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Abstract

The purpose of the current study is to develop a model for the marketing of
technical university education in Ghana. The study based its analysis on 10Ps of
a marketing mix which includes: programme, price, place, promotion,
processes, people, practicality, prospect, proof of performance and post-
entrepreneurship. These elements of the marketing mix were supported by the
resource based view, human capital theory and the marketing mix concept. The
review of literature and analysis showed that the 10Ps are critical and practical
elements for the marketing of technical university as they help identify the
unique areas of the offering that give technical education sustainable
competitive advantage. The primary recommendations of the study were that
technical university education must not be indiscriminately established if it
should have a powerful influence on national development. Finally, the process
should be gradual and be based on a polytechnic institution’s readiness.

Key words: Marketing mix, national development, traditional university, technical
university

INTRODUCTION

On Tuesday January 5, 2015, Dr George Afeti, Chairman of the Technical Committee on the
Conversion of Polytechnics in Ghana to Technical Universities presented the report at a forum
in Accra on the theme: “Repositioning Technical Education as a Driver of Economic
Transformation and National Development”. The report stated that the nation’s Polytechnics
will have to re-engineer themselves to become technical universities. In this case, polytechnics
are to be granted technical university status to offer Bachelor of Technology degree
programmes in science and technology-based disciplines. According to the report, this would
entail the polytechnics emphasizing staff development programmes to raise staff qualifications
to university levels and developing capacity for curriculum engineering, management of
internships, quality assurance, applied research and technology inter-change with industry.
The report recommended that it was important for the polytechnics to remain focused on
career-focused programmes and not fall into the academic drift “trap” of offering traditional
university programmes. The report recommended the effective commencement date for
converting the Polytechnics to Technical Universities to be September, 2016 (i.e. beginning of
2016/2017 academic year) to allow for sufficient time to undertake due diligence on the
current status of the polytechnics.

This step by the nation is yet another milestone in the life of polytechnic education in Ghana.
Polytechnic education had earlier been up-graded from pre-tertiary to tertiary education to
run programmes in Higher National Diploma (HND) Certificates, a decision which was greeted
with cheers by stakeholders of tertiary education in Ghana. The Polytechnic Law 1992 (PNDCL
321, 1992) made this possible as the HND program started in 1992/1993 academic year. The
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reform was not for the polytechnics to directly compete, but to perform a complementary role
to the universities to increase access to tertiary education by training middle level manpower
for the country’s manpower needs. It is interesting to note that the first few years of the
Polytechnic’s upgrading saw encouraging and appreciative participation, with students’
enrollment increasing from year to year.

Nevertheless, in the last few years, the enthusiasm of which people enrolled into polytechnic
education seems to be going down with the passage of time. This is evidenced by decrease in
enrollment, which is so alarming that managers of polytechnic education and government must
be weary. The emergence of private universities, particularly in the middle to late 1990s, the
expansion and increase of the number of public universities, the increased attention to
distance learning, and establishment of same admission requirements for entry into both
polytechnic and university might primarily explain why polytechnic institutions suffer a
setback of students’ enrollment. It is in this vain that further transformation of Polytechnic
education into Technical University to run Bachelor of Technology degree programmes in
science and technology-based disciplines is a welcome idea.

This university status of the polytechnics put them in line with the traditional universities, thus
exposing them to direct competition from the traditional universities. Research has suggested
that tertiary education institutions can maintain competitiveness if they realign themselves to
meet the needs and expectations of society (Tierney, 2008). This means a competitive tertiary
institution is able to consistently predict the future success, innovation and contributions of its
graduates to society in order to remain competitive (Zhao, 2009). In this connection,
polytechnics in Ghana can compete for prospective students if they re-align their offerings to
the technical and vocational needs of targeted prospective students. This re-alignment could be
possible if the polytechnics reposition their offering to be distinct from the offerings of the
traditional universities. This calls for application of marketing in the planning and running of
technical university in Ghana.

The significance of marketing in the competitiveness of tertiary education has received
attention in the extant literature (McGrath, 2002; Hammond; Harmon & Webster, 2011;
Webster & Hammond, 2012; Zebal & Godwin, 2012), with particular reference to such
marketing practices as segmentation, targeting and market positioning (Newman, 2002). In
this connection, application of marketing approaches in the higher educational institution has
received appreciable recognition as a means of growing, transforming and improving the
success of the institutions (Hemsley-Brown & Oplatka, 2006). This does not mean that
polytechnic education institutions can be treated as mere commercial organizations (Akonkwa,
2009), yet due to the reengineering, and the dynamic nature of the tertiary education
environment, effective management of the marketing mix can play a crucial role in managing
the transformation programme, as well as the pressure and changing needs that these bring.

