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ABSTRACT 

The purpose of the study was to investigate the post purchase behaviour of Masters of 

Business Administration (MBA) parallel d gree graduates of the University of Nairobi. 

The objectives of the study t st blish th extent of satisfaction or dissatisfaction of 

the parallel graduat , det nnin ' h tht:r th lcvd of satisfaction/dissatisfaction differed 

.md "'·' li. h th actions the graduates had taken as a result of 

in this survey. The population of interest comprised all 

purull·l dministration graduates of the University of Nairobi since 

the inc pti n f the programme. A sample size of 80 graduates was selected using 

convenient sampling method. Questionnaires were emailed to respondents. Out of the 80 

re ·pondents. 6_ of them returned the questionnaires reflecting a response rate of 77 .5%. 

Primary data was collected using a structured questionnaire. 

From analysis, it was found that there is a lot of satisfaction derived from the Masters of 

Business Administration on aspects of job performance and personal development 

aspects. Improved ability to work with teams was best rated aspect of job performance. 

Attainment of personal satisfaction /achievement was the best rated personal 

development aspect There was less satisfaction with core service performance asp cts 

apart from convenient location of the university and lecturer's qualificati n . Th ugh 

there was little difference across specialization areas marketing graduate nj y d high 

levels of ti fa tion compared to th ajority of re pondcn xpre d ti fa ti n 

with th prograrnm and rec rnmcnd d fri nds to enroll. [t w c nclud d that v rall. 

th m · ati. fi with th rs Busin dmini trati n 

ttain ru bi. 

m h udent in d i ion m m on h)-. 

d 

. 
u 



of Nairobi be studied in the future. Similar studies should also be carried out in other 

Universities. 



CHAPTER ONE 

1 OU TlON 

1.1 Background 

The busmes,' cuviwm 1 ·nt i :lf icll chan ,ing making it imperative for organizations to 

(;(Hls(untly 1d tpt th ·it 1 ~ i\ iti in order to succeed (Ansof, 1987). Economies have been 

lib ·r 1li ·d l ·udin .. t m re new markets and new entrants. Competition has set in with 

linn.: uuning t increase, gain, or maintain their market share. The fast changing global 

busine· emir nment have led to more competition, increased choice for customers when 

lower price . lower margins, replacement of tangible assets with information dramatically 

changing global infrastructures, from dependence to independence to interdependence, 

boundarie collapsing, market economies expanding i.e. deregulation and privatization, 

telecommunication infrastructures, investment from analog to digital (W rid Economic 

Outlook. 1997). 

\Vith ll thc ~e change m the en ir nmcnt and with bu in ccommg mor 

phi . ticat d in their pcr:Hion , and t.: p cially with the computcriz tion of p~.:r. t1 n the 

n nd m·tint in vcll-t incd nd kilkd manp w~.:r has bc~.:n I It mm~.: than 

K ny \~;:mm nt h r md d t th ttin • it 

p riti in t lth nd 

' nun nt n tlt 

mm nt h ut 
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The Kenya government ha m '~d' ith ~p~. din facilitating the provision of manpower to 

the economy from 

li V(! other pub I i , uni' ili n) ho 1 of other private universities (See appendix 1). The 

univ ·r:iti · pl1 · in p rt through their research and advisory contributions. The 

numb ·r 11' 111 lling in the universities has risen steadily and the universities have 

l:Om' up '' ith p grammes to cater for students who meet the university minimum 

requir ment for admi ion but are unable to get places in the public universities (Kihara, 

_oo . EYer) year ben: een 200,000 - 300,000 students in Kenya sit for their Kenya 

Certificate of Secondary Education (KCSE) but out of these only l 0,000 get vacancic to 

join public uni\'ersities. About 60% of these students are ab orbed in private univcr ·ities 

and middle le\el colleges. and the remaining student who have failed undertake arti an 

cour e-. Clo e to 15.000 people graduate annually from both private and public 

uni' r itic in K n. a. Ten p rcent of the e graduate need \llBA qualification to prcpar • 

th m r m na_ m nt p ition in the variou ~ ct r of Kenyan cconom 

ith th uni\ demic pro mmc to c t r or tho in need 

ni in, r th tth 

Ut th p 

lh 

mn 

l t ll 



opportunity to look at is to establi h the po t purchase behaviour of the students who go 

through this parallel academic pr gr m". 

1.1.1 Post purchase beha' i ur 

Post purchase bcha iou1 

purchase and u 

c p ·ct llil111 b h11 pu ha 

ll th~: h haviour exhibited by consumers, after the 

haviour is a product of the consumer's performance 

nd hi evaluation of the products perceived perfonnance 

·wan and Combs, 1976). Consumers base their expectations 

1.m m~ · ·ac. '· the_ rc ei\·e from sellers, friends and other information source . lf sellers 

. · aggerate the products performance consumers will experience di con finned 

\!. pectati n -. which lead to dissatisfaction. Here the consumers coping tylc comes into 

play. orne con umers magnify the gap when the product is not perfect and they are 

highly di ati~fied. Other consumers minimize the gap and are le s di atisficd (Ander n, 

19 3). 

The probability of a con ·umer expencncmg p t purcha c dis nancc a well as thc 

m gnitude f u h di nan t..: i a function o . the dt..:!:,l'fc commitment or irrcvocabilit_ 

f the d i ion tht..: imp rt net: ot the d t:i ion to tht..: con umt..:r, th~.: di t tculty ot ch osin ' 

nd th m ividu r tendency t 

8 u m ·m penn n nt < mmitrn nt t l 

th 11 

h 



provides the basis on which produ t impro ment, product modification, product 

repositioning is based to the adYant e of th' manufacture with a view to pleasing 

consumers and making th m m r .111.11 d. 

Then.: is also th inh nt .m t of not understanding consumers post purchase 

b ·Ita vi l\tt . Di can respond to their experience in a very negative 

mnnn 't lik ·I t 1 hUit the p duct and the reputation of the manufacturer (Kibera and 

Waruinl!i. to . The con umer may take private actions i.e. the consumer decides to 

boycott the ffending product and may urge his family friends or acquaintance to do 

lik.ew1 'e. The con umer may also take public actions i.e. making an effort to obtain 

r dre' directly by contacting the seller and asking for appropriate corrective action, 

writing a letter to the press: and taking legal action, if all other efforts to obtain rcdre · · 

fail. uch a tions can dearly hurt the product and the manufacturer a well. An intangible 

pr duct like education may be e\ aluated by the consumer u ·ing ft.:aturc · ·uch a · 

qu litication of lecturer . ab orption rate of the graduate m th lab r market, library 

f: ilitic n r lc ancc of training to demand by the cmplo cr . 

Lt._ Hi •h r due tion in K nya 

t- nd II ' , um •c iti • junil r 'r 

t tinin , 

nth 

II 



constituent college with a mere 57'2 tudent at ind pendence in 1963 to six with a total 

enrollment of more than 50,000 tud nts (Kihnra, _oo ). Polytechnics have remained in 

Nairobi and Mombasa but r · "'ntl_ nl ' :B ~~tnbli~hcd in Eldoret. Other players in higher 

education have he n th 

dtvdoprncnt fund ( 

l t l ursary fund in the private sector. The community 

th AR 'government has been a reliable avenue of 

I·ord l·oundation has also been providing scholarships to 

ut uc masters and undergraduate degrees. 

llid11:r ·ducati n in Ken~·a has been facing serious challenges. inadequacy of institution 

otfering p 't ·econdary education, inadequate resources in the few institutions available to 

'Upp rt quality education; and the management problem of these in titutions. These 

challenge~ ha\ e acted as major constraints to the growth and development of higher 

education in Kenya. (Commission For Higher Education 2006) . The above challenges 

ha\ e been addres ed in a number of ways. The number of public univer itics has increased 

from one to ~ ix and the enrolment has ri en to more than 50.000 tudcnt (K1hara, _oo. ). 

The K nya gon:mment e tabh ·bed a commis ·ion for higher education ( H · ) in 19 5 t) 

regul tc the growth and qualit~ of hiohcr ducntion. h past trend \ hen.: uni n::;itic 

ul r' pri uni ' iti h 

h 

m t in th 

numb r 

iou oricntati n ha topped in tcud c t bli hm~.:nt of 

n • . 20 0. he in which 

fi ti n tl Ul\1 

m U mit m r 

tnJ 



Another way through which the e challenge hav been addressed is through the 

introduction of parallel degre pr gr mme: o!Ti 'inlly known as module II degrees. This 

module II programme has ta · n .lr~; l)f ~tudt'nts who sit their K SE exam and attain the 

minimum rc4uiretn ·nt l r nu in1 1 uhli • univl!rsitics but are unable to get entry due to 

limitt.:d h ·d t.:ap 1 it 1 th uni 

iutt odu ·tilHI ll 

, (Kihara, 2003). The programme has also led to the 

Admmistration (MBA), Masters of Art (M.A) and 

(LLB) degrees been offered on part time basis. This has greatly 

b ·n ·lit ·d those \\ h are employed and would have liked to further their tudies but with 

ab ·enc f thi m dule II programme, it remained a dream. 

1.1.3 The Vnhersity of. airobi 

The inception of the Gniversity of 1 airobi is traced back to 1956 with thee tablishment of 

the Royal Technical College which admitted its first lot of A-le el graduat for technical 

couc m pril the arne year. The Royal Technical C liege wa · tran formed into the 

cond uni\ ersity college in Ea t frica on 25 June 1961 under the namc R yal 1\cgc 

admitted into a pecial relation ' ith thc nivcrsit ~ o l mdon whcrc 

up n it imm di t ly b an pr parin tudent in thc acultic 

n •in nn r ' rd Ill L nd tudcnts in 

II 



London as was the case before. In 19'0 the uni ersity college Nairobi transformed itself 

into the just national univer ity in en nnd was renamed the University of Nairobi. 

(University of airobi V..' bsit . In o in 1 to rapid expansion and complexities in 

administration, th · Uni\ · it .lil<)l i und 'rw~..:nt a major restructuring resulting in 

deet:ntralizntiou ol th · 1 ini t tion by creation of six (6) campus colleges headed by 

ptim:ip d . ' I o It tl m u college · have increased and have been renamed schools 

with v uk1u 1'1 ul i i hin th e chools (See appendix 2). 

