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K" R :r 

The stud_ so ht to ompar~ the par~nts· per eption of (h Ken a and an an condary 

scho l edu ation sy terns. Th tudy used the scr icc marketin mix t dctermin this 

perception. 

Th popuJati n of study included Kenyan parent currently Jjving in airobi but wh h e 

enrolled th ir children in anda for secondary ch ol ucation. Parent ha e expe tati n 

from th country's econdary educations stem and my interest was to find out to what extent 

these exp ctations hav be n met by the current education system. Th le el of parents• 

satisfaction will shed light on how they percei e the Kenyan econdary School Education 

Syst min comparison to the gandan condary School Education y tern. 

The primary data used in this study was obtained using a structured nd semi structured 

questionnaire hich was admini~t red on a ·ctr p and pick later' basis. It w analyz d using 

tables of fr quencies and percentage t ble., of requencie d percentages. 

The fmdings of the study rev al d that pcu nt hav access to a lot of in.C. rmation about the 

Ugandan econdary b ol ducat ion ystem. m re so through posi ive word of moutl1. The 

disparity in th am unt of fees paid jn e.ach syst m is one of th main reasons why the 

1 -ents enroll tb ir cbjldren 1nto Uganda for forms fi"e and six.. Th study rev aled that 

par nts are apprehensive of th m ny int rruptions that haracteriz K nyan ec ndary 

sch ols and Univ rsiti for example, in terms of teachers' and lecturers: strik s an aspect 

lhat is absent in th Ugandan systems. Sirni1ar1 , th university entr requirement, which is 

considered high in th Kenyan Education Syst m, s equall. contributed to the exodus. 
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H T R 

1.1. one pt of P rception. 

Th We ter 1 96 diti n of e\ :nc •clop dia Dictionary defines the' rd ·t percei c' 

as to attain awarene • of or und r tanding' or become aware of orne-thing thr ugh the 

sen es ,. hil perception a 'the act f perc i ing ha ing the ability to . ee hear or 

understand thing thing , awarene ·. Buchanan and c n ki (200 I) on the ther hand 

define perception as a dynamic p ychological pr e re pon ible for attending to 

organizing and interpreting en ory data. We p rcei e lhc \ orld ar und u in dif{erent wa 

and therefore percepti n i unique to individual · a hand\\ riting. 

Perc ption is important to organizati n as it affects cu tamer satisfaction. econdary chool 

are such organization that are affected by perception. kumbe ( 199 ) purp rt that . chool i 

an indu try and add that it i a unique indu tr as the raw mat rials., that i th tudents are 

animate and ha e to be tran formed into an appropriate product. The learner is a product 

" ho e quality cannot be judged from their external appearance. According to kumbe 

educational rganizations like other organizations ha c a number of characteri tic . which 

aree goal technology, divi ion of labor, power centre and environment. Para uraman et I 

( 1985) ugge t that service quality i an important component of cu t mer satisfa lion. The 

further uggest that atisfaction affe a c ment of service and vice- er a and that a a 

result determines U1e consumer perception o er U1e ervice and the future orientation over 

the rvice - ' h ther to bu or S\ itch to a competitor. ati faction may at o d termine " hat 

to buy where to buy, how to buy and \ hen to buy it. Kibera ( 1996) ugge t ' that perception 

i important in that it intervenes b twe n the individual and the environment. He further 

purp01t that it is easier to change a per on's behavior if hi perception of variou issues and 

events is kno\ n. chiffman (I 999) argue that individual act and re-act based on their 

perception and not ba ed on objective reality. 

Con umers of secondary school education may perceive the ervice pr duct in term of its 

quality relevance with regard to the ability to gain entry into gainful employment, reliability 



a regard the acqui ition f skills n cded in the j b market and re pon ivencss to 

competence in the market n n wncr· ma al o p rcci e education in tcm1 of: 

• 1 ac e · ibilit (place). that i ho\\ far or near and/ or how conduci c i, it. lo ation 

in th con. um rs' per epti n? 

• I a orda ility (pric ) 

• The service pro ider (the p opl ) -the cho I management team the teacher th 

government or other private education pr ider. and the direct con umers. the 

learner -

• The proce e for example the duration and the mode of service deli ery 

• The ph ical faciliti ·,which include the buildings and the general tructure of the 

chool. etc.: and the promotional activitic of the chools ' hich rna include 

information ab ut ' hat is ffered in the chool that make them unique in their own 

'' ay . thus appealing to the buyer . Pr motion could take the form f go d re ults. 

positive character de elopmcnt. etc. 

1.1.1. Ken an ccondat-y chool 'ducation y t m 

Th ducati n ystem in Ken a ha undergone many p licy hift through commis ion of 

enquiry. For example, the 1981 Kamunge report recommended the replacement of the 7-4-2-

3 s tern \ ith the 8-4-4 sy terns of education. Thi meant that a learner pent eight year in 

primary cho L four 1ear in econdar • sch ol, and another four ears at the uni er it). It 

h uld b noted that that ' as the ideal "ituation. I lowe cr. there ' ere in ·tan es ' hen a 

learner ' a forced l repeat a year due to p or performance or failure t attend chool 

adequately due to one rea on or an ther. which would include Jack of fees to sicknc etc. 

here are different education provider , " ho include the go ernment, churches and relioiou 

group . pri ate companies and /or individual.. They offer ariou secondary school 

education curricula. for e ample the British ba d 7-4-2-3, the American ba ed 8-4-4, the 

' edi h. the German French Japane e and pani h, fr m ' hich the parent and ometime 

the learners have to choose. The vari u policy hili the pre ence of different educati n 

provider and different curricula in the country are an indication that the consumers have 

choices and the e choices may be made ' ith regard to the perception each arent hold of the 

econdary school education in Kenya. 
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The go\'emm nt of Ken a intr due d the 8-4-4 · ·tem of education in 1985, in rc pon e to 

the problem of unempl yment. It i a technical and cati nal ricntcd cun·iculum. 1 he 

ln tinlte f Econ mic ffair and The ciet for International D vclopment (200 I) Rep rt), 

an aspect that\ as recommended b the 1976 athachi Re ort, which empha itcd. am ng 

ther thing , the making econdar education pre- ocational v ith a iew to pr duce trainable 

young people. diversify the econdar chool curriculum. and give a tr nger practical 

orientation. 

The government reduce the paren 'burden ofthe co t feducation by paying the teacher. 

The 1988 Mackey rep rt, introduced cost sharing in the educational sector at all level of 

teaming causing the parent to shoulder the burden of c nstruction of phy ical facilitie , 

buying of te ·tbooks and other teaming material (Kimu u et el 1996). The e co t tran late 

into high chool fees. 

The Kenyan secondary school sy tern i high! segmented. 1 here are national provinciaL 

di trict and divi ional chool . cgmentation is al o based on the level of performance. uch 

that the school regi tering higher core may attain the talus of a national school and those 

regi tering lo~ core as divi ional. orne are segmented ba ed on religion, such a Christian 

and Mo !em spo ored schools. ailabilit of facilitie marks another basi for 

segmentation and chool rna) charge fee wirh regard to the level of availabilit of ph ical 

facilitie of the school. What thi mean i that mostly it i the children from rich 1amilie can 

afford the high fees charged in the chools that register scores, or with better facilities. 

llowever. there are exception of a fe\ children from poor familie who secure ponsor hip 

or get ursari from individual . companies or the Government to pur ue their udie . 

heffield ( 1973), n0te that the Kenyan education ystem i highly competitive and that it has 

retained a str ng academic orientation. For e ample, currently the niversity entry cutoff 

point tand at 68. a mean core of B The Institute of Economic ffair and The ociety for 

International Development (200 J) Report . 

Education in Kenya has faced many challenges. To begin with. many parents are poor. and 

nov many of them are either affected. infected or have already succumbed to the Hl /ALD 

3 



. courge cau ing many of the learn r t be lrphan . · he e l\\O ha c cau d a high dropout 

rate and thi rna • hinder ad an ement int high r in tituti n of learning or entry into gainful 

emplo ment. \1r.Kamau Kaniaru (2004 note that excruciating p rty i a fact of life. 

ajorit f Ken ans are poor and the countr. s e on my lagging behind "' ith a , P 

increase of on I 2.7% and 4.3 o/c in _003 and 2004, re. pectiv ly. llo' e r. the o. t of 

education remains high. M\: iria. (2 04) the then . i tarn ini ter f r education decried that 

Kenya's education tern fa or the ri h. legi lator. Munya,(2004) decried that the 

Ken) an education c; tern need an over haul a it i irr I vant and does not allo\: student to 

compete \! ith other in the region and thi cau e uncalled for exodu by student to ther 

ountrie . 

The Draft Master Plan on ducation and Planning ( 1997) document reveal that the 

problem that plague the education ector in Kenya are inequity, inadequacy in participation 

and irrelevance to labor market . imilar\y. the ational e elopment Pian (2002-2008) 

re eals that despite the major tride mad in education and training, a number of challenge 

still per i t and the e in lude the co t of education and training, inequity in ace , high 

' astage rate , the problem of rele ance and quality and under enrollment in key p t 

ccondary institution . 

Kib gy. (20 l ). argue that the introduction of the 8-4-4 system of education cr looked an 

imponant a pect- that the curriculum has ducational and non-educational activitie but that 

the academic i o er empha ized at the c. pen ·c of the - urricular. lie uggest that the 

curriculum i verloaded, gi ing the tudent little ro m for choic and that cmpha ·is is 

placed on cience subjec and mathematic . In addition Kib gy argu that education being 

the most perva i e of go ernment ser ice. has emerged a an i ue of government political 

magnitude, \\here narr w political intere are allm ed to o erride recommendations by 

comm1 1on. 

These challenge , among other reason could influence the parents' per eption. cau ing them 

to take varied deci ions relating to the enrollment of th ir children in secondary school is 

concerned. These deci ions range fr m enrollment in public and pri ate in titution within 
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and ut id Ken · . for curricula imilar ancl diffcrcm r m tho ITercd in Kenya. I he 

e ond ry education in Kenya, in particular and the -4-4 y tern, in general rc plagued ' ith 

challenge . 

1.1.2. gandan econdary cho I ducation :tem 

gandan has. generally maintain d her econdary education y tern with in ignificant 

change . The y tern follov ed is the 7-4-2; e en ear in primary. four year in econdary 

and two year in high chool before joining a uni er ity for a degree or an in titution for a 

diploma cour e. The go"emment i the main education pr vider. I lowe r. there arc a 

number of pri ate provider . ranging from primary to uni er iry level . The Ba ic ducation 

Coalition Report ( 1996-2005) re eat that libcrali7ation polic. has n t on I been felt in the 

manufacturing indu tr but al o in the education ector. The report further ugge that, this 

ha caused a number of private ch ol . both primary and econdary to be . et up. 

ganda economy has been relative!) stable for example the D I itte 2005 ~ast Africa 

Budget In ight re eats that ganda has c. p rienced an impre i c economic recover 

through the 1990 re ulting in a significant reduction in po erty. The report funher reveal 

that an impro ement i real GOP growth wa ob ervcd in 2003/2004 fi cal year with an 

estimate of 6%.However despite thi impro ement in the economy, Ugandan education 

sy tern has its own problem . For cxampl , kata. (2005) the District ·ducation Officer of 

Masindi distri t in ganda note that there are high dropout rate in both primar and 

ccondary chools. due to high fees. imilarly, he sugge t that the educati n standard are 

p or with some chool o erp pulated. yet with ery p or facilities. imilarl the 

HJV/ ID scourge has ad er el afii ted Uganda lik most other African countries, 

leaving many children orphaned. 

1.2. tatement of the Problem. 

Many Kenyan parent have continued to enroll their children into various foreign econdary 

chool . college and niver itie . orne pur uing imilar curricula a those ofTered in Kenya. 

For example according to the unday , 1ation (July 3rd 2005) urve , in the Kampala 



International Uni ity (K.J. .), lh population of Ken ans tudcn · high that it i · 

joke that K.l. tand for Ken)an in ganda. 

Prominent academician uch a \ltagoha and. aitoti (_QQ-) have lamented the magnitude 

of tudent h ing enrolled into fl r ign countrie for education, noting that it i disheartening 

to realize tha Ken aha gi en to much to the out ide ' orld \\hile getting n thing in rclUrn. 

If the trend i to be checked there i need to find out lhe cau e f the parent preference to 

enroll their children into gandan ·ducation stem in particular and in other foreign 

countries in , in general. It is onl the kno\ ledge of their perception of the Ken a education 

ystem and the factor re p n iblc for the perception that is like! to re eal their preference. 

This enrolment of tudent b} parent rna} be an initiati e to respond to the ituation or 
chool Ieaver without chance of academic advancement or entry into gainful cmpl ymcnt. 

For example, The Institute of ·con mic Affairs and The ociety ~ r lnternali nal 

Development (2001) Report reveal that only 27 149 out 140,5 6 of the 1996 K 

candidates were selected for pot econdar) in tilutions including univer itie . imilarl m 

1999 out f lhe 36 666 candidates ho sat for the Ken a erti ficate f econdary ducat ion 

(K E). and were qualified for admi sian into the public uni er ities. only 892 or a mere 

29.5 percent were admitted into the public univer ities in the year 2000. This is less 6 percent 

of the total number of studen ' ho r gi tered for the examination. The exi tence of 

numerous pri at univer itie ha not tremendously altered the si tuation. 