Since marketing involves provision of customer needs and expectations in ways unique to the
institution (Kotler and Fox, 1995), polytechnic institutions that effectively manage appropriate
marketing mix and implement them in a greater degree might be in a position to differentiate
their offerings against other competing tertiary institutions. The application of marketing to
tertiary education is found to contribute significantly to the management of institutions to
compete effectively for students at the institutional, national and international levels (Sizer,
2001). This suggests that if polytechnics apply marketing mix appropriately in the
management of their institutions, as they reengineer to technical universities they would not
only compete amongst themselves, but also be in the position to differentiate their offerings to
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attract applicants who might ordinarily opt for traditional university education; and they can
even target foreign students. It is significant to note that the traditional universities have the
image and goodwill from the public, therefore given them some degree of competitive
advantage over the prospective technical universities. Thus, the only way to succeed in the
university education environment is for the technical universities to strategically enter and
take some reasonable amount of the market share, hence the urgent need for application of an
appropriate marketing model.

Regarding the marketing model as it applies to university education, authors have suggested
different possible mixes. For example, Ivy and Naude (2004) suggested “7Ps” consisting of
‘programme, prospectus, price, prominence, people, promotion and premiums’ as effective
approach for marketing university education. Earlier, Kotler and Fox (1995) had developed a
similar marketing mix for marketing tertiary education, which comprise of programme, price,
place, promotion, people, process and physical evidence. These different marketing mix
approaches are not only similar in their approach and orientation, but they are also focused on
marketing university education in general (Ivy & Nuade, 2005). It is however significant to
acknowledge that marketing approaches used for traditional university education may not
necessarily work for the technical university education. This is based on the premise that
unlike traditional university, technical education lays the foundation needed to acquire the
technical knowledge and skills offered by a technical university and on-the-job training (Bozick
& Dalton, 2013). Again, unlike traditional university education, technical university is
supposed to provide specific human capital development instrument that can be effective in
promoting socioeconomic progress (Okoli & Onwuachu, 2009). In this vain, it would not be too
necessary to apply the same marketing model in the marketing of technical university as it for
traditional university education. Thus the current study pays particular attention to the
marketing of technical university in Ghana by expanding the frontiers of the Ps from 7Ps to
10Ps. The current study conceptualizes a model of marketing technical education to consist of:
programme, price, place, promotion, people, process, prospect, pro-entrepreneurship,
practicality and proof of performance. This expansion is to bring out certain critical elements
of marketing that could be specific in marketing technical education but not necessarily for
traditional university education.

Thus, the purpose of this article is to make progress in analysing some key elements of a
technical university by synthesizing some of the principal contributions to this emerging field.
The paper develops and extends some of the concepts and theories in technical education,
human capital, resource based view and the marketing mix. The study also seeks to expand the
marketing mix of tertiary education from the usual 7Ps to 10Ps as a model for marketing
technical university in particular. The rest of the paper also contains recommendations and
direction for future research.

LITERATURE REVIEW

Technical Education

Technical education is the training of engineers and technicians for work in industry,
construction, transportation, communications, agriculture, and forestry (Temple, 2009). The
term “technical education” is also understood to include the theoretical and practical scientific
knowledge and skills that permit a person receiving such education to solve production,
engineering and economic problems in his specialty. In addition to specialized technical
education, there is also supplementary and general technical education. Supplementary
technical education provides students at higher educational institutions with the technical
knowledge and skills required for the study and use of machines, mechanisms, equipment, and
automatic control devices used in many areas of science, education, and culture. It includes
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technical and engineering disciplines that are studied in university departments: engineering,
science, applied arts and applied science; in agricultural higher educational institutions in the
departments of agriculture and veterinary medicine; and in specialized business and
administration programmes in the area of marketing and entrepreneurship. The importance of
supplementary technical education has grown with the increasing use of technical equipment
in various areas of science and culture; for example, the technology of experimental research,
computer technology, and technical aids in education. General technical education is provided
in general-education and lays the foundation needed to acquire the technical knowledge and
skills offered by a technical university and on-the-job training (Bozick & Dalton, 2013).

In most countries, specialists with higher technical educations are trained in polytechnic and
industrial institutes, specialized higher technical educational institutions, including factory-
based higher technical educational institutions, in the technical departments of several
universities, and in higher technical military educational institutions. Technical education is
considered by development experts and donors to be a specific human capital development
instrument that can be effective in promoting socioeconomic progress. Investments in
technical education is seen as an approach to increasing economic competitiveness and
reducing poverty, increasing productivity, employability and sustainable national development
(Wallenborn, 2010). This suggests that technical universities, if well managed should have
certain core competences that could give them sustainable competitive advantage over the
traditional universities.

The roles of technical education, with its focus on science and technology in national
development cannot be overemphasized. Any nation which fails to plan for effective technical
education plans to fail in its national growth and development. Akerele (2007) aver that rapid
and sustainable development of a country can only be achieved through scientific research,
rational application of science and technology knowledge and skills. According to Okoli and
Onwuachu (2009), technical education provides the tools for economic, social, and political
development of a nation. The categorisation of national states into developed, developing, and
less developed nations has even been largely linked to the ability of the developed countries to
convert scientific ideas to usable technology while the developing and underdeveloped
countries are yet to do so effectively. Many nations, including the developing ones have come
to the recognition of the impact of technical education, particularly in science and technology
development to the overall national development. Thus, Ghana cannot afford to move with the
rest of the world by developing its technical education at the higher level of education.