The Ill\ e it' f airobi by its history and position therefore finds itself with an inherent 

r le t prO\ ide leadership in the domain of higher education. It has the best-developed 

tradition~ and the deepest experience at this level of education in Kenya. As the cu todian 

of thi tradition and wealth of experience, the University of Nairobi ha a pccial burden 

and obligation to others (Odawa 2005). But this role has to be fulfilled now in the context 

of changed paradigm . The leadership demanded of thi univer ity ha to bed tcrmmcd in 

the c nte. ·t of a global arena. The external en ironment " ithin which thi role has to be 

p rn nned h hanged dramaticall.. and ha now acquired un international character 

. The t dull: II pro.brrammc at the nivcr ity o airobi ha bc n fucin • 

mp titi n :Pm tha uni' IBA . hc n 

m int in in \\ ith th 

nun in lin 

.H m Ill r h 



1.1.4 The Masters of Business Administration Programme 

Randall (200 1) defines Master of Bu iness Administration (MBA) as the degree granted 

after one or two year of gradu t tu j :11 th university level , that provides training in 

theory and practice of bu in\; The MBA is basically a document that 

certi lie~ that om; h t in all the major functional management roles found in 

the mod 'Ill '(lqnt 1l "\ dd. he MBA programme helps to equip participants with skills, 

tcehniqu' · nd und tanding required for successful managerial careers in the public and 

pri.Yut ·ect r f the economy ( Oi , 2004). The programme caters for participants who 

have undergone prior business training as well as those whose professional backgrounds 

are in other di ciplines outside business. The programme specifically aims to: provide a 

rig rou and critical grounding in key generic areas of management; enhance elf 

confidence and the ability to evaluate practical business experience from an academic, 

practical and critical perspective; develop awareness of the changing 1 cal and 

int rnational business en ironment; provide pecialized knowledge f the cho en area; 

and in ·till a profe ional and problem olving attitude within the practice f management 

Tit number B gr du tc n dr matic·tlly · r the pa t I 0 in ·c th 

in 1 rtm uth 

It 



their own communities. It gwes futur managers, the knowledge, concepts and skills 

necessary to direct resources tom t pe 'tfi' organization goals. 

The MBA can help on· t tim I t .1 mor fulfilling career. Its versatility is a special 

advanta •c. ltlH u •h th tH t a uuarantccd ticket to success, it can provide access 

to Ill lilY p ional opportunities and can help one to achieve &rreater 

n:sp 111 ·ibilitv. hi lh 1 earnings. more job satisfaction and greater visibility and 

advum:: ·mcnt ut " rk and in the community (UON, 2004). Given the high value many 

rganizati n · place on decision making and problem solving abilities, MBA graduates arc 

mo ·t ·ought after by majority of these institutions to meet these growing needs. 

The Cniver ity of. ·airobi is among the Kenyan universities offering a Masters Degree a 

in Bu ·ine· Admini tration. Since the launch of MBA degree programme n full time 

ba·i- in 19 2. the Cniversity of airobi ha continued to record the large t number of 

tudent admi ion per annum. In 1998, the univer ·ity introduced the part-time programme 

commonly ·nown a lodule II or parallel degree programme. 1 oday it is estimated that 

ut 14,000 p rail I tudcnt with a h I o them pur uin • the MBA. I he lBA 

rdinatcd by the ch under thn.:c main 

untin • nd fin n . Bu in mini t ti n nd na l mcnt 

m n ' the: m m 

nt, Hum n R 

n lt; 11 

ll 



A good MBA programme is objective!. defin d in tem1s of the service delivery of the 

programme, absorption in the JOb m rk t and a 'hi "vements of its graduates. It involves 

issues like the number of sp i li znti m 11 tion~ available to the students, size of classes 

the prestige of th · uru . thl MH/\ alumni, job placement for the programme 

graduutc nud k · lc pmcn1 of graduate!> (BatTet, 1996). A good MBA 

111 Ill tcnn of lecturer's qualifications and competencies and also 

th · mod · )r pr )u amme. good MBA programme should be able to demonstrate high 

l '\ d, )f a!:-'T • ment be \ een the expectations of the students and their ultimate realization 

tBrad..:;haw. _ 0"'). mce the inception of Module II programme in 1998, 1,504 tudents 

have graduated (pro ·isional figure). 

1.2 tatement of the problem 

The IBA j~ an important degree that is held with high e teem by both tho ·c who acquire 

it. teach and employer . According to Carl olgt (2003), A oc1ate Dean ( ), the 

. perience nd di c1pline learned in an accredited MBA pr !:,>Tamme trains indi iduals for 

th rapidly hanging global c onom .. 1 hi i because 1BA prouramme ar de i •nL'd to 

train th h v a deep unde t ndin • not onl .. the functi nal rc 'l (~u ·h ts 

but uncti • ther. 

ith 

titl 



The MBA programme at the Univer it f Nairobi both the regular and parallel 

programmes have been a our of r gul r suppl of the much-needed trained manpower 

in both the public and pri\' t ILL l f th~ 011l my. JIOWCVer despite the importance 

and rcsourccfuln ·ss o thi .11\\tlh. t h ' p •rc~.:pt ion out there is very negative. In an 

atticl · publi h d b th hi an • tJndard on 30/04/2005 it was alleged that students 

nc ·d not tit n l I tUt th ira ignmcnts and instead asks other students to do it on 

lc further alleged that the quality of the parallel degree programmes 

is It)\\ T ~ 1111 .li' ·d the regular programmes and no wonder they complete their degree 

in a ·h ner time. HO\\ ever the article disregards the fact that parallel programme arc 

ri..U'el~ interrupted by uni ersity closure due to strikes and riots. 

Thi ~ perception out there has undermined the very values that the MBA parallel 

pr rograrnme tand for and has even sent shivers down the pine of mo t employer . It i · 

intere ting to note that de pite all these negative perception other univcr itics ha c tartcd 

to er 1BA programme of imilar nature namely Kenyatta m r it , ~gerton 

ni cr it . az rcth ni er it, nd nitcd tat . International nivcr it. ( 

ni ity 

in pi 

.P 

ir bi b in • th I din [J Ill\ ity m K n . h tri i to 1 ut 

nd in 



MBA programme and even other parall 1 programmes like Bachelor of Commerce (B 

Corn). The University of 'airobi h tti~? :l gcn 'ral way to redeem and change the 

perception by ensuring high qu li1y I it. pm~!rnmm '. 

'l he ultilllat · p r on 

thcrnsclv~o:s wh, hI\ 

wlw ~.:•m mtlwrit lti 

m this p(!rccption is the consumer - the students 

rom thi programme. It is only them besides employers 

m ke a judgment of the quality and management of the 

progrununc and n 1t any other person relying on non authoritative sources. It is only by 

und~r ·tanding the p ·r purchase behaviour of the consumers that the real perception can 

be br ught out. The Graduates of MBA parallel programme are in a position of authority 

to c nfe' as to whether their expectations have been met by the programme and thi can 

only be achieved b ~ conducting a post purchase behaviour survey of the !:,traduate . It is 

on! y by under ·tanding consumers post purchase behaviour that the relevance and 

imp rtance of a product or ervice to the con umer can be a certaincd with finality (Kotler 

. 20 4: Hawkin . 19 9 ; chiffman , l 96 . Be ide". it lay the foundation of future 

mark ting trah.:gic . 

qu lity by 1 indt.: 



perhaps a few students in session and would go along way in repositioning the University 

of Nairobi as the undisputed market lead r in the provision of quality, relevant education. 

This study sought to answer th f 11 "in l 1u stions. 

(i) What is the post- pur h. \. I lhn i< ur of' MI3A graduates of the MBA parallel 

th ' Hi fi ·d or dissatisfied)? 

( i i) r dissatisfaction differ across specialization areas? 

(iii) Whul n · ha e they taken as a result of being satisfied or dissatisfied if 

uny'? 

1.3 Ob · ectives of the stud 

The broad objectiye of this study was to determine the post purchase behaviour f th 

lB graduate of the parallel programme. Specifically the study intended to: 

(i) Establish the extent of satisfaction or di satisfaction of the MB parallel 

graduate 

11 Det rmine , hether the le el of atisfaction /di ·ati fa ti n differs acr · 

pe ializati n area . 

iii) • t bli h the 'ti n that the p rail I 7r du tc · ha\ c takc..:n · r ult ot 

~ti n r ti cti< n vith h pr gr rnmc. 

1. Imp th tud) 

tu m u 

t un 

h 

tl 



(iii) Potential MBA students planning to j in th parallel programme at the university 

would benefit by having acce to rr d infom1ation about the programme that would 

help them make the right d 

(iv) Ministry of f•ducatil>n 

the pcn:cptioll or Ill I Ill 

in lllll v ·• iti · . 

nukl t • I h • may have a chance to better understand 

\lll i1 implication~ or the parallel degree courses offered 

H lu , m ha e a chance to know the truth about parallel degree 

progt\unm' 1ffcrcd in public universities. 

(vi) ther , ·h I· , and re ~earchers may use the findings as a source of reference. 



CHAPTER TWO 

LI R-\T RE REVIEW 

2.1 Consumer Behaviour 

Will ~tillS I" th ·it ll ' hi an. 1996). onsumer Behaviour is that behaviour 

l:x.hibit ·d b. p · 11l in planning, purchasing and using economic goods and services 

{Kib ru ,md \\" aruingi. 19 ). Consumer behaviour is the study of how individuals make 

deci ·i n t ·pend their available resources (time, money, effort) on consumption related 

item . It include~ the study of what they buy, why they buy it, when they buy it, where 

they bu~ it how often they buy it, how they use it, how they evaluate it after the purchase, 

and how the~ di po e of it (Schiffman, 2004). 

According to Shiffman (1996 , con umer behaviour help firm and rganization · 

improve their mark ting ·trategte by under tanding uch i u ' uch a the ps ch 1 g of 

h \\ c n ·umcr think, fi cL rca n and I t b tween di ffcrcnt altcmati c (c. g. rands 
'-' 

;th n urn r 1 intlu need b. hi or her en vir mmcnt 

; the bcha i ur onsurncr \'hilc h 1 ptnl!. 1r makin ' 

r in om1 ti n 



2.2 Consumer purchase decision process 

According to (Kibera and Waruingi, 1 Q ), onsum 'r behaviour can be viewed as a 

complex decision proces by th indh i hul nsumcr over time. Accordingly, the actual 

transaction on purcha · m b an involved ·cries of related psychological 

influ nc its nature and may be followed by other 

1 I a ti itic · that may influence similar transactions in the 

fulurL' . Pr 1bl ·m t 1 niti n i the first tage of the consumer decision process and it mu t 

occur { lluwkins. 19 : K tier. 2004; Hansen, 1972; Block, 1979). According to Hansen 

{ ll 7 ... ). the rec gnition of a problem is the result of a discrepancy between a desired state 

and an actual ·tate that is sufficient to arouse and activate the decision process. The kind 

of action taken b) consumers in response to recognized problems relates directly to the 

·ituation. it~ importance to the consumer, and the dissatisfaction or inconvenience created 

by the problem. 

the on umer move ~ from a ry lo" level of in olvcment with the purcha c to a high 

cl f inv lv m~..:nt. deci ion making b c me incn.!a ingly compk. . Purcha c 

invoh m nt i 

h bitu I. limited 

ntinuum but thr t: typ ur lon ' the mtinuum 

n m kin'· H bitu 1 d m J m 

ble n i 

nd nd n 

ht 



Fig 1. A model of problem recognition 
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recognition namely culture/social cla ; reference groups; household characteristics; 

financial status/expectations; prev1 u de isi ns and individual development. Hansen 

(1972) says desired state is al th sam~ factors. 