The ever increasing and worrying movement of tudents from Kenya t other ountrie and 

to ganda in pruticular, is knO\: I dge gap that needs to be in e Ligated. The fact that man 

prominent academicians a well a politicians ha e decried the movement f ludcnt fr m 

Kenya to other pa1ts of thew rid nd spe ifically to ganda shows that there is a knowledge 

gap, in o far as the Kenyan secondary chool s stem is concerned. 

Man studie have been done on cu tomer perception. sati faction and educati n; pero, 

(2000) airura (2003), re pecti ely. Hm e er, the researcher does not know of any re earch 

carried out on parents perception of sec ndary school education. lt is therefore the aim of 

the researcher to compare the Ken an parent · perception of the Kenyan and the gandan 

secondary educational systems. 
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1.3. Th bj t i of th • tu d : 

i). I o find out ho\! par n~ percet e the Kenyan and the gandan e ond r 

ducation > t m . 

ii). o e ta li h the fa tor that d termine thi perccpti n. 

1.4. The Importance of th tud. : 

lt i hop d that the tudy ' ill g a I ng ''a in helping the tbllo~,: ing group f pe pie: 

I) par nt ·-It' ill ave them the trouble of enrolling their children in foreign 

ni er itie on! · to hm e them back (in Kenya in a dimini heel job market ' here 

hances of employment are quite minimal. 

2) The go ernment - The tudy aims to bring to the go ernment s attention the 
perception the parents ha e of the Kenyan econdary ·ducation tern . To begin 

" ith it i hoped lhat thi tud ' ill in turn as i t the g vcrnment to trive to put in 
place trategic mea ures that \\Ould en ure an education y tern that i resp n ive 

to the need of Kenyan , thu by reducing the huge amounts f cash pent on 

educating Ken an abroad. 

econd it will help the go crnment put in pi ce mea ure to reduce the rate or 

unemplo ment in Ken •a o that Kenyan do not seek refuge in other countries 

for a ·suitable' education tern .. 

3) To the academic fraternit ·- 1 he stud will add to their kno ledge ba e esp cially 

in the li ld of educati n marketing an area where re earch in Kenya has been 

min mal. 

4) T pro ider and in est r in thi ector-The stud will enable them to under tand 

parents.perception f their marketing activitie . o that th y put in place 

effective trategie that will po itiv ly perceived. 
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IT RA TR 

2.1. lntr du tion 

Ki era and Waruingi ( 1988), puq rt that our percepti n of an o j ct ore cnt i • the r . ult 

off t\ o type of fa tor . The fir t are the timulu fa tor (\\hich are charactcri ti of the 

phy ical object uch a ize, color or hape) and the econd are the indi idual factor (\ hich 

are characteristic of th indi idual and the e rna not onl) include en r pr ce se but 

e ·perience with imilar item and basic moti ation and c ·p ctalion ). Thi . ccond gr up 

of factor is likel to influence the parent · perception. Bu er rate identical er ices 

differently, depending on cu tomer perception of tho e ervi . TI1e deci ions the make are 

more perceptive than a realit . The reaction given ' ould indicate ' hether ne i atisfied 

' ith the stimulus or not. 

2.2.0. Factor that affect Perc ption 

Perc ption is clo ely influenced h moti e \ hat i learned. anitude and per onality. 

(Lo elock, 1996 ~ Loudon ct el 1979; Me arth • 1991 ). 

2.2.1 . Motive . 

Loudon (1992 defines a moti e a an inn r state that mohilize bodil energy and directs it 

in selective fa hion toward goal . u ually located in the e ternal environment. I le cia si fie 

moti es into three· 

First there are the Affl cti nal motive , which he ugge ts aim at G rming and maintaining 

., arm harmoniou and emotionally ati f~ ing relation with others. A g d example is 

cooperating r team building. Then there are the Ego-defensi e motive directed at 

protecting per anality to avoid phy i al and psychological harm. for e ample pre enl lo s of 

pre tige. Finally are the Ego-b ostering moti e dire ted at enhancing r pr mating 

per anality, fore ample gain pr tige and recognition. 
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'\ moti e L an inner tate that direct a per on· behavi r tO\ ard hi. or h ·r goal· in an 

attempt to ati f) a felt ne d, (Kib ra and \ aruingi. I 988) t\ bu cr· · ct of action ' at an) 

given time i affected b a et moti e · rather one. for e. ample, orne parents finJ 

prc:tige, other . a n e f belonging. orne bccau e f .;,h er innuence. Parent influence 

each other t enroll their children in ther parts of the' orld and the ha c to ked at tud ing 

abroad a a wa of opening ''new horizon to converge ""ith the late t advancem nt in the 

field of academic and education· (The People Daily Fri. ept. 9, 2005). 

Felield (1998) quotes Herzberg and asl w that moti ation take a hierarchical form, that 

one lower le el need are ati fied th n an indi idual eek higher level need . Parents' 

moti es could be as varied as their dri e to attain recognition t fulfill ego need. r for lf­

actualit.ation a the earch for education for their children. 

2.2.2. Learn ing. 

Kibera and Waruingi (1988) define learning as any change in an individual' re ponse or 

behavior resulting from practice, experience, or menta l ass ciation. hey further ugge t that 

consumer learning i the pr ce by ' hich individuals acquire the purchase and consumption 

exp rience the apply to future related beha ior. Thi change in an individual · beha ior 

arise. from prior b havior in similar situation . Parent ho ha e enrolled their children in 

the gandan econdary ~ y tern may do o because of the pre iou ati fying experience got 

or \-\-hat ati fying experience other have got pre iou ly. 

1c 'arthy et e1, ( 1991) argue that variation in beha ior that re ult from p chological 

ondition uch a hunger, fatigue, growth or d terioration is not I arning. To them learning 

refers to effects of direct and indirect experience on future behavior and that the effect on 

an individual s behavior trongly inlluenc the learn ing process. If the effect of the action 

are rewarding or atisfying the person rna behave in the ame way in a sub equent or similar 

ituations. 1 lowe er. if the effect are not ati fying then the rever e i al o true. Thi rna 

explain hy parents would involve them elve in a repeat purcha e f the fo reign education 

- hen they know ' hat Ehey hope to achieve from thi e ·ternal enrollment. on umer 

learning may also be affected indirect! by experiencing products through information from 

ale people, ad erti ement. friends, and relati es. Me arthy ft1rther sugge that the e 
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need are learned culturally r cially. that i. through innuen fr m the immediat 

en ironment. 1 h1 rvcs a ·our c f information for tht! parents v. ho ha e enrolled their 

children in ganda for c ndar education. 

2.2.3. ttitud : and Per onali •· 

hi ffman (_000) ugge ts that perception can he affe ted b) attitude which he d fine a a 

learned predispo ition to eha c in a con istently fa ora le \ ay with resp ct to a given 

object. Attitude re earch has been a popular academic area of inter t (I r a I ng time. 

HO\ e er. toda) there i no conclusi e re ear h that h \ s that attitude and behavi r are 

linked (Fifield. 1998). Other writer Kibera and Waruingi, ( 1988): acl (I 998): P ar on 

et el ( 1992) among others suggest that attitude i learned and can be btained through 

interaction ' ith other pe pte and can be changed. ttitude con i t of knowledge of po itivc 

and negati e fact about an object and that would in turn cau the cu tamer to bu or n l to 

bu a product. ~ hen uch notions a the education y tern in Kenya is too expen i e and too 

loaded for the Ieamer are shared among the con umers of the same y tern, thi bee mcs an 

indication that the con umer air ady have an attitude t ward that pr duct. 

Per onality on the other hand i elie ed to be an internal structure in which e.·p rience and 

behavior are related in an orderly manner Pear on et cl (I 992). Per onality make each 

indi idual unique from the other and this uniquene of one' personality ari cs from 

hereditary backgr und and e ·p rience. Thi implie that natur and en ironment can chang 

one's per onality. Therefl re, it i no wonder lhat parcnLc; ha e had their attitude about the 

Kenyan education y tern changed, ince initially th re were not o many outcric about the 

econdary school system of education in Kenya. De pitc the many tudies carried out m the 

pa • it remain inconclusive as to ~ hat personality characteristic relate to buyer ehavior. 

Howe er. orne tudie have roved that per onality innucnces type and brands of produc 

purcha ed. cC- arthy et el 1991.) 

2.3.0. Bu er Deci ion Proc 

Advanced technology. liberalization, and globalization ha e caused consumers to become 

more informed and ha e the freedom to challenge the talus qu and to choo. e from the wide 
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range and increa ingly alia) of opti n . . 1dirangu 1999). · such. they have cea ed to he 

price taker and now demand a ·alue _fm their money. 1 hey ha e the freed m to buy \\hat 

they ' ant from where they ' ant, hO\\ and when they want it. 

Lo clock ( 1996 ), 1 oudon et el ( 1979) 1 tc arth} ( 19 I) all agree on one aspe t. that bu crs 

decision making i a proce . They uggc t that there are bu ing role in the decision-making 

uni~ which include the initiator. the influencer. the de ider, the bu. er and the u er. In the 

ca e of education different people play the e role for example, the parent or the child may 

be the initiator of what education y tern to be adapted by the learner and the buyer i the 

parent while the u er is the child. 11 wever, the influencer may be "' ithin or outside the 

family like friends, relatives or peer-group. Unlike in the purchase of good v.here search 

qualitie dominate, Zeithaml et el (2000) argues that experience and credence qualities 

dominate in service. They further pr po e that the consumer goes through f, ur teps in the 

buying proces . iz, information search. evaluation f alternati e . ervice purchase and 

consumption and lastly po t purcha e evaluation: which step differ in buying of goods and 

er ice. 

McCarthy et el ( 1991) suggest a five step problem olving process in the customer' effort to 

purchase. First they become aware or interc ted in the problem. Parent· eek for alternative 

secondary education ystem for their children by first becoming interested in the problem of 

the Kenyan econdary ducation ystem, than they search for a solution. The recall and 

gather information about possible olution . The parents then go through information earch 

proce to see if the alternative will sol e their problem or not. 

Parents evaluate the alternative olutions perhap , tr ing orne out and then they decide on 

the appr priate solution. If the alternative eems to ol e their problem the take to it and 

this may explain" hy a parent would repeat the act of taking more than one child to the same 

place over time. Parents also evaluate the deci ion taken . When the rc ult of the decision 

taken meet the parents expe tation, they become satisfied and spread a positi e word of 

mouth. This may explain from ' here quite a number of parents got information about 

chance of udy in g'anda. 
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2A.O. act r that lnfluen Bu)·cr Beh~1 i r. 

Man re earch rs ha e conclud d that there rt: factor. hat have a dire tor indirect inOuencc 

o er the bu er beha ior. ·errel. ( 1998} and olamon, ( 1992) uggc t that p rccption. 

per anality moti e . teaming and attitude greatl determine buyer beha ior. rhc) furth r 

argue that th e factor rna ork individually or in conjunction with ne an thcr. 

2A.l. ocial lnflucnce n Buying Bcha ior. 

This refer to the peopl ar und the buyer and the are the role and po ition held b the 

bu er. famil. influence, reference group ocial classe and culture a well as the ubculture 

[Kibera and Waruingi ( 1988)· s ael ( 1998); Me arth et el ( 1991 )] . 

Po itions occupied and role of uch position dictate v. hat is expected of one. These r les 

influence behavior in general and buying behavi r in particul"ar. Reference gr up in one an 

individual identifies with and take the values attitudes or behavior of the gr up members. 

It may act as a ource of information or point of compari on for an individual to a point of 

changing ehavior. These can al o infiuence purchase deci ion depending on the 

indi idual"s usceptibility to the reference group. Thi influence also depend on product 

t pe. In thi tudy, a number of paren attributed knowledge of chances of study abroad 

from their children who mo t likely got the information from their peer group . 

Other social inOuence on buyer behavior are the cia! clas e -ranking of people into ocial 

positions of re pect, tho e with a similar ranking forming a social clas . uch fa ·tor a 

education income wealth r ligion ethnicity and po se ion can be used to group people 

into ocial cia se . 

Ferrel, ( 1998) uggests that to some degree individual -. ithin ocial clas es develop and take 

one common pattern of behavior. He further purports that they may ha e imilar value , 

attitudes language. and po e sions. I le adds that member of same social gr up influence 

one another s li e . La tly but not lea t, culture and subculture al o influence cu tamer­

buying beha ior. Culture is the wa of life ofa gi en group ofpcople and includes clothing 

mode, dietary habits, education. alue etc. Ferrel ( J 998) ugge ts that culture i learned and 

passed from generation to another. These influence affect buying becau c they touch on all 

aspects of life of an individual s behavior, for exampl how one buy and uses a product. 
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thu by determining \\heth r sati tied or not\ ith the product. l err I (I 98) further note· hat 

cu tomer beha ior need be tudi d effective!~ and that the u tomer be iewed a de i ion 

maker, \i ho e obje tive i to de elop and maintain an a ortment of product. that pr ide 

current and futur satisfaction. uch a mo e a parents enrolling their children fl r imilar 

urricula in other countrie eem to be an exhibition of lack of ·ati faction. 

2A.2. Cu tomer ati faction. 

