context of corporate 

culture. They noted that developing corporate culture has been regarded as one of the tools 

that universities could use to ensure the various constituents of the university are together. 

Building a corporate culture, they said, must put into consideration the university’s internal 

branding concepts as one of its components and supported by these various university’s 

constituents. Also, the culture of an organization reflects, in clear terms, what the 

organization is doing, how things are done and who is doing what and this can be connected 
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to branding, which is defining the “essence” of such organization. They opined that 

universities should not just talk about their brand essence, they should live the brand. They 

however, acknowledged that branding a university is more difficult than branding a product 

adding that corporate brand was intangible with attributes like attitudes, beliefs, and values, 

and these consistently differ. 

 

Rositer and Percy (1991) as cited in Chung, (2010) argued that for all brands to be positioned 

effectively, it must sets out “what and who the brand is, and what it offers.” Chung added 

that traditionally, positioning of brand entails paying close attention to those features of the 

brand that differentiate it from others and its overall benefits. He further argued that these 

underlying features of the brand are those things the customers remember about the brand.  

 

According to Nedeljkovic-Pravdic (2010), brand may not necessarily be those tangible 

elements—logos, name, symbol, etc, that are used to identify a product. He referred to these 

as elements of the brand. Nedeljkovic-Pravdic further opined that brands are set-of-values or 

philosophy that could be used to match those values and idea attributed to the consumer. In 

very clear and precise term, he said, a brand in its statement should say what a customer 

stand to gain and how reliable the product is or will be to the customer. Of course, every 

organization will adjudged their product to be of high quality, but it is up to the customer to 

proof the assertion. Many organization are ignorant of the fact that for them to be different, 

they must attach a value to their brand. This value, Nedeljkovic-Pravdic said, must be very 

essential and valuable to the customer--this is how the customer is identified with the product 

or services. The author further acknowledged that organization can gain the loyalty of its 

customer through effective use of branding concept. 

 

Bock, et al (2014) looked at university branding in the context of market segmentation. They 

expressed that segmenting the market is vital for universities branding strategies as this will 

entail defining and identifying a specific group of consumers with specific needs, background, 

expectations and inclinations. This segmentation, they added, is what will informed the 

university’s branding strategy and planning. In a similar argument, Kalenskaya (2015), 

remarked that services by educational institutions require the application of marketing 

techniques in order to predict the dynamics in the market-place adding that applying say, the 
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marketing mix, will require the university focusing on those identified needs in the market 

and developing quality services to satisfy them. 

 

Omar (2013), outlining the important of branding a university said, it is capable of 

distinguishing the University from other universities. He added that branding avoid the failure 

of such brand in the market-place by creating the right perception in the minds of customers 

that in the long-term build the reputation of the university. It will also, positively enhance 

university’s position in the global market.  

 

According to findings by Joseph et al (2012) in branding a university, it is necessary to carry it 

out base on the type of university stressing that in today’s realities, potential students look 

forward to university experiences with modern technology, involvement in the community 

and a campus that is attractive and conducive.  

 

Chapleo (2007), acknowledged that there are challenges involved in branding a university.   

According to Bodoh and Mighall (2003) as cited in Chapleo (2007), given a sector like the 

education sector where branding ideals are not known, branding will definitely be 

challenging. Chapleo also considered the inconsistency in “what the brand represents,” not-

minding the complex nature of universities, as a challenge adding that universities should 

ensure and support the consistency of their brand in all aspects. 

 

INTERNATIONAL STUDENTS 

As remarked by Moloney-Egnatios et al (2014), the rate at which the world is globalizing has 

necessitated an increase in exchanges between countries of the world in both culture and 

education. Also, according to “International Trends in Higher Education 2015,” there has been 

a growing trend in the number of international students studying abroad and that this trend 

is pushing leading universities in the world to incorporate international students as an integral 

part of their student life. Bourn (2011), highlighted the different perspectives universities 

around the world are approaching this global trend. The author noted that universities are re-

considering their respective roles and adopting learning methodologies that reflect 

internalization of university education. More specifically, he argued that while some of these 

universities have reacted to this by ensuring their effectiveness in the global marketing 
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strategies others have committed to the promotion of thoughts such as “graduates as global 

citizens.”  

 

Hegarty (2014), examined the strategic importance international students is, to the United 

States and added that though many universities appreciate the presence of these students 

and the valued contribution to the university’s “personality”, many however, do not 

understand the essence and goodwill it will have on the university.  Additionally, Hegarty 

viewed the present of international students on universities’ campuses as a vital constituent 

that promote “diversity of thought” as well as the restructuring of academic programs and 

enhancement of campus life. Jibeen and Khan (2015), described the subject of international 

students as the epic of international relations between universities noting that “it is no longer 

regarded as a goal in itself, but as a means to improving the quality of education.”  

 

According to Altbach and Knight (2007), cited in Bordean and Borza (2013), the authors noted 

that though globalization might be interpreted to mean the same thing as 

internationalization; the terms, in this context, have different meanings. They defined 

Globalization as the “economic, political, and societal forces pushing 21st century higher 

education toward greater international involvement” and on the other hand defined 

Internationalization as those “specific policies and programs undertaken by governments, and 

academic institutions to deal with globalization.” Similarly, Jibeen and Khan (2015) defined 

internalization as “the process of integrating an international or inter-cultural aspect into the 

teaching, research and service functions” of a university. Jibeen and Khan further added that 

universities all over the world have responded differently to the challenges posed by 

globalization and that one of the ways is the formation of international alliances, 

collaborations, and understanding with one another. Just as in their views, all these is to 

improve the quality of education. They further examined the scope noting that 

internationalization of higher education is getting new attention and interest with specific 

focus areas like the traditional study abroad, taking online courses with other universities, 

and establishment of study centers or branches. 

 

As it is in general business practice today, university education has undergo various stages of 

internationalization in order to remain relevance in the scope of things in today’s global 
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competitive world (Bordean and Borza, 2013.) These authors approached internationalization 

of higher education from the “quality assurance” perspective arguing that it is the general 

believe that “quality assurance” brings about some level of internationalization thereby 

promoting the movement of faculty and students as well as cooperation between universities 

across countries. 

 

In a similar study, Ardakani, et al (2011), examined higher education internationalization but 

from a different perspective. In their opinion, the progress universities are making in a country 

provides the basic indicators for measuring the advancement such a country is making. They 

anchored their argument on the fact that for any country to compete regionally and 

internationally, universities provide the foundation for such active competition stressing that 

any country who wish to strengthen and positioned itself internationally must encourage and 

invest in the internationalization of its higher education. They further outlined the following 

as the basis for internationalizing universities: 1. using curriculum with international infused 

content, 2. producing graduates that are recognized internationally, 3. developing 

international programs that combine with local program, and 4. focusing on international best 

practices than national-based approaches. In general, this is an interesting argument that 

would require in-depth research by scholars but a review of literatures revealed that many 

countries are already aligning in this direction to their advantage economically, and socially. 

 

Patti (2005), suggested that over the past decade, international students have increasingly 

become a major constituent of any campus life in universities. He cited that in the past, less 

than five percent of Oceana University in the Asia-Pacific region’s enrolment were 

international students but as at 2004, the percentage rose to about twenty-five percent. 

Furthermore, Patti noted that in Australia, the finances of universities are boosted by 

international students generating approximately 3.7 billion Australian dollars annually with 

an annual investment of 250 million Australian dollars in order to attract this category of 

students. Also, Patti cited a similar pattern in the United States adding that the number of 

international students multiplied following a somewhat geometric order. He added that, 

some of the reasons for this is the growing interest among students to study in those 

universities perceived as the “best” universities and secondly, a high level of importance the 

world now places on knowledge and understanding of other countries’ cultures. Thirdly, 
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international students contribute immensely to the ‘global learning’ environment that is 

required in a university to assist students appreciate and respect other cultural differences. 

 

Also, in a study by Mpinganjiro (2009), she acknowledged the competitive nature of the 

market for international students and opined that understanding the needs of the market was 

critical for higher institutions to be successful in student recruitment and enrolment. She 

reiterated that international education contributes immensely to the social, cultural, 

intellectual, as well as the economic life of the host country. Mpinganjiro reechoed in her 

study that international education is a top foreign earner for Australia and other countries 

like the United States.  

 

Though having international students in universities come with many advantages, it also has 

many challenges. Some of these challenges include communication barriers, problems 

associated with adjustment to the new environment, culture, health issues, pedagogy, 

housing, financial, and support services (Mahmud, et al 2010, Akanwa 2015, Hyams-Ssekasi 

et al, 2014.)   Akanwa further opined that both the government of the host country and the 

individual universities have a responsibility of providing the needed environment and 

infrastructure to support and address the needs of these students.  

 

FACTORS INFLUENCING STUDY ABROAD DECISIONS 

The decision to study abroad involves an enormous steps which are guided and influenced by 

various factors especially where the student is from a developing country (Hyams-Ssekasi, et 

al 2014.) As remarked by Khapoya (1998), going oversea to study can be so exciting and 

rewarding especially considering the new ideas one will learn, new friends, as well as 

networking and exploring new norms and cultures. However, this decision and choice of 

preferred country and university is influenced by varying factors such as socio-economic, 

cultural and political (Melbourne Centre for the Study of Higher Education.)  

