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ABSTRACT 

 

Title:  Student perception on quality lecturing in a business school. 

Key terms: Quality, learning organization, lecture structure, lecture life cycle, 

presentation, the message, the messenger.  

 

The general purpose this study has been to determine the perception of MBA 

students on quality lecturing. Business schools are concerned about how learners 

evaluate the lecturing experiences in order to monitor the quality of the lecturing. 

Student evaluations are assumed to mirror relative stable views which hold 

implications for how tertiary institutions act upon and reward the educational 

practices of lecturers. 

It is evident from prior research that broad reaching claims concerning student 

satisfaction cover large alternatives in terms of a construct being evaluated. Links 

between what is measured, and how this information should be utilised, are not 

always well-defined. Previous studies suggest that student satisfaction and 

perception is a multifaceted concept consisting of several complex dimensions. 

The true muscle of lecturing is crucial leadership ability. It is not just a lecture or a 

presentation. Lecturing is a set of skills. It is not just about a gift. It is a set of 

practices that should be rehearsed, mastered and delivered. A lecturer will certainly 

not deliver a faultless lecture, but might bring an influential and current lecture. The 

skill set of lecturing is both a skill and a discipline. A lecturer should learn and 

practices the discipline; then the skill will be conquered. Everyone can be a powerful 

and skillful presenter, but it will take time, rehearsal and vigor to overcome 

mediocrity. 

The management of business schools should comprehend the importance of quality 

lecturing. Without emphasis on lecturing, the perceived quality of a business school 

could be misconceived by students. Quality lecturing should always be a focus point 

and the emphasis on improved effectiveness by management. 
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  Chapter 1. Nature and Scope of the Study 

1.1 Introduction 

 

This chapter provides the background and problem statement of this study. The 

primary and secondary objectives of the study are subsequently presented, together 

with the methodology used in order to achieve these objectives. Limitations of the 

study are also highlighted. It concludes with an overview of the structure of the study 

by briefly describing the content of each chapter. 

1.2 Purpose and scope of the study 

The purpose of this study is to develop an understanding of students’ perception on 

lecturing as a form of teaching and what is regarded as effective and quality 

lecturing. 

The study involves the principles of both Organizational Behaviour and Operations 

Management. It will primarily focus on a business school in South Africa with   

challenges that are not necessarily unique.  

1.3 Context of the study 

In this study, quality lecturing in a learning organization will be explored from a 

student’s perspective. 

 

1.3.1 Learning Organization 
A business school teaches students to transform their organization into a learning 

organization. The challenge itself is for a business school to be a learning 

organization as is imminent in the mission statement of universities:  

 “The NWU’s mission is to become a balanced lecturing-learning- and research 

university and to implement its expertise in an innovative way” (NWU, 2013); and 

that of UFS is “Establishing transparent opportunities for lifelong learning for 

academic and support staff” (UFS, 2013). 

The most frequently cited definition of a learning organization in the European 

literature is that of Pedler et al. (1991:5). They define a learning organization as, 

“one which facilitates the learning of all of its members and continuously transforms 

itself”. 
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The high level of current interest in the learning organization indicates that many 

people now believe learning to be the key to progress for organizations, whether 

corporate or educational. People are starting to realise that there is no general 

prescription for success today. The factor which many thriving institutions have in 

common seems to be the degree to which they are capable of exploiting the skills 

and experiences of their workforce (Edmonstone and Havergal, 1993:27). 

 

The purpose of learning organizations is to enable the organizations to search for 

new ideas, new problems and new opportunities for learning, from which competitive 

advantages can be cultivated in an increasingly competitive world. In general and in 

the context of higher education specifically, the world is changing - markets are 

changing and political and legal contexts are shifting. In such an environment, 

organizations and their employees must know how to change (Rowley, 1997:14). 

 

Richard Osborne and Scott Cowen remark: “Business schools must become learning 

organizations or else they will become increasingly irrelevant to a rapidly changing 

world that is assaulting assumptions about society and its principal organizations. 

Business schools presume to teach other organizations and individuals to learn to 

manage in cyberspace, while managing our own systems as railroads with fixed 

tracks, schedules and destinations.” (Osborne and Cowen, 1995:38). 

 

In line with the mission of a university, manifestation of being a “learning organization” 

is to do research on business matters - “Strengthening the quality of lecturing and 

learning by improved client focus, e-learning, innovation and diversity” (NWU, 2013), 

but there is more to it: improving lecturing by being a learning organization in terms 

of scholarly activity, i.e. learning about lecturing. 

 

1.3.2 Quality 
Quality pervades in every aspect of the activities undertaken in the process of 

education and the wide array of beneficial results of educational activities on both 

individual learners and the wider society. According to Maduewesi (2005:10), quality 

is a multifaceted concept, which encompasses how learning is organized and 

managed; what the content of learning is, what level of learning is to be achieved, 

what it leads to in terms of outcomes and what goes on in the learning environment. 
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There is ample published work on quality as a performance measure (Beamon, 

1999:275).  