The Role of Technical and Vocational Education in National Development

Discussions on technical education could be better put into context by looking at it from the
human capital theory point of view, since the theory is considered to have significant influence
on the analysis of the labour market (Alam, 2007). According to Alam (2007) investment in
education and training must produce a return for the individual and the society as a whole. To
the individual, this could be the benefit in terms of better career path, increased earning and a
better quality of life. The return on investment for society on the other hand will be a skilled
workforce that will enable global competitiveness and economic growth. Earlier work by
Fagerlind and Shah (1989) on the concept of ‘human capital’ had suggested that education and
training raises the productivity of workers, and increases their lifetime earning capacity.

According to Alam (2007), governments have being using technical education systems to help
unemployed young people and older workers get jobs, reduce the burden on higher education,
attract foreign investment, ensure rapid growth of earnings and employment, and reduce the
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inequality of earnings between the rich and the poor. This means in a country with high
unemployment rate like Ghana, technical education is a must to address the unemployment
‘canker’. However, Zymelman (1976) and Tailak (1998) argue that technical education
provides a lower rate of return than traditional education. Yet, Bennell (1996) refutes this
assertion, arguing that even if technical education students are less ‘academically brilliant’, the
rate of return for it is still high. Similarly, Colin (1999) suggests that technical education does
not only prepare skilled labor but also provides general education to the students. According to
Colin (1999) technical education can play vital role for development planning, but he warns
that if the policy makers do not make it up-to-date, and technical education institutions do not
have enough qualified teaching faculty and sufficient facilities to offer quality technical
education, it will not be useful. This suggests that the government has a key role to play to
ensure that technical education works to generate the necessary return to the individuals and
society by providing the necessary facilities. At the same time the institutions must develop
their human capital to improve the quality of teaching faculty.

Theory of Human Capital

The concept of human capital recognises that not all labour is equal and that the quality of
employees can be improved by investing in them. The education, experience and abilities of an
employee have an economic value for employers and for the economy as a whole (Crook, Todd,
Combs, Woehr & Ketchen, 2011). Human capital is the stock of knowledge, habits, social and
personality attributes, including creativity, embodied in the ability to perform labor so as to
produce economic value (Mahroum, 2007; Jaison & Richard, 2012). Alternatively, Human
capital is a collection of resources - all the knowledge, talents, skills, abilities, experience,
intelligence, training, judgment, and wisdom possessed individually and collectively by
individuals in a population (Heiner, 2008; Simkovic, 2013). These resources are the total
capacity of the people that represents a form of wealth which can be directed to accomplish the
goals of the nation, or state, or a portion thereof.

Human capital is an aggregate economic view of the human being acting within economies,
which is an attempt to capture the social, biological, cultural and psychological complexity as
they interact in explicit and/or economic transactions. Many theories explicitly connect
investment in human capital development to education, and the role of human capital in
economic development, productivity growth, and innovation has frequently been cited as a
justification for government subsidies for education and job skills training (Bowles & Gintis,
1975).

According to Erhurua (2007) human capital development presupposes investments, activities
and processes that produce knowledge, skills, health or values that are embodied in people. It
implies building an appropriate balance and critical mass of human resource base and
providing an enabling environment for all individuals to be fully engaged and contribute to
goals of an organization or a nation. Any effort to increase human knowledge, enhance skills,
productivity and stimulate resourcefulness of individuals is referred to as human capital
development. Thus, technical university qualifies to provide the needed human capital for
national growth, and must be given the due attention; hence it is appropriate to consider
human capital as a theory that supports a study of technical university education.

Resource Based Theory

The resource-based theory or resource-based view (RBV) has been one of the necessary
theories in management and marketing studies, especially studies that concern themselves
with management of organisation’s internal resources for sustainable competitive advantage.
The resource-based theory stipulates that for an organisation to achieve a state of sustainable
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competitive advantage, it must acquire and control valuable, rare, inimitable, and non-
substitutable resources and capabilities; and also put in place responsive management system
that can absorb and apply the resources (Barney & Clark, 2007; Helfat & Peteraf, 2003). This
requires that individual polytechnic institutions need to be internally ready for the
transformation to the technical university status. Reengineering should not be automatic but
should be based on internal resources strengths of the institution.

Similarly, Vorhies and Morgan (2005) and Barney, Ketchen and Wright (2011) opined that the
resource-based theory provides an important framework for explaining and predicting the
basis of a firm’s competitive advantage and performance. In this connection the theory
proposes that a firm must possess valuable resources, which other firms find it too costly or
difficult to imitate for it to have control over the resources and attain to sustainable
competitive advantage (Barney & Hesterly 2012). This suggests that for technical universities
to deliver superior performance, they must gain competitive advantage through design and
implementation of technical programmes which are unique to only technical institutions and
also have the requisite faculty (Hafer & Gresham, 2008). The resource-based view also
emphasises the need to disseminate information about the organisation’s (Rumelt, 1984;
Mahoney, 1995). Thus, technical universities should make information generation and
dissemination a regular feature to ensure superior education delivery that leads to sustainable
competitive advantage (Langerak, Hultink, & Robben, 2004; Malik & Naeem, 2009).