Cu tomer atisfaction al o in flu nee bu r beha ior. ati faction i th degre of cu tom r 

perception of the ervice or the d pth of feeling that range from mild t extrem delight or 

dislike. Kotler, (I 996) ob erves that cu tomer satisfaction i the extent to' hich apr duct or 

er ice performance matche with the buyer' s e pectati ns and add that if the product 

fall hort of the expectation the buyer is di ati fied. lf the performance matche or exceed 

the expectation. the buyer i sati tied r delighted Palmer. 1993). ati faction i an 

emotional feeling. which i affected b. perceived quality and satisfaction i alwa onfused 

with quality. Zeithaml and Bitner (1996) define ati faction a the cu tomer fulfillment 

re ponse. It is a judgment that pro ide a pi asant a plea urable level of consumption related 

to fulfillment. ali faction therefi re i the cu tomer e aluation of a product or er ice in 

terms of whether that product or ser ice has met their need or expectation . Failure (I r a 

scr ice or product to do o it is a umcd t re ult in di. atisf: ction' ith a product or crvice. 

Cu tomer atisfaction can be determined by the attitude held b the cu tamers to ard . a 

product or ervice. ch iff man (2 00) sugge · that attitude have a motivati nal quality, 

meaning that they ma pr p I a consumer toward a particular behavior or repel the consumer 

awa from a particular beha ior. Thi uggests that attitudes can be consistent r changed in 

relation to the environment in " hich a con umer finds himself in (that attitude may be 

situation specific). 

2.5.0. lmpor ta nc of Cu to mer a ti faction. 

According to Zeithaml and Bitner, ( 1996 sati faction i the u to mer evaluation of a 

ervice in term of whether that service ha met their needs and expectation . ailure to do 

o it is assumed to result in dissatisfaction with the service. imilarl He kett as er and 

chle inger ( 1997) purp rt that firms have disco ered ha increasing levels of cu tomer 
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ati action can linked t cu L mer lo alt} and profit ·. lt i important to enhance cu tomcr 

sati fa ti n it lead to cu tom r lo. ally and retention . Rcichheld (I 996 ummarie into 

four th benefits of maintaining and de eloping a mi lied l('lyal cu t mer ba c to an 

organization and m tly hi · i linked to the !inns· bollom line. These he ugge L are 

increasing purchase , lo\l ering c st free ad erti ing through po iti word of mouth nd 

employee retention. 

ati faction i imp rtant to the cu tomer b cau e it gcncrat confidence and tru L in the 

er ice or product pro ider along with a en e of reduced an, iety and com fi 11 in knO\ ing 

what to expect. If the ervice provider knows the cu tomcr their need and pr ferences and 

tailor them l uit their needs then it would mean th cu tomer remain loyal to that 

pro ider. ati faction de elop familiarity and cial relation hip bet\ een them and their 

ervice providers and eventually ' uld hope fi r spe ial treatment like reduced price tc. 

Howe er a dis ati fied customer \ ill \\itch service pr ider and cau e immea urable 

damage to a busines through negative" ord of mouth among other ' ay . 

2.5.1. Determinants of Cu tomcr ati faction 

Ta lor {I 978) ugge t that percepti n 1 one of the element that affect cu tomer 

atisfaction. r fe further ugge ts other as being product feature , cu tomer emotional 

re ponses their attributions and their perception of equity. imilarly, troun and Lacobucci 

the fact that cu tomer of ervicc will make a trade off am ng different 

features. uch a price versus qual it . · lkes ( 1988) argue that cu to mer s emotions can al o 

affect their p rce tion of ali ·faction \\ ith product and er ice . orne of the em tion an 

be stable. for example pre-exi ting other can be induced by the consumption experience 

itself thu influencing a con umer ati faction ' ith the product. imilarl po itive 

emotion for example happines pleasure and a ense of warm heartedne s enhance 

customer ati fa tion \\hile negati e one such as sorrO\· regret adne and anger may 

lead to dimini hing customer atisfaction. 

Fifield ( 1998) contends that cu to mer have man product brand to choo c from. hence 

becoming les lo al to brand and organization . He further argue that if the brand and or 
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organization fail t pr ide what i wanted. '.: hen it i wanted, and at a r a onable price, 

then loyalt shi uite a numb r of K nyan parents ha e '>hifted goal po ·ts by nrolling 

heir children in other c untrie . The ha\' expre ed fi clinos of orro\\ h cau of their 

children. who are econc.lar chool lea er ha ing no uitable training t under go or no 

entry into emplo ment. heir i. an anempt to enable their children gain cntr into college 

and or universities for further training or ntr into meaningful emplo ment. This would 

ultimately earn them atisfaction. 

2.6.0. ervice QuaJity 

Kimon. e. ( 1998). note that ser ice quality i the key to customer ati faction. bagi. 

(1997), sugges that although agreeing to a definition of quality of education ha been 

problematic the issue of qual it ha per istently, emerged. ·rney further ugge. t that tudie 

have identified both in and out of chool elements, for example curriculum instructional 

materials, teacher pedagogy, chool atmo phere. education policy cost of education and 

attitudes toward education a ome of the factor that determine the qualit of education. 

The many polic shif that ha e characterized Kenyan edtrcation indicate that there is a 

disconnect in that education y tem. The sy tern has r ceivcd criticism from parent and 

political leaders in Kenya. 

Fefield {1998) notes that service quality i more difficult to evaluate than good. due to the 

intangibility of ervices- they have no tangible evidence of quality hence consumer depend 

on other cues like price. Pa. ne et el ( 1995) uggest that service quality perception result 

from a compari on of cu tomer expectations \ ith actual , ervice performance. Le'< i and 

Booms (1983) observe that ervice quality is a measure of how ' ell the service le el 

deli ered matche customer expectation. and ugge ts that . ervice quality can b nvo fold. 

The e are the quality of a service as how much the customer percei es that quality and lhi is 

perceived quality and quality defined b service operation, which i adhering to the 

specifications, and thi is objective quality. J re concludes that perceived quality i stronger 

than objective quality ince it has a great impact on the course of action the consumer takes. 
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Kotler (I 996 ob. rve that cu to mer ~ati fa tion i the c.-tent to which a product ' s 

p rfomance matches th buyer ,' pe union and add. that if the product fall ~hon of the 

bu ·er' e.·pectation (perc i\ed expectation , then the buyer i di ·uti lied . II the 

perfom1an e matchc r exceeds cxp~::ctation. then the buyer i . ati.lied or delighted. 

number or re earcher ha e attempted to e:plain th cau c of di · ali ·fa inn among the 

cu omer . fhe e include uch researcher as Zeithmal ct cl ( 1985) \ ho in their ap Model 

of ervice quality sugge t that there may txi t cu tamer pro ider gap . The cu tamer gap. 

(the difference between cu tamer e pectation and perception) rc ult from the pro ider gap .. 

-.: hich are of four types. 

Gap 1- ot knowing what cu tamers expect, that is, the ditTerenc bel\ een what the 

customer expect and \ hat the service pro iders feel they offer the customer. 

Gap 2-Not electing the right ervice de ign and tandard . These tandards are een 

through the eyes of the sen ice pr vider , which differ with what cu tamers p rcie e a 

the right designs and tandard . 

Gap 3- ot delivering ervice to the expected standards. That cu tamer peci fication of 

ervice standard are not met. 

Gap 4- ot matching performance to promi es. At this point the crvcie delivered doc 

not match the pre cribed tandards. 

Zeithaml, (2000) funher purport that the pro ider gap cau e th customer' gap . The 

Ken an e ondary Education . ystem cern to fall ho11 fthe customer expectations, hence 

the ever increasing exodu to ther countrie for imilar education. The customer atisfaction 

can be vie\i ed in relation to the marketing mix of ervicc , viz product, price place. people 

physical facilitie promotions and the procc es. Ken an secondary education on umers 

have been promi ed a I t, for example free education and th y expect that their children get 

employment upon completion f college or entry into univer ity afler chool. The con umer 

have not receiv d the promi e as i ecn in the pre cnce f the many chool lea er with no 

avenues for education ad ancement or entr. into gainful employment. 
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2.6.1. n i uatity Dim n i n. 

arvin (I 87) uggc t that there are eight dimen ions of rvicc quality that arc applil!d to 

go d and e-.ice. namely. p rformancc. feature, r liaoilit '. nlormance. durabilit)'. 

crviccabi lity and pcrcei ed qual it_ .110\\C\'l!r, r earchcr , Parasurman, lcithaml and Bcrr) 

( 1988) ha e [I und that on umer main I) con ider fi e dimension in lheir as ·essmcnt of 

ervice quality. The e. they ugge!>t ar rcliabilit .rcsp n i cne . as urance. emparth. and 

tangible . 

Jron r 1994 ]quotes ronr 0 concerning qual it of ·er i e· 

Quahty d not C.\ISI 10 an obJ 111 fa h1on Rather, 11 1s pcrciC\~'tl subJCCIIIc:l .md an a personal 11a~ by cv~l) Slllltlc 

cUMomer on equentlv,n 1s ppropnatc to tnll.: h<lut perceived CI'VICC qUllhl} ·n,. ~rcea1 ed sen tee: quallt\ 1s a funcllon of the 

expc:cumon" and the cxpenenccs of a grvcn cu tomer If lhc: cxpc:nenud >l:n 1cc equu~ the c pected sen u:c.the pcrcenc.l ~111ce • 

quahty will be good. On the otha hand, aft he cxpc:ncnces 11re below cxpectatlon~.thc:: cuSiomer w1ll be unsatisfied and lhe percc:tl'ed 

quahty w1ll be Iowa " 

Jndeed it is difficult to define quality of education· from \ hose per pective should the quality 

be perceived? I it the c n urn r' (the Ieamer), the bu_ r' (the parent) or the producer's 

(the government, the the teacher. or other stakeholders) ? 

bagi. ( 1997). Fuller (1985) and \1 orld Bank ( 1988) notes lhat quality of education could be 

as a result of combined factors in chool and ut ide scho I element . They all agree that 

uch element include, the curriculum. in truction materials. teacher , pedagog , chool 

atmophere. education policy and attitude toward education. The implemention of man 

educational programs and project in Kenya has put to tc t the question of qualit) of 

education at all levels. ·or example U1 implcmentati n of' the 8-4-4 ystem of education 

meant several adjustments are done in a hurry. both at national and ch ol level , such a 

new guideline for teacher ne\ yllabi recommended books among other things. ll 

nece sitated the hiring of untrained teacher (GoK 1994) because of the heavy workload that 

' as inherent in the ne\- curriculum.Thi · ha a direct implication on the quality of that 

education. 
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ervice quality m relation to ·cc ndar: chool cdu ation \\OUid h · icwcd in term of 

reliability-llo\ mu h can the c ondary ·cho I education in Kenya he relied on to 

ucce full guarantee the learner an ntr) into higher education and e cntuall) into the work 

force. It can at o ecn in term f re pon ivcne - IIO\\ much d s the education make the 

Ieamer re p n i e to the e er changing countr s and world devel pment need , c p cially 

in the field of emplo)'ment or ,elf emplo ment? 

In addition ervice qualit can e in relation to com etence-H " much i the education 

capable of equipping the learner '\: ith kill and knO\ ledge to compete fa rabl) for place 

both in the higher in titution of I arning and in the ' ork place ' ith their counterpart. from 

private instituti n and from in titutions offering different curriculum? ervice quality can be 

seen in relation to acce sibility-Ho\ easily can thi educati n be acces·ed vvhen a majorit 

of Kenyans live the b lo p ert line and yet the burden of bu ing te t books and other 

teaching and learning materials ha been placed in the hand f parents and guardians? What 

' ith the urden of building the ph ica1 structures such a cia sr om and work ·hop in the 

hands of the ommunity! ecurity i et another determinant of service quality. The ecurit 

that this education guarantee the learner to advance in education r enter into gainful 

employment or into self-employment is very important. The Kenyan econdar ducation 

y tern relie heavily n e, amination and this denies quite a number or learners to enro ll to 

next educational le el 

Ho' relevant i the education for the labor market?-Thc Draft Ma ter Plan on ·ducation and 

Training of 1997 identifie the problem that plague the education sector in Kenya a tho e 

of inequit inadequacy in participation and irrelevance to the labor market need . I the 

educational curriculum geared t ward producing a workforce that is relevant to the market 

labor needs? 

2.7.0. Tbe crvice ar·keting Mix and their Influ nee Buyer Behavor 

Palmer (2000) notes that the er ice marketing mix is the conceptual framework that 

highlight the principal deci ion marketing mananger make in configuring their offerings to 

·uit consumers' needs. In the education ector a a ervice, there i deci ion mal ing, hence 
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the n ed (I r the . en ic marketing mi .. The f\ i c marketing mi · form the marketing 

strareg ie (I r en ice and ar the cen raJ vehicle for attaining omp titi e ad antage. Porter 

( 1996). 

Edu ation i a non-profit ·ect rand like all non-profit organizations, educati n ha goal that 

are !early defined and and agreed upon But it rna be impo ible to me u rc their 

accuracy, as it i difficult t mea. ure its output. (\ arimlo. 2002). crvices are a form of 

product that consist.c; of acti itie benefit. or satisfaction ffercd for sale and that are 

es entially intangible and do not result in O\ nership of an> thing tangible. Arm trong and 

Kotler, (2004) li t education as ne of the element of th . ervice indu tr . There arc e en 

elemen of the ervice mix. 