Quality is most often defined as the ability of a product or service to consistently 

meet or exceed expectations. Lillrank (2002:691) divides quality definitions found in 

the literature into four categories: excellence, value for money, conformity to 

requirements and meeting or exceeding customer requirements. In this study, the 

student is seen as the primary customer and employers as the end user.  

Lillrank (2002:691) further emphasises that excellence-based definitions include the 

idea that products or services may include elements that are perceived as superior, 

which are often very subjective, hard to measure and sometimes confuse quality with 

product segments or grades.  

According to Peters (1999:6), quality management originates from two ideas about 

how to run institutions better. The first idea revolves around customers. If institutions 

can determine what its customers prefer, they can deliver it identical every time. 

Customers will return to purchase such products and services, and will also inform 

others about these products and services. The second idea that institutions need to 

explore is efficiency. If institutions can determine the most efficient way to produce a 

product or service and stop wasting time and/or material by replacing poor quality 

goods or delivering unsatisfactory service, they will be more successful.  

1.3.3 Context 
According to Eastman (2012:99) a better comprehension of students’ expectations 

and priorities can help create assistance and an environment that is more likely to 

engage and retain a student in the work and educational environment. It is critical for 

the business education management to address how the faculty can best serve the 

educational needs of a student. 

 

There are complementary means available to understand student perception on how 

to improve teacher effectiveness. The purpose of this study is to discuss the views 

and awareness of a diverse group of students on the effectiveness of teacher 

lecturing in a rapidly changing world. 
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 A Faculty of Commerce needs to embrace the reality that campuses will be different 

as the students develop and change. Student engagement is the key to academic 

motivation, perseverance, and degree completion and students are looking for an 

energetic, positive, unbiased and flexible faculty which is alert to students’ needs. 

(Eastman, 2012:99). 

 

 

1.4 Problem statement 

 

1.4.1 Ideal state 
Care (2009:44) proposes that the composite of items designed to measure 

satisfaction with quality of lecturing, provides a probable source of feedback for 

teachers about student learning.  

 

The choice of a tertiary education institution by individuals is directly related to their 

perceptions of quality (James et al., 1999:81), after principal considerations of 

subject and course requirements are met. 

Business schools are also anxious about how students assess their education 

experiences in order to screen the quality of the education delivery. Student 

assessments are presumed to mirror stable opinions, which have implications on 

how tertiary institutions act upon and reward the educational practices of their 

lecturing staff. Another way to quantify student evaluation of the education 

environment is through the use of student satisfaction questionnaires. The practice 

of this tactic has increased noticeably over the past few years (Griffin et al., 

2003:265). Principal amongst the surveys used is the Course Experience 

Questionnaire (CEQ) (Ramsden, 1991:148), which shows many parallels to 

measures used universally (Trigwell and Dunbar-Goddet, 2005). Student satisfaction 

questionnaires should constantly be reevaluated to ensure that outcomes and the 

understandings thereof are valid. In a perfect setting the ability of a specific 

questionnaire or survey should identify quality of lecturing to provide information that 

is reliable, valid, usable and beneficial.  
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It is evident from previous research that broad reaching statements regarding 

student satisfaction cover huge variations in terms of the construct being measured. 

Links between what is being measured, and how this information is to be utilised, are 

not always well-defined (Care, 2009:44). 

 

Richardson (2005:410) mentions that the student response sought after must match 

the objectives of the questionnaire. The valuation of a course in a questionnaire 

typically covers structure, management, satisfaction experience, buildings etc. For 

the evaluation of specific subjects, the identified factors are mostly about quality of 

lecturing and teaching.  

 

Measuring a valid student perception on quality on lecturing and teaching suggests 

that the perception might vary due to subjectivity. Analyses of the variances should 

be used to identify and gather factors of variance. Possible perceptions that can 

attribute to the variances are lecture characteristics, method of lecturing, lecturing 

environment and student group. Similarly, where variances are found, it is of utmost 

importance to identify the source. From previous research it is determined that 

student perceptions of quality lecturing vary constantly across different faculties, 

subjects and schools (Obenchain et al., 2001:103) across class size (Ramsden, 

2003:58) and across modern versus traditional academic courses (McGinty and 

McTaggart, 2000:5). Evaluations of perceptions of collective groups of students 

registered for the same subject or course are characteristically done in an effort to 

determine and measure potential improvements in the lecturing and learning 

environment (Wilson et al., 1997:53), rather than to determine the reliability of the 

measures or student understanding of lecturing quality. 

 

1.4.2 Current state 
According to Mijic (2010:125) quality reassurance and constant evaluation of tertiary 

education, are major tasks set for tertiary institutions and business schools. 