The features of organisation’s resources, which are: valuable, rare and imperfectly imitable are
critical for competitive advantage. Nevertheless, an organisation must be “organised to exploit
the full competitive potential of its resources and capabilities” in order to gain sustainable
competitive advantage (Barney and Hesterly 2012). If the organisation fails to put in place an
organised system to deal with poor organisational processes, policies, and procedures, this
may undermine a resource’s potential competitive advantage (Barney & Clark 2007). Thus,
effective the 10Ps model proposed for this study is critical for technical universities to realise
their full potential.

Furthermore, the usefulness of the resource-based theory in the study of organisation’s
competitiveness is emphasised by the varying studies in the area of information systems
(Wade & Hulland, 2004), organisational networks (Lavie, 2006), areas of management studies
(Armstrong & Shimizu, 2007; Lockett, Thompson & Morgenstern, 2009), and a number of
marketing studies (Morgan, Slotegraaf & Vorhies, 2009). Therefore the resource based theory
is appropriate in the study of marketing technical university education in Ghana because it
supports the current model of the study.

The Marketing Mix

Marketing is about communicating the value of a product, service or brand to customers for the
purpose of promoting or selling that product, service, or brand (Kotler & Keller (2009). An
organisation in the market economy survives by providing goods and services that persons are
willing and able to buy. Consequently, ascertaining customer demand is vital for a firm's future
viability and even existence as a going concern. Many organisations today have a customer
focus philosophy (Kotler & Keller (2009). This implies that the company focuses its activities
and services on customer demands. A formal approach to this customer-focused marketing is
known as the marketing mix.

The marketing mix refers to the set of actions, or tactics, that a company uses to promote its
brand or product in the market. The marketing mix is a model suggesting that a marketing
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strategy consists of tools and techniques (elements) that can be identified for ease of
understanding a product offering (Kotler & Keller, 2009). The marketing mix is a marketing
strategy model, with a set of controllable elements available for an institution to shape the
nature of its offer to customers. In connection with technical university, it is to put the
educational service offering into a number of component parts and arrange them into
manageable subject areas for making strategic decisions (Palmer, 2001). The traditional
marketing mix involves the 4Ps of Price, Product, Promotion and Place. However, with the
increasing demand for services, the marketing mix increasingly includes several other Ps
depending on the services offering (Palmer, 2001). This explains the appropriateness of the
10Ps adapted for this study.

Kotler and Fox (1995) have developed a model of a marketing mix which is designed
specifically for educational institutions that seem to address the limitation of using the 4Ps in
studying the education offering (Palmer, 2001). According to Kotler and Fox (1995) marketing
mix in educational context should consists of seven marketing tools (i.e. 7Ps). They identify
these tools as: ‘programme, price, place promotion, processes, physical facilities, and people.
Other elements of the marketing mix has been suggested for the study of education offerings,
such as Ivy and Naude (2004) “7Ps” and Ivy (2008) “7Ps”, involving ‘programme, prospectus,
price, prominence, people, promotion, premiums’; and Gray’s (1991) “5Ps”; Coleman (1994)
“5Ps” and Ho and Hung’s marketing mix (2008) which consists of ‘living, learning, reputation,
economy and strategy.

THE MODEL OF MARKETING TECHNICAL EDUCATION IN GHANA

In discussing and analyzing how to market the technical universities in Ghana the study
adapted and expanded the analysis on the marketing mix model (7Ps) developed by Kotler
and Fox (1995). This model consists of elements including programme, price, place, promotion,
processes, people, practical facilities, prospect, proof of performance and pro-
entrepreneurship. The reason for adapting the Kotler and Fox (1995) elements of the
marketing mix in this study is because the tools capture most of the areas of concern for the
analysis and set of actions, or tactics, that the institutions can use to promote and sell its
technical university brand. The extension of Kotler and Fox’s (1995) model is to ensure that
key elements that are specifically significant to marketing technical education in particular are
covered.

Programme

The first element in the marketing mix used to study technical education’s offerings is
‘programme’ (Kotler and Fox (995). This is concerned with issue of what programme to offer
and how to structure and design it within an institutional marketing strategy. The literature is
full of studies relating to the educational programme to be offered (Cubillo & Cervino, 2006;
Frumkin, Milankovic & Sadler, 2007).