 

It has been established that there is an increasing competition between countries for 

international students and this has necessitated better understanding of those factors 

influencing study abroad decision (Kakkad and Nair, 2015). Kakkad and Nair acknowledged 

that in today’s world, university education is not provided on the basis of national boundaries 
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as there was growing need for education that can compete globally. It is pertinent for both 

government and universities, they said, to have better understanding and appreciate the 

underlying factors influencing student’s choice to study abroad adding that, by so doing they 

will be able to develop better marketing strategy and policies that are gear toward attracting 

international students to their country and universities. Also, according to Agrey and 

Lampadan (2014), managers of university education are experiencing an enormous 

challenges attracting international students to their institutions and reiterated the need for 

these executives to understand those contributing factors to students’ choice of universities.  

 

Mupemhi (2013), in his study examined some of those influencing factors that impact the 

decision of Zimbabwean students on their choice of university. He noted that public and 

private universities and other higher institutions at home as well as international institutions 

are now competing with each other for students; hence the need for these institutions to 

distinguish themselves on a number of features in order to be recognized as “leading brands.” 

He highlighted those characteristics factors that is associated with “leading” university brand 

that many potential students looked-for when considering a choice of university. In his 

findings, he grouped the various factors into the following groupings: core, tangible, 

augmented and potential brand features. In the Core feature of the brand, he considered the 

quality of programs in the University and students’ abilities to graduate on time. In the 

Tangible feature, he listed the following attributes: university environment and facilities, 

quality of faculty and teaching, university location and name. Attributes classified under 

Augmented feature were mainly relationships with corporate and professional organizations 

and industries, and the alumni association. And on the Potential attributes, he enumerated 

the continuous review of university programs in-line with the needs of the environment 

adding that this was necessary if such brand is to continue being relevant in the market-place. 

 

Also, Gong and Huybers (2015), examined with particular interest on Chinese students, the 

various factors influencing their choice of higher education destinations. Having an holistic 

view, they opined that these factors may not just be attributed to the students and their home 

country but also to the government of the host country. For instance, in their study, they 

noted that China was one of the top country for international students to Australia with huge 

foreign earning but at some point, the foreign earnings to Australia began to decline. In their 
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response, the Australian government decided to review government policies on international 

students and found out that its student-visa policy was a major cause of this downturn. Gong 

and Huybers, further highlighted that continuous cut in budget of the education sector by 

countries was another major factor influencing international students’ decision, adding that, 

this is observed to negatively affect the quality of education thereby making these universities 

unattractive to the citizenry. In their study, they categorize the various factors as “need” and 

“press” factors which they referred to as the “Push-Pull” framework. In this framework, the 

“Push” factors are those internal factors that drive the students to seek actualization of their 

academic dreams abroad while on the other hand, the “Pull” factors are those opinions and 

perceptions generated and the expectation that their dreams would be actualized in their 

preferred universities abroad.  

 

In the study by Sojkin, et al (2012), they examined the trend in the education sector of Poland 

and remarked that in the early years, higher education institutions in Poland were centralized 

and controlled by the government only.  However, in 1989, the government decided to 

introduce lot of reforms that allows establishment of privately owned institutions owing to 

the increasingly growing number of students. These reforms paved way for an increased in 

the number of students in higher institutions by 500% in 1990 and going forward but in 2009, 

the number began to decrease due to the decline in birth rate. This decline, consequently, 

stimulated a lot of competitions among universities in Poland thereby pushing them to give 

priority attention to innovative marketing strategies. The authors noted that these 

universities adopted a “customer-oriented” approach with particular interest on the various 

factors that impact students’ choices. 

 

Chung (2010), outlined a variety of factors as identified in literatures to have influence or 

attract students from Asia to study abroad. These factors include: ‘Quality of institutions,’ 

‘quality of courses,’ ‘reputation in a selected field of study,’ and ‘the potential for improved 

job prospects.’ He examined the four different perspectives of economic, passive, cognitive 

and emotional models, to the processes of deciding where to study. Also, Eidimtas and 

Juceviciene (2014) considered students’ choice of universities as a “multi-phase” process with 

many factors influencing their decisions. The authors further noted the critical role schools’ 
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counselors play in the formation of the right perception that eventually impact the decision 

process of the students.  

 

According to Mazzarol (1998) as cited in Mpinganjira (2009), the decision to study abroad is 

one of the important and costly decisions a student can make. Mpinganjira outlined in her 

study those critical factors Mazzarol noted as important determinants and motivators to 

study abroad as: 1. “Career-oriented reasons,” 2. “Course unavailability,” and 3. “Experience-

oriented reasons.” She further opined the need for countries and their higher institutions to 

effectively use those factors within their control to gain competitive advantage.  The 

perception of the quality of higher education in the home country is a critical factor to be 

considered during making a decision to study abroad (Lee and Tan, 1984). Also, Bourke (2000) 

noted in her study that most students strongly believes that there are no good facilities at 

home institutions compared to what is obtainable abroad. 

 

Sia (2013), examining the influencing factors by students in their choice of a university 

outlined the implications these factors have on marketing for those institutions. Also, in his 

review of similar literatures, he revealed that most of the scholars focused on “post-purchase 

behavior” instead of “pre-purchase behavior.” The author added that the considering 

variables for students in the “post-purchase” phase vary considerably with those in the “pre-

purchase” phase. Also, the author, whose study was based on the “pre-purchase” category of 

students revealed the following factors as key determinant factors in the choice of university 

or college: available programs, financial assistance, visit to the campus, friends and colleagues 

and accessibility of the location. 

 

Also, as pointed out by Maniu and Maniu (2014), the process of deciding a university to study 

is not an easy process considering the diverse factors one needs to consider. They added that 

an understanding of these factors and how they influence students’ decisions is fundamental 

to the formulation of an efficient marketing plans that will attract students. Also, they further 

opined that though many scholars have proposed relatively similar factors, the importance 

level for these factors varied from student to student. In their study, they outlined some of 

these factors to include: The institution’s reputation, tuition and fees, sources of information, 

career prospects, infrastructure, location, campus life, and family. 
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In the study by Tereza (2013), the decision procedure for selecting a university could be 

influenced by various “motivation factors.” According to the author, this is so because the 

prospective students have diverse expectations and opinions of the benefits they stands to 

derive from a university degree. The author further opined that this decision process could 

also be influenced by “reference groups” of which their views and thoughts are considered 

valuable. 

 

SUMMARY OF LITERATURE 

In the review of literatures above, it revealed the current global trend in higher education 

including universities and how countries and universities are using branding to gain 

competitive advantage in the market-place. It also highlighted the various factors students 

considered in their decision to study abroad as it is applicable in other countries.  

 

GAP IDENTIFIED IN THE LITERATURE 

In the review of literatures, factors impacting potential students’ decision to study abroad 

were discussed in the context of that particular country as these factors varied from country 

to country. This could not be generalized to include Nigeria and how these factors behave in 

the Nigerian context. This gap substantiates the purpose of this study.  

 

In the next chapter, we shall examined the theoretical framework upon which this study will 

be undertaken and analyzed. 
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CHAPTER THREE 

METHODOLOGY 

 

As remarked by Kakkad and Nair (2015), the ever increasing global competition among 

countries and universities in recruiting international students has risen necessitating the need 

for both government and universities’ administrators to have good understanding of those 

contributing factors influencing students’ decisions on their choice of university and location. 

Also, Gray, et al (2003), as cited by Pinar, et al (2014), pointed out that  when considering 

building a strong brand for a university, it is absolutely necessary to have a clearer picture of 

those important elements that come together to constitute the “educational needs” of the 

students. Furthermore, Pinar, et al (2014) also remarked that most of university’s efforts in 

branding are geared toward promotional adverts. And these are primarily focused on 

promotion and advertising in order to promote the “brand” externally without considering in 

a “holistic” way what really makes a brand. Pinar, however, noted that this trend is gradually 

changing. Many universities today are beginning to look critically at those essential factors 

potential students considered in their decision to study at a university or college abroad. 

 

3.1 RESEARCH DESIGN  

In the review of literatures, various factors that influence choice of study abroad decisions 

were identified. In a study by Naffiziger, et al (2008), they opined that though these factors 

could be identified from relevant existing studies, they could as well be derived from 

conversations with faculty, and principals, teachers of top secondary schools that participate 

in study abroad.  Tas and Ergin (2012) also noted that selected factors could be identified 

during survey, and interview sessions with stakeholders. For this study, these factors as 

identified in relevant literatures were collated and applied in the design of questionnaire. 

 

The following factors (which in this study are referred to as variables) were identified: quality 

of programs, on-time graduation, quality of faculty, university location, name of university, 

reputation of institution, job prospects for graduates, financial assistance, visit to campus, 

friends and relatives, tuition and fees, available facilities, attractive campus life, and attractive 

environment, closeness to home, sporting facilities, family pride, international 

exposure/culture.  
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3.2 POPULATION OF THE STUDY  

The principal focus of any university’s marketing and branding strategies is the students 

(Pinar, et al 2014). In view of this, the interest of this research is on those particular group of 

students with the intention of going abroad for undergraduate studies. In this study, the 

researcher acknowledge that not all secondary schools in Nigeria have this group of students. 

Therefore, the target population are those few selected secondary schools whose students 

plan to study in universities and colleges overseas. And, in most cases, these schools act as 

recruitment or feeder schools for student recruitment for these oversea institutions. At each 

of the schools, the researcher was expected to sample at least 30 students from either senior 

secondary two or three or both (SS 2 & 3) and this translates to at least 60 students per region.   