Standards set for quality assurance in tertiary institutions outline the vital role of a 

student in the whole process of assuring and determining quality. One of the ways of 

obtaining student response about the lecturing process and lecturing quality is using 

student feedback questionnaires. 
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Mijic (2010:126) also states that learner’s feedback on lecturing quality is not in itself 

adequate to improve quality of lecturing. Using a collection of student’s feedback of 

lecturing and lecturing quality does not promise improvement of quality. The 

feedback should be converted into tasks and objectives for the staff to act on and 

strive towards. In reality this does not happen and one of the key reasons is a lack of 

formal actionable strategies that regulate understanding, the analysis of outcomes 

and the needed actions centered on the results of evaluation in order to increase the 

overall perception of the department or school’s lecturing quality.  

 

In the current educational environment there are limited procedures defined to action 

the results of students feedback on lecturing quality. One of the only instances of 

changing quality perception is attained by the process of self-regulation. Lecturers 

with lesser ratings can categorize sections of work that should be better-quality 

enhanced, thus improving lecturing quality. The prior also applies to specific subject 

units and the other essential elements of the process of lecturing that are part of the 

evaluation. Quality assurance in tertiary institutions and business schools are fast 

becoming more significant and it is probable that the established policies will soon 

include suitable instruments and measurements to take into account the results 

gathered from students’ evaluations of lecturing quality (Mijic, 2010:124). 

Specialized master and doctoral programs have been under criticism for their lack of 

consistency and uncertain objectives. There is also criticism on the lack of pertinent 

subject content and lack of rigorous standards. Certain business schools offer a 

generalised syllabus, others a vast but not necessarily integrated set of subjects but 

the minority provide significant opportunities for specialised education (Barnett, 

2010:xiii). 

Contact sessions in part time business school programmes are limited, but all 

program syllabi should still be covered, thus creating the challenge of limited time 

and lots of work. 

1.4.3 Problem 
By default lecturing is teaching, but is it effective and is it quality lecturing? The 

problem could be that some students experience that lecturers are not offering 
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quality lecturing during contact sessions. This could limit the learning gained at these 

sessions.  

Lecturers may be experts in their disciplines, but are they experts in lecturing? 

Students as adult learners need and expect good quality lecturing – contact sessions 

must add value to the programme. There is a need to determine the perception of a 

business school MBA student on quality lecturing. 

In this study, lecturers’ and students’ perceptions of quality lecturing in a business 

school will be determined in order to identify shortcomings in the contact sessions 

and make suggestions as to how effective quality lecturing and can be improved. 

1.5 Objectives 

The research objectives are divided into primary and secondary objectives. 

The primary objective is to identify perceptions of students on quality lecturing 
methods by lecturers in a business school. 

The secondary objectives are to: 

 Carry out a thorough literature study to find the important characteristics of a 

lecture that is perceived as adding value. 

 Identify the perceptions of a typical group of students on quality lecturing. 

 Make recommendations on ways to improve lecturing at a business school. 

1.6 Significance of the study 

The main focus of this research will be to establish a quick reference on perceptions 

of quality lecturing for lecturers in a School of Commerce. New, as well as 

established lecturers can compare the findings of this research to their own methods 

for quality improvement. 

Common sources of evaluation are student opinion, student achievement and peer 

reviews. Students appreciate the chance to remark on the efficiency of lecturing and 

learning, providing that the demand of the feedback is not too much work, the 

comments are taken seriously and there is actual indication of change (Care, 

2009:44). 
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Lectures are evaluated for judgemental purposes such as tenure, promotion and 

quality procedures and for development purposes such as improving expertise and 

student learning. Common sources of evaluation are student opinion, student 

achievement and peer views (Care, 2009:44). 

 

This study will provide lecturers with information that they may use to reflect on their 

own lecturing practices. It will also provide management with information on which to 

make decisions regarding professional development of lecturers in terms of lecturing 

and learning. The main value added by this study will be the improvement of 

lecturing and learning in the MBA programme of a business school. 

 

1.7 Delimitation of the study 

The product of this study will embody a sample of students from the Potchefstroom 

Business School. Samples have been drawn from first, second and final year MBA 

students and will not be representative of a specific lecturer’s style, but lecturing 

style in general. 

1.8 Assumptions and limitations 

The area of research is lecturing and learning. The respondents come from the 

business world and may not have ample knowledge in the area of research. It is 

assumed that respondents will be able to clearly articulate answers to the 

questionnaire, as it is a subjective opinion. 

The study could have the following possible limitations: 

 The fact that the term quality is ambiguous and subjective, might give a 

mismatch in the value of each success element. For this reason, the concepts 

will be clarified through definition. 

 Only one university has not been representative enough to extrapolate to 

other institutions. 

 Specific time frame. 

   



18 
 

1.9 Layout of the study 

 This study is divided into four chapters: 
 
 Chapter one introduces the content of the paper and explains why the specific 

topic has been chosen for the research. The chapter presents the problem 

statement, the research goals, methods and research limitations.  

 Chapter two reports on the relevant literature researched to achieve the goals of 

the research project.  

 Chapter three focuses on the research methods. Aspects that will be covered 

include research design, measuring instruments that will be used to gather data 

and data analysis techniques will be discussed.  

 Chapter four discusses the conclusion