According to this element of the marketing mix, an institution usually begins by identifying the
programmes and services to be offered and make available to the market and customers,
whether they are students, companies or grants providers. An institution also questions
whether this programme matches customers’ needs. This suggests that technical universities
with technical programmes will find their markets and differentiating between them from the
traditional universities on the basis of their programmes and their quality (Kotler & Fox,
1995). If the technical universities are able to offer technical education and training that is
distinct from those of the traditional universities, it will help establish the institution’s identity
which can lead to sustainable competitive advantage (Barney and Hesterly 2012). This is
because the positive identity as institution that train people duly for the job market shall
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position the institution in mind of its customers and determines how they will respond to their
offerings (Gibbs & Knap, 2002). In this direction, it is critical that the technical universities
appropriately come out with well designed, developed, tested, piloted, provided, installed and
refined programmes (Hollensen, 2003). This will require that programme design should
involve students and employers, bearing in mind their needs and requirements (Gibbs & Knap,
2002).

Marketing of technical university education will be more challenging than even marketing
Higher National Diploma programmes. This is because technical university is going to offer
degree programmes and shall therefore have direct competition from the traditional
universities. Also, they are going to offer professional and technical services, which customers
cannot inspect before purchasing (White, Martin, Stimson, & Hodge, 1991). Moreover,
education is an experience service, which relevant characteristics can only be effectively
assessed by consumption (Amaral & Magalhaes, 2007). This means it is only when a student
attends and studies the technical programme that he or she gets an idea about what has been
‘purchased’ in terms of quality relative to the programme of the traditional education. In this
connection, the technical university programme does not exist until the institution performs
the service, usually in the presence of the customer, and it does not necessarily result in the
ownership of any material thing (Kotler, Bloom, & Hayes, 2002). Thus it is suggested that the
technical universities increase tangibility of their programmes by providing in advance, lecture
materials, course outlines, handouts, course books and free access to the institutions website
(Gibbs & Knap, 2002). They can also use graduates from foreign technical universities and their
physical contribution to national development as an experiential factor to market the
programmes

Price

The price element of the marketing mix is in this model relates to school fees offered, which is
critical to every institution as it reflects on revenues (Kotler & Fox, 1995). This is because the
technical universities shall rely on school fees as a basic and most immediate revenue source
(Tang, Tang & Tang, 2004). Pricing is an important element that the managers of technical
universities must pay particular attention if they want to be competitive in the tertiary
education sector. This is because, pricing will play a major role on the marketing strategies as
most students and their parents are concerned about the financial implications of attaining
university education (Pugsley, 2004; Holdsworth & Nind, 2005; Beckie, 2009). Students and
parents alike are usually cost conscious and usually pay fees with difficulty as they compare
how much they are paying and how soon they can get jobs to compensate for the lose (Eckel,
2007) Parents and students are also aware that public universities get a lot of money from the
government and that the actual cost of attending university varies from institution to
institution. With such public awareness and sensitivity, technical universities would have to set
price policies that allow student to offer courses at relatively lower cost.

As the traditional universities are already ahead, technical universities would have to charge
reasonably low fees that should be gradually upgraded as the relative quality of their
programmes continue to become manifest with time (Foskett & Hemsley-Brown, 2001). Where
it becomes necessary to charge high fees for some programmes it needs to be justified and this,
in turn, should be explained to the public. It must be stated here that pricing should be done
with utmost care as there is substantial impact on the perception of quality when being
matched to price (Foskett & Hemsley-Brown, 2001). Other strategies that the technical
universities can use to attract students are rebate for early payment of fees, discount on fees
and scholarship offers. The universities attract potential students to enroll by seeking
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scholarships from government, organisations and other agencies; provide financial assistance
internally where possible and offering financial benefits. There are often more scholarships for
technical programmes than other university programmes, which the technical university
institutions can take advantage of... This will affect the students’ choices as they may consider
technical universities as institutions with the most generous offer (Kirp, 2003)

Place

According to Brassington (2006) the place element of the marketing mix refers to the system of
delivery and channels of service distribution. This involves making education available and
accessible in terms of time and geographical distribution of teaching and learning (Kotler &
Fox, 1995). In a technological driven world, place is not restricted to the physical and
geographical location of the institution, since there can be other virtual means of providing
education. It is anticipated that there will be heightened competition between the technical
universities and the traditional universities. This expectation requires that technical
universities plan to offer alternative ways of delivery, such as evening and weekend schools,
Open University campuses in relevant locations (El-Khawas, 1999), to cater for workers
seeking job skilled programmes or women that care for their children or other members of
family at home. Online service is not recommended as an immediate strategy since technical
education delivery usually involves hands-on activities. However, for effective and timely
delivery, institutions would have to include a website that allows students to download
information all the time (Kotler, Bloom & Hayes, 2002). Place is not only restricted to
university’s way of delivery; it should also take into account the convenience of an institution’s
location and access to the students. This means in planning for the technical university
education in Ghana, managers of the programme should consider campus built-environment
and residential facilities (Ivy & Naude, 2004; Maringe, 2006)

In planning strategically, the institutions would have to consider the convenience and
attractiveness for students in terms of place, having in mind that the students are the very
essence of the existence of the university, and that their needs and requirements should be a
concern. While the institutions might decide to operate a single location delivery, to have
students physically study there (Kotler & Fox, 1995), they might also decide by way of
availability and accessibility expands not only the delivery system but also the location to
others, such as a multi-site strategy (Jobber, 2004). The schools can also target a certain
customer segment by distance learning, part-time, evening or weekend courses.