2.7.1. Th Product 

In theca e of condar education the curriculum offered i the pr duct.Thi i the good or 

ervice de igned to ali f a con umer" n ed. Kevin ct el (-002} tale that a produ t i 

an thing that can be ofTered to the market for attention acquisition. u e or con umption and 

that it might satisfy a \1 ant r n need and is e.·changed at a price. Therefore, Kenyan and 

Ugandan econdar education systems are the product-ser ices. here are both public and 

pri ate sch ols in both countries for example in Ken a. the pri ate ect r offer other 

curricla like the International General crtificate of ·ducati n (10 E). ome public sch ol 

albeit very fe\ offer the 7-4-2-3 ystcm which are of much intere t to a majority of parent 

who have enrolled their children in ganda for' • le cl . The presence of ari u education 

curricula ( ervicc ub titute ) in and utside Ken a L likel to innuence th consumer 

perception. 

The intangibility,inseparability and ariability of educati n pau e difficulties to it being old. 

Physical e idence is required to the unimaginary offi r given and provider and client 

interaction become crucial because they affect the outcome. he characteri tic of crvice 

make education too complex an item for ale in the market and require the formulation of 

meaningful product concept to accompany it. (Bloom and . c eJii. 1981 ). In Ken an 

. chool the e meaningful concept are in ph ical e idence tenns and range from unique 

buildings, school bu superior cia room and office equipment equipment among oth rs. All 
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u er i reall. bu ing. In the case f th Ken an and 
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offer the cu tamer additi nat cu tomer enefit n t p r th ore and the tual produc 

t! ll:t!. 

2.7.2. Th Price 

Pric is the on I el ment f the e n marketing m i that g n rate r enue to an 

organizati n e en in non-prodfit makino ect r . Price ha a p chological impact n 

cu t mer ti r e mple it i p r ei cd that the hioher the price the qual it '. It can be u ed a a 

major c mpetitive t ol t ff: t c mp titi e thn1. t and it i the nl ne that an a il) be 

hanged t rc pond to changed to change in th market lace. rane (I 3) d fin pri e a · 

\\hat i e chang d [i r the product, " hile Kib ra and aruingi, (I 88 define it a the value 

placed n a g cu tom r at . me p int in time. n th other hand. Ticme 

( 199 ), note that price can be u d b in titution to communicate de ired po iti ning fit 

product while lr n [1994) as at that pri in and qualit are interrelated t a high degrc . 

but in a way linked to alu . 
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Pr moti n 

ondar) 

e, am. I i 

urri ulum 

a \\a. of informing the bu) r b ut the pr duct lin the Ken an public 

thi d nc in . li rm l I utput-r ·suit 1bt, incJ a a I in national 

d in the I< rm < f the ph) ical fa ilitic lb nk .lab rat ri .ct J. co­

,amc drama. tc. I he prom tion mix is limi ed to 

ad · rti m n and '' rd f mouth of\\ hi h the latter t kcs centre tag . Th Cl n urn ·r nf 

cdu ation a rvic m ) be. ppcaling to the · rvicc in terms of 11 utcome r ben lit . 

r du ation in Ken. a n ed a lot f marketing to sur\ iv th cuthr • t c mpetiti n ·he face 

from ther nation . to \\hi h Ken 'a lo man f h r tudents. l c clo k. ( 1996) puq nrt · 

that the lin an ial pr ur c n fr nting public an n n-pr fit rgani/..ati ns are forcing th rn 

to ut o t . lop mor em i nt p r ati n and pay m rc efficient au nti n t customer 

mpetiti e acti itie . 

attract the student and retain them thr ugh th deli er 

r ne d · to in trat gic that would 

f qual it du ation. Kotl rand r ox. 

(I 85) n te that cffecti c educati n mark Ling reli s n th d cl pment f lear bj cti cs 

and a ound strat gy. The trategy include the clecti n of a targ l market th choice fa 

com etiti e iti n and the de el pm nt of an effecti e mark ting mi to reach and er 

the cho n market efficient! . 

[ducat ion marketing ace rding to 1 p r (I 8). i appl ing all the prin ipl s. id 

r cedure f commercial pr gr. rnmcs bn d on mark t need ·. Du · to 

globali7ati n. rapid d\ an e in communicati n and in formation techno log lh ''orld ha 

h c me a mall gl bal illag . Koller (2 I) argue that glo alization i · a " riel \\ide 

tran formati n a iated ' ith an c pi ion of information tc hn I g and an in r a eel 

trend toward. regionalizati n. Th c n umer ha e. in turn. me knO\ lcdgeabl , no 

longer price takers. due to a ailability fproducll er ice uh titute and al demand qualit 

for their m n y. ·ducational in tituti n face a lot of marketing pr lem as a r ult f th 

hangin tudent need and p elations. incr ·ed mp liti n fl r the carce 

re ources, in addition to I gisl t rs and c rnmunity gr up ·king for m re ace untabilit 

from rhe in tituti n at ri and arri k. 19 6 . 
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It i not ea y to quanti( ervic qualit) if quality i. to h u d to price education. It i 

di rcult to mea ure unit o crvic d !her. if price i t be decided asp ·r unit deli ery incc 

there i no uni rmil> in en ic deli er:. 11an) parent arc unable l cope \i ith high c t of 

cducati n r ulting in increa ingly high drop-out rate mmon ountry 

. e sment forK n a-Final Rep rt fl 81 rc als that the cnrolm nt trend ft r sec ndar: 

school education fell from 3 I percent in 1989 to 26.5 percent in 1996.aml c mmends that thi. 

Ho\\e er Love! ck, [1984] sugge that price i a cry important index or quality, that the 

higher the price, the higher the quality. Kurtz and lo\ . 2002), ob er e that cau e e ice 

are intangible and are experimental in nature, con umers u e price a a ign of what to expect 

in term of alue from the s ri cc. lt i perceicved that the higher the price the higher the 

qualit thu in Kenya high co t chool. more often than not are perceived a providing high 

quality education. The different le el of. cho I fees charged by different in titution of 

secondary education are likl to influence parent ' perception. iron [ 1994] assert that 

pricing and qualit arc interrelated to a high degree, and it i in a way art: linked to value. 

lnspite of alI this. one p int is a fact , that education in Kenya at ' hatever le el. ic; too 

expen i c f r the majority. It i a ituation of take it or lea e it, hence the increa ingly high 

drop-out rate. flo\ ever. the cu tomers have a limited choice. a the market ha been 

egmented in term of da cho Is -. hich are cheaper and b arding chool -. hich are m< re 

expen i e.The choi e i mainly detennined by the buyer who i n l the c n um r.Tho e 

sch ols ie\ ed a deli ering quality ervice are expre se in the form of go d re ult better 

facilitie are likely to price their o t of education higher than other . 

2. .3. Promotion 

ot for profit or anization market ocial issue and thi ha been termed a cial mark ting 

It con is f the d ign. implem ntation and control of program seeking increa e the 

accountability of a social idea, cau c or practic in a target gr up. Thus their main objective 

i to di eminate ideas and information (Warinda, 2002). ducaUon needs to be ubjected to 

social marketing ince the sell of their ervices is a \i ay of generating fund ~ r its upport. 
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Promotion i a \·a)' of informing the bu)cr about the pr duct [in the Kenyan public 

ec ndar) scho I. thi i done in . fi rm of output-re ult obtained a a ·chool in national 

e ·am . It i al o c. ·pre sed in the form of the ph) ical facilities [b ok Jab ratorics.ctc 1. co­

curriculum acti itie ut:h a game .drama, etc. The promotion mix i limited to 

ad ertisement and ' ord of mouth of which the latter take centre tage. The c n umcrs of 

education a a ervice ma be appealing to the ervicc in terms of its outcome or benefit . 

Education in Ken a need a lot of marketing to urvivc the cuthroat competition he faces 

from other nation., to which Kenya lo e man) of her tudents. Loc elock. ( 1996) purport 

that the financial pre ure con fronting public and non-profit organization are forcing them 

to cut co ts d velop mor efficient opereations and pay more efficient attention to custom r 

need and competitive activities. Ken an education sector need to coin trategie that would 

attract the studen and retain them through the delivery of quality education. Kotler and Fox, 

( 1985) note that effecti e educati n marketing relies n the development of clear objectives 

and a sound trategy. The trategy includes the election of a target market the choice of a 

competiti e po ition and the de elopment of an effective marketing mi to reach and etve 

the chosen market efficiently. 

Education marketing according to op r ( 1998), is applying all the principle . idea , 

proce e and pr cedures of commercial programmes based on market need . Due to 

globalization. rapid ad ance in c mmunication and information technology. the world ha 

become a mall global ill age. K tier (200 I) argue that globalization i a \ orld wide 

transformation as ociated with an explosion of information technology and an increa ed 

trend toward regionalization. The c nsumer ha e. in turn, become kno\ ledgeable. no 

longer price takers. due to availability of product! service ubstitute and also demand quality 

for their money. Educational in titution face a lot of marketing problems a a re ult of the 

changing tudent needs and societal expectation . increa ed competition for the carce 

re ources in addition to legi lators and community groups asking for more accountability 

from the institution (Cateri and Barrick, 1996). 



leithmal ct cl ( 198-) note that consum r h. ve a more difficult time ch ing cr i e than. 

part I} due t the intangibility and non- tandardiz d a p ct f cr i e and partly be au c 

prod uction and on umption of . en ices i done . imutan us. inn (2000) ob erve that the 

ro le of marketing of education has ol ed from majorly promotional activitie to finding ut 

what consumer- need and ~ ant b) e aluating the market ituation identifying th~; 

opportunities to pro ide -.: hat the con umer want at a time, place and price to uit them. 

promoting the a ailability and benefits of the ser ices the institution i offering· a king the 

customer whether the in titution is meeting their needs or how the institution can meet their 

need .Promotion is a marketing trateg_ and a trateg is a central ehiclc for obtaining 

certain competitive ad antage. Porter. ( 1996) and Majunidar ( 1996) on the ther hand argue 

that strategy i a mean the rganization u e to achie e it obje~tive . 

The education ector is a not-for-profit one and an rganization in uch a sector pur ue more 

than one obje tive- recognize profit as a mean to an end and attaining it prime goal. The 

pursuance of more than one objecti e by education sector causes the task of trategy to be 

difficul t as they are under scrutiny because they are sub idizcd and are more tax exempt. Thi 

al o means that their promotion acti itie are als under public scrutiny since they operate in 

public interest.(Warinda, 2002). Promotion po e difficulties to education managers and 

adminitrator . Kotler (1985) identifie three ty e of criticism, namely; 

• Marketing promotion wastes public funds 

• Marketing acti ity i intnl i e- intrude people per onal live (prefer nee . dislikes 

belief: . attitude etc.) 

• Marketing is manipulative. 

N'larketing hould be a part of an integrated strategy that formulate and implemen steps 

that ensure students do not think about dropping out or swilch ing to another institution the 

deem better in atisfying their need . 

2.4. 7. Place 

This is where the service is delivered or distributed to the parents who are pa ing for the 

education. The schools and ' here they are located or placed pia a ita! role in their being 

selected. Palmer (2002) notes that deci ion on service location are al o influen ed by th 
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t nt to which con umer are willin~ or able to be flc. iblc in where to con umc the ·ervi c. 

Con umer of ervice are nonnall involved a · co-producers or the ·en ice, i.e. the time and 

place at" hi h they are e.· p ted t take pan in the pr ce 1s cry imt rtant. 

Thi in the public econdar) ch I edm:ati n i limited to hO\-\' the hool are strategical!) 

built in term of locati n. for example i. it ea il , acce ible, near a to\\n centre or is it in a 

remote location? Howe er the place in public cho I cducati n i not a· ritical ru the 

er ice itself. H i considered in relation to other much cru ial factor uch as the ervice 

product quality [performing or non-performing] and to an extent the price (fees to be paid-i 

it affordable . usbaumer ( 1987) sugge ts that education and research services [including 

such peripheral acti itie a library ervice ] were su ~eel to er strict phy ical and 

regulator con traint .That they c uld not operate' ithout; 

i) tandardizing a much a p ible the ervice pr duct being supplied to various 

categories f con umers in the form f academic curri ular r pre ent training 

program. 

11 Concentrating their production in fixed locati n where cu tamer and u er had to 

tra el to procure the rvices. 

This is the reality a out public econdar education in Kenya.that it is in fixed location and 

i standardized throughout the countr . 

There are other aspect of place and the e include availabiUty of material brochure etc. 

However the e need finances and in the l!nd it is only the well to d schools that are ab le to 

make known their a ailability. Thu enrolment to such school i ba e<.l on aff rdabilit . 

2.7.4 . Peopl · 
1on- rofit labor co t re a major tenn of expenditure and estimating uch a cost can be 

difficult (Warinda 2002). In a maj rity of service the people aspect i highly pronounced. 

Good people can be key to ource of a competitive ad antage. The ustomer will contact 

the ervice provider and al o other people during the er icc rocess. Two ervice business 

will e distinquished by the quality of people who deli er the er ice while a! o the type f ' 

cu tamers who patronize a service station also impact on the quality of the ser ice 

experience. Both the customer and the service pro ider become a part of the product, a 
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the e people meet in encounter which n • d to b · in order to create the be t . cr\ icc 

expenence. 