 

3.3 SAMPLE SIZE DETERMINATION 

According to literatures (Hadi, et al 2016, Yong and Pearce 2013, Williams, et al 2010) a 

sample size of not less than 300 (N ≥ 300) was recommended as being appropriate for factor 

analysis. In this study, a sample size of 314 was actualized as a result of the challenges earlier 

stated. 

 

3.4 SAMPLING PROCEDURE AND METHOD 

Since these particular secondary schools are not many, a non-random sampling technique—

Judgmental Sampling was used with the assistance of the Admission Department of the 

American University of Nigeria. In the opinion of the Admission Department, most of these 

schools are feeder schools for colleges and universities oversea and their students often travel 

abroad to study. These schools were selected from each of the geopolitical regions of Nigeria. 

The following secondary schools were identified and selected for this study:  

 

North East region: AUN Academy, Yola and Yagai Academy, Jalingo  

North Central: Hilcrest School, Jos 

South South region:  Brookstone College, Port Harcourt and Delta Careers College 

South West region: Olashore International School, Osun 

South East region: Pinecrest College, Enugu, and Spring of Life International School, Enugu 
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The researcher noted at this point, as earlier highlighted in the study limitation, the 

unwillingness of principals of some of the identified secondary schools to allow access to their 

students for the purpose of administering the questionnaire—this impacted on the final 

sample size.  

 

3.5 INSTRUMENT FOR DATA COLLECTION  

The Instrument for data collection in this study was the questionnaire (see appendix II). The 

designed questionnaire has the prototype factors (variables) identified from literatures for 

the respondents to indicate to what extent they would consider them in their decision to 

study abroad using a 5-point likert scale as follows: 

 

1 Not considered at all 

2 Relatively considered 

3 Yes, considered but not very important 

4 Highly considered and important 

5 Extremely very important and considered 

 

The questionnaire also included questions on basic demographics of age, gender, and others 

like parents’ occupation, likely sources of income for payment of fees, preferred course of 

study, etc. 

 

3.6 ADMINISTRATION OF THE INSTRUMENT 

The data for this study was collected using the primary source—use of structured 

questionnaire. The researcher designed a questionnaire based on the identified factors and 

administered to over 450 students from the identified secondary schools. At each of the 

school, both the principal and the students were enlightened on the objectives of the study 

and thereafter, the students were requested (optional) to complete the questionnaire along 

with the older children assent forms (in duplicate—see appendix IV) and the Principals filled 

and signed the consent form (see appendix III) in line with AUN’s Institutional Review Board 

(IRB) requirements. A total of 314 questionnaires were filled and returned.  
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3.7 VALIDITY OF THE INSTRUMENT 

In order to validate the survey instrument--questionnaire, the researcher subjected it to 

expert opinion and review as well as conducted a pilot study using the instrument to ensure 

the proposed items on the scale correctly measure the envisioned constructs. Professor Linus 

Osuagwu, a professor of Marketing who is currently the Vice-Chancellor of Eastern Palm 

University, in Nigeria as well as my project supervisor, Professor Chris Mbah, a professor of 

Marketing and International Business reviewed the questionnaire. In addition, a pilot study 

was conducted at a different secondary school—Ahmadu Ribadu College, outside our 

proposed sample schools. During the pilot study, the students demonstrated a good 

understanding of the questions in the questionnaire as very few questions were asked and 

the various responses by these students indicate good knowledge and understanding of the 

questions in the questionnaire.  

 

3.8 RELIABILITY OF THE INSTRUMENT 

Reliability of instrument as defined by Lameck (2013), deals with the consistency of the 

instrument in its measurement. To ensure the instrument used in this study passes the 

reliability test, the researcher, like Isaac Newton said, “Stand on the shoulders of giants.” In 

other word, sample questionnaires in similar studies were reviewed and the language of the 

instrument was simple and easy to understand. Additionally, in the final part of the analysis, 

reliability test was carried out using Chronbach’s Alpha. 

 

3.9 METHOD OF DATA ANALYSIS 

Identifying and categorizing the major mitigating factors that influence decision to study 

abroad by prospective students constitutes a major component of this study. In the words of 

Kakkad and Nair (2015), the concept of university education is being viewed in a broader 

perspective that negates “national borders.” However, understanding those critical factors 

that impact and determine study destinations is vital and important to any institution that 

wants to attract the best students.  

 

In this study, different statistical tools are explored in the analysis of data. First, after 

collection of questionnaires, the sampled questionnaires were collated and coded using the 

Tally system.  To enable the researcher understand the profile of the respondents, 
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percentages tool was used. Furthermore, Factor Analysis—Exploratory Factor Analysis (EFA) 

is explored as the primary method for statistical analysis in order to determine the most 

influencing factors. Siddiqui (2015), noted that though Factor Analysis is mostly used by 

psychologist and sociologist, it provides for a statistical tool that allows the examination of 

the structure and relationships among variables. Siddiqui further added that EFA is useful in 

the identification of the complexity of the inter-relationships existing among variables. 

Fricker, et al (2012) defined EFA as the exploration of a data set in order to identify those 

factors that are major player in the model. Also, DeCoster, (1998) as cited in Yong and Pearce 

(2013) noted that EFA is used “when a researcher wants to discover the number of factors 

influencing variables and to analyze which of the variables go together.” Hadi, et al (2016) in 

their study provided “an easy approach” to the use of Exploratory Factor Analysis in marketing 

research. Furthermore, the use of Factor Analysis in the context of “relationship marketing” 

is widely studied as evidenced in literatures (Dumitrescu, et al 2013, Pinar, et al 2014, Wang 

and Tang, 2011). 

 

In this study, 18 variables were identified and they are defined as follows: 

VAR01 - The quality of academic courses and program 

VAR02 - The ability to graduate on-time without interference 

VAR03 - The quality of faculty, that is, lecturers 

VAR04 - The location of the University 

VAR05 - The name of the University 

VAR06 - The reputation of the University 

VAR07 - Job prospects for graduates after graduation 

VAR08 - Financial assistance available to students like scholarship 

VAR09 - Visit to the University campus 

VAR10 - The University’s closeness to home 

VAR11 - Having friends and relatives in the University 

VAR12 - The University’s tuition and fees 

VAR13 - The facilities available for learning 

VAR14 - Having attractive and fun campus life for students 

VAR15 - Having attractive campus environment for learning 

VAR16 - Availability of sporting facilities 
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VAR17 - Family pride and tradition—where family members studied 

VAR18 - For international exposures and cultures. 

 

Mathematical Model 

Yong and Pearce (2013) proposes a mathematical model for factor analysis in the form 

 

Xj = aj1F1 + aj2F2 + … + ajmFm + ej 

 

Where  

Xj is the variables, j = 1 to p 

aji is the factor loading, j = 1 to p, i = 1 to m 

Fi is the underlying factors, i = 1 to m 

ej is the unique factor. 

 

Basic Assumptions in Exploratory Factor Analysis 

The basic underlying assumptions of EFA as revealed in literatures (Yong and Pearce 2013, 

Ngure, et al 2015, Williams, et al 2010) include: 

1. The model for the factor analysis must satisfy the normality property. That is, the 

factors are standardized with mean, 0 and variance, 1. 

2. That there exist a linear relationship between the factors and the variables. 

3. The variables are independent of each other 

 

Suitability of EFA for the Data Set 

The first step in the analysis is to determine the suitability of the dataset for Exploratory Factor 

Analysis (EFA). This is done by examining the existence of “patterned relationship” among the 

18 variables using the correlation matrix. It is expected that the correlation coefficients matrix 

will have variables with a good number of correlation coefficient, r ≥ 0.3. This value of 

correlation coefficients indicate the present of a “patterned relationship.” Also, using the 

Keiser-Meyer-Olkin (KMO) and Bartlett’s test, the KMO cut-off of 0.5 and above confirm the 

existence of “patterned relationship” and Bartlett’s test of statistical significance provide 

information on the strength of such “patterned relationship” (Yong and Pearce, 2013, Hadi, 

et al 2016). 
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Factor Extraction Method and Factor Retention 

In practice, there are many methods of factor extraction in Factor Analysis. In this study, the 

extraction method explored is the Principal Component Analysis (PCA). According to Young 

and Pearce (2013), the Principal Component Analysis is a method used in the extraction of 

factors in Factor Analysis which maximizes the variance given a set of data with each 

component thereby decreasing a huge number of variables into lesser number of 

components. They further opined that PCA is considered as a procedure for reducing the data. 

 

It is assumed that if the factors are uncorrelated, the sum of squares of the loadings for each 

variable indicates the proportion of the variance of that variable that is accounted for by the 

common factor and this is called Communality. In other word, the table containing 

communality values provide information on what extent the variance in each variable is 

explained. Values of communalities lower than 0.3 is assumed not to fit very well with other 

variables (Hadi, et al 2016). In the overall, the higher the communality for each of the variable, 

the better the Exploratory Factor Analysis solution. Also, in this study, as a “rule of thumb,” 

factors with eigenvalues greater than 1 are retained. Additionally, plotting the Scree graph 

also reveal the number of factors to retain using our “rule of thumb.” 