There arc bast<.;all tlu · I J < n umcr decision making namely: extensive problem 

solvin •, lituit · l pt 1bl m h ing and routinized response behaviour (Schiffman, 2004). 

Fxt ·nsiv · prl1bl ·m h ing applie ·when consumers have not narrowed down the number 

of brands they "ill con ·ider to a manageable subset. The consumer needs a great deal of 

inf rmati n t e tablish a set of criteria on which to judge specific brands. Limited 

pr blem "ohing i applicable where the consumer has already established criteria for 

evaluating a product category and the various brands in the category. Routcnized re pon e 

behaviour i a level at which the consumer have some experience with the product 

categorJ and a well established set of criteria with which to evaluate the brand . in their 

C\Ok d et and basically invol es review of what they already know. 

Th ccond tagt: in the pur ha dcci i n pr s i the pr purcha c t.:atch ·md this 

begin when ~.: a nct.:d that might be ~ati tied by th purchus~.: md 

hi th~.: 

ith 

n t m th pr nt 

h r h 



(internal source) the less the reliance on xternnl ources (marketing and non-commercial 

information). The degree of ri k al ff ts thi ~ stage as the higher the risk, the higher 

the likelihood to engage in ompl inti. mutilm s arch and evaluation (Zikmund and D' 

Amico, 1995). flow mu h in 1111.ttil)ll .1 c)l)sumcr will gather also depends on various 

situational Jiu . .:toJs, \ th 

towurd ·lwpptn • b m 

who hnn: I ··1st 1111 unt f 

I un< unt of search efforts increases, the consumers' attitude 

po itivc. Lxtcrnal ~carch cfiort is t,'Teatest for consumers 

luct category knowledge (Sharon Beatty, 1987). 

The third ·tage of the purchase decision process is the evaluation of alternatives. At thi 

·tage the con ·umer has all the information he wants from both internal and external 

·ourc -. He thu takes time to evaluate the various alternatives open to him. According to 

chiffinan (2004), when evaluating potential alternatives consumer tend to u c two type, 

of information: li t of brands from which they eek to make their election of (the c okcd 

·et) and the criteria the~ \ ill u e to evaluate each brand. Ba cd on the informati n 

gathered the on ·umer identtiie and e aluat way to me t hi or h~.:r n~.:~.:d. 'I his stl:p 

invohc de iding what fcatur of the product arc imp rtant and idcnti( in' which of 

th h lt rn ti ~.: o hurchill and P t r I jkmud nd D' \mi o 

t~.: 

riti 1 ttribut th 

u in thi 

II II 



Making a selection from a sample of all p ibl brand is a human characteristic that 

helps simplify the decision making pro t:SS. Th' 'titcrio used to evaluate the brands are 

based on important produ t uribuh: th;1t nr n 'ross product categories. For paper 

towels a consumer would p r 1 

ahsorhcn<:y tiH ex uupl •. 

C onsum 'I' d ·d · i~111 rul ften referred to a~ heuristics decision strategies and information 

pnc ·~smg ·trat gie· are procedures used by consumers to facilitate brand ch ice 

( chitfman. _Q 4 . There are two categories of this decision rules compensatory and non

e mpen~aton deci ~Ion rules. Under compensatory decision rules, the consumer u cs 

relevant attribute of a brand for evaluation and computes weighted or ummated core for 

each brand that represents the brands relative merit as a potential purchase choice. n-

cornpen 'atory decision rules do not allow consumers to balance po itive c aluati r a 

brand on one attribute again t a negative evaluation on some other attribute. 

The inal t gc o th bu~ ing pr cc i a de i ion t bu or not (A sd 199 ). 'I his iinal 

mph: nd c rdin to tant of rclah:d dc.:d ion mu t be 

l kc.: 

th t hi c.: 



(through purchase without the opportunity for an actual trial). Repeat purchases 

behaviour is closely related to the loyalty and it indicates that the 

consumer is satisfied with th pr· Ju t. nd' l)Uid lik' to usc them again and again. 

Purchasmg aud <:Oil umpti n mu l ) dis1in 'Uishcd here because purchase depends on the 

COIISlllll 'l' 

~~:~.:ondt) 1 dirr 1 nt 

th degree to which a product is likely to satisfy him and 

n from he one who purchased it may consume a product. The 

consum ·r's l o ·t pur h e e aluation of the product dctennincs his behaviour in the future 

'' h~th~r to g f r repeat purchases or to change brands. The consumer decision making 

pr ce, · tran ·form~ the consumer such that by the end of the process the consumer is more 

kno\\ ledgeable about the products and has formed new idea and learnt other or 

r inforced old beliefs and attitude towards brands (Stanton et al, 1991 ). He i m c ·cncc a 

changed person. 
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Fig. 2: A Simple model of consumer decision making process 
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and anxiety adequately leads to a loyal adre of r peat purchases (Lazer and Culley, 

1983). 

The experiences of the con um rht(HI"h onsumption and his post purchase behaviour 

arc <.:rucial in :r ·di ·uts i 1 dt , hu -r behaviour model. Customers compare their 

cxp ·<.:tutions with th l uul p ricnccs of using the product and on the basis of these 

lhl'y n.:sl·s · h ·ir ·mi ·fac ion or dissatisfaction and this determines their next course of 

Ul:tion or beha\ t ur Dal:yrymple and Parson, 1990). Studies have been done emphasizing 

on the p st purchase beha iour in terms of post purchase satisfaction or post purcha e 

di ·onance·. 

2.3.1 Post purchase satisfaction or dissatisfaction 

\Vhen consumers make a decision to choose one alternative at the expen e of the other he 

alwa_ left wondering whether he made the right deci ion or not (Hav kin-, 19 9). Thi · 

a common occurrence after making a difficult relativ ly pcnnanent dcci i n and the 

doubt or anxiety that grip the c n urn r arc referred t po t purchu · dis nunc . 

HO\\cv~r n n.: ollowcd b: p st pun.: hn e di man e md th~.: 

probability f man~ nd it m 1 •nitud i tion o th 

th 

mmnn u tl 

n 1 m IJI I t 



Kotler (1997) argues that customer sati fa tion i a ore business process which entails all 

the activities involved in making it ~ for 'ushm rs to reach the right parties with the 

organization and receive qui k n . tisC l't<)r s 'rvi ·cs answers and solutions to their 

problems. 1 he mcanin' o m 1 .IIi. f.1 'fi<Hl varies considerably from one company 

to another I a· 

to n~.:<.:t:pl ptl1 · • 

Hnd IS ' I 'l1111pl ' 

in r I< 76 found a range or views; all the activities required 

nd uild cu tomcrs in accordance with customer expectation 

iti in olving all areas of business that combine to deliver and 

invoh c th~.: c 11111 un. · · products m a fashion that IS perceived as satisfactory by the 

cust mer · and in advance of organization objectives. 

Chri top her et a1 ( 1991) viewed customer satisfaction as based on the ability t build 

bond with cu tomer and other markets or groups to ensure long-tenn relation hip' or 

mutual advantage. He looked at customer satisfaction a a proce s that pro ides time and 

place utili tie· to the cu tomer and whrch involved pre-tran ·action con idcrati ns. po t 

tran action relating to the exchange proce· ' ith cu tomcr . He note that provi ion ot' 

u t mer ati action invoh c under tanding what the u tomcr buy nd dctcnninin • 

h w dditi n I luc an be..: dded to th pr du t or 

fun ti n ti n 

nd th p 



style comes into play. Some consumer magnif the gap when the product is not perfect 

and they are highly dissatisfied; other~ minimi7~ th gap and are less dissatisfied. The 

importance of post purchas utbt,1 Ill n u '''~sts that product claims must truthfully 

represent th 

pcr!(nmant:c lev ·I ll th 11 

tlw produ ·t (K11tl " 

m.1n~oc .\)m' sellers are known to understate 

p ·ru.:ncc higher than expected satisfaction with 

ssud (I OO~) h m·c, c1 n t that in many cases a decision may involve two or more close 

alt~muti\ c.: and c uld go either ay. Consumers may feel insecure when they make their 

deci ·ion· e ·peciall) if it in olves substantial financial loss or social risks. cgativc 

information about the chosen product causes dissonance. If the disparity between prior 

e. pectation and -ub equent product performance is not great, the assimilation etTcct 

occur . that i the consumer ignores the product defects and their evaluation of the pr duct 

r main po-itiYe. On the other hand, if there i a t,rreat di parity bct\i ccn pri r 

xpectation · and performance. a contrast effect i likely to take place where con umcrs 

recognize and magni(· p or p rformance. 

The th ry f •nithe di nan c i u dul in . plainin' nd pn.:dictin!! 1 t plllch 1 c 

b h iour Laz r nd ullc • 1 . Th th ry 

but th r. Di 

thin ' th t 
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Kibera and Waruingi ( 1998) say almo t every purcha e is likely to lead to some 

discomfort and dissonance increa e "ith the imporinnce 0 r the decision and the difficulty 

involved in choosing one produ l ' r ~:-. . nothu. C onsumcrs may react to dissonance by 

returning a product or b • -.b. Ill an<: f'rom sellers that the product is good. 

Kanies (I <.><.>O) 

b~.:lwvi(>ur llld t u , t 

th II trivc for consonance (consistency between target 

Di onance or behaviour inconsistency produces an 

unpkusanl t ·nsi 111 t -·ferrcd as dissonance arousal. When it occurs people arc 

llloliYukd t r du ·e di · · nance arousal by changing their attitude to make it consistent 

with the behavi ur that was performed. 

nder on Fombell and Lehmann (1994) when investigating 25,000 customers or seventy 

even wedi h service organization in a variety of ector noted that organizations with 

higher reported customer ati faction le els also show ignificantly higher returns. It is 

·aid that an annual 1% increase in cu tom r ati faction i worth 11.4% imprO\cment in 

current return on im e tmcnt. Re ·earch al o how that incn.:asing customer' ati faction 

and I y lty hdp rc tc future revenue (fomnel. l 92; Dan I md Rust I'< tl • dct:r ., t: 

Pri 

nd 

\nder n. I 

•• I I nnin nt f po t pur· h l 

nd rcdu c:: the 

di n 11 eli ati a tion 
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and Booms (1983) looked at customer ati fa tion a a measure of how well the service 

level delivered matches the expe tati n ::~f the ustom 'r. Gronroo (1982) contends that 

customers compare the crvt th p~.: t ' ith p rccptions of the ervice they receive in 

evaluating satisfaction. mith 10 I I < u 'ton (I 9~2) claims that customer satisfaction is 

confirmation 01 di '1>nlu 11 ti n t '. J dations. They based their research on the 

dis ·onllllllttion p 11 1di •m lhm m intains that sati sfaction is related to size and direction of 

the dis ·onlirmati 111. 