Lovelock ( 1991 . note that bccau of the simultaneity f production and con umption of 

ervice . ervice ' tafT ccupy the key p ·iti n in innuencing cu tomcr ' perception of the 

quality of ervice . imilarly, Z itharnl and Bitner (2 00) ugge t that empl ee are an 

Important element of the en ice ITer becau. the affc t the ervicc quality perccpti ns 

through influence on the fi e dimen ion of .ervice quality, namely· reliabi lity by delivering 

ervice as promi ed· repon i enes through their helpfulncs and promptne in erving 

customers· assurance by communicating credibility and in piring trust and confidence, 

emparth demon trated by pa)'ing attention listening, adapting and nexibility in delivering 

ervice to meet individual needs· emplo_ ees· appearance and dre s. 

In the education ector, there arc variou people at play, namely the parent who purcha e 

the education, the tudent who directly con ume the product. the teacher who deliver the 

ervice. the school management (ranging from private owned- individual ov ned r gr up-to 

government aided but sponsored by different groups e. g. church etc. who are in charge of 

the ervice and upervi e it deli cry. rane [ 1993] define the people in the even marketing 

mix f service marketing as tho e ho take part in the pr fe . ional ervice delivery proce 

and who can innuence the con umer ' perception of the ervice. lie further uggests that they 

include include the .consumer in the ervice environment. e ertheles , in education the 

situation i complex in that the buyer of the crvice are not the con umer .Therefore. the 

su bject of the ervice quality bee mes equally complex. Who a sess e the service quality-

he buyer or the con umer? 

fhe most crucial people here are the per onnel deli er , the ervice provider-the teacher in 

public chool situation- who are the con umer contact per onnel. However there are non­

contact personel and either consumer who may influence the target con. umers.A case in 

point is when due to peer pre ure the consumer l tudent] may d cide it i ab olutely 

nece sary to change chool and or curriculum \ here p · ible. Mo t ervice are delivered in 

real time" ith the customers being ph sicall present to receivce the ervice. ervic deli ery 

invol es assembling and delivering the out put of ami of phy ical facilitie and mental or 
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ph) ·•cal labor. u tomer ar(.: ph) ically in\iolvcd in tryin, t cr"atc the en ic · product 

either b :r ing th m el c . co pcrating ' ith the . ·rvicc pro iders. creating en ic · lling 

r en ironment and gi ing n cc . ary infonnatton. r he challenge facing the ondar) 

education in Ken 'a a far a · p pic is concerned, i he m rate f the teacher as a . cr ice 

provider. he K nyan t achcr p or! rcnumeratcd and carrie the blame upon poor , 

peril rmance f the learner -and he i under constant public cutin -. regardle of th 

circum tncae under hich the learner pr •pare and it. for the examination . ( ero 2000). 

2.7.6. Ph r ica l • ' idence. 

ervice v ill ften include intangible elements hut the crvice perfl tmance i elf i ba icall 

intangible. f'i field [1992) contend that on ·umer tend to form impres ion of a ervice 

organization partly through physical e idence uch as building , fumi hing , layouts, and 

good associated with the rvicc. Phy ical e idencc include the physical en ironment 

where U1e set ice is provided. and all tangible clues that a c nsumer can examine in order to 

deri e an impres ion of the profession ser ice. rane ( 1993) further ugge ts that the 

ultimate goal hould be to create an en ironment or ituation that provide the de ired client 

the impre sion and perc pti n of pr fe ional service quality and lead to fu lfillment of the 

ti pu lated goal . Most of the . econdar) chool in Kenya e pecially in the rural area , lack 

the a ic facilitie " hich arc e, pen i c but are required lor the technical and vocational 

oriented 8-4-4 sy. tem of educati n. A service is a deed r performance and th refl rc i 

highl peri hable. The nece sary facilitie and resource rna be kept in readine to create 

the service but they do not con titute the ser ice they repr cnt productive capacit . 

In Kenyan econdary chool ituation. such facilitie include modern and ' ell-furni hed 

cia sroom , ffice , and well-maintained and up to date laboratorie libraries, and chool 

buses for ease of tran port for the learners. In the recent time when technology is the order 

of the day, computer have become a ba ic requirement in Kenyan sec ndary chools. 

Howe er man} Kenyan econdary school ha e been faced v ith man challenges, including 

disparitie in access, inadequate fund and inefficient uti I ization of re ource . Most ho I 

are bound to remain unpopular due t the e challenge a the burden of buying the facilitie 

lies in the hands of paren , a majority of whom are 1 or. A number of well t parent res rt . 
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u high o ·t and international ·chon I . "hi I orne middl • eta pnrcnt. enroll their hildrcn 

into gandan c ndar. ystcm that the) de ·m heaper. 

2 . .. Proc 

I ovelock ( 1991) defines a proce a the activitie procedure . mechnism and no\,: of 

acti itie by v hich a en ice is acquired or deli ered to the cu tamer . The de ign of the 

procedures should be ke ed to suit the need and expectations of the customer. Payne et cl 

( 1995) a serts that in toda>' competili e marketing environment, an increa ingl important 

ource of competiti c advantage i the wa we s rvicc cu tamer and that attcnti n ha to be 

paid to the ervice ·delivery ystem"' 

Abagi, (1997). · uller (19 5) and X: orld Bank (1988) reveal that · ducation in Kenya ha been 

poli ticized and that it is ubject to political decree in tead of well-ad i cd policie ba ed n 

a well-defined national philos phy of education. For example, the study cites th hift of 

rc ources from primary to tertiary education adopting a ne' system of education before 

completing its pilot pha e and shifting from old mathematic to new mathematic then 

re erting to the former after thirteen years! 

Education is a non-profit making organization which does not recognize the need for profit 

but only a a means to an end. onsequently another challenge would be that the 

achievements in edcucation are not ca ily a essed a they arc not d ne in economic 

mea ures. Thi . like any other not for profit ector whi h ha ervice and social beha i r . 

are under public scrutin and non market pre sures. Thi means that not for profit 

organintions pursue more than one objecti e making the task of goal attainm nt mor 

difficult. 
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H PT RTH 

RE · R H TH D L \ 

3.1. Rc earch De ign. 

The tud u ed sample ur cy de ign ' hich as Lehman et cl ( 1998) ugge t that it i cheap 

and ea y to administer and that it i als the only kno\J n way to get mea ure of thought and 

attitude ofc n umer . 

3.2. Populati n of tudy 

The pulation of interest in thi rudy v a the Kenyan cc ndary chool paren , v ho have 

enrolled their children in ganda for econdary ch ol education, but are living and' orking 

or doing business in airobi. The choice of this population was due to the fact that. airobi 

has the 10\ e t proportion f tho e' ho ha e ne er attained educati n 5.3%), (The conomic 

urvey 2002). imilarly airobi, which is the mo l populated city i highly di er ified 

ethnically. and therefore. gave objccti ere. ults that can be reprc entati e of the perception f 

entire Kenyan parents who have enr lied their children into Ugandan econdar education 

sy tern. 

3.3. am piing Frame and ize 

I he re earcher obtained a list of respondent from the gandan High ommi ion s 

education onice here Kenyan tud nts joining form fi e in ganda are regi tered. ince 

there are fe data source for thi tud . the population an be de cribed as pecial. There is 

no obviou y tematic way to locate the de ired re pondent . There earcher. therefore. relied 

on the no' ball non-probability sam pling. This meth d is not only efTecti e in identifying 

re ponden in a special p pulation but al o co t effccti e lo the re earcher. l11e r earcher 

knew a few elements of the population of tud who erved a a ba e for referral networks. 

rhe re earcher u ed a ample ize f 30 elements. karan (2003) ugge t that a ample 

ize of above thirty and flees than 500 are appropriate for most studies. The re ·earcher 

worked with thirty element due to the nature of the element of the population -they arc not 

easi l identi tied. 
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3.4. ata II ti n 

Data \\as collected by u c of a elf-admini tcrcd que. ti nnairc, \\ hich wa di ided into t\\ 

pan . Part llected data relating to the dcmographi characteri tics of the respond •nt. 

\\h ile patt Band collected data relating to the pos ible fa t r that determine the parent ·' 

r rception of rhc K nyan ccondar cdu ation stem. 

3. -.Data na l i . 

nee the data was ollected, it was edited for completenc sand con istency. The data in part 

\ of the que tionnaire v a analyzed b u e descriptive ·tati tic . which included the u e of 

frequency and percent distributions table to represent the re pon e rate and information on 

the various variable that the study con ider . Factor analysi \ as used to analyze part B and 

C of the questionnaire due to the various factor involved. 1heir total scores will determine 

the relati ve importance of the factor . 
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H \PT •R R 

D r-\ D l 1Dl ' ; 

4.1.0. Intr du tion. 

The obj ctive of the tud) \\ rc t cstabli h hO\ parent pcrcci\e the Kenyan ·econdary 

education s · ·tem a c mpared to th gandan education ystcm. hi chapter pre. ent data 

analy i and interpretation of the re. earch finding . The data ' as ummari7ed and 

pre nted in table in form of fr quencics and percentages 

.t.J.l. Data naly i. and Finding . 

Table I . Re pondent Bio Data. 

I Sex Fr quency Percent Valid Percent. Cumulati e Percent 

Male 15 s 1.7 51.0 51.7 

Female 134 348.3 348.3 100.0 
r--
Total 29 100.0 100.0 

Out of the 30 re pondents targeted , 29 re ponded. his rcpre cnts a respon e rate of 97%. 

Table 1 sho s that 51% response was male and 48% wa ~male. 

fa ble 2: ducati n Le el 

f1l EL Frequency Percent Valid Percent Cumulative Percent 

I Secondary 2 

I College 12 6.9 7.1 17.9 

l Uni er ity 14 141.4 42.9 4604 

Total 28 48.3 50.0 100 
1--- . 

Mi smg s stem l 96.6 100.0 

L Total 29 3.4 
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Ta le mplo m nt taLU • 

I Frequency -- Valid Per cnt Cumulative Per ent Percent 

- 1--Self - 17.2 17.2 

1 Pri at ector 8 27.6 2R.6 17.9 
,__ 

Public Sector 15 s 1.7 53.6 46.4 

Total 28 96.6 100.0 100.0 

\li sing sy tern 1 3.4 

Total 29 100.0 

Table 2 haws the 6.9% of the re ponden attained sec ndary education, 41.43 % college , 

le el. while 48.3% attained universit) education. Table 3 rc eals the empl yment talll as 

fol low : elf employed compri ed of 17.2%, private ector comprised of 27.6% and the 

majority in the public sector. compri ed% and the majority in the public ector. compri ed of 

1.7%. 

Table 4 : umber of children nrolled into gandan econdary y tern. 

ll 
Frequency Percent Valid Percent Cumu lative Percent 

25 86.2 86.2 86.2 

') 3 10.3 10.3 96.5 

r~ I 3.4 ".4 100.0 

bo e 3 0 i o 0 
I 

1 Total 29 1 100.0 
I 

Table 4 and 5 summarized the number of tudcnt enrolled per respondent and the mode of 

ponsorship respectively. Table 4 indicates that majorit of parents enrolled one tudent. 

\\h ich is a ercentage of 86.2%, followed b 10.3% and 3.4% and none had three or above 

~lo t of the students are elf span ored· 96.3 % and only one tudent repre enting 3.7 % a 

hcing as being n scholarship. On futther enquiry it v as di co ered that the student had been 

in the gandan tern of education ince primary level and had acquired the cholar hip due 

31 



to ex clling at e el) lt!vel until the urrcnt It! el. !lowe cr. tw respondent failed t indi ·ate 

mode of pon or hip. 

Table 5 de of pon or hip. 

Frcquenc) Percent Valid Percent I Cumulative Percent 

I c;;el f 26 89.7 96.3 96.3 

Bur ary I "'.4 , 3.7 100.0 

Total 27 93.1 ! 100.0 

1 ivfissing system 2 6.9 

Total 29 100.0 

Table 6: Level tudenl joined econdary chool in ganda 
( Frequency Percent Valid Percent Cumulative Percent 

I orm 1- f orm4 2 6.9 6.9 6.9 

torm 5 27 93.1 93.1 100.0 
I 

Tota l 29 100.o- 100.0 

Table 7: ex of student. 

l Frequency Percent Valid Percent Cumulative Percent 

~1 a l e 15 51.7 68.2 68.2 

I remaJe 7 24.1 31.8 100.0 

lotal 22 75.9 100.0 

\ lis ing tern 7 24.1 
1 Total 29 100.0 

fable 6 shows that parents mo tly enroll their children into gandan econdary education 

. ystern at form five level. This repre ems 93.1% as compared to 6.9% who enroll between 
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form I and 4. The qualitati c data rc,eal d that m t par nts target to have the} child qualify 

for entry into · gandan un i er ·itie 

fable 7 reveals that majority of students enrolling int Ugandan econdar edu ation tem 

are male ' ith a p rcentage of S 1.7% \\ hile female with a perc nt ge of 24.1 %. 31.8% of 

r pondent failed to indicate the e: ofthe tudent. 

~.-.0. Com pa ri on of Ken an and ga ndn n econdary !.ducation S tern u ' ing th 

ervice Ma rk ting mix. 

-1.2. I The Product. (The education offered.) 