 

Rotation Method 

In most cases, understanding the factors using the Extraction method—Communalities, 

appears difficult. Factor rotation enhances this understanding and interpretation as the 

structure of coefficients for factors that are rotated is between 0 or 1 which makes the 

relationship between these factors and their indicators distinctive. In this study, Varimax 

Rotation is explored. According to Kline (2013), the variance of the coefficient is maximized 

in Varimax rotation. This allows limiting the number of indicators with higher correlations to 

a factor as well as distributing the indicators among the factors in a uniform manner. The 

assumption is that there exist a factor for each of the variables and this factor impact on the 

variables within it but does not for other variables. The Varimax rotation produces a “Rotated 

Factor matrix” which reveals the number of variables that load under a factor. In the Factor 

Rotation analysis, I suppress small coefficients and requested SPSS to only allocate coefficient 

value ≥ 0.4. It is expected that every variable must load under one of the factors except where 
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a variable has a lower coefficient not in the specified range (≥ 0.4). Now where a variable load 

on two factors, the one with a smaller coefficient is eliminated. Also, most of the variables 

will have high loadings on factors considered to be important and these factors loadings are 

very critical for interpreting the factors. In addition, for a factor to be regarded as a factor, it 

is expected to have a minimum, 3 variables and in a situation that is not possible, (maybe it 

has 2 or 1 variable), caution will be taken in its interpretation and will be considered reliable 

if there exist high correlation (r ≥ 0.7) between its variables, otherwise they are eliminated 

(Yong and Pearce 2013). 

 

Conducting Reliability Test on the new Factors 

After determining how these variables load on the new factors, a Reliability test on each of 

the factors is carried out. In this analysis, the Chronbach’s Alpha (α) is used to measure the 

reliability of the factor. For the purpose of this study, an acceptable value of α is ≥ 0.7. Where 

α is < 0.7, deleting variables with high value as suggested on the “Item-Total statistics” table 

is considered.  

 

Naming a Factor 

Finally, for each factor, the common characteristics each of the variables within the factor 

attempt to measure is considered in order to provide an appropriate name for the factor. 

 

In summary, this chapter provided the theoretical framework for our data analysis. In the 

next chapter--four, the data collected during data collection will be analyzed using Statistical 

Package for the Social Science (SPSS) version 20.  
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND INTERPRETATIONS 

 

In this study, over 600 sample questionnaires were administered out of which 314 were 

received as filled. The breakdown is as follows: 

 

PART A: PROFILING THE RESPONDENTS. 

 

Table 1.1: Class of Respondents 

Class/Names of Schools SSI SSII SSIII FS Total 

AUN Academy 2 48 31 1 82 

Brookstone College 0 0 0 14 14 

Olashore Int’l School 0 27 21 0 48 

Pinecrest College 0 15 2 0 17 

Spring of Life School 0 41 6 0 47 

Hilcrest School 0 4 29 0 33 

Yagai Academy 0 13 36 0 49 

Delta Cereers 0 0 24 0 24 

Sub-total 2 148 149 15 314 

Percentage (%) 0.7 47.2 47.5 4.8 100 

 

Table 1.1 indicates that 0.7%, 47.2%, 47.5%, and 4.8% of the respondents were senior 

secondary one (SS I) students, senior secondary two (SS II) students, senior secondary three 

(SS III) students, as well as those that finished secondary school (FS) respectively. 
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Table 1.2:  Gender of Respondents  

Class/ Names of Schools Male Female Total 

AUN Academy 43 39 82 

Brookstone College 8 6 14 

Olashore Int’l School 24 24 48 

Pinecrest College 10 7 17 

Spring of Life School 20 27 47 

Hilcrest School 16 17 33 

Yagai Academy 17 32 49 

Delta Cereers 10 14 24 

Sub-total 148 166 314 

Percentage (%) 47.2 52.9 100 

 

From Table 1.2, 47.2% of the respondents were males while 52.9% were females. This could 

be said to be fairly distributed in terms of gender. In Table 1.3 below, the respondents’ age 

group was analyzed.  0.33% was from 12-13 age group, 27.66% for 14-15 age group, 58.85% 

for 16-17 age group, 12.22% for 18-19 age group and 0.97% for age group above 19. 

 

Table 1.3: Age of respondents 

Age/ Names of Schools 12-13 14-15 16-17 18-19 19 Above Total 

AUN Academy 0 12 51 16 1 80 

Brookstone College 0 1 12 1 0 14 

Olashore Int’l School 1 26 20 1 0 48 

Pinecrest College 0 7 10 0 0 17 

Spring of Life School 0 19 25 3 0 47 

Hilcrest School 0 0 28 5 0 33 

Yagai Academy 0 12 24 11 2 49 

Delta Cereers 0 9 13 1 0 24 

Sub-total 1 86 183 38 3 311 

Percentage (%) 0.33 27.66 58.85 12.22 0.97 100 
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Table 1.4: Respondents’ States of Origin base on Nigeria’s six Geo-political regions: 

Geo-political Regions Number of 

Respondents 

Percentage (%) 

North East 115 36.63 

North West 9 2.87 

North Central 27 8.6 

South East 77 24.53 

South West 36 11.47 

South South 44 14.02 

Foreigners 6 1.91 

Total 314 100 

 

Looking at the spread of the respondents (Table 1.4)  in terms of their states of origin across 

Nigeria’s six geo-political regions, 36.63% were from the North East, 2.87% from North West, 

8.6% from North Central, 24.53% from the South East, 11.47% from the South West, 14.02% 

from the South South and 1.91% were foreigners—not citizen of Nigeria. The researcher had 

expected to sample at least 60 students per region but this was not the case due to the 

challenge mentioned earlier. 

 

Table 1.5: Respondents education sponsors 

Sponsors/ Names of Schools Father Mother Uncle Aunt Others Total 

AUN Academy 66 9 0 1 1 77 

Brookstone College 14 0 0 0 0 14 

Olashore Int’l School 43 8 0 0 0 51 

Pinecrest College 14 10 0 0 0 24 

Spring of Life School 40 10 2 1 0 53 

Hilcrest School 31 23 0 0 0 54 

Yagai Academy 43 4 1 1 0 49 

Delta Cereers 20 4 1 0 0 25 

Sub-total 271 68 4 3 1 347 

Percentage (%) 78.1 19.6 1.16 0.87 0.29 100 
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Table 1.5, shows the respondents’ source of sponsorship. A majority of the respondents 

indicates that it is their fathers who provide funding for their education. 19.6% claim it is their 

mothers that provide the funding. 1.16%, 0.87% and 0.29% claim their funding are from their 

Uncle, Aunt, and Others respectively. The total number of responses increased as some of the 

respondents indicated that both their fathers and mothers provide funding for their 

education. 

 

Table 1.6: Occupation of Respondents’ Sponsors 

 Occupation Number of Respondents Percentage (%) 

Fathers’ Occupation In Government 100 32.47 

Businessman 99 32.15 

In Private Company 89 28.9 

Others 20 6.5 

Total 308 100 

Mothers’ 

Occupation 

In Government 93 30.1 

Businesswoman 128 41.43 

In Private Company 49 15.86 

Others 39 12.63 

Total 309 100 

 

In the Table 1.6 above, 32.47% of the respondents’ fathers worked in government 

establishments. 32.15% are businessmen while 28.9% are in private companies. Also, 6.5% 

represents others which according to the respondents includes, lawyers, doctors, and 

engineers. Similarly, the respondents indicated that 30.1% of their mothers worked in 

government establishments, 41.43 are businesswomen, and 15.86% are in private companies 

while 12.63% are others, majorly housewives. 
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PART B: RESPONDENTS EDUCATIONAL AND CAREER PATH 

 

Table 2.1: Preferred Course of Study  

Preferred Course of Study Number of Respondents Percentage (%) 

Engineering 96 30.67 

Medicine & Surgery 78 24.92 

Sciences 14 4.48 

Law 55 17.58 

Social Sciences 21 6.71 

Arts 19 6.07 

Pharmacy 9 2.88 

Management  21 6.71 

Total 313 100 

 

In terms of career path, Table 2.1 indicates that 30.67% of the respondents aspires to study 

engineering related courses, 24.92% medicine and surgery, 4.48% sciences courses, 17.58% 

law courses, 6.71% courses in the social sciences, 6.07% courses in the arts, 2.88% in 

pharmacy and 6.71% in management related courses. I would like to note here that the aim 

of this table is to ascertain the career path for each of the respondents. It has no direct 

relationship with their study abroad ambition. However, this could be a potential area of 

study in the future. 

Table 2.2: Preferred Country of Study 

Country/Continents Number of Responses Percentages (%) 

United Kingdom 91 29.65 

United States of America 75 24.43 

Canada 36 11.73 

Nigeria 46 14.99 

Other African Countries 13 4.24 

Asia/Europe 46 14.66 

Australia 1 0.33 

Total 307 100 
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Table 2.2 shows the different countries study respondents preferred to study. 29.65% prefers 

to study in the United Kingdom, 24.43% prefers to study in the United States of America, 

11.73% prefers to study in Canada, and 14.99% prefers to study in Nigeria. Also, 4.24% prefers 

to study in other African countries like Egypt, Malaysia, Ghana, Liberia, Jamaica, Niger and 

South Africa. In addition, 14.99 prefers countries in Asia and Europe like Spain, France, 

Germany, China, Russia, Italy, India, UAE, Switzerland, Netherland and 0.33% prefers to study 

in Australia. I want to note at this point that though the researcher’s interest in the study was 

mostly US-bound potential students, the inability of the researcher to secure approval from 

the US Embassy posed the great challenge in the effort to achieve this goal. 