Promotion

One element of the marketing mix that needs careful attention, planning and management
because of its pervasiveness is promotion (Brassington, 2006). Promotion is defined as an
institution’s ability to communicate with its markets. Promotion of university education has
received some degree of attention in the literature (Armstrong & Lumsden, 1999; Harris,
2009). Palmer (2001) breaks down promotion into four distinct elements: advertising, sales
promotion, public relations and personal selling. There are various sets of tools within each of
these elements, available for an institution to use in order to communicate with its customers,
such as Web-advertising, search engine optimisations (Blumenstyk, 2006), direct malil,
educational show exhibits, open days or conferences. This requires that the technical
universities establish efficient internet system that is active 24 hours a day, seven days a week.
The schools can also participate in trade fairs and workshops to exhibit their offering to
potential buyers. Presentations at local and international seminars and conferences should
also be a constant factor to sell the institution’s offerings. Promotional activities are more
effective when they are sustained and targeted. In other words, beyond the conferences and
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exhibitions, the institutions can target continuously students at their final year at senior high
schools.

Managers of the technical universities should liaise and collaborate with authorities of senior
high schools and parent-teachers associations to sell this new offering of technical education
and its potential benefits to them. This is one of the less expensive ways of promoting the
institute’s programmes. Institutions need to build up channels of communication with
potential customers, and use marketing intelligence to gather any information that an
institution would find useful (Kotler, 1999).The difficulty in communicating educational
programmes due to its intangibility, notwithstanding, institution could use tangible cues to
help customers understand and judge a service. For example, tracer studies of successful
graduate of technical education at the HND level could be gathered as evidence of the
usefulness and benefits of the institution’s programmes (Jobber, 2004).

Processes

Processes refer to the way an institution does business, and this relates to the whole
administrative system to this element (Kotler, Bloom & Hayes, 2002). Processes are how things
happen in an institution, such as the process of management, enrolment, teaching, learning,
social and even sports activities. Processes may be of little concern to customers of
manufactured products (Palmer, 2001); nonetheless, they are of critical concern to high
contact services such as education. In view of this, technical universities would have to take
into consideration how their services are to be offered. Some of these importance processes
may include teaching methods and assessment system, which is of great concern to most
prospective students (Ivy & Naude, 2004). On a strategic level, institutions are careful about
the delivery of service, and what quality controls can be built in (Brassington, 2006), so that
customers can be confident that there is consistency in the service offered. In this connection,
technical universities would have to strengthen and efficiently manage their quality assurance
systems. In order to avoid inconsistency in the processes to erode students’ confidence,
technical universities would have to establish common criteria that can guarantee consistency
and maintain satisfaction. In line with this, the institutions could adapt quality management
systems, such as the Total Quality Management (TQM) or other franchised systems such as the
ISO9000 series (Sallis, 2002).

People

People’ refers to all the teaching, workshop, laboratory and administrative staff through which
the service is delivered, and students’ relations built (Kotler & Fox, 1995). People also include
the institution’s current and former students. This is because information and views of former
students have great influence on prospective students (Kotler & Fox, 1995; Hollensen, 2003;
Brassington, 2006). This view is based on the argument that education like many other
services, depends on the people who perform them, as they are the ones that are delivering the
service. Lovelock and Wirtz (2004) supported the argument by suggesting that direct
involvement in service production means that students evaluate the quality of employees’
appearance and social skills, as well as their technical skills; and consequently this is reflected
on the way the offer is judged.

People as an element of marketing mix require that technical university institutions start on
developing its staff. This is because research has shown that the success of an institution is
more dependent on the attitudes, commitment and skills of the whole workforce, than on any
other factor (Wright, 1999). Qualified lecturers and administrators are essential for efficient
delivery of technical education. Thus, management of the institutions identify and sponsor
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more teachers for higher studies and requisite training to give them the required skills to
produce the technical service needs of the country. Necessary and deserving promotions would
need to be made to put people at the ranks needed to champion the necessary services delivery
that ensures the conveying of shared beliefs and goals, that the institution is customer
oriented. Failure to work toward achieving this feat may have serious consequences on the
idea of building a positive relationship with stakeholders of the institutions. On the other hand
if the institutions are able to raise staff that can deliver to make stakeholders feel comfortable
with and trusts a particular institution, then the traditional universities would find it quite
challenging to disrupt this relationship (Brassington, 2006). Trained and sponsored staff
should cultivate the habit of keeping track and following-up each individual student, not only
on an academic level but on many individual levels (Dennis, 1998). Furthermore, alumni
unions should be established and strengthened to maintain mutual relationship after the
service is complete.