Table 8: ubjects offered are too many. 

j Frequenc Percent Valid Percent Cumulative Per ent 

Very large extent 6 20.7 21.4 21.4 

Large extent 19 65.5 67.9 89.3 

'Jeither large nor mall extent 2 6.9 7.1 96.4 

Small extent I I 3.4 3.6 100.0 

Total I 28 96.6 100.0 

\lliss ing system 

I ~9 
3.4 

·1 otal. 100.0 

The respondent were asked to indicate hov they percei ed the Kenyan and the gandan 

. econdar education system in relation to the number of subject offered. Table 8 indicates 

that the parents percei e that the subjects offered by the Kenyan econdary education tem 

are many compared to the gandan one. More than 86% large! percei ed so, 6.9% and 3.4 

were neutral and perceived so to a very small extent. 3.4% failed tore pond to thi . 
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fable: 9 urati n f the y tem I ngcr. 

I' requcnC) Percent Valid Percent j Cumulati c P r ent 

I Very larg extent ' 5 17.2 17.9 17.9 

I 

l 

- . --Large extent 14 48.3 50. 67.9 

~either mall nor hirge. extent 7 24.1 125.0 92.9 

Smal l E tent I 3.4 3.6 -f- 6.4 

Ver Small extent I 3.4 3.6 I 0.0 

Total 28 96.6 I 100.0 

\!l is ing stem I 3.4 

Total. 29 100.0 

The re pondents were asked to c mment on the idea that duration of the Ken an econdar 

education being longer than that of the Ugandan sy tern. 67.9% of the respondent showed 

that the Kenyan s stem \ a longer, 25% were neutral 3.6% percei cd it wa t a mall 

extent v hi le another 3.6% p rceived it wast a very small c tent. 

Table I O· m er ity Entr Requirement is higher. 

Frequency Percent Valid Per cnt Cumulali e Percent 

-
ery large extent 23 79.3 82.1 82.1 

I Large extent 4 13.8 14.3 96.4 

'either small nor large. extent I 3.4 3.6 100.0 

Total 28 96.6 100.0 

1 Mi sing y tem I 3.4 

1
1 otal. 29 100.0 

\llajority of re pondent perceived that the Ken an econdary education y tem placed a 

higher pre-university requi rement than their gandan counterpart did· 82.1 % of the 

respondent percei ed that to a er large extent Ken an univer ity entr requirement ' a. 
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uite ~igh, ' hile 14.3°1opcrcci ed thi. to a larg~.; c. tent. Only 3.6% remained n~.;utral and 

3.4% failed to respond to thi element. 

.t.2.2: Th Price 

I able II; The fee charged i higher. 

Frequency Percent Valid Percent Cumulati e Percent 

\'ery large extent 14 48 50 50.0 

Large e tent 1 12 41.4 42.9 92.9 

\Jeither small nor large extent 2 6.9 7.1 100.0 

Total 28 96.6 100.0 

\lis ing system I I 3.4 

Total. 129 100.0 

Table 12 Other charge are higher. 

-

. 

Frequenc Per cnt Valid Percent Cumulative Percent ---, 

\'ery large e tent , s 17.2 17.9 17.9 

Large extent 12 41.4 42.9 60.8 

! \:either small nor large. extent 10 34.5 35.7 96.5 
I 

Small extent I 3.4 3.6 100.0 

lotal , 28 96.6 100.0 

\lis ing S: tem I I 3.4 
L --

I otal 29 100.0 

rable I I reveals that more than 92.9% erceivcd that the fees charged by the Kenyan 

c;econdary education s tem was higher than the than the gandan one· very large extem 

compri ed of SO% and large extent 42.9%, \ hile only 7 .I% were neutral. One re pondent 

(' .6%) failed to make are pon e to thi clement.. From the qualitative data it i e idcnt that 

the parent perceive that the fee charged for form fi e and ix le el in Kenya i much 
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higher than what th spend than \\hat they pend to enr II the children at th same education 

c el in Ugandan. 

'imilarly, a majority f re pondcn per eivcd other apart from the fee a. being higher. 

(Table 12); 17 .9% and 42. % p rcei ed thi to a ery larg • and large e:tcnt re pecti ely. 

\h ile r .7% remained neutral and 3.6%peerceicved thi t a malt . tent. 3.6% remained 

mum to th i element. The other charges include the tuiti n fee and examination charge 

that are charged in relation \ ith the types of ubJCCt the learner are xamincd in te ted at 

the nationa l le els . . 

-t2.3 :The Place 

Table 13 The Places available econdary are fewer for form fi e 

frequency Percent Valid Percent Cumulati e Perc nt 

I Very large extent 9 31.0 32.1 32.1 

Large extent IS 51.7 53.6 85.7 

?\ ither small nor large extent 3 10.3 10.7 96.4 
I -

Small extent I 3.4 3.6 100.0 

Total 28 96.6 100.0 

Mi . ing System I 3.4 

Total 29 100.0 

Table 14 Place available for form five are fewer. 

I f-requency Percent Valid Percent Cumulative Percent 

Very large extent 8 27 .6 28.6 28.6 

Large extent 13 44.8 46.4 75 .0 

'either mall nor large extent 5 17.2 17.9 92.9 

mall extent 1 3.4 3.6 96.4 

l Very small extent. J 3.4 3.6 100.0 

Total 28 96.6 100.0 

\l!issing Sy tern l 3.4 

Total 29 100.0 
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Ta le I and 14 reveal the re pendent p rception or the Ken an ec ndar ducation in 

relation tO the accessibilit of the Kenyan condary chool . On thi 

laid on fonn li e and si ' classc . From table 13, it i e ident that the parents percei e the e 

places to be further away compared to those in ganda which are per ei ed m re acce ible. 

A percentage of 85.7 is shown in table 13 a e idence to this perception ut. 10.7. % 

remained neutral hile a mere 3.6% perceived thi to a mall e ·tent. imilarl '. the 

re pondem perceived that these place ere fewer, ' ith 75% perceived o t a ery large 

and large extents (v~ry large extent; 28.6 %and large extent 46.4% One re pondem failed to 

re pond to thi a percentage or 3.4. 

4.1.4. Ph ical Facilities. 

Table 15: The Physical Facilitie of Kenyan Education y tern are Fe' er 

Frequency Percent umulative Percent 

\' ry large extent 3.4 3.6 3.6 

Large extent 18 62.1 64.3 67.9 
1either small nor large. extent 6 20.7 21.4 89.3 

2 6.9 7.1 96.4 

3.4 3.6 100.0 

28 96.6 100.0 

3.4 

29 100.0 

Table 15 reveals that parents perceive that the physical facilitie of the Kenyan education 

sy tem are fewer compared to tho e of the Ugandans tern. 3.6% perceived to a very large 

extent· 64.3% to a large extent while 21.4% remained neutral. On the contrar 10.7% 

perceived this to be to a er small extent. This implied that the facilitie ere generally not 

good enough for learning and teaching to take place. 
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Table: 16 : ch ol urrounding is lc suited for learning. 

r Frequency Percent Valid Percent Cumulati c Paccnt 

Ver large extent I 3.4 3.7 i 3.7 

Large extent 6 20.7 22.2 25.9 

>-Jeither mall nor large extent 14 48.3 51.9 77--:8 
Small extent 3 10.3 II. I 88.9 

Very small extent 3 10.3 II. I 100.0 

Total 27 93 .1 100.0 

Mi sing System 2 6.9 

Total 29 100.0 

Majority of parents remained neutral on the aspect of the learning urrounding being le 

suited for learning to take place effecti ely. 51 .9%remained neutral, v hile 25.9% and 20.6% 

perceived the en ironment is less suited and environment wa uited, re pectivel for 

learning. Th is mean that the two ystems enjoy similar learning 

Table 17 Teachjng and learning materials are less adequate. 

Frequency Percent Valid Percent Cumulati e Percent 

Large extent 13 44.8 46.4 46.4 

\either mall nor large. Extent II 37.9 39.3 85.7 

Small e tent 3 I 0.3 10.7 96.4 

Vel) small extent I 3.4 3.6 100.0 

. 

1 Total 28 96.6 100.0 I 
Mi ing System I 3.4 

Total 29 100.0 

Table 17 indicates that the parents perceived that teaching and learning materials "ere 

inadequate. 46.6% of the re pondents perceived this to a ver large extent -.: hile 39.3% 

remained neutral. 10.1 % percei ed this to a mall extent and 3.6% perceived this t a very mall 
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. tent. fhe. attributed thi perception to the fact that th y ha c to ontent ' ith bu ing < f 

te\1books and other learning material . factor hat arc absent in the gandan ccondary 

educati n sy tern. 

Table I 8 Le el of technology in 10\ cr. 

Valid Percent 
. -

I Frcquenc Percent Cumulative Per cnt 

Very large extent 3 10.3 10.7 10.7 

Large extent 16 55.2 57.1 67.9 

Neither small nor large. Extent 4 13.8 14.3 82.1 

Small extent 2 6.9 7.0 89." 

J Very small extent 3 10.3 10.7 100.0 

Total 28 96.6 100.0 

Mis ing S: stem I 3.4 

Total 129 \00.0 

The le el of technology ' a perceived to b lov er in the Kenyan secondary educati n 

system as compared to that of the Ugandan y tern. 68.8 % percei ed that the lev I of 

technology in U1e Kenyan y tern wa lower. while only 14.3%eremained neutral and 17.7% 

perceived that the level of technology wa not lov cr in the Kenyan econdary education 

sy tern as compared to the gandan sy tem. 

Table I 9 indicate the re pondents feel in 19 indicates U1e responden feeling of the teacher ' · 

qualification. The re pondents general I remained neutral on the aspe t of the qualification 

of teacher . 64% of re pondent ' ere neutral. .6% and 3.6% percei ed thi to a ery large 

and large extent respecti el . \ hile 17.9 and 10.7 percei ed this to a mall and very mall 

extent respectively. This indicate then. that the parent have very I ittle pr I em with the 

qualification of the teacher . 
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4.2.5 be p opl 

Table 19 · Level of qualification of .teachers is lower. 

I I Frequency Percent Valid Percent umulative Perc nt 
- -

1 
Ver large extent I 3.4 "'.6 ... . 6 

Large extent I 3.4 "'.6 7.1 

'\ieither mall nor large. e. tent 18 62.1 64.3 71.4 

I Small extent 5 17.2 17.9 89.3 

Ver mall e>..'tent 3 10.3 10.7 100.0 
I 
1 Total 28 96.6 100.0 

~i ssing System J 3.4 

Total 29 100.0 

Table 20. e.vel of qualification of school management team is lower. 

Frequency Percent Valid Percent Cumulati e Percent 

Large extent II 37.9 39.3 39.3 

Neither small nor large. e tent 10 34.5 35.7 75.0 

Small extent 3 10.3 10.7 85.7 

Very small e tent 4 13.8 14.3 100.0 

I Total 28 96.6 100.0 

I Mis ing S: tem I 3.4 

Total 29 100.0 

Table 2 1 reveals the parent perception on the le el or qualification of school management 

team. The parents percei ed that it was lower. 39.3% percei ed this largely ' hile 35.7 

remained neutral and 25.0% perceived to a mall extent that the management team was les 

qualified than their Ugandan counter patt . Thi was attributed to in the qualitative data) 

pol itical correctne s. ' imilar perception was held on the reputation or the management 

team ' ith 57 .I% perceiving largely that this reputation i poorer compared to that of the 

gandan school management team. 
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Tab! :21 Reputati n f cho I anagement T am i P orcr. 

-i I Frcquenc Percent Valid Pcrccn~ umulati e Percent 

Large extent - I--
16 s-., 57.1 57.1 

\either mall n r large. extent 7 24.1 25.0 8_.1 
-

1 
Small extent 4 13.8 14.3 96.4 

' Very mall extent I 3.4 3.6 100.0 

Total 28 96.6 100.0 

Missing Sy tern I 3.4 

Total 29 100.0 

Table 22 Political interference in school affairs i higher 

I Fr quenc 1 Percent Valid Percent Cumulative Percent 

Ver large extent 5 17.2 17.9 17.9 

Large extent 18 I 62.1 64.3 82.1 

).;either small nor large. extent ... 10.3 10.7 92.9 .) 

Small extent I 3.4 3.6 96.4 

Very small extent I 3.4 3.6 100.0 

Total 28 I 96.6 100.0 

'v1issing S: stem I I 3.4 

I Total 29 100.0 

Table 22 ho that paren perceived that there ,. a a lot of political interfer nee. 17. % 

and 64. % ver large extent and large extent respective! perceived there ""'as political 

interference. ' hile 10.7% remained neutral. 3.6% each percei ed thi to a mall extent and 

very small extent. 

4.2.6 Promotion. 

The research findings revealed that there v as inadequate information on the Kenyan 

. econdary chool Education s stem especially the much-desired form five and ix. Table 

23 shows that 85.7% of the respond n believed that the Ugandan econdary ·ducation 
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y tern recei ed a lot of publicit than the Kenyan on . he parent . inglcd out that thi 

publicity i main ly through the eleclronic media and through po iti e \ rd of mouth. 

Table 2" Information on cho Is ofTering form five level i limited. 

I Frcqu ncy Percent Valid Percent Cumulati c Perc nt 

Very large extent I 3.4 3.6 .6 

Large extent 2"' 79.3 82.1 85.7 

~either mall nor large. extent 2 6.9 7.1 92.9 

Small extent 2 6.9 7.1 100.0 

Tota l 28 96.6 100.0 

~ \11issing System I 3.4 

Total 29 LOO.O 
I 

4.2.7 Proces 

Table24 Method of. teaching are le s suited. 