 

Table 2.3: Respondents’ Sources of Sponsorship 

Source of Sponsorship Number of Responses Percentages (%) 

My Parent 238 73.92 

Family Relatives 13 4.04 

Government Scholarship 36 11.18 

Corporate Scholarship 28 8.70 

Others 7 2.18 

Total 322 100 

 

From Table 2.3, about 73.92% of the respondents claimed that the looked up to their parents 

sponsoring their education should they succeed to travel out of Nigeria for their studies. 

11.18% and 8.70% believe they could secure government and corporate scholarships 

respectively. 4.04% and 2.18% look forward to family relatives as well as others sources 

respectively.  

Table 2.4: Study Destination Decision 

 Number of Respondents Percentages (%) 

My Father 174 52.89 

My Mother 46 13.99 

Myself 104 31.61 

Others 5 1.52 

Total 329 100 
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On who has the final decision regarding where to study, Table 2.4 indicates that 52.89% of 

respondents claimed it is their fathers who has the final say on where they study. 13.99% 

claimed it is their mothers while 31.61% claimed they themselves take the final decision on 

their study destinations. 1.52% claims it is other people like Uncle, and Aunt who has the final 

say. 

 

Table 2.5: Perception on Studying in Nigeria 

 Number of Respondents Percentages (%) 

Yes, I will 87 28.16 

Maybe 120 38.84 

No, I will not, still prefer to 

study abroad 

102 33.01 

Total 309 100 

 

Table 2.5 shows the perception students have when asked “if they find a university in Nigeria 

that matches what they want, will they prefer to study in Nigeria than going abroad?” Out of 

309 responses, 38.84% are in between—“Maybe”, 28.16% said “Yes, they will” while 33.01% 

categorically says “No, they still prefer to travel abroad.” 

 

PART C: FACTORS INFLUENCING DECISION TO STUDY ABROAD 

 

Suitability of EFA for the Data Set 

 

 

 

 

 

In order to ascertain whether the dataset is suitable for factor analysis, three major tools in 

factor analysis was used. First, is the correlation matrix. From the correlation matrix (see 

appendix 1), there exist a “patterned relationship” among the 18 variables with the presence 

of correlation coefficient, r ≥ 0.3. Also, table 3.1 shows the values of Keiser-Meyer Olkin (KMO) 

Table 3.1  KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .764 

Bartlett's Test of Sphericity 

Approx. Chi-Square 969.224 

df 153 

Sig. .000 
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as well as the Bartlett’s test. From the table, KMO = 0.764, which is greater than the 0.5 cut 

off. Moreso, the Bartlett’s test is significant indicating the presence of a “patterned 

relationship.” 

 
Factor Extraction and Retention 
 
The “Total Variance Explained” table (Table 3.2) indicates the number of factors extracted 

base on the assumed criteria—eigenvalues greater than 1. Furthermore, the “Extraction Sum 

of Squared Loadings” provides information on the level of variability accounted for by each 

of the extracted factors. In this case, six factors were extracted and retained as follows: The 

first eigenvalue is 3.678 and accounts for 20.434% variability in the 18 variables. The second 

eigenvalue is 1.675 and account for 9.307%. The third eigenvalue is 1.520 and account for 

8.445%. The fourth eigenvalue is 1.229 and accounts for 6.828%. The fifth eigenvalue is 1.149 

and account for 6.382% and finally, the sixth eigenvalue is 1.038 and accounts for 5.769% 

variability in the 18 variables. 

 

In addition, the Scree graph plot in Figure 3.1 also indicates 6-points to be above 1 

demonstrating a 6-factors extraction. 
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Table 3.2: Total Variance Explained 

Compo

nent 

Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulati

ve % 

Total % of 

Variance 

Cumulati

ve % 

Total % of 

Variance 

Cumulative % 

1 3.678 20.434 20.434 3.678 20.434 20.434 2.288 12.713 12.713 

2 1.675 9.307 29.742 1.675 9.307 29.742 1.969 10.937 23.650 

3 1.520 8.445 38.186 1.520 8.445 38.186 1.823 10.126 33.776 

4 1.229 6.828 45.014 1.229 6.828 45.014 1.492 8.288 42.064 

5 1.149 6.382 51.396 1.149 6.382 51.396 1.372 7.624 49.688 

6 1.038 5.769 57.165 1.038 5.769 57.165 1.346 7.477 57.165 

7 .955 5.304 62.469       

8 .877 4.870 67.339       

9 .826 4.592 71.931       

10 .765 4.251 76.182       

11 .713 3.963 80.145       

12 .645 3.585 83.730       

13 .606 3.366 87.096       

14 .549 3.052 90.148       

15 .515 2.862 93.009       

16 .443 2.463 95.472       

17 .420 2.333 97.806       

18 .395 2.194 100.000       

Extraction Method: Principal Component Analysis. 
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Figure 3.1 A Scree graph. 
 
As noted in the methodology, it is expected that the values of communalities should be 

greater than 0.3, to allow some level of conclusion that the extracted factors fit well with the 

variables. From the values of communalities in Table 3.3, communalities are greater than 0.3, 

meaning the factors extracted account for a good portion of the variables. 
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Factor Rotation 
Rotation method allows the distribution of the variables base on their factor loadings. Table 

3.4 indicates the various variable loadings on each of the extracted factor. However, the 

criteria here was that loading with value greater than 0.4 be retained. Now using this criteria, 

Table 3.5 shows how the variables load on the matrix table. 

 

According to Table 3.5, VAR14, VAR15, VAR16 and VAR18 with 0.774, 0.713, 0.694 and 0.497 

respectively load on Factor One (F1). If we look carefully on the Table, VAR18 also loads on 

Factor Four (F4) but base on our criteria, the loading with minimum value is eliminated. In the 

overall, Table 3.6 shows how each of the variables load on each of the factor. 

 

 

 

 

 

 

Table 3.3 Communalities 

 Initial Extraction 

VAR01 1.000 .625 

VAR02 1.000 .480 

VAR03 1.000 .562 

VAR04 1.000 .593 

VAR05 1.000 .589 

VAR06 1.000 .544 

VAR07 1.000 .536 

VAR08 1.000 .592 

VAR09 1.000 .426 

VAR10 1.000 .629 

VAR11 1.000 .621 

VAR12 1.000 .528 

VAR13 1.000 .558 

VAR14 1.000 .688 

VAR15 1.000 .695 

VAR16 1.000 .565 

VAR17 1.000 .525 

VAR18 1.000 .532 

Extraction Method: Principal 

Component Analysis. 
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Table 3.4: Rotated Component Matrixa 

 Component 

1 2 3 4 5 6 

VAR01 -.159 .311 -.486 .441 .241 -.117 

VAR02     .618 .300 

VAR03  -.133  .185  .703 

VAR04 .232 .703  -.128 .148  

VAR05 .138 .707 .187 .138 -.125  

VAR06  .237  .651  .233 

VAR07 .178 -.160  .678   

VAR08   .457 .295 .542  

VAR09 .274 .533 .233    

VAR10 -.164 .411 .638 .112 .114  

VAR11  .373 .664   -.166 

VAR12 .231 .144   .668  

VAR13  .156 -.194   .693 

VAR14 .774 .263   .109  

VAR15 .713 .198   .117 .346 

VAR16 .694  .114 .129 .107 -.185 

VAR17 .384 .142 .593    

VAR18 .497   .441 -.272 .111 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization.  

   a. Rotation converged in 15 iterations. 
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Table 3.6: Factors and the Various Loading Variables 

F1 F2 F3 F4 F5 F6 

VAR14 VAR04 VAR01 VAR06 VAR02 VAR03 

VAR15 VAR05 VAR10 VAR07 VAR08 VAR13 

VAR16 VAR09 VAR11  VAR12  

VAR18  VAR17    

 
 
 
 
 
 
 
 
 

Table 3.5: Rotated Component Matrix with Loadings greater than 0.4 

 Component 

1 2 3 4 5 6 

VAR01   -.486 .441   

VAR02     .618  

VAR03      .703 

VAR04  .703     

VAR05  .707     

VAR06    .651   

VAR07    .678   

VAR08   .457  .542  

VAR09  .533     

VAR10  .411 .638    

VAR11   .664    

VAR12     .668  

VAR13      .693 

VAR14 .774      

VAR15 .713      

VAR16 .694      

VAR17   .593    

VAR18 .497   .441   

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 15 iterations. 
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Table 3.7: Reliability Test on the Factors 
 

F1 F2 F3 F4 F5 F6 

VAR14 VAR04 VAR01 VAR06 VAR02 VAR03 

VAR15 VAR05 VAR10 VAR07 VAR08 VAR13 

VAR16 VAR09 VAR11  VAR12  

VAR18  VAR17    

α = 
0.692/0.724 

(VAR18) 
α  = 0.630 α  = 0.443 α  = 0.381 α  = 0.402 α  = 0.340 

 

 
In the table above (Table 3.7), only F1 meets the Reliability criteria of Chronbach’s Alpha, α ≥ 

0.7. If we observed very well, the first value of Chronbach’s Alpha is 0.692 which is lower than 

the acceptable benchmark value of 0.7. Looking at the “Item Total Statistics” table as 

produced by SPSS, VAR18 has a high loading of 0.719 which suggests VAR18 should be 

deleted. After deleting VAR18 from variables under F1 and run the Reliability test again with 

other three variables (VAR14, VAR15, VAR16), the Chronbach’s Alpha, α = 0.724, an 

acceptable value, hence F1 is reliable. F2, F3, F4, F5, and F6 with Chronbach’s Alpha, 0.630, 

0.443, 0.381, 0.402 and 0.340 are said not to be reliable. 