Re 'earch ha · ·h "n that customers will make trade off among different ervicc feature 

e.g. price le\el yer u quality friendliness of personnel versus level of cu ·tomization 

depending on the type of service being evaluated (Ostrum and Lacubbucci, 1995). 

ccording to Engel. Blackwell and Kotler (1998), the three mo t important expectation 

in the mind of cu~tomer are: expectations about product performance , expectation about 

the co t · and effort that mu ·t be expended to obtain intended benefit from the product or 

cr. icc and the e. pectation of ocial appro a! trom pr duct purcha c and u c. 'I ht: 

judgment of the u tomcr flt.:r thc purcha c o tht: pr dut:t c uld ithcr bt: 1 

m , t an c.: , ll:nt ctt<.:r than c, pt.: ted r to n t nt w r than ~.: he 

r t lk 



Fig 3: Dissatisfaction model 
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intimidating behaviour, unsafe or unhealth practices or conflict of interest) and 

involuntary switching e.g. (servic pr 'ider or ::~ ustomcr moves or a third party requires 

a change). 

Kardcs (I 990) l:out ·tt I · th 1 u tom rs attributions or casual inferences as to why a 

product p ·tf1tm · i " t han expected have significant influence on satisfaction or 

di ·sutLh ·ti 111 iudgmen. Products may perform below expectations becau e of 

impropn l) m u..:age \\ hich in this case is internal attribution where the fault lies in the 

u er ore temal attribuuon ~ here the faults lies with the product incase of wrong product 

or wr ng product design. Attributes are the perceived causes of events that influence 

perception of natisfaction as well dissatisfaction. Folkes (1988) contend that when 

product perform either more than expected or below expectations customer tend to lo k 

for the reason and their assessment of the reasons that influence ati faction. 

nfortunatel u tomer rarely take re pon ibility for the outcom wh n tt i below their 

e. pectation . Emotion can al o affect the ati facti n of cu t mer (Price, Am ld and 

Dcblcr ( 19 -). he emotion uld be table. pre-e. i ting r pecitic II o vhich 

intluenc the u tomcr' ti. acti n. u toma' perception i riti 11 in intlucn ·in, 

hi 

2. . t minant o tu tnt ati l •tion 1 li uni 



a good service, quality courses at low co t (Odm a, _QQ5). However according to Barret 

{1996), the objective of education i n 'er t~ s. tisf th' student consumer since the person 

assuming this roles doe not n " h)\\' to sp<.!ci r his or her needs especially at the 

beginning ofthc cou1 ·• 

Mhathn ( .. Oil_) h1>\\ ' ' 

slulknt · ·u · it1inin ' th B 

n t bu the argument by Barret and contends that when 

u e they for sure have their expectations. Their 

ld: tho e that the prot,TTamme specifically aim to instill in student 

and th se oth 'I · that ' tudent ha e in as far as their places of work, occupation, personal 

deYel pment and ·tatu ·· in society are concerned. 

ccording to (Faculty of Commerce Handbook, University of airobi, 19 2), those 

expectation· in~rill into students and are assumed to be automatic on completiOn of the 

cour-e are pro 1 Ion of rigorou and critical ba e in key area · of management; 

enhancement of elf cont1den and ability to valuate bu 111C'>S c ·tablishments from 

c dcmi , practi al nd critic I per pcctive : rcation of awarcm:s on the hr t chan •in • 

I bu inc en •ir nmcnt" pro 

nd in tilling 

m ntp 

th r . p 

pe ializcd knm •led c in the ho en 

h n pr bl m I •in • ttitudc in th 
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work place and which will help them manage mor ff ctively in an increasingly complex 

and changing environment. Thi gr up f .'tud nts find that their skills as lawyers, 

scientists, engineers etc may no1 b tL ·t'i.ll in m:~kin) them good managers and as such 

they enroll lor MB to sUJ pi m •Jll l i titw sp ·cialist knowledge. People who wish to 

change can:ct s oft ·11 Ill d.., r m H A in the hope of' gaining a management position or 

~turtin • up thdt 1 atha, 2002). However there are those who believe that a 

pi~.:~.:c of pap 1 i ju t "h.1 i imp rtant but they are surprised by what they learn. ome of 

th~ r~ason · ab , e are me out of the fact that the professional practices or accountant , 

lawyer'. d ct r- and other health care providers (such as psychologist) arc facing growing 

pre ure to con -olidate. to increase in size, to utilize more sophisticated marketing, 

infonnation technology. customer service and financial strategjes a· a mean to achieve 

bu ine ucces . They thus result to studying YIBA in order to reinforce their bu ·inc · 

'kills and hence profitability of their practices. 

'Vfbatha (1002) thu argue that though th ati faction of tudcnt tend to be dilli.:rcnt 

when the. arc in c ion and when they arc !read. throul!h ' ith th~.: cour it is 

matter of omparing c. ·peel tion nd p~.:r tman c. tuderu 111 l: 1011 

vould iii ti f lh Unt\ it hin ' fi iii ti 

P rkin • lib ry fl il iti . Ill n 

t d t rn1in 
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2.5 Post Purchase Actions 

Satisfaction or dissatisfaction will intlu n a consumer's subsequent behaviour. Satisfied 

consumers will most likely pur'h,l t: 1hc prndu t again (Kurtz and Boone, 1992). 

Dissa ti sfied costumer. m, • th r\ It n cH tdurn th product. Kibcra and Waruingi (1998) 

suys dissattslkd ·usto111 1 111 1 pc nd 10 1hc1r experience in two ways; he may show a 

non-bchaviou1"tl 1 · p 111 foin , nothing about it or he may choose to resolve his 

dissutislitction by d ing mcthing about it. There arc a number of actions open to 

con · um~r· wh d not want to ignore their dissatisfaction. These consumers may take 

Pri\at~ action or take public actions. Private actions involve abandoning the atTending 

product or modifying his behaviour in another way and urging his family friends or 

acquaintance~ to do the same. Public actions may involve making an effort to obtain 

redre s directly by contacting the seller and asking for appropriate corrccttve action that 

may invoh·e adjustment of the purchase prices; exchange of the product or repairing the 

product (Kibera and Waruingi. 1998). The consumer may a! o write a letter to the press 

or take legal action if all other etTorts to obtain redre ail. 

2.6 ummary· 
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future purchase rate of the product by the on umer and hi post purchase behaviour. This 

may include telling it to his friend , a~king f r redress of refund incase of dissatisfaction 
' 

or being more prone to adv rtis m nt .md .1s:mrin) inf(mnation. 

The role of thl.: 111111 k ·1 ·r i rh 1 t • to nsurc that his customers are always satisfied, as 

this will n.:sult in hi •h r through increase in purchases and free advertisement 

throuch word l) r 111 uth. The marketer can therefore ensure this; by conducting consumer, 

tollow-up · · to gauge their level of satisfaction, allowing for the unsolicited part of 

li ·tening that i · being receptive to consumers comments and complaints and addres •ing 

them according!~. 

However for the marketer to be sure of his actions, he must conduct post purchase 

behaviour of hi customers to get the information directly from the con ·umer. This i what 

thi tudy aimed to achieve by conducting a po ·t purcha c bcha iour of MBA graduates as 

none has been conducted betore and tho e conducted ha c dealt on the n.:a on why 

tudcnt take MBA by Mbatha ( 2002) and rvicc quality perc ption o 1BA tudcnt 

tho in c sion b~ 



CHAPTER THREE 

RE E R II METHODOLOGY 

3.1 Research design 

The study was a dcscripdw ur ., .tinh.d at d 1 •rminin, the post purchase behaviour of 

)1 airobi parallel degree programme. Being a 

dcs<:riptiw surv ·v. it tim i t d cnnining who, what, when and how of a phenomenon. 

Njoroi.!L' (_()(h): l\\aura 001): Mwendah (1986); and Odawa (2005), have u ed the 

de ·iun in related ·tudie ·. 

3.2 The population 

The population of interest in this study included all the MBA parallel .!:,Tfaduatcs from the 

Univer ity of. 'airobi since the inception of the parallel programme in 1998. The tudy 

population were all graduates from December :woo to December 2006. According to the 

board of Po t Graduate Studies. niversity of. airobi record . 115 graduate have 

uccc · full_ completed \IBA programme ·ince it inception. 

3.3 ample and ampling de ign 
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sampling method was used due to the inherent difficulties of locating the whereabouts of 

members of the population. Hov;ey r :.1re "as ~..:x "rciscd to t:n ure that the researcher's 

bias in selecting the sampl did n t .1n~ ·t tht tindin 1S of the tudy. The choice of 80 

students was based on th · rul · rh.ll tht ~ampl' size should be at least thirty or more 

(Dani<.:l and 'I 'rTdl. 1 t>tl .,. • •r .mel f·mory (I 995) observed that in a population of ten 

million a sa111pl · t11' tW\1 milli 11 can be misleading a::; oppo::;cd to sample of one thousand 

drawn in 1 prop~r manner. 

3 ... Data collection 

Primary data wa collected using a structured questionnaire. The questionnaires were e

mailed to their re pective e-mail addresses and a follow-up on their cell phone , was 

initiated to minimize non-response. The questionnaire was divided into three sections. Part 

A contained questions aimed at obtaining demographic data. Part 8 had question , auncd 

at determining the po t purchase behaviour of the graduates. Part contained questions 

to c tabli 'h action, taken by graduate as a r ·ult of ' ati taction or dis atisfaction. 

3.5 Operational dimen ion of po t purcha b haviour 

vi our llll:f ith r p int ll li tion r di ri n. bll: 
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Table 1 Operational dimensions of po t purchase behaviour 

Relevant questions Broad generic dimension of 

post purchase behaviour 

Job performance 1. 'ritical base in key 4 (i-viii) 

Per onal development 

IILI. l)f mana) ·m~nt 
. I nhan ~.:Ill ·nt o I' sci f confidence 
• t l ili1y to ~valuat~ business 

1ablishmcnls from academic, 
practical and critical 
pcrspccti vcs. 

4. warcncss on the first changing 
local and global business 
environment. 

5. Specialized knowledge of the 
chosen area of study. 

6. Professionalism in problem 
solving attitude in management. 

7. Improved ability to work with 
teams. 

8. Improved analytical kills. 

9. Promotion at work place 
10. Career change 
11. Securing employment 
12. Making more mone. /increa cd 

alary. 
13. vcnu to gaining cntr t other 

acad mic prol!ramm . 
. Bcttcr job . 
. lmpr \ed im 

enh n mcnt 
. Pc n I 

5 (ix-x i) 



action 

3. l Oat an I) i 

n 

m nn 

ubject matter of courses. 
25. :\ppr hnbility of lecturers by 

~tud nts. 

adopted 

- . II. ndhn•' of' s1 ud~nts compl aints. 
- ' • A(h: qua ' Y of books hop facilities . 

t • Ad quacy of'library facilities. 
I. t\ckquacy of computer lab 

facilities 
2. tudcnts representation in 

decision making 
33. Availability of parking space. 
34. Adequacy oflecture theaters. 
35. State oflecture theaters e.g. 

painted, clean etc. 