Frequency Percent Valid Percent Cumulative Percent 

Large extent 3 10.3 10.3 10.3 

~either small nor large. extent 20 69.0 69.0 79.3 

Small e tent 4 13.8 13.8 93.1 

Very small extent 2 6.9 6.9 100.0 
--

Total 29 100.0 100.0 

Table 24 indicates the re pondcn feeling of the teaching method in the L'-' o countie ' 

education sy tern , \ hile table 25 indicate lhe parents' fe lings of the le el of the language 

used in the ystem .. The par nts remained largely neutra l to both the method of teaching 

(69.0%) and the language (65.5%) used. 
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\'el') ·arge extent 

Large extent 

Frequen.cy 

2 

19 

2 

5 

29 

Percent 

3.4 3.4 

6.9 6. 

5.5 

6.9 6.9 

17.2 17.2 

100.0 100.0 

~.2.8 cbie ement oftbe Kenyan condary Education tern 

Table 26 Provision of quality education 

--
umulati e P rc nt . 

~ 3.4 
10.3 

75.9 

82.8 

100.0 

Frequency Percent Valid Percent 

Very high extent 7 24.1 

18 62.1 

3 10. 

Low extent 3.4 

Total 29 100.0 

24.1 

62.1 

10.3 

3.4 

I 0. 

24.1 

86.2 

96.6 

100.0 

rcent 

Table 26 indicate that majorit of parent perceived that the education offered in Kenya i of 

high quality, 86.2%. nly I 0. "'% remained neutral, and .34% percei ed to a mall extcm 

that the Ken an education had not pr vided quality education. 

Table 27 reveal that nly 6.8% of parents percei ed that the Kenyan ec ndary education 

system has pro ided an education that enable the learner enter into higher educational 

I vel . 79.3% perceived that the Kenyan econdary education doe not pro ide an education 

that enable the Ieamer to enter into higher educational le els. 
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Table27 bilit of the education ystem to prO\ ide rcliahlc education to enable Ieamer enter 

higher education levels. 

Frequency Percent Valid Percent 
-;-:::---

umulative Perc nt 

I Very high extent l 3.4 3.4 3.4 

l High e tent I 3.4 3.4 6.9 
I 
I Neutral 4 13.8 13.8 20.7 

LO\: extent 16 55.2 55.2 75.9 
--Ver lo\! extent 2 24.1 24.1 100.0 

1 Total 29 100.0 100.0 

Table 28. Ability of the education y tem to provide relevant education for uccc sful entry 

into the job market. 

Frequency Percent Valid Percent Cumu lative Percent 

Ver high extent 2 6.9 6.9 6.9 

I High extent 4 13.8 13.8 20.7 

Neutral 7 24.1 24.1 44.8 

Low extent 14 48.3 48.3 93 .1 

Very low extent 2 6.9 6.9 100.0 

1 Total 29 100.0 : 100.0 

Table 28 indicates the parent feeli ng a to how much the education sy tern in Kenya ha 

be n able to provide an education capable of enrolling the learner in ucce. sful mployment. 

Only 20.7% perceived that the Kenyan econdary educati n sy tem pro ide an education 

that can enable the learner gain ucce ful entry into the j market. A majority of parent 

55 .2%) percei ed that the Kenyan econdary education y ' tern does not enable the learner to 

gain successful entry into the job market. 
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Table 19: Abilit f the education y tem to prO\ ide reliahle education to enable learner 

retained in the work place. 

Frequency Percent Valid Percent Cumulative Percent 

High extent 10 34.5 34.5 34.5 
--Neutral 7 24.1 24. I 58.6 

Low extent 9 31.0 31.0 1 89.6 

Very low extent 3 10.3 10.3 100.0 

Total 29 100.0 100.0 

Table 30: Ability of the education y tern to provide reliable education to equip learner with 

skill for self-emplo rment. 

Frequency I Percent Valid Percent Cumulative Percent 

Very high extent 3 10.3 10.3 10.3 

High extent 2 6.9 6.9 17.2 

Neutral 3 10.3 10.3 27.6 

Low extent 5 17.2 17.2 44.8 

Very low extent 16 55.2 55.2 100.0 

l Total 29 100.0 100.0 

Table 29 indicates that the parents largely perceived that the Kenyan education y tern did 

not provide an education capable to retain the learner in the job market: 34.3% percei ed to a 

low and a very lowe tent that the Kenyan education provided an education capable to r tain 

the learner in the work place. 24.1% remained neutral ' ith only 34.5% percei ing this to a 

high thi to a high extent. 

On the contrar . 72.4% perceived largely to a low extent that the Kenyan education system 

provided an education to enable the learner venture into elf-employment. Table 30 shov s 

that only 17.2 % perceived the Ken an education system wa capable of pro iding the 

Ieamer wid1 skills to venture into elf-employment. 
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4.3.0 Factor: in rc, pondent . environment th influcnc cl th ir p r · ption of the 

K n an econdary educati n • tern. 

[n the fi !lowing ection the r earch aimed at fim.ling out factor in the parent.' en ironment 

tha may ha e contributed to their perception of the t' o cdu ati n yst m in que li n. 

Table 31: ource of kno-. ledge about opp rtunitie for form fi e in 'ganda. 

Frequenc Percent Valid Percent Cumulati\e Per em 

Relative 8 27.6 27.6 27.6 

Friend 6 20.7 20.7 48.3 

\\'ark mate 7 24.1 24.1 72.4 

Child 2 6.90 6.9 79.3 

Electronic and/ or Print Media. 6 20.7 20.7 100.0 

1 Total 29 100.0 100.0 

Table 31 show that that the parents had varied source of information a to the availabilit 

of chances for higher secondary education in Uganda .. For orne the ource were more than 

one, an indication that the Ugandan secondary education has been subjected to a lot of 

publicity more o positi e word or mouth. 

Table 32· Trend of enrolment ofKenyan tudents to Ugandan secondary education y tern. 

Frequency Percent Valid Percent Cumulative Percent 

Upward 28 96.6 100.0 100.0 

L Mi singS tern I 3.4 

Total 29 100.0 

When a ked to comment on the current trend of enrolling Kenyan tudent in the gandan 

secondary education, 96.6% of par nLc; perceived thi as an upward trend. 3.4% failed to 

re pond to thi element. This mean Lhat thi is a generally upward trend a indicated in Table 

32 abo e. 
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Table 3 

Join Univer it in Uganda - - --22 ~-9 84.6 84.6 

13 - f-
Join uni er ity in K nya 0.3 11.5 96.2 

Find emplo}ment' orldwid I 34 .... 
-'· 100.0 

Total 26 89.7 100.0 

Missing y tern 3 10.3 

T tal 29 I 0.0 

Table 33 ummarizes the parent o jective or enrolling the children into th gandan 

secondary education s tern. Many (84.6) targeted to ha e their children enrolled into the 

Ugandan universities, with only ll.S% aiming tO return their children into Ken a to join the 

university in Uganda. 10.3% of respondents failed to state their perception on this element. 
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PT RFI 
1D RE OMM •1'()A I(. 

~ .1.0 

The tudy revealed that the trend in the enrolling of Kcn}an tudents into ganda for 

econdary education is mainly in form fi c and si and this i on the increa. . lo t f th 

parents enrolling their children t ganda d so at form five le el (93.1% of the r spondents 

suggested so). It was al o evident that the aim of most parent i to enable their children join 

uni ersity in Uganda. The paren percei ed that the Kenyan education ~) tern w unfair t 

exclude their children from joining the local uni er itie b having a higher uni er ity cntr 

requirement. 

Another crucial concern wa the high fees charged in Kenyan educational in titution . 

imilarly there was concern among the parent that there are extra co t in the Kenyan 

econdary education sy terns that are non-existent in the gandan system. ited under thi 

' as the famous extra tuition fees 

The qualitative data also revealed that, apart from enabling the Ieamer join the univer ity -a 

chance that is denied them in Ken a due to the high ntry requirement- the gandan 

uni er ity education co t i l wer than the Kenyan private univer ities that w uld other\ ise 

be able to admit the learners with a lower entry p int. It wa further re ealcd in the 

qualitati e data that the ud nt are able to able to regain th ir sen e of elf' orth ' h n the 

ecure chance in the gandan univer itie an pect they lost ' hen they were I ked at 

·failure in the Kenyan e ondary education system .. Kenyan tudents in 1110 l gandan 

econdary chool perform better than their gandan counter parts. Thi has generated a I L 

of positive word of mouth for the Ugandan univer itie henc the increa e in the flo\ of 

Kenyan student iuto gandan econdary education. 

5.2. CO L 10 

Following the above noted finding the re earchcr was in a po ilion to reliably arri eat the 

following conclusions· 

I. There wa an up\: ard trend in the enrolment of Kenyan tudents into ganda 

for econdar education and more o for form fi c and six. 
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2. Th re earch re caled that there \\Crc varicll r ·a ·ons that cau. ·ll par nls Lo 

enroll their children. int l 'ganda f r econdal) educati n. The r carch topic 

wa met with a lot of u ·pici n due to the cited • s to why the 

parent enroll their chi ldrcn to oreign c untrie. (! r a r ic • that can be 

found in Kenya. These rea on in ludc drug addiction and gener I crime a 

well as expulsions from chool in Ken a. 

3. Majority of parent. percei ed the Kenyan sec ndary ducation a being more 

expensi e especially the more de ired form five and six and m rc crowded 

in terms of the ubjects offered than the Ugandan system. Further they 

percei ed that the chances for forms fi c and ix were fewer as compared to 

those of in ganda. 

4. Majority of parent percei ed that there i a lot of political interference in the 

Kenyan secondary education an aspect, and if ab ent would enhance proper 

management of the schools. 

5. The parents felt that Kenyan econdar education y tern a ure to ie e ff 

many students b the high university entry requirement and ' hen ffering 

emplo ment th se with hi , tho e with higher grades are con idered fir t. 

-.3. RECOMMENDATIO 

The following rec mmendations are uggested; 

1. That education marketer need to device ways f epping up education marketing 

in Ken a, e pecially o in the Kenyan secondar education tem whi h ' a of 

interest to thi study. The study revealed that there wa a lot f publicity on 

Ugandan education ystem than there on the Kenyan one which has large! 

contri uted to the e er-increasing enrolment of Kenyan students into ganda for 

secondar education. This ould als help the much-decrie,d brain drain that Kenya 

as a country is currently experiencing. 

2. There is need to expand the available space · for A· as it evident that quite a 

number of parents prefer this ystem. This would n t only cater for those left out 

by the high univer it entry requirement, but iL v ould also to create empl ment. 
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That the g vernmcnt h uld . ri e tor ducc political interference in hoots. 'fhi 

interference infringe on the choor go rnors· abilit to run the chool · well. 

4. That rhe governm nt hould tri e to step up her sul idic. on education ,to ca.c: 

the parents burden henc enabling them to cftccti cl contribute to nati n 

building than running up and d v·m seeking place for forms five and i fi r their 

children in ganda 

5. There is need fore the country to cstabli h the numb r of Ken an tudents 

enrolled in the Ugandan educali n y. tcm (and in thcr countrie ) at all I Is, a 

this data is non-existent. 

6. 0\i ing to the fact that the research topic v as m t with a lot of su picion. there i 

need for the go ernment to find out wh parents enrolled their children into the 

Uganda econdary educati n y tern, for an education imilar to that in the 

country. 

-.4. LIMfTATJ FTIJE TUDY. 

The study encountered a lot of limitations; 

I. The re earch topic' a met with a lot of su picion from among lhe target 

population of tudy. hence causing delay in the completion of the tudy. The 

source of the con olidated list from which the sample of stud was drawn 

faced this limitation. fi aring. that the tru t e t w d n the in titution by the 

parents ould be betrayed. 

2. orne respondents were al not convinced f the purpose of the tudy, hence 

withheld orne infom1ation .. Due lo thi it wa difficult for the re earchcr to 

locate there pondents ea ily. 

3. Ther wa no readil a ailable data of all K n)an parent , \ ho ha e enr II d 

their children in ganda fore secondary education. 

4. The financial implication al o paused as a problem to there earcher. 

5.5. E TIO FOR RTHER RE R H 

The tudy gi e insight to takeholders in the education sector in the country to look for' ay 

of improving education in the country to b able curb thee er-increasing brain drain. 
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I. There i r m.t r search cau · of thi · brain drain at the 

universit level. 

2. Research could also be ext ndcd to find out rea ·on for the 

brain drain to other part of the world. 

3. The research could b funhered on b education marketers t 

find out \ hat and how the) should strcs. on in their ventur 

market education as a not for profit ector. 

4. The persons \i ho carry out ervice deli ery (the management, 

the teachers and the suppon staff) to establish what to 

improve on to enable the consumers to fully appreciate their 

services' delivery c uld also use il. 
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pp ndL I 

Lener of introduction 

\ abuyabo Brigitte M. 

Department ofBu iness Admini tration 

P.O.Box30197 00100) airobi 

Dear ir/ Madam 

R£: RE EARCH PR 

I am a po tgraduate student at the Universit of airobi, undertaking are earch project a 
part of requirement of Master in Bu ines Administration. The t pic of m re carch is 

omparati ve Asses ment of Kenyan Parents Perception of the Kenyan and gandan 
econdar ducation ystems sing the cr ice Marketing Frame\v rk.". 