 

Let recall that in the criteria, it was stated that for a factor to be regarded as a factor, it is 

expected to have at least 3 variables loaded under it. In the Table (Table 3.7) above, observed 

that there are two factors—F4 and F6, with only two variables loaded under it. The correlation 

between F4 variables (VAR06, VAR07) is 0.235 and that of F6 variables (VAR03, VAR13) is 

0.205. For both factors, the correlation, r < 0.7, and in this case, both factors are eliminated, 

leaving us with only four factors. This suggests that a four factor solution may probably be 

more appropriate for further analysis. Another factor rotation is carried out but this time with 

four factors. In other word, SPSS is programmed to carry out the analysis having in mind a 

fixed number of factors, which is 4. 
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The new rotated component matrix with loading greater than 0.4 and with a fixed number of 

factors—4 is as presented in Table 3.8. Now, Table 3.9 shows how the variables are 

distributed over the four factors, F1, F2, F3, F4. Thereafter, a new Reliability Test is carried 

out using the new factors distribution as presented in Table 3.10. 

Table 3.8: Rotated Component Matrixa 

 Component 

1 2 3 4 

VAR01     

VAR02    .688 

VAR03   .494  

VAR04 .468    

VAR05 .586    

VAR06   .679  

VAR07   .562  

VAR08 .403   .485 

VAR09 .500    

VAR10 .756    

VAR11 .759    

VAR12    .533 

VAR13   .440  

VAR14  .806   

VAR15  .738   

VAR16  .686   

VAR17 .522    

VAR18  .488 .426  

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations. 
Table 3.9: New Factors and the Various Loading Variables 

F1 F2 F3 F4 

VAR04 VAR14 VAR03 VAR02 

VAR05 VAR15 VAR06 VAR08 

VAR09 VAR16 VAR07 VAR12 

VAR10 VAR18 VAR13  

VAR11    

VAR17    
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Table 3.10: Reliability Test on the new Factors 

F1 F2 F3 F4 

VAR04 VAR14 VAR03 VAR02 

VAR05 VAR15 VAR06 VAR08 

VAR09 VAR16 VAR07 VAR12 

VAR10 VAR18 VAR13  

VAR11    

VAR17    

α = 0.733 α = 0.692/0.74 (VAR18) α = 0.43 α = 0.402 

 

Table 3.10 presents result of the new Reliability Test on the four new factors, F1, F2, F3, and 

F4. F1 with variables (VAR04, VAR05, VAR09, VAR10, VAR11, and VAR17) has Chronbach’s 

Alpha, α = 0.733, meaning F1 is reliable. F2 with variables (VAR14, VAR15, VAR16 and VAR18) 

has Chronbach’s Alpha α = 0.692 which is less than the 0.7 benchmark. Again, the “Item Total 

Statistics” table suggest deleting VAR18 with 0.719 loading from among the variables of F2. 

The Reliability test is analyzed again using the other three variables and this produces a 

Chronbach’s alpha, α = 0.74, meaning F2 is reliable with variables, VAR14, VAR15 and VAR16. 

F3 with variables, VAR03, VAR06, VAR07, VAR13 and Chronbach’s Alpha, α = 0.43 and F4 with 

variables, VAR02, VAR08, VAR12 and Chronbach’s Alpha, α = 0.402 are said not to be reliable. 

 

Naming the Factors 

Now the two reliable factors are F1 and F2 with the following variables: 

 

Factor 1: VAR04, VAR05, VAR09, VAR10, VAR11 and VAR17 

Factor 2: VAR14, VAR15 and VAR16 

Let recall that the various variables were defined as follows: 

For Factor 1: 

VAR04: The location of the University 

VAR05: The name of the University 

VAR09: Visit to the University Campus 

VAR10: The University’s Closeness to Home 
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VAR11: Having Friends and Relatives in the University 

VAR17: Want to maintain Family pride/tradition 

 

For Factor 2: 

VAR14: Having attractive and fun campus life for students 

VAR15: Having attractive campus environment for learning 

VAR16: Having available sporting facilities 

 
Let say that the common characteristics the variables in Factor 1 attempt to measure can be 

considered as “The University’s Geographical Setting and Prestige”. For Factor 2, the 

common characteristics is “The University Infrastructure and Environment.” 

 

 
 

 

 

 
 

 

 

 
 

 
 

 

 

 
 

 

 

Figure 3.2: Graphical representation of the Factors and its variables. 
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SUMMARY OF FINDINGS 

The findings of this study outlined two major impacting factors to study abroad decision by 

potential Nigerian prospective students as follows: 

 

i. The University’s geographical setting and prestige: In this factor, the variables 

considered to contribute to the emergence of this factor include, the location of 

the University, the name of the University, visit to the University campus, the 

University’s closeness to home, having friends and relatives in the University and 

desire to maintain family pride/tradition. 

ii. The University’s Infrastructure and Environment: The following variables 

contributed to the emergence of this factor as a critical factor of consideration: 

The University having an attractive and fun campus life for students, the University 

having an attractive campus environment for learning, and the availability of 

sporting facilities. 

 

In the next chapter, which is the final chapter of this study, the researcher discusses the 

findings of this study, provides conclusion and made recommendations based on the findings 

of the study.  
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CHAPTER FIVE 

DISCUSSION OF FINDINGS, CONCLUSION AND RECOMMENDATIONS 

 

5.1 DISCUSSION OF FINDINGS 

Today, it is common knowledge that many well to do Nigerian students often travel oversea 

in search for quality university education. Given this phenomenon, there is a clear need for 

managers of higher education in Nigeria especially universities to investigate and understand 

the influencing factors that necessitate study abroad decisions. It is acknowledge that while 

there may be various factors that influence this decision, this study indicates some of those 

influencing factors in relation to the study’s research question one.  

 

Noting geographic location as an influencing factor, Naffziger et al (2008) describes 

“geographic destination” as being a two sided sword. According to the authors, while many 

of these locations could be considered as high profile and preferred locations, others are 

regarded as low profile and unattractive location. Similarly, Sia (2013) ranked university 

location third out of the six considering factors noting that it is essential for a university to be 

located in a strategic and attractive geographical location.  

 

Furthermore, Kakkad and Nair (2015) suggested that in today’s global trend in higher 

education, it is important for universities to established “successful” brand name. And, as 

remarked by Aydin (2015), the prestige of a university is found to be one of the major factors 

when choosing a university of study. The author further noted that Ming (2010) considered 

the prestige of a university as the strongest factor in students’ decision procedure. This study 

indicates that geographic location of a university as well as its prestige is a critical factor of 

consideration by potential students when deciding where to study.  

 

The provision of a conducive environment suitable for learning by higher education providers 

is echoed by many scholars (Agrey and Lampadan 2014, Bagautdinova, et al 2015, Padlee, et 

al 2010 ) as an important considering factor that influence decision of potential students on 

study destinations. Sia (2013) also highlighted the need to have an attractive campus 

environment as important. Maniu and Maniu (2014) viewed the provision of an attractive 

campus environment from the perspective of making available various sporting activities, 
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leisure occasions, various student clubs/organizations and many more. This study also shows 

that potential students consider the University’s Infrastructure and environment as an 

important factors when making the decision on university of choice. 

 

Strategic Implications 

In relation to research question two, the researcher discusses the study findings in the context 

of its strategic implications in a university’s marketing plan. It has been established in this 

study that the University’s geographic location and prestige, and the University’s 

Infrastructure and environment are valued factors of consideration by students before 

choosing a university of study. Furthermore, under the first factor, features like location, 

name, visit to campus, closeness to home, friends and relatives, and family pride are 

determinant features, while under the second factor, determinant features include: attractive 

and fun campus life for students, attractive campus environment for learning, and available 

sporting facilities.  

 

First, the university’s geographic location in the context of marketing should be seen from the 

perspective of convenience, and closeness to home. Also, universities should give attention 

to promoting some of those salient features the geographic location offers. According to Sia 

(2013), students prefer to study in convenient and accessible location. He noted that 

accessibility is not just in term of access to the geographic location but also has to do with the 

location accessibility to key places such as supermarkets, airports, good restaurants, hotels 

and recreation centers, etc. Though many universities’ location like that of AUN are perceived 

as “Unattractive,” university’s location should be seen and used to gain competitive 

advantage. 

 

Secondly, university organized events and programs should be used to consciously attract 

potential students and their parents to visit campus. This, according to Sia (2013) gives the 

student and parents the opportunity to experience campus, first hand and assess for 

themselves the environment of the University. 

 

Thirdly, according to Beneke (2011), enticing potential students into a relationship is one 

element of building a strong university brand and strategy. Also, Aydin (2015) acknowledges 
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that there exist a relationship between the choice of a university by a student and the 

respective family of the student. In the African perspective, family can be seen in a broader 

sense of same ethnic group, religion, and language. Using students as ambassadors in the 

region/states they come from for marketing and promotional purposes have a way of bonding 

potential students and parents of the region to the University.  It will promote words like, “I 

have my brother/sister in the university.” 

 

Fourthly, in the marketplace today, universities should pay greater attention to its image. In 

other word, the “brand name” of the University greatly strengthens its presence in the 

marketplace. Maniu and Maniu (2014) noted that the image of the institution has a powerful 

influence on potential students who are in the process of deciding a university of their choice. 

This they further stated could be achieved using various ways such as the years the university 

has been in existence, the reputation of the university and the university brand name. Also, 

Agrey and Lampadan (2014) opined that while the image of a university is developed over a 

period of time, it is necessary for universities to ensure deliberate efforts are in place toward 

establishing a reputable image for the University. 