Practicality

Technical education cannot attain its competitiveness without practical tools necessary to give
assurance of hands-on activities. The physical and tangible items an institution makes available
to students ranging from brochures to the infrastructure such as well-equipped laboratory is a
pre-requisite for marketing technical university education (Palmer, 2001). Practical facilities,
as an element of the mix, plays a major role as it is the means by which an institution is likely to
increase the practicality of its offering, especially with the fact that there is not usually much to
be inspected before purchase (Gibbs & Knapp, 2002). In this respect, practical facilities in the
form of laboratories and other practical training centres should be evident of the institution’s
preparedness to offer truly technical education to prospective students. The institutions should
work together with laboratory technicians, caterers, architects and graphic designers in order
to present attractive and effectively functioning facilities.

Also, as suggested by Kotler, Bloom and Hayes (2002) the most immediate clue for prospective
students about a university’s technical-oriented identity is evidence of availability and quality
of its practical facilities, including science and computer laboratories, automobile and
mechanical workshops, production shops and drawing rooms. This may be the first impression
prospective students have of an institution upon visiting. Usually, the first thing they see is the
built-environment and the facilities the university has. Similarly, Gibbs and Knapp (2002) aver
that the condition of the practical training facilities have a significance contribution to the
image of the institution. In this vain, institutions should not only ensure the provision of
comfortable lecture rooms and students hostels, but also ensure well equipped laboratories
and other hand-on training facilities. These would make the individual student comes to
understand what and how the institution is able to offer practically in the context of the
learning experience (Gibbs & Knapp, 2002). Existing of practical facilities at the right quantity
and quality should make it possible for prospective students to purchase technical university
education’s offering now and in the future (Hollensen, 2003).

Prospect

Studies have identify needs that motivate students to select a university as teacher inspiration
(Corwin & Tierney, 2007; Mullen, 2009); instrumental reasons (Townsend 2003; Saiti &
Prokopiadou, 2008); enjoyment of the subject (Pasternak, 2005) and wanting to be with
friends (Mullen, 2009). This will require that technical universities do not only promise to
provide prospective students’ needs, but also find ways to fulfill these needs in order to attract
students to their institutions. It should be prudent that the institutions attempt to put in place
measures that can motivate students to collect more information about their institutions,
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especially through direct visits and Open Days to give students the opportunity to process
more information (Moony & Robben, 1997).

It is important at this stage for the institutions to pay attention to the staff members at the
point of enrolment, which are the reception desk and the admission team. These people have a
significant role in the marketing mix because they are the first to communicate face-to-face
with the public (Stott & Parr, 1991). In order to positively influence the student’s choice
behaviour, it is recommended that the institutions pay particular attention to the enrolment
staff members’ training and motivation (Dennis, 1998).Students usually speak with these
people about their needs and whether the institution is able to satisfy them. Therefore, it is
important for the enrolment team members to know what information students and their
guardians require in order to prepare them to answer. Achievement in the field of technical
education from the HND level should be made available to prospective customers in the form
of photo shows and documentaries at the point of purchase and in other attractive platforms.
This should encourage the customers to anticipate what the future holds for them as they
purchase technical education offering. Documentaries and photo shows of successful
technically trained alumni could be made available for prospective students’ consumption. Past
students in the technical fields and technocrats could be engaged to take students through the
unique advantages of pursuing technical education programmes.

Proof of Performance

It is worthy to note that student’s choice behaviour of a university does not end with a
purchase decision. After enrolling in an institution and experiencing the service, a student
usually assesses whether the programme or the institution lived up to their expectation
(Brassington, 2006). At this stage, students begin to compare with their standards, judgement
and opinion about the experience (Lovelock & Wirtz, 2013). A student might do post purchase
evaluation of whether they are receiving value for money, time and effort. They may also
assess whether or not they have made the right decision by enrolling at that specific university.
The way they arrive at an answer will determine whether they establish an attitude which can
either be negative leading to dissatisfaction, or positive leading to satisfaction (Kotler &
Armstrong, 2008).

It is critical that technical universities produce satisfied students. This means that marketing
effort does not end when a student has enrolled. The institutions should establish a lasting
relationship with students’ right from admission till completion and even beyond. This
marketing approach to managing students should help a university with satisfied students has
a higher probability of retaining its students for the subsequent years (Dennis, 1998), and to
build up the university’s reputation and creates an indirect word-of-mouth promotional
campaign (Al-Alak, 2006). Performance should be measured against expectations from time to
time in order to bridge any gaps that might exist either perceived or real. Documentaries of
successful past students of technical education, both local and international can be a source of
proof to customers. Technical universities could also organize workshops where past technical
students shall have the platform to interchange encouragement with students.