Recommended a friend to 
enroll. 
Talked positively about the 
program 
Sent complimentary letter to 
the university. 
Plan to join /joined the 
univcr ity alumni . 
Di couraged oth r p tcntial 
tudent wishing to enroll. 

Talked ncgati d bout the 

11\ 

7 {a, b&c) 

8 (i-ix) 



CHAPTER FOUR 

DAT Y l A D TUDY FINDINGS 
4.1 Introduction 

This chapter presents th 

rcspondL:nt , 6 of th 'll 

I CS(.;tipttVl~ tati li' \\ \ \1 

Pl'tl'l'tll I ' . Ill • Ill )I 

lindings. Out of 0 questionnaires sent out to 

f11l~ i : nd r turn~.:d reflecting a 77.5% response rate. 

r data, nalysis and their possible interpretations by use of 

tandard deviation. Findings are presented infonn of tables. 

.... 2 Dl'monraphic profile f re pondents 

Data on dem graphi characteristics of the respondents was analyzed so as to get better 

under·tanding of there pondents . 

.... 2.1 Gender of the respondents 

There pondent were asked to indicate their gender. The table below pre ent the 

tinding-. 

Table 2: Gender of Re pondent 

hi h. rth 



Table 3: Respondents year of graduation 

Year Frequency Percent 
2000 5 8.064 
2001 8 12.903 
2002 12 19.354 

001 0 0.000 

2004 14 22.580 

2005 8 12.903 

2006 10 16.129 

lHl• tl:~pun~c 5 8.064 - Total 62 100.0 

Soun:l': Rl' ·ear ·h Data 

Maj rit! fthe re- ndents graduated in 2004 (22.580%). Year 2001 and 2005 had the 

·an1e number of respondents (12.903%). Year 2002 also had a big number of respondent 

(19. --t.) .• Tone of the respondents indicated that they graduated in year 2003. However 

five re pondents did not indicate their year of graduation. 

4.2.3 Area of specialization 

The re·pondents were asked to indicate their area of specialization. he finding , arc 

tabulated below. 

abl 4: Re pond nt area f p ialinti n 

n '" 



Accounts (11.3%), Operations management (11.3° o) Human resources (9.7%) and finally 

Management science (8.1 %). One r p nd n1 di :l not indicate hi year of specialization. 

4.3 The respondent. ' l · I of ~uh ~l~tit n or clisS<ltisfaction with the MBA parallel 

programme 

Booms ( I <JS ~) ·out ·n I thnt ti fa tion mvolvcs comparison of expectations and 

plTlbttll 'lll. '. I' ere a ked to rate the MBA parallel programme on the basis of 

usp~:ct · )rjob p ·rf m1ance. pe onal development, and core service performance. 

I h r ·.::1 nd m· were rate the given aspects to depict their level of' sati faction using a 

tiYe int "Cale 1.e.l = ery dis atisfied, 2=Dissatisfied, 3-neither satisfied nor di ssati fi ed, 

4="ati "tied -=Yer; "atisfied . 

.t.3.1 Level of ati faction or dissatisfaction exhibited by re pondent on th a pect 

job performance 

e\eral a ·p cr- were rated under job performance. The table below pre cnt th~.: finding ·. 

abl - ati fa tion or di ati fa ti n on a p ct of j b p rf rmanc 

llll 



aspects depicting students' expectation \'\'ere rat d a atisfied. The graduates expressed 

high satisfactory levels on the programme tl. r 1h" "nhanccmcnt of their self confidence 

with a mean of (4.52) and th ir irnpr \ l: i .lhtlit to work with teams (4.65). In general the 

respondent. were uti ti 'uh 'lut thl MH/\ hdpcd them to achieve in perfonning 

r of over 4. 

4. L., 'u ti ·fa ·ti u im1 · rt d . 1\IB on graduates personal development aspects 

Ml athu t-0 _ argue· hat be ·ides the automatic expectations on completion of MBA 

rated in the recedmg ection there're other expectation by students on personal 

development aspects. This includes but not limited to personal development; promotion at 

workplace: career change: employment; personal satisfaction; making more m ney and as 

an a\enue to gaining entry to other academic programme . There pondent were a ·ked to 

rate how the . fBA had helped them to achieve these a ·pects on a five point calc LC.l o 

e.·t nt. 2- mall e. ·tent, 3=Moderate extent 4- Large xtcnt, 5= ry large extent. The 

tinding re pre nted in the table below. A m an core of l wa int rprl:tcd t mean 10\; 

ati n. atis action ·hi! - impli d hi 1h atistaction. A tandurd 

\'hik th It 

w r igni 1 nt. 

., bl ti t i n r· d i lt i t 1 t i' n imp. rt d t ) 1\ ll t n 1 t m ·' l d ' l , JHn n t 



Personal achievement was rated th students the highest level of 

satisfaction with a mean l fl 11 \ ~.: I b ' :lr~~r change and MBA as an avenue 

to gaining entry tooth ·r t 1' •t. mmr.:s .minmity of the respondents felt that the 

n , t th ir work places ( .5 J) 

4.J.J S tti ·f·t ·ti n 1 dl"' ti fa tion imparted by The MBA on core service 

prrfonmm ·r 

u.:tom~r::; "hen purchasing goods employ many tangible cues to judge atisfaction 

( lukin. _QO l ). In mo t cases tangible evidence is limited to service provider phy ical 

facilitie'. equipments and personnel (Mukiri, 200l).ln thi section respondent were a ·ked 

to rate the facilities . equipments and personnel of the univer ity of airobi n a five 

point -calc i.e.l =. o extent, 1= Small extent 3=~oderate extent, 4 Large extent, 5 cry 

large ext nt. The finding are pre ·ented in the table below 



Table 7: level of satisfaction or di ati fa tion imparted by MBA on aspects of core 
f servtce per ormance 

Aspect Mean Std. Deviation 
!Convenient location of the universil\ 4.18 .7 1 
Lecturer's qualification ·-

4. 12 .74 
State oftcachtng facilities 1 -~ 

1.23 
Lccturct 's <.:ommitmcut tmd nvtulnbt lity 

1-
3.98 .91 

Rclcvan<.:c 0 r til t: COU!'SC to murkCllt~Cnds 
f-

3.88 .92 
Fct.:s ll llt o tut t p tid · H tp U'l'<i 1h r uni cr itics o ff ering 3.23 1.11 
MB 's 
llandl111 • tlt' ·~llll · " 1rk M~t>~<:~mcnt i.e. CATS, Tcnn 3.57 1.08 
1u ) l.' t ·• Assi~nmcms etc 
I l:ctun: r' · knuwh:di;e of the subject matter of the courses 3.84 .8 1 
\_fl1 t\)~lchubilit' of lecture~ by students 3.88 .93 

h'cadu ng methodologies adopted by the lecturers 3.84 .78 
m.:dicul facilities 2.85 1.23 
Htmdling of students complaints 2. 19 1.27 
~dequacy ofbookshop facilities 3.05 1.06 
lr\d~uacy of library facilities 3.29 1.25 
~dequacy of computer lab facilities 2.43 .90 
Students representation in decision making 2.27 .95 
A' ailability of student parking space 2.25 .99 
Adequacy of lecture theaters 2.90 1.02 
State of lecture theaters e.g. painted. clean well lit etc. 3.53 1.08 

ource: Re earch Data. 

rc f the 1BA programme which vere rated to be g od p nm. ed the 

ti th r p ndcnt .. 'I h in ludc convenient loc. tion of th~ uni' ~ it , 

mmitm nt nd 

h 



State of teaching facilities (3.33), adequa y of library facilities (3.29),fees amount paid 

compared to other universities offering lB 's (. ·-· ). 

4.3.4 Overall athfa tion r lii".ui fadion on.joh performance, personal 

<Jcvdopm ·ut m I rm ( 'l n i 

In thi: · · ·ti HI 1 atisfaction or dissatisfaction across the three 

eha iour is done and findings tabulated below. 

Table : o, erall ati faction or dis atisfaction on the three post purchase dimen ion 

Dimension Overall mean Mean standard deviation 

Job performance 4.42 0.7 

Personal development 3.82 1.24 

Core serYice pertormance 3.30 0.99 

Source: Research Data 

Re p ndents derived the highe t level of ati faction from a pcct of job pcrfbnnance 

(4.42) tbllowed by p r onal de\ elopm nt (3. 2) and tinally core c ice pcrfonn,mce 

peel . 

4.4 ti fa tion or di ti fa tion p i:llil' fi n ar a 

In thi n 

lt in th ninth n t 

tl 



marketing exhibited the highest ati fa tion 1 el (4.60) followed by finance and 

operations management (4.57). Ability t e nlunt business establishments from 

academic, practical and criti l p r p~.: 'h\ ~.:.· r ' i 'd the highest ranking from finance 

( 4. 71) and operations. 

Managcm ·11t ( • ~) u1 I m tin 4. ). warcncss of fast changing local and global 

bu~in 'SS 1:11\ itOillll Ill lu h st rating from finance and operations management 

( . 7) lbll~m· ·d b hum n ur respondents (4.50. Respondents of human resources, 

strut · •i · 

m:a l1t' 

rcsp 

nd marketing rated acquisition of specialized knowledge in the 

t 'ith means of (4.83), (4.70) and (4.6) respectively. Marketing 

r fe ionali m in problem solving attitude in management highest with 

a me;u1 of 4. f llm\ed b_, trategic management (4.29). Improved ability to work with 

te;un, was rated high!~ b)' human resources respondents (4.83) followed by finance 

re'pondent (-t 71 and international business management respondents ( 4.63 ). Improved 

analytical ~kill was rated best by respondents in operations management ( 4.86) foil wed 

by human re ource~ (4.6 ) .. trategic management (4.60) and marketing (4.5). 

Mot re,pondent \\ere ~ati fied with improved ability to work with teams, whtch recci cd 

the average mean 4.- ) .. enhancement of ·elf confidence of 4.50) .. impro cd analytical 

kill (4.4_). th r a pect of job performance recci ed average mean of. specialized 

kn ' ledge in the area tudy (4.40}, ngorou and critical ba e Ill key rea or 
man m nt h'n ttitud mm 4). 
bility t t bli hm nt r m d mic pr u.:ti nd ritic 

p n aren n th fi t 11 nd ,h al u Ill\.: 

nm nt .1 



p t: i.tli:lation on job p rformance aspects 

M ukctin~ I· inuncc Accounting Sf M/Science HIR ource IB Operations Av. 