 

Finally, it is important that universities invest in its infrastructure as well as in creating a 

campus that is student-centered and student-friendly. These are the experiences that will 

endeared students to their universities thereby making them promoters of the university 

(Alma Mata), an aspect of branding, Judson, et al (2008) refers to as “internal branding”. That 

is, the act of promoting the message of the brand beginning from the students, faculty and 

staff.  

 

5.2 CONCLUSION  

Universities around the world face a growing rate of competition and this affect Nigerian 

universities particularly due to the decline in the standard of education as a result of decrease 

in funding. This challenge has caused many Nigerian students to travel abroad in order to 

obtain university education. The findings of this study revealed four important factors that 

influence student’s decision to travel oversea for study. However, the result in Table 3.10 

indicates that only two of these factors are preferred as reliable with Chronbach’s Alpha of 
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0.733 for Factor One (F1) -- university geographic location and prestige, and 0.74 for Factor 

Two (F2) -- university infrastructure and environment.  

 

Furthermore, the findings of this study also revealed  that these factors, if carefully examined 

by universities in Nigeria could form part of their working document and strategy in attracting 

student enrolment and in that way reduce the rate of Nigerian students travelling abroad for 

undergraduate study and in the long-term attract international students into the country.  

 

5.3 RECOMMENDATIONS  

The recommendations of this study anchor on these two fundamental elements of university 

branding according to the study findings: University’s geographic location and prestige, and 

University’s Infrastructure and environment.  

 

First, most Nigerian parents are known to be associated with well-known brand for 

recognition among friends and colleagues, and in the society. This is also connected to the 

university, one’s children is studying as well as the courses. In this study, most of the students 

preferred careers paths are in the engineering, medicine & Surgery as well as in law and these 

are all professional courses. It can therefore be inferred that establishing some of these 

professional courses in Nigerian universities with strong institutional image could be the 

catalyst needed to re-direct the focus of students to these universities. 

 

Irrespective of the geographical location of universities, it is important to emphasize on the 

positive features of such location providing same to the university’s targeted audience. In 

addition, universities should invest in the aesthetics of its environment as well as having 

strong infrastructure that is needed to provide hands-on learning. It is also important that 

universities create a student-centered experience for its students considering that these 

students will inevitably serve as student ambassadors in the promotion of university brand 

image. 

 

The study findings also shows how countries like Australia are investing in education in order 

to attract foreign exchange from international students. This model is applicable in any 

country including Nigeria, with the right leadership, and political will from both the 
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universities’ management and the country’s leadership. In Nigeria, there has been various 

calls for diversification from oil. This is the right step in the right direction but investment in 

the education sector is one critical sector the country stands to earn huge foreign exchange.  

 

Suggestions for Further Research 

This study investigates the various influencing factors that motivate study abroad decisions 

by potential students with the aim of providing practical information to university 

administrators on how to direct their marketing strategies.  While conducting this research, 

possible areas of research were identified as follows: 

 

Future research could be a comparative study of the various study destinations and the 

various influencing factors. This could be further narrowed to countries and/or universities. 

Also, though it is not the interest of the researcher to examine what attract students to 

specific geographic locations, it is recommended for further research. 

Additionally, research could be conducted to find out if there exist a direct relationship 

between the careers paths of potential students and their respective study abroad ambition. 
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School of Graduate Studies 

American University of Nigeria 

Lamido Zubairu Way 

Yola, Adamawa State. 
 

24 May 2017. 
 

The Principal 
 

Dear Sir/Madam, 
 

APPLICATION FOR CONSENT TO ADMINISTER QUESTIONNAIRE TO SS 2 & 3 STUDENTS  
 

I am writing to kindly request your consent to administer study questionnaire to at most 50 

students in either senior secondary 2 or/and 3.  
 

My name is Usoh, Usoh Ekaette and I am a graduate student studying Business Administration 

at the Masters (Masters of Science) level at the American University of Nigeria. Enclosed is an 

introduction letter from AUN’s school of Graduate Studies. 
 

I am at the moment writing my final project (Thesis) and it is titled, “University Branding: 

Impacting Factors for US-Bound Prospective Nigerian Students.” The study objectives is to 

investigate the major factors that influence the decision of Nigerian students to study abroad 

especially in the United States and also examines how emerging Nigerian universities can 

leverage on this consumer information.  
 

The study, being the first (to the best of my knowledge) in Nigeria will contribute to the body 

of knowledge and in addition, will be of interest to universities in Nigeria including the 

American University of Nigeria, policy makers like the Federal Ministry of Education, Federal 

Ministry of Foreign Affairs, and the National Universities Commission.  
 

This request, if approved will involve the Principal Researcher’s visit to the School or his 

representative at a date suitable to the Principal in the week of June 5 - 9, 2017 to administer 

the Consent Form/Questionnaire to the students. We are hoping this should take a day to 

complete. However, the Principal reserved the right to determine otherwise how he/she 

would like the questionnaires administered.  
 

I have attached for your perusal and information the sample questionnaire and the consent 

form. Also attached, is the Consent Form for the Principal. If this application is considered, I 

humbly request, in line with AUN’s Institutional Review Board, that you read through the 

consent form and kindly sign to indicate Principal’s consent and permission.  
 

Thank you, in advance, for your kind approval and consent. If you have any inquiries, please 

kindly feel free to contact me directly. My contact mobile is: 0805 620 0109, and email: 

usoh.usoh@aun.edu.ng. 
 

Sincerely, 

Usoh, Usoh E. 

APPENDIX 2 
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American University of Nigeria – Institutional Review Board 
Human Subjects Protections 

 
PRINCIPAL CONSENT FORM  

 

Title of Research: “University Branding: Impacting Factors for US-Bound Prospective 
Nigerian Students” 

  
Principal Researcher 
Usoh, Usoh Ekaette 
Graduate Student 
MSc Business Administration 
American University of Nigeria 
  

Research Supervisor  
Professor Chris Mbah 
Professor Marketing and International 
Business 
American University of Nigeria 

Study Description:  
Your senior secondary 2 and 3 students are being considered as participants in the research 

study to investigate the major factors which influence the decision of Nigerian students to 

study abroad, especially in the United States. Also, the study examines how emerging 

Nigerian Universities can leverage on the consumer information to design a good branding 

strategy.  
 

Your students will be asked to briefly fill a questionnaire (see enclosed the sample 

questionnaire). The questions on this questionnaire cannot be directly connected to any of 

the students. This is deliberate to ensure their participation is unknown. However, they are 

not obligated to complete the questionnaire and they reserved the right to withdraw from 

participation at any time they so wishes. 
 

Risks and Benefits:  
There are no foreseeable risks associated with this study. 

The study, being the first (to the best of my knowledge) in Nigeria will contribute to the body 

of knowledge and in addition, will be of interest to universities in Nigeria including the 

American University of Nigeria, policy makers like the Federal Ministry of Education, Federal 

Ministry of Foreign Affairs, and the National Universities Commission.  

Your decision whether to allow your students to participate in this study or not will not 
affect your students in any way. 
 

Time Requirement:  
Your Students’ participation in this study will take approximately 10 - 15 minutes to 
complete.  
 

Reward/Payments:  
Your students will not receive any compensation for his/her participation.  

APPENDIX 3 
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Participant’s Rights:  
If you have read this and have decided to allow your students to participate in this study, 

please understand your students’ participation is voluntary, and your students have the right 

to decide if they want to participate and also the right to withdraw his/her consent or 

discontinue participation at any time without penalty. Your students have the right to refuse 

to answer any or all questions. 
 

Please note that your students’ individual privacy will be maintained in all published and 
written data resulting from the study. 
 

We will store all interview materials safely under locked and key office cabinet.  Only the 
researcher and research supervisor will have access to the research materials. 
 

Who to contact with questions: 
Principal Investigator:  
Usoh, Usoh Ekaette 
Graduate Student 
MSc Business Administration 
American University of Nigeria 
Phone: 08056200109 
Email: usoh.usoh@aun.edu.ng 
AUN ID: A00018225 

Research Supervisor:  
Professor Chris Mbah 
Professor Marketing and International 
Business 
American University of Nigeria 
Phone: 08056011314 
Email: chris.mbah@aun.edu.ng 

 
If you feel like speaking to someone else about the research and the findings, you may 
contact the AUN Institutional Review Board at irb@aun.edu.ng.  

 
I give consent for my senior secondary 2 and 3 students to participate in this study: 

 _____ Yes    ____ No  

 

_________________________________________________  _______________ 
Signature(s) of Principal                            Date 
 
 
 
________________________________________________  _______________ 
Printed Name of Principal                             Date 
 

There are two copies of this consent form.  
Please keep one copy for your own reference. 

 

 

 

 

mailto:usoh.usoh@aun.edu.ng
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American University of Nigeria – Institutional Review Board 

Human Subjects Protections 

Children Assent Form (OLDER CHILDREN)  

 

 
Title of Research: “University Branding: Impacting Factors for US-Bound Prospective 
Nigerian Students”  
 
My name is Usoh, Usoh Ekaette. I am a graduate student at the American University of 
Nigeria. I am doing a research study about factors that influence students’ decision to travel 
to the United States to study.  
 
The purpose of the research is to investigate the major factors which influence the decision 
of Nigerian students to study abroad, especially in the United States. Additionally, the study 
examines how emerging Nigerian Universities can leverage on the consumer information to 
design a good branding strategy.  
 