Pro-entrepreneurship

As the Polytechnics re-engineer to technical education, they do so not only with their science
and technology programmes, but also the business programmes. One question that is worth
considering is how could the polytechnics handle business programmes at the era of technical
education? It is therefore important that technical education emphasis entrepreneurship in all
its programmes, particularly business programmes in order to distinguish it from that of the
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traditional universities. The importance of entrepreneur in the affairs of nations and their
people is of great importance to both academics and practitioners (Garba, 2010; Keat,
Selvarajah & Meyer, 2011). It is a popular belief that advancement of developed countries in
the global market place could be attributed to attention given to entrepreneurship as a means
to reduce unemployment and address issues of poverty (Venkatachalam & Wagqif, 2005; Gurol
& Atsan, 2006). This suggests if technical universities are proactive in emphasising the
entrepreneurial nature of the programmes, they are likely to inculcate into the prospective
students hope of having jobs to do after enrolling and completing a programme which could
make them prosperous and competitive in the global market environment (Kuratko &
Hodgetts, 2004; Schaper & Vorely, 2004). In this connection, technical education institutions
should link entrepreneurship with its unique features of job creation, wealth creation and
economic sustainability to technical education (Lena & Wong, 2003; Schaper & Vorely, 2004).
The school curriculum should be designed in such a way to inculcate the spirit of
entrepreneurship (Kantis, Ishida & Komori, 2002). The philosophy is that education in general
and higher education in particular provide the basis for gainful employment in recent times
(Seet & Seet, 2006). Thus, in order to rekindle the hope of higher education’s role to
investment in education and training that produce a return for the individual and the society as
a whole (Alam, 2007), technical university must take the entrepreneurship components of the
programmes seriously.

The model of marketing technical education is represented by figure 1.

@Iace: \| (| ; —\ / ice: \
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Figure 1: A Model of Marketing Technical Education
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CONCLUSION

Starting from the premise of the need to market technical education, this paper identifies the
primary role of marketing as a strategic tool to implement, sustain and evaluate the emergence
of technical universities in Ghana. The primary task of marketing is establishing the
coordination of elements necessary for the marketing of the institutions. While the
reengineering has tended to concentrate upon the issues of policy formulation and timely
implementation, the complexity of marketing the programme, especially when the traditional
universities have already caved the niche for themselves, point to the fact that adoption of
marketing approach to the implementation and sustainability are not trivial issues. With
students’ enrolment being a critical part of the success of the transformation of the
Polytechnics to Technical Universities, the implications for the effective application of the
marketing mix and the management of the students’ choice decision making process are
profound.

The theories of human capital and resource based view support the model of the marketing
mix model suggested by the current study. An interesting feature of the 10Ps model is that it
offers a theoretical basis for understanding a number of areas that the Technical Universities
would have to concentrate to make the offerings competitive and sustainable. These include
the design of programmes that meet the current needs of students and the job market;
charging reasonable fees that is low enough to attract more enrollment but high enough not to
undermine the perceived quality of the programme. It also include effective communication of
the programme to current and prospective students and their parents; ensure convenient and
assessable delivery of programme; recruit and train the right caliber of staff to manage the
process; and put the right systems in place to support effective running of the institutions.
Other areas include, providing fitting and comfortable practical facilities in the form of
laboratories, workshops and drawing room. Finally, there should be defined hope for the
students to enable them identify the future prospects of the programmes they purchase; while
at the same time tangible and concrete evidence of achievement in the field of technical
education are made manifest; and designing programmes that give credence to
entrepreneurial acumen.

The primary driving force behind this marketing mix has been the quest for students’ value
maximization and enhances stakeholders’ ability to do cost-benefit analysis of the investment
in technical education. If the unique feature of the institution’s programme is skill and
professional development, if the programme is industry relate, if the programme promises
jobs, then the theoretical foundations of choosing technical university is supported. The
important difference between the technical universities and the tradition universities is the
emphasis which the current marketing mix model brings to the fore for the provision of the
technical university education in Ghana. It is the task of the institutions to turn each decision of
the customer to concrete actions, from the need recognition to the post-purchase reaction.

This paper has attempted to adapt and expand the previous literature on marketing mix model
by given due attention to application of marketing to the study of technical university
education. The emphasis upon the 10Ps marketing mix model as the primary actor in
marketing technical university is essential to analysing the reengineering of polytechnics to
technical universities and the role of the institutions to create a market niche.

Research shows that though technical education has been a powerful influence in development
planning, indiscriminately offering of technical education may have negative impact on
development (Bennell, 1996). Thus, it behooves on government not to rush into transforming
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all polytechnics to technical universities. A polytechnic institution must meet the required set
standard before it is roved into the technical university status. The process should be gradual
and be based on a polytechnic’s readiness so as to produce the desired human capital (Colin,
1999; Alam, 2007)

LIMITATIONS AND FUTURE RESEARCH

In fact, what seems to be missing in this analysis is that in order to achieve a better
understanding of the marketing strategies and mix, and reach into an effective marketing
strategy, there is the urgent need to understand customer demands, preferences and buying
behaviour empirically. In other words, the design of each of the marketing mix elements should
depend on customer analysis from a survey (Peter & Olson, 2008). However, since this study is
more of a model building than empirical study, no such data were collected. Future studies can
consider collecting empirical data to test the model developed to add more coherence,
relevance and depth to the issue of technical education marketing.
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