- Management Management management Mean 

~l l'llll Sll \lclm Sd Mean Sd Mean Sd Sd Mean Sd Mean Sd :\lean Sd Mean 

l Rl£nfllU\ and n I I rose m key 4.4 0.8 .u~o 0 38 4.0 0.82 4.60 0. 52 0.69 4.40 1.34 4.50 I 0 .84 -L25 0.71 4.14 4.39 

llfQS Of nt:UwJ-:"""'"'nt 
2 I •u"''"""' '"'"'of self confidence 4.6 0.52 4.57 0.53 4. 14 0.90 4.40 0.84 0.79 4.40 0.55 4.83 0.41 4 .50 0.53 4 .57 4 .50 

l Abah~)' 10 I t busir 4.3 0 .82 4.71 0.49 4.29 0.95 4.30 0.67 0.53 4.40 0.57 -U 7 O.T 4 .00 1.07 4.43 4.32 

Rt.::thl· ·• m ll 

l'fil{tteal amd cnucal 1 ..... " 1 ......... tivcs. 

4 A:"' the fir t I n •m • 3.9 0 .99 4.57 0.53 4.00 1.29 4.40 0.70 0.79 4.0 1.00 4.50 0.55 3.75 0.46 4 .57 4.16 

' I 

Ctl\'11 

\ Spcc~hted Lltowledsc ofll 4.6 0.-2 4.29 0 95 4.14 0.38 4.70 0.48 0.79 4.40 0.89 4.83 0.41 3.88 l.l3 4.43 4.40 

~ llfe:i of stud~· 

6 ProfM·mmah m robl m Jvin • 4.8 0.42 4.43 0 53 4.29 0.95 4.50 0.71 1.07 4.40 o.s: 4.33 0.82 4.13 0.99 3.86 4 .34 

.. an ntanaJ!emenl 
~. 

Imp .. , • .:d abalu 1 ,-on: 'lth 4.7 0.67 4.71 0.49 4.57 0.53 4.60 0.70 0.76 4.40 0.55 4.8' 0.4 1 4.63 0.74 4 .29 4.59 

lc2tm. 

_8 lmpnncu un;sl~'lical skalls. 4.5 0.7 1 4. 14 0.69 3.86 0.90 4.60 0.52 0.3 8 4.40 0.55 4.67 0.5} I -L38 0.92 4 .86 4.42 

Sou · R I hDt 
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4.4.2 Satisfaction across specialization areas on personal development aspects 

Findings on satisfaction level a r " spc inlin1tion area on personal development 

aspects are presented in table 10 b ~1 \\ 1 hm1:m r s urcc · respondents rated promotion at 

work place highly (4.40) foll hat '•li management respondents (4.00).Human 

resources rc. pondcnt. t H I tht. .1~1 l t of career change highest ( 4.20) followed 

respondents 111 op 1 ltilln m ·nt (4.0) finance respondents (3.86) and marketing 

( .. 57). )p 'I t( i~11l. r pondcnts felt the MBA helped them to secure 

1l11 ed b marketing (4.4.43), management science (4.00) .Human 

rcsour · · · nd m trketing re p ndents rated the aspects of making more money highly 

with mcilll ' f{4.20 and 4.14) respectively. Respondents in marketing and finance felt 

the 18 helped them as an avenue to gaining entry to other academic programme by 

rating the a-pect (4.43) and (4.0) respectively. Marketing respondent highly rated the 

MB a a tool to gaining better employment (4.71) followed by Human resources (4.20) 

and Operation management ( 4.0). Respondents in Operations management, ·trategic 

management and accounting rated the aspect of improved image of the society highly 

with the following respective means (4.60), (4.57), and (4.50). The MBA as a ource of 

personal ati faction and achievement was rated highly by trategic management 

re ·pondent ( 4. 5) and marketing ( 4.57). 

In general the 1BA wa rat d be ·t in helping re p ndcnt achie e per onal ati f~lctton 

with n 'crage mean of (4.19). impro ed image in th cict. (4.1 ). s a means of 

chi 'ing pr m tion · place.: ( . - nd s n 'l\' nuc to gainin , entry to othct 

pr grnmm .7 . R n H vcr. imp m nt 1 

m ·in:1 m r· m n urin, mplo m~.:nt 



li li n JH ·ialization ar a on per· onal development aspects 

1\t. rl-; ring Finance Accounting S/ M/Science WResource m Operations Av. 

Management . lanagement Management Mean 

l\1 .Ill Sd :\lean Sd Mean Sd Mean Sd Mean Sd M n Sd ::'\le n Sd Mean Sd 

3.0 1.53 U4 1.46 3.83 1.60 4.00 1.00 4.00 1.73 4.+0 0.-- 3.17 1A7 3.80 1.64 3.85 

.. 1 . ,. 
I 0 Career change 3.57 1.40 3.86 lAO 3.50 1.52 3. 14 1.57 3.60 1.67 4.20 1.79 3.00 1.67 4.00 1.22 3.6 

II ~me; .I. 4.43 1.13 3.43 1.38 3.38 0.98 3.00 1.1 5 4.00 1.00 3.20 J..c;S 2.:SO 1.52 4.80 0.45 3.59 
.,, ,., ......... 

12 Mal.ut,g n I I 4.14 () 69 3.71 1.53 3.50 1.97 3. 17 0.95 3.60 1.95 4.20 0.84 3 17 1.47 3.60 0.89 3.63 
I• 

ll A\-awc: l l I ll 4.43 0 79 4.00 1.53 3.83 1.47 4.29 1.11 3.80 1.64 3.80 1.64 3.00 1.79 3.20 1.30 3.79 

... 

14 lktlCf JOb 4.71 0.49 3.00 13'i 3.67 1.37 3.57 1.51 3.60 I. 'i2 -L20 0.34 3.33 1.51 4.00 1.22 3.76 

I~ J ...... ~.,'t'd u the I 3.43 0.98 3.14 4.50 0.84 4.57 0.53 4.33 -L20 -UO 1.2 -L33 0.82 4.60 0.89 4.13 

.L 1 I ' IU 

16, 'ulOUU<II >facuonfaC:hi n nt 4.57 0.79 4.0 0.82 4.10 0.82 4.75 0.50 3.67 0.58 -U3 -.s -LO 1.0 4.17 0.98 4.19 

Sou : nc-..s, r·ch :0.11.1 
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4.4.3 Satisfaction across specialization area on core service performance aspects 

Strategic management respondent rat d m eni nt I cation of the University highest 

(4.75) followed by OperatiOn m n ,cm~.:n1 r spond 'nts (4.17) and accounting (4.10). 

Lectures qualificatiOn wa~ rat d h1•ht.sl l mnrk ting respondents (4.50) and operations 

management (4 3 ). fin m nts rat~..:d state of teaching facilities (4.00). 

ommitmcnt and tv tiltbilit .. ~ was rated best by marketing respondents (4.33). 

I dcvuncL' lll" ~..:lUI · • w h art of accounting respondents (4.25) as did the handling 

I 1k ting respondents felt fees payable was comparable to other 

univcrsill~:s . lanug menl ·cience and international business respondents rated the aspect 

ofhundling of c ut·e \\Ork (4.0) and (4.14) respectively. 

Re·p ndent · in ·trategic management and marketing felt lectures were knowledgeable in 

their areas ( 4.2 -) and ( 4.17) respectively. Accounting and management science 

re p ndent felt that lectures were more approachable by rating them ( 4.67) and ( 4.25). 

The teaching methodologies adopted by lectures were highly rated by operations 

management re pondents ( 4.1 7) international business management ( 4.14) and marketing 

(4.0).Medical facilitie were poorly rated by all respondents from different area with 

finance giving the lowest rating of 2.0. 

lo ·t rc pondcn felt handling of ·tudcnt · complaint was po r \ ith tratcgic .... 

management re ·p ndcnt rating the a pcct ( 1.50) and op ration management ( l.33). 

R p ndcnt in tratcgic management rated dcqu c. ~f book hop f:H.:ilitic (" ,_5) ·md 

fin an 2.67. cquacy f library facilitic dcquacy of omput r I b · acilitic tudcnts 

i i n m king, vailabilit f p rkin thct p lrly nkd 

lc th n nt liz Hilm 

m nt 

m l1 n m lll 



The best rated aspects of core serv1ce perfom1anc were convenient location of the 

University with an average mean of ( 4. L) le turc qualification with an average mean of 

(3.93), lectures commitment and ' 11 bilit. (3.9~) ), relevance of courses to the market 

(3 .9), approachability of lectur · by m t nt~ (. ·' 9), lectures knowledge of the subject 

matter (3 .82) and tcachin • m 'lh ll h 't .. tdot t ·d by lectures (3.78) . The poorly rated 

aspects were handlin • > 

making C. 

( . tl ), 'tdl'q lHI ' ~ll 

mkqutH.:y of llll'di 'tl I iliti 

< mr Lllnts (2.02), students representation in decision 

pace (2.32), adequacy of computer lab facilities 

(2.76) adequacy of lecture theaters (2.87), and 

2.9 . 



i l i1 t1 o n an: o n ore .-vice performance a pects 

M rkttin I• inam·c Accounting S! MJSCience 11/R ource I Mana~ment Operations Av. 

Sd -
Management .Management Mean 

-· 

= 
1\1 c~nn Stl Mt:an Sd M ea n Mean Sd Mea n Sd Mean Sd Mean Sd Mean Sd 

I ···•M:ttltttllnt11hnn of thC 4.0 0 63 4.0 O.R :> 4.10 O.R2 4.75 0.50 3.67 0.58 4.33 0. 18 4.0 1.0 4.17 0.89 4.1 2 

~•n::r'ilt\' 

18 II a;'u'o" auah 4.50 0.55 4.00 1.00 J 50 0.5R 3.58 0.58 3.67 0.58 4.05 1.0 3.S6 0.69 ·U3 0.82 3.93 

19 ~IC of•~rhtntt facaht 

dutr'i. I Cl>'s, ~ no etc 
3.67 1.03 4.00 1.00 2 25 1.50 2.0 0.82 3.67 1.15 3.00 1.73 ~.29 1.:0 3.50 1.22 3. 17 

-20~ ~=~· I and 4.33 1.03 4.0 1.73 3.75 0.96 4.0 O.R2 3.67 1.1 'i 4.0 1.0 3.86 L21 3.83 0.75 3.93 

-il Rdcnm:c of the t market 3.67 1.51 4.0 1.73 4.25 0.96 4.0 O.R2 4.0 1.0 J JJ o.ss 3 78 0.76 4. 17 0.75 3.90 

umds. 
22 I ud compared 1 th 3.50 1.52 4.0 1.0 3.25 050 3.50 0.5R 3.67 0.5 H 2.61 0.58 3.29 1.50 2.67 1.03 3.3 1 

WlJ\l:BJIIC:S. 

ll U»ntllrnz of '-:VUI:>C"v• ... mot 3.00 1.28 3.00 1.00 4.25 0.96 3.75 0.50 4.0 1.0 ' .33 0.53 4.14 0.90 3.83 1.33 3.58 