When I finish the study, I will write a paper about what I learned and will present and 
publish the study’s results. The information included in the paper and presentation will not 
reveal names or any information that can identify those who participated in the study. I will 
not share any information collected for this study with anyone else. 
 
There are no foreseeable risks associated with this study.  
 
In addition to its contribution to the body of knowledge, the study, being the first (to the 
best of my knowledge) in Nigeria will be of interest to universities in Nigeria including the 
American University of Nigeria, policy makers like the Federal Ministry of Education, Federal 
Ministry of Foreign Affairs, and the National Universities Commission.  
 
Your Principal knows about this study. He/she has agreed that I can ask you to participate in 
the study, but it is your decision whether to participate or not. If you agree to participate in 
the study, you will answer some questions as outlined in the questionnaire. It will take you 
less than 5 minutes to complete filling the questionnaire.   
 
Also, you can stop anytime for any reason you choose, and you do not need to explain to me 
or anyone why you want to stop.  
 
Even when you are part of the study, if there is any question you do not want to answer, 
just skip the question, and continue with other questions. 
 
There is also no problem if you decide not to be part of the study.  
 
 
 

APPENDIX 4 
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Who to contact with questions: 
Principal Investigator:  
Usoh, Usoh Ekaette 
American University of Nigeria 
98 Lamido Zubairu Way 
Yola Township By-Pass 
Yola, Adamawa State-Nigeria 
Telephone contact: 0805 620 0109 
E-mail: usoh.usoh@aun.edu.ng 
 

Research Supervisor:  
Professor Chris Mbah 
American University of Nigeria 
98 Lamido Zubairu Way 
Yola Township By-Pass 
Yola, Adamawa State-Nigeria 
Telephone contact: 0805 601 1314 
E-mail: chris.mbah@aun.edu.ng 

If you feel like speaking to someone else about the research and the findings, you may 
contact the AUN Institutional Review Board at irb@aun.edu.ng.  
 

STUDY AFFIRMATIONS 
Please respond to the statements below by indicating:  Yes or No: 
 
Do you have any questions?   _____ Yes    ____ No  
 
Would you like to participate? _____ Yes    ____ No  
 
 
Your signature below indicates that you understand this information and that you agree to 
participate. You will be given a copy of this consent form to keep for future reference. 
 
 
I, ___________________________________________, want to be in this study. 
    (print your name) 

 
___________________________________              _______________ 
Minor Signature                                                          Date 
 
 
___________________________________  _______________ 
Principal  Signature      Date 
 
 
___________________________________  _______________ 
Principal Researcher Signature   Date 
 
 

There are two copies of this consent form.  
Please keep one copy for your own reference. 

 

 

 

mailto:irb@aun.edu.ng
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School of Graduate Studies 

American University of Nigeria 

Lamido Zubairu Way 

Yola, Adamawa State 
 

25 May 2017 
 

Head of Visa Section 

United States Embassy, 1075 Diplomatic Drive, Abuja 
 

APPLICATION FOR PERMISSION TO ADMINISTER QUESTIONNAIRES TO VISA APPLICANTS  
 

I am writing to kindly request the consent of the Embassy to administer study questionnaires 

to at least 100 applicants applying for student visas to study in the United States of America.  
 

My name is Usoh, Usoh Ekaette with ID number A00018225 and I am a graduate student 

studying Business Administration at the Masters (Masters of Science) level at the American 

University of Nigeria. Enclosed is an introduction letter from AUN’s school of Graduate 

Studies. 
 

I am at the moment writing my final research project (Thesis) and it is titled, “University 

Branding: Impacting Factors for US-Bound Prospective Nigerian Students.” The study 

objectives is to investigate the major factors that influence the decision of Nigerian students 

to study abroad especially in the United States and also examines how emerging Nigerian 

universities can leverage on this consumer information.  
 

The study, being the first (to the best of my knowledge) in Nigeria will contribute to the body 

of knowledge and in addition, will be of interest to universities in Nigeria including the 

American University of Nigeria, policy makers like the Federal Ministry of Education, Federal 

Ministry of Foreign Affairs, and the National Universities Commission.  
 

This request, if approved, will involve the Principal Researcher’s visit to the Embassy at a date 

suitable to the Embassy the week of 12 to 16 June 2017 to administer both the consent form 

and questionnaires to the applicants. Depending on the number of applicants at the Embassy, 

it is our hope it should take two or three days. However, the Embassy reserved the right to 

determine otherwise how they would like the questionnaires administered.  
 

I have attached for your perusal and information the sample questionnaire and the consent 

form. Also, attached is the Consent Form for the Embassy. If this application is considered, I 

humbly request, in line with AUN’s Institutional Review Board, that you read through the 

consent form and kindly sign to indicate Embassy’s consent.  
 

Thank you, in advance, for your kind approval and consent. If you have any inquiries, please 

feel free to contact me directly. My contact mobile is: 0805 620 0109, and email: 

usoh.usoh@aun.edu.ng. 

Sincerely, 

Usoh, Usoh E.  
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American University of Nigeria 

School of Business and Entrepreneurship 

 

24 May 2017 

 

Dear Respondent, 

 

My name is Usoh, Usoh E. and I am a graduate student studying Business 

Administration at the Masters (Masters of Science) level at the American University of 

Nigeria. 

 

Let me first thank you for your acceptance to participate in this study. The study is 

titled “University Branding: Impacting Factors for US-Bound Prospective Nigerian 

Students.” The study objectives is to investigate the major factors that influence the 

decision of Nigerian students to study abroad especially in the United States and also 

examines how emerging Nigerian universities can leverage on this consumer 

information. 

 

The questions on this questionnaire cannot be directly connected to you. This is 

deliberate to ensure your participation is unknown. However, you are not obligated to 

complete the questionnaire and you reserved the right to withdraw from participation 

at any time you so wishes. 

 

I humbly appeal that you complete the questionnaire (enclosed) as its completion is 

critical and a valued phase of this study. The questionnaire will take less than 5 minutes 

to complete. 

 

Thank you, once again, for your participation. If you have any inquiries, please kindly 

feel free to contact me directly. My contact mobile is: 0805 620 0109, and email: 

usoh.usoh@aun.edu.ng. 

 

Sincerely, 

 

Usoh, Usoh E. 

Graduate Student 

Business Administration (MSc) 

American University of Nigeria 

APPENDIX 6 
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American University of Nigeria 

School of Business and Entrepreneurship 

 

Part A: Personal Information 

1. In what class are you?            SS1          SS2          SS3          Finished Secondary 

School 

2. Gender          Boy            Girl 

3. Age       12 – 13          14  -  15        16  -   17          18  -  19           19 and above 

4. Who is sponsoring your education? 

Father          Mother          Uncle          Aunt          Others (please 

specify)……………… 

5. Father’s Occupation? 

Government 

Businessman 

Private Company 

Others, please specify …………………………….. 

6. Mother’s Occupation? 

Government 

Businesswoman 

Private Company 

Others, please specify …………………………….. 

7. What is the occupation of your sponsor if different from your father and 

mother? 

Government 

Businessman/woman 

Private Company 

Others, please specify …………………………………… 

8. State of Origin? ……………………………………………………………………….. 
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Part B: Educational and Career Path 

1. What is your preferred course of study? 

Engineering  

Medicine & Surgery  

Sciences   

Law   

Social Sciences   

Arts 

Pharmacy 

Management Sciences 

2. Which country is your preferred country for study? 

……………………………………………… 

3. How do you intend to source for sponsorship? 

My Parents    

Family Relatives,  

Government Scholarship  

Corporate Sponsorship  

Others (please specify) 

4. Who has the final decision on where you go for your university education? 

My Father          My Mother            Myself           Others (please 

specify)…………….. 

5. If you find a university in Nigeria that matches what you want, would you 

apply to study in that university rather than traveling to the United States or 

other country? 

Yes, I will Maybe No, I will not, still prefer to study abroad 

Part C: Factors influencing Decisions to Study Abroad 

The following is a list of factors you may have to consider when you are making your 

choice of a university. Please indicate the level of importance of each of the factors 

by circling the appropriate number using a 5-point scale as follows: 
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1 The quality of academic courses/programs 5 4 3 2 1 

2 Ability to graduate on-time without interference 5 4 3 2 1 

3 The quality of faculty (lecturers) 5 4 3 2 1 

4 Where the University is located 5 4 3 2 1 

5 The name of the University 5 4 3 2 1 

6 The University’s reputation 5 4 3 2 1 

7 Job Prospects for Graduates 5 4 3 2 1 

8 Financial Assistance to students (Scholarship) 5 4 3 2 1 

9 Visit to university campus 5 4 3 2 1 

10 University’s closeness to Home 5 4 3 2 1 

11 I have friends and relatives in the university 5 4 3 2 1 

12 The university’s tuition and fees 5 4 3 2 1 

13 Available facilities for learning 5 4 3 2 1 

14 Attractive and fun campus life for students 5 4 3 2 1 

15 Attractive campus environment for learning 5 4 3 2 1 

16 Available sporting facilities 5 4 3 2 1 

17 Family pride/tradition--family members studies 
abroad 

5 4 3 2 1 

18 So as to have international exposure/cultures 5 4 3 2 1 

Key to Scale: 

1 - Not considered at all 
2 - Relatively considered 
3 - Yes, considered but not very important 
4 - Highly considered and important 
5 - Extremely very important and considered 

 