I am therefore looking parent v hose children have currently enrolled r have had their 
children enrolled in the past 1-3 y ar ago int the gandan ·ducation yst m. Kind! fill 
in the attached questionnaire. Any information provided will be treated in confidence and 
u ed olely for academic purpose . either your name nor that of your child' instituti n 
wi ll be mentioned in the final report. A copy f the research finding will be made 
available to you upon reque t 

Your co-operation will great! be appreciated. Thanking ou in advance. 

Yours incerely 

Wabuyabo Brigitte, M ( tudent). 

(E-mail-brigitte2005wab@ ahoo.com. Tel;0720572380) 



ppeodi 11 

Que. tionnaire. 

Belov. are que tions regarding you a the re pondent. as well a about the child(ren 

enrolled in ganda for econdar education. Plea e tick one of the an. 

appropriate. 

l. arne of the respondent (optional). ________ _ 

2. ex 

(a)Male [ ] (b Female [ 1 
3. Respondenr ·education level 

a) None r ] (b) Primar level [ I (c) econdary le el [ 1 
(d) C liege le el r ] (e) University f ] 
4. Employment status. 

(a) Self [ ] (b Private sector [ ] (c) Public se tor [ l (d) nemployed [ ) 

5. Relation hip to student enrolled in Ugandan econdary educations stem. 

(a) on/Daughter [ ] (b) ephe\ ieee [ ] (c Brother! ister [ J 

d) Grandson /granddaughter f ] 

(e)Any other (specify)-------

6. Mode of spon or hip for the student. 

(a) elf [ ] (b Government scholarship r ] (c) Bur ary r I 
7. Level studentjoined econdary chool in Uganda. 

(a) At form one [ ] 

(b) Between form two and four 

(c) Form fi e. 

8. ex of tudent 

[ ] 

[ ] 

(a) Male [ J (b) Female 

9. arne of institution the tudent is enrolled in 
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• cction B 

9. The folio\\ ing stat ment are. ab ut · c ndar}' educati( n in Kenya inc mpari n to 

the gandan econdary ducati n y tcm. Plea e indi ate to wh t e:tcnt ou agree or 

di agree' ith each of them. c the grid belo" to in crt th appropriate number in the 

bracket .. 

er · Large Extent= I argc E t nt= _ 

either Large or mall xtcnt= 3 mall f:.xtcnt 34 

ery mall Extent=5. 

THE PRODUCT. (Education offered.) 

a) ubjects offered are many----------------[ 1 J 
b) Duration ofthe system i longer-------[ I] 

c)Uni ersity entr requirement i higher----11 J 

TH PRlCE. 

[2] 

[2J 

[2] 

[3) 

131 
["] 

[4) 

14] 

f4] 

d Fee charged is high r----------------------[11 [21 l J [ ] 

e)Other charges other than 

chool fees are also higher-.---------------- [II [2] [31 

THE PLACE.(Accessibility of place for econdary education) 

f)The place available for econd-

ary chool education are fewer------------[1] [2] [") 

g)The places a ailable for econd-

ary chool education are fa11her----------------[ I) [2] 13] 

L F CILITl 

g)Facilitie are fewer and/ or older-----------[1] r21 [3] 

h) chool urrounding i less 

suited for learning------------------------------[ I] [2] (3] 

i)Teaching-learning materials a 

I e adequate---------------------------------[ I] [2] [ J 
j)Level oftechnology in 

schools is lower----------------------------[ I] [2J l3J 
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14J 

l4] 

[4] 

[4) 

[4] 

[4] 

[4] 

f5l 
[5] 

fS] 

[5) 

l5J 

[5] 

[5) 

[5] 

[5] 

[5] 



THEPEOPL • 

k)Level of quali!ication of 

teachers i Jower-------------------------111 [2] [3] (4] r l 
I Le el of qualification of chool 

management team i lower----------------11) f2J [3 J [41 ,-1 
m)Reputation of chool 

management i poorer-----------------[ I ) f2] [3] f41 [5] 

n)Political interfi renee in chool 

affairs i higher-----------------------[ I] l21 r 1 [4) [SJ 

PRO OTIO 

o) information on th~ school is I im ited---[1 J [2J (3) [4) lSl 

PROCE 

p)Methods and/or style of teaching are 

less suitable------------------------ -Ill 12] [ J [4] lS) 

q)Language u ed i harder lo understand--[ I J [2) [l] [4] [S] 

IO.To what extent do you think that the Kenya econdary Education ha achie ed in 

relation to the folio\: ing factor ? U e the grid belm t an wer this. 

Very High Extent= I· J Iigh xtent=2· Neutral=3· 

Low xtent=4· Very Low Ext nt=S. 

a)Provision of quality education -------[I] [2] [3) [4) [5] 

b) Pro ision of reliable to enable learner 

enter higher educationalle els.------rl] f2] [31 [4] [5] 

c) Provi ion of relevant of education for uc-

cessfu l entry into the job market--------[ I] [2] [3] [4] [5] 

d) Pro jsion of reliable education to enable 

learner be retained in the work place---[ 1) 12] [3] [4] [5] 

60 



e)Provision of retia le education to equip 

learner\\i th kills[! r elfemnlo ment-[IJ 

ECTlO C 

[2] 131 l4J I SJ 

In this section. th researcher aim to e tabli h if factors in th re pondents 

en ironment influence their perception towards the Kenyan econdary education 

system. 

11. Ho did you get to kno' about opportunity of sec ndar educati n in ganda? 

a) A relati e----------[ ] b) A friend--------------[ ] 

c) A workmate-------[ ] d) My child---------------[ l 
e) Electronic or print media------[ 1 

12. Ho many children have enrolled in gandan education? 

a) One-Two-------- ----------l ] b) Three-Four----------[ ] 

c) More than our-------------[ ] 

13. Describe the trend of the enrolment of Kenyan studen into the 

in titution your child is enrolled. (Tick one as is appropriate) 

a) pward-----------------[ J ----- b) onstant-------1 I 
c) Downward-----------------[ ] 

14. Briefly explain,, hat ou think are the rea on for your an wer in ( 13 abo e. 

1-. What do you think i the likely ut come f your enr !ling your child in ganda 

for secondary education? (Tick one from the one from the li t below.) 

a) Get emplo ment in ganda---------------[ ] 

b) Join a univer ity in ganda----------------f ] 

c) Join a university in Kenya--------------[ ] 

d) mployment anywhere in the world------[ J 

e) Get employm nt in Kenya-----------------l ] 
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D 

16. This ection gi e the re pQndent the opportunit) t includ an thcr fact r not 

di cus ed by the re earcher, but deemed important by the re pondent. 

This is the end of the que tionnaire. Thank you for your cooperation. 
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App ndi · Ill 

The li t of respondent was obtained (I nn th gandan liigh c mmt ion· 

Education office. It compri e the parents regi tercd to have enrolled their hildrcn 

into Uoanda for form Five in the academic year 2004-2005. 

Ll T OF RESPO DE T 

NAME SEX OCCUPATION 

I .Josephine Pere Female Civil Servant 

2.0a id Mulu Male '· 

J.Raymond Kiprotich Male Private Seclor 

4.Mohammed Mustafa Male Civil S rvant 

S.Samm Were Male " 
6.Pamella Akin i Female 

,, 

7.J ephine Salat F male ' 

8.Da id Muturi \11ale " 

9.Ngarachu A lex Male ·' 

JO.Nyam ara Simon Male Private Sector 

ll.Mdzomba Hawkins Male Civil Servant 

12.Ahmed Kanyare Male Bu ine 

13.Ruguru Agne Female " 
14.Mwende Paul Wend Male Pri ate 

IS.Lydia Wanjue Female Bu inc s 

16.Sylvia Kag' anja Fern a I -- i il Ser ant 

17.Mwaniki Kirika Male Busine 

18.S-ophie Nture F mal Civil Ser ant 
I 

I I9.Boniface Ndedtu Male Busine 

20.Bedan Kiunjuri Male ' • 

2l .S-i mon Ngumbi Male Ci il Servant 

22.Antony Kareu Male Business 

63 



i 23. Wandoe [Iizabeth 
- --

Female I il rvant. 
--24.Fl renee Marangu Female i il ervant 
--25.Rukiya Said Female Bu ine 

26.Henr Shilu li Male Civil Sen .. ant 

27.Aifred Ntiwa Male Private Se tor 
I 

28.Getrude Mwangi Female Bu iness 
L 

I 29.Joyce Oyuga Female Civil Servant 

30.Cyprian Kanake " 

31.Ro e Miya Female .. 
32. Waga Agnes Female " 

33 .Agatha Ruingu Female Busine s 

34.Bona a Hugo Male .. 
35.E ra tu Marete Male Ci it Servant 

36.Ro emary Wairimu Female /Bu. inc . 

37 .Bernard Ka em a Male Pr i ate 

38.Paul Maria Njeru Male Busine 

39.Charle Njuguna Male Busine 

40.Jovin Salala. Male Private 

4l.Lawrence M \ angi Mal Civil/Bu ine 

42.Franci Kaman de Male Private 

43.Fred Maina Male Business 

44.Racael Wan gu Female Ci il Servant 

45.Grace W. Njuguna Male " 

46.Rose Wambui Female " 

47. Lucas Sirere Male Private Bu ine 

48.James Muchiri Male 
. 

Private/ Busine 

49.Aipha Maxwell Male Ci il Servant 

-o. Timothy 0 aka Male " 
5l.Luc Nyambura Female " 

52. mo Hezekia Male " 
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-3.Rosalia Mv.·iti Female .. 
54.\Villiam on Kanyakali Male -- --.. Bu 1nc 

55.Stephen Kamenju Male Pri ate 

-6.Li a Muthoni Femal Pri\ate 

57.M' angangi Kitheka Male Civil Servant 

S&.Alexander Kiiru Male .. 

59.Julieta Wandia female ., 

60.Jane Njeri Female Bu ine 

6l.Fredrick Mu 1m1 Male Pa lora! \ ork 

62.Philip Kabuthi Male Civil Servant 

6 ..... Cecilia Wandii Female ·' 

64.Calister Nyambancy Female " 

65.Beatrice Mutile Female Private 

66.Stephen Ngumbau Male Civil nServant 

67.Ago tino Wachira Male /Bu inc 

68.Robert Kangethe Male Ci il Servant 

69.Grace Gathoni Femal .. 
70.Stephen Ngumbau Male .. 
71. Miria Kusa Female Civil Servant. 

72.Nanc Bara a Female " /B u. ines 

73.Virginia Wanjiru Female Bu inc 

74.John Kamau Male 
1--

Private 
·-

75.Muchiri r Jame Male Busine 

76.Jo eph Wambugu Mal Civil Servant 

77 .Nancy Bore Female .. 
78.Maurice Arodi Male .. 
79.Patrick Nyutu Male " 
80.Kinyanjui Kib Male Private 

8l .Peter Godfre) Male Ci il Servant 

82.Nicholas Daniel Male Prival Sector 
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I cmale I Bu in s 

84.Agne N ambura f·emale i\d 
-

I crvant 

t 85.Mutunga Michael -
Male i\11 crvunt 

I I 86.Will Mugo j Male 
-- -Bu ines 

l 87.Charle Muthama Male Private 

j 88.Esther Njokj Female Buo:;ine:· 

89.Peter Mathenge Male Civil Servant 

I 90.Webby Mbogo Male Pri ate Sector 
1 9l.Carol Ouma Female Ci il r ant 

92.John Wanyama Male .. 
93.Juliana Atandi Female " 

94.Teresia Wairimu 1-emale ·' I Bu ine. s 

I 95. Peter Nganga Male Bu ine 

: 96.Rufu Hunja 
r- . ---

Male Pn at ct r 
--

97 .Elizabeth Gatugi Female r i il ervant 

98.Clemcntina Otieno Female .. 
99.Njuguna Rosemary Femal· 

IOO.Eiiud Ajode Gaya Male .. 
I 0 l.P .K. Oleperio Male .. 
1 02.Monika Muthoni t:cmale Bu inc 

11 03.Staffanl Mwamburi Mal Civil Ser ant 

I 04.Ge rge Stephen Ngure Male ·' I Busines 

I 
105.Ruth Mbc a Mogal a Female Pri at 

106.John on Mbuthia Male Civil Servant 
- -

107.P ter on Mborogo Mule • 

1 08.Humphery Gichuhi Male Private Sector 

1 09.John Kiiru Kyambi Male Ci il Ser ant 

llO.Sakaya N. Narnbv a Male " /Busine s . 
Jll.Kanambiu Kabore Male Ci il Servant 

I 12.David Kamku Kariuki Male Bu ine 
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) 113.Au tralia Wandera Female Civil Servant 
--- ·-

l l14.Nathan Kip ePei :\1al . . 

I 115. hrned I Jam Male .. 
1116.Virginia Wambui Female Pri ate 

-
li7.Gasmiro Manan u Male Ci il . ervant 

118. Charle Mathangani Male Ci il Servant 

119.J hn Gachigi Njure Mal ·' 

120. Michael Ondutu. Male " 

Paren in old fa e are orne of Lhe respondent . 
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