1 n nt 

Cf4: 

24 I a:ture • Lno\\1cdce of the ubJ t 4 17 0.41 4.0 1.0 3 50 0.58 4.25 0.50 ·3~33 I.l5 ... ' ' 0 58 4.0 I o.s2 4.0 0.89 3.82 

nuua of c:nurso 

2~ =:::nan•l ·oflcxt t 3.50 1.05 4.0 1.0 ·US 0.96 3.50 0.58 4.67 0.58 '.6 1..' 3 . . , 1.13 4.33 0.82 3.89 

U"r~ .I .. • I 

·ol • adopted b 4.0 
ln'tutn;.,., 

0.89 4..33 0 'iR 3.25 0.96 3.75 0.50 3.33 o.f& ... ') 1.-3 -U4 0.69 4.17 0.41 3.78 

27 Mc·(haJtlirthues 3.33 1.21 2.0 1.73 3.0 1.41 2.25 0.96 3.67 0.58 3.33 0.58 2.71 0.38 3.17 1.1 7 2.93 

28 u --"'·"'~~ of $1udcnts ~umr1L11rtl'i 3.50 1.76 1.67 1.15 2.50 1.73 1.50 1.0 1.67 l.l5 'U3 1.73 1.71 1.50 1.33 0.52 2.02 

19- A~v ofboa...shor facahlles .. 2.67 0.52 2.0 1.0 2.75 0.96 ) .25 0.96 1 .33 l.l5 3.0 1.53 2.43 0.79 3.67 0.82 2.76 

w ... ' oflabnuv fat1h1ics 3.0 0.89 2 .. 67 1.53 3.25 1.50 3.25 1.71 2.67 1.53 3.33 0.58 2.86 1.21 4.17 0.98 3. 15 

11 ............. ._. ,of tcr lnb fncJinics 2.33 0.52 2.33 1.15 2.25 0.50 2.25 1.50 1.9 1.15 1.67 0.58 2.29 0.78 3.0 1.10 2.34 

12 , • 
'"' lq»~lillll in deca 1 n 1.67 1.21 1.67 0.5R 2.25 0.96 2.25 0.96 3.67 0.58 1.67 0.58 2.14 0.69 2.50 0.55 2.22 

. 
n !lh-.liibtht}· ofoarktnc snacc 2.50 1.38 2.67 1.53 2.25 1.26 2.0 0.82 2.67 0.58 2.67 0.58 2.0 0.58 1.83 0.75 2.32 

\.4 .. · of lecture lheatcrs 3.33 0.52 3.0 1.0 2.50 1.29 2.25 0.96 2.67 0.58 3.0 1.0 2.71 0.95 3.50 1.05 2.87 

\lik Oflc:Zrwe thcaten; anted, 3.83 0.75 3.25 0.96 1.7- 0.96 4.33 0.96 4.33 0.58 3.67 1.53 3.86 0.69 4.0 0.89 3.62 

dan cu. 
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4.4.4 Overall satisfaction or dissatisfaction across specialization areas 

The MBA was rated on job performan e a p t a best by Human resources respondents 

( 4.582) followed by Finance re p nd nt ' ( -t-.535), strategic management ( 4.512) and 

marketing (4.475). On person l d \\;hpTh;nt nsp'cts the rating was best by human 

resources respondents (4.67) ollt" ll m.11 tin 1 (..J.O ), operations management (4.02) 

and munagcm<.:nt sci 11 

manu •em ·ut . ·i ·11 • • t 

pcrJ'onnance aspects were rated best by 

( . 6) followed by operations management (3.4), 

n tlu: t)\ l'tull murk ling re pondents were more satisfied than respondents from other 

urea , of .:pectaliznti n "ith an average mean of (3.965) followed by operations 

mw1ugement re'p ndent (3.937) management science (3.910), and strategic management 

( . _,o). The re"p ndent " ho got the least satisfaction in the MBA were accounting 

C' .6T) and international business management (3.646). 

Table 12: Overall satisfaction or dissatisfaction across specialization area 

Areas of Job Personal Core ervice verage 

performance de elopment performance mean 

a pects 

4.03 3.39 3.965 

4. ~3 ~ 3.53 3.1 

4.) l 3.09 

4.-1.2 "'.17 

. 2 . () 

. I .I 



4.5 Actions taken by the respondents due to satisfaction/dissatisfaction with the MBA 

programme 

For those who were satisti •d ' 'i th 1h tnA pto lnttnm~, majority (33.7%) recommended 

their friends or n:huiv ·s ltl Ill II lor th cours~;. Some (25.3%) planned to join the 

university ulumui ·wup. "I il • th r: (20.5%) JUSt talked positively about the programme 

to othL·rs. min )ril\ p ru aycd that because of the sati sfaction, they are already pursuing a 

PH pn.H!ranun {-.4° o . 14.5% wrote letters of compliment to individual lectures and 

_ . 0 o plan· t jom PHD programme. 

Table 13: Actions taken due to satisfaction 

Category label Frequency Percentage 

Recommended a friend or 28 33.7 

relative to enroll 

Talked po itively about the 17 20.5 

programme to others 

Sent complementary letter 12 14.5 

to the niver ity/indi idual 

Lecture 

Plan to join the uni\er~it. 21 25.3 

alumni 
Plan t j in PHD 3 ".6 

progrnmme 

Air d_/pU um PHD 2 2.4 

Total responses 83 tnn.u 

h t th 



Table 14 : Actions taken due to dissatisfaction 

Category label Frequency Percentage 

Talked negatively about the 1 33.3 

programme 
Gave my suggestion for I 33.3 

improvement to the lecturer 

Gave my suggcstwn fot I 33.3 

improwmcnt h> th · 

Univt..:r~it ldtntuiSlt'UtiOn 
Totul responses 3 100 

Source: Rc , 'arch Dat 



CHAPTER FIVE 

SUMMARY, CO rLU 10 A D RE OMMENDATIONS 

5. 1 Introduction 

This chapter present a summ 1 thl ftndliHlS {)f the study as regards to the objectives 

of the study. I 11s ·d ou !11 th~:. hapt •r outlines the summary, conclusions and 

rccomm ·nd lti 111 l ru I th ati fa tion or dJssatisii:tction of graduates with the MBA. 

In thi~ ·hapt ·r. th ' r' · u· h mding arc summarized, conclusion and recommendations to 

thl: ~tudy ur' drawn andre earch gaps are identified for future studies. 

The 'tud) wa' a Uf\e on the post purchase behaviour of the MBA graduates of the 

parallel programme offered at the University of Nairobi. It aimed at establi hing the extent 

of ati faction or dissatisfaction of the MBA parallel graduates, determine whether the 

l vel of sati faction dissatisfaction differed across specialization areas and finally 

e tabli 'h the action that the ~1:BA parallel graduates have taken a a result of ati ·faction 

or di ati fa ti n with the programme. 

5.2 ummar) 

From th tud findin • it wa ound that. the ~m par llcl d~:: •r~.: pro •tammc in till d 

amp 

Ill 

n J b p r 

in till n tu cnt 

in th nh n m nt 

m. 

mn 

I. ·hat th p pn •r mmc 

n m 



that the MBA parallel degree programme meets the expectations of its customers to 

satisfactory levels. 

On the satisfaction Impart d b ' th 11 A 1 llWI<llnm ' on graduates personal development 

aspects it wa e~tabli It ·d h 11 r 1 otH.knts were satisfied to a large extent by the 

followlll • asptl.'t ·: · 11 ·urin ' better jobs; securing employment, getting and 

1 . nal ati faction/achievement. This was an indication that the 

choice made b~ the r -' ·p ndents to pursue the course, was directed by internal/intrinsic 

moti\ ati n rather than e. trinsic/external/reward motivation. 

The re p ndent expressed an overall satisfaction on the core aspects of the MBA 

programme uch as convenient location of the university, lecturer's qualification, 

lecturer'' commitment and availability, relevance of the cour e to market trends, 

approachability of lectures by tudents among others. On the other hand, the re pondent · 

ex pre-· d thetr O\ erall di ati faction on orne a pect like handling f tudcnt' 

c mplaint . unavailabilit. o tudcnt parking pace p or tudcnt' · representation in 

d n making nd inad quae_ of computer lab facilitil:s. he tate of teachin • tac..:ilitics, 

f lib Inl unt p id 

m n th 

J 

thcr unh cr itic otkrin , 

ti 1 c..:ti n l d unt ) the 

n 

m 



followed by operations management and marketing respondents. Job perfonnance aspects 

were rated better by respondents from the Ynrious ~p cialization areas than core service 

performance aspects. Though th r wa minimnl difT'rcnccs in the level of satisfaction or 

dissatisfaction across spcchliz tti m .11 • • m:1rk '1 111 , respondents were more satisfied than 

respondents ti·orll oth 1 

res] ondcnts. 111 111 1' m ·nt nd tratcgic management. 

operations management 

cpcnding n the le\ l of ati faction/dissatisfaction with the MBA programme, the 

r 'pondent unden k \ arious actions to curb or promote the situation. For those who were 

'ati fied. majority recommended their friends or relative to enroll for the course some 

planned to join the uni ersity alumni group, while others just talked positively about the 

prograrnrne to other . A minority portrayed that because of the satisfaction, they had plan 

to join PHD prograrnrne and a few indicated that already, they were pur uing a PHD 

pro grarnrne. 

minority of the r ·p ndcnt · c. pre ·ed that they \\Crc di ati ·ti d \ ith th pr !,lfammc. 

Bee u l: f thi thl:rcforc. thl:y gave their u , •c tion for improvcmcnt individual 

c tion or impr vcmcnt to the Ill\ l:r tl dministration 

nd 
th If \ l: . m tj )fit • l) r 

th nt di it Ill m ~ th t ifth ' • rc t i ti ti 
~ 

n f ti n th p mm Ut th 

11. 



5.3 Conclusion 

In conclusion, education is a preciou omm dit and thcrctorc considered as a means of 

accelerating economic developm nt thr u Th in r'ascd labour productivity. The MBA 

programme at the Univetsit ' l tit I i I t)th th' n..:gular and parallel programmes have 

been a source o I' t • •ulu 

and privut · s ·~;t 11 • )r th 

th<. mu ·h-nccded trained manpower in both the public 

. here were high levels of satisfaction imparted by The 

Ml on 1 ·p · ·t 1( 1 )b r r nnance and personal development aspects. Best rated aspect 

n job p ·rf11111i.lll(t! \\ , improved ability to work with teams. Best rated aspect of 

per ·onal de\ el ment was attainment of personal satisfaction and achievement. 

om enient location of the C"niversity of Nairobi was the best rated aspect of core service 

pertormance. Job performance aspects derived the greatest amount of satisfaction in 

r "pondent . Though there were little variations in the level of satisfaction or 

di ati faction across specialization areas, marketing respondent were more atisfied than 

re pondent from other area of specialization. Even though high ati faction level were 

expre ed b, the re pondent of thi tudy in regard t the \1BA parallel programme, 

much nc d to be don e pe ially in changing the general public' ncgati c attitude with 

rc.: ' rd t thi progr mme. Majorit, of resp ndcnt were satisfied with the pr 'rammc nd 

due t thi , ti nction th p pul1r on be.: n rc • muncndin ' licnd to 

in th m ' ity lumni . 

. R mm nd til n 



parking space. Computer lab facilitie require improvement through increasing the number 

of available computers. The number of le tur th ntr s ~ hould be increased to cater for the 

increasing number of student . B k lnp .m i library facilities need improvement. The 

bookshop needs more books 1 t I thl.'m and the library is in dire need of more 

current editions of v u iou .111 th ·medical facilities should be improved so 

. l he availab le facilitie::; also should be maintained in 

good condtttl111 · th high co ts attached to the buying of new ones. The chairs 

in kdur' th atre · n' d t e repaired or replaced with new ones just like the LCD's and 

pro jed r · need t e regularly erviced and maintained. 

Policy maker . educators and curriculum planners should work together towards de igning 

a good , lBA programme which will impart competence and other quality attributes to it 

client ('tudent), which are acceptable in the labour market. By doing so th pro6tramme 

\ ill attract many tudems to enroll hence its sustainability 

II ·takcholder · ·hould be involved in d ci ion making tor the wellbeing and succcs of 

an.. organizati n. tudl:nt hould be well r prl: cnt d in dcci ion makin ' in th 

cp rtm nt 1 1 nd c en hi_hcr I that the~ c. n e pre 

the 1BA pt tu t. b 

n h t i ·in • pi \'ithin thi 

p 

1i n ch hi 

h m h t 

mt 



specialization areas. Some respondents had to be literally followed up to return the filled 

questionnaires taking the researcher a lot f tim and expenses. The questionnaire had 98% 

of the questions closed ended limiting pini n 0 r t h ll"aduatcs. 

5.6 , uggc. tion: fur Jqatun: 1 l''l'.Hdt 

Sin<.:~.: th · ·tud w 1 limit i 1 nl the \tJBA parallel programme offered at the University 

or nirob1. th ., i · 1 ne d t carry out an extensive, similar study on the regular MBA 

pr grumm and Yen all masters programmes offered by the university, so as to have a 

com{ rehen 'lYe re n on the post purchase behaviour of the masters graduates of the 

l!ni\ ersit_ of . airobi. Alternatively, a similar study incorporating all universities in 

Kenya otTering the parallel MBA programme so as to generalize the level of 

ati factioiLdi ati faction attached to the programme across the universities. 

Future tudie hould incorporate other methods of data collection like the interview and 

al ·o the ob ·ervation method. Ob ervation will provide fir t hand and reliable data on 

availability and the tate o the t aching learning facilttH.:s e.g. library, computer r om · 

nd I cture th~.:atcrs. pt.:n t.:ndt.:d quc~t10n hould be included in the in the que tionnatn.: 

th y h lp tht.: re car her t 'Ct the re pondcnt opmwn nd hence dmw qualitati\ c 

n m kc uc the tud •. 
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APPENDL 1 

KENYA PUBLIC TD PRfVA TE UNIVERSITIES 

NAME OF UNIVERSITY YEAR ESTABLISHED 

ITlES 

University of Nairobi 1970 

1984 

1985 

1987 

1993 

2001 

Chartered 1991 

Chartered 1992 

Chartered 1991 

Chartered 1991 

hartered l 991 

Ea t Africa School of Theology Registered 1 999 

Regi tcred 1 999 

Regi tered 1 999 

Rcgi tcred 1 999 



APPENDIX2 

LIST OF SCHOOLS AND FACULTIE II TITUTES 

School of Agriculture and Veterinar)· i net' at upper Kabete 

> Faculty of Agriculture 

> Jnstitutc of Dry land R ·~ .u h lndlJ tlll'n1 and utilization 

> Faculty of Vctcrimu · 1 ·li in~. 

School of n:hiC ·~·tun· nd Ln •in ring at Main campus 

hu:ult t)r ht ·in· tinl! 

, llousinl.! .md uilding Re ·earch Institute (HABRl) 

lnstitule of udear cience 

Fuculty of Architecture. Design and Development 

chool of Biological and Physical Sciences at Chiromo 

> In titute of Computer Science 

> Facult. of Science 

chool of Education and External Studies at Kikuyu 

> Faculty of Education 

> Facult_ of External tudie 

> Faculty of ocial Scienc 

chool of Health cience at Kcnyatta . · ational Ho pi tal 

> F culty of mcd i~..;tne 

> F ~..;ulty of dental uroc.:ry 

> F ulty Ph nn 

ol llumanitie and ol'ial ampu 

n 

. ult 

It 

ll 



APPENDIX3 

LETTER OF INTROD CTION TO RESPONDENTS 

Ngoru Joseph Ng'ang'a 

School of Business 

University of Nairobi 

P. 0. Box 30197 

Nairobi. 

l;Ur ir./Mudum. 

REF: COLLECTION OF RESEARCH DATA 

l am a p t graduate tudent at the University of Nairobi school of business studies 

pur uing a , Ia ters of Business Administration (MBA). I am conducting a management 

re earch in ""Post Purchase Behaviour of MBA Graduates of the University of Nairobi 

case of IBA Parallel Programme". 

You have been selected to form part of this study. This is thus, to kindly request you to 

a i t by filling out the accompanying questionnaire. The information you give will be 

treated in strict confidence and is purely for academic purpo es. The final report will by 

no mean bear your name. 

copy of the final rep rt \ ill b a\atlcd to you up n rcquc t. 

ur · nd c -op rnti n •i ll bl.! high!; ppn.:ciatcd. lay d k ouin 

ith ull.: 

n 
1 



APPENDIX-' 

QUE TIONNAIRE 

The questionnaire below has .., pan~ . P, rt . \ is nim d at giving a profile of the respondent. 

Part B aims at assessing your p > 1 ~ u1 h.ISl h haviour. Part ' aims at establishing the 

actions you have taken a l rt· ult .tti f:t '1!on/dissatisf'action. 

Part A 

l. Whut is \ ur ' nd 3 1' D D 
tale Female 

What ~ear did ~ou graduate from the University ofNairobi MBA parallel programme? 

\\'hat was your area of specialization in the programme? Please indicate your 

pecialization by ticking in the enclosed area ·Marketing( ) , Finance( ) 

ccounts ( ). trategic management ( ), Management cience ( ), !Iuman 

resourc s ( ). International business management ( ), Operations Management ( ) 

P RTB 

4. There were variou xpectations you had about the \1BA offered at the Uni er ity f 

airobi through the parallel degree programme as the programme allt:ges to instill on 

·tudent automatically upon completton. Pka ~ indicm~ on a c lc of 1- - wh~.:t\: - i 

\ ry ti tied nd 1 \cry di ati · tied th~ c. l~nt to which the MBA met thosc 

(4) (3 (2 

ati fi d it her Di ati ficd Vt: ry 

D i .at i fi ul 

nnr 

l>i 



(ii) Enhancement . 
of self 

confidence 

(iii) Ability to 

evaluate 

business 

cstahlishut Ill • 

lhlm m: 1 I ·mi ·. 

prm:til:•ll md 

~:ritil:ul 

p~r·pccti' e · 

(iv) Improved 

awarene· on 

the fir t 

changing local 

and global 

bu ine 

environment 

(v) Acqui ition of 

·pecialized 

knowledge of 

tht: cho t:n area 

f tud 

(' i) Imp vcd 

p 1 n li m 

in pr bl m 

1 in ' ttitu 

inm ll m nt 

(' 11) lmprun .. -d 

alit t 

I h t Ill 

(• ll) h IU\~;d 

I I Ill 



5. At a personal level you had your own xp t tion , which you hoped the MBA would 

help you to achieve upon gradu ti n. n n ~'a)" of 1-5 where 5-very large extent and 1 

- no extent indicate the t nt t "ht h th~.: MRA hdpcd you achieve the expectations . 

..--~ ~ 

No. A. pccts (5~ (4) (3) (2) (1) 

\ '" I.. a ru Moderate Small No 

l.u" t nt extent Extent Extent 

. t nt 

(i) Pr Ill 1ti 111 ut 

w rk. place 

(ii) Career change 

(iii) Securing 

employment 

(i\) ~laking more 

money alary 

Increment 

( ) A\'enue to 
0 0 

gammg ntry 

to other 

cadcmtc 

pr oram 

(" i) 8 tt r job 

(' i i) lmpr 'ed 

lffi c in th 

t I 

" 
n1 1 nt 

i 1 

( iii) P·Cl'SOI I 

u J n 

I l 



6. There are certain core aspects of the MBA programme of the University ofNairobi, 

which have a significant bearing on your 'ernll ati faction/dissatisfaction 

disposition. On a scale of 1-5 \\her --\ er) oood and I very poor how you rate the 

aspects. 

No. spccts 

(i) 

(ii) 

(iii) tate of teaching facilities 

e.g. chairs. LCD ' 

projectors 

(iv) Lecturer· commitment 

and availability 

( v) Relevance of the courses 

to market trends 

amount paid 

compared to other 

uni\'er itie of ring 

good 

(4) 

Good 

(3) 

Fair 

(2) 

Poor 

(1) 

Very 

poor 



(xi) Medical facilities . 
(xii) Handling of students 

complaints 

(xiii) Adequacy ofbookshop 

facilities 

(xiv) Adcquw.:y libt u 

lit\:11 it its 

(xv) dL'l(lll' ,)r 1111( u r 

lab h ·thti • · 
--~--

(. vi) ~ tudcnt · rc1 rc ·emati nm 

d ·cisi 1n making 

(.vii) 'mlability of ·tudents 

parking 'pace 

(X\ iii) Adequacy of lecturer 

theaters 

(xix) State of lecturer theaters 

e.g. painted, clean, well lit 

etc. 

P RT 

7. Owing to your ati factionldi ·ati facti n what acti n ha c you taken or did you takl!'? 

Tick in the appropnatc box 



Actions due to dissatisfaction . 
Sent a protest letter to the 

university 

Discouraged others from enrolling 

Talked negatively about th 

programme 
1-

Sou ,ht lcgalr ·d1cs · 

ny other a ·ti{)ll ·p ify 
'-

od Bl You for Your Time, Effort and Cooperation 



APPENDLXS 

MBA PARALLEL PROGRAl\tiME GRADUATES 

YEAR 0 . OF GRADUATES 

2000 
200 1 
2002 
2003 
2004 
2005 
2005 
2006 

TOTAL 

Source: Board of post graduate studies University of Nairobi 

No graduation held in 2003 

2 Graduation ceremonies held in 2005 

47 
78 

116 
0 

244 
145 
145 
383 

1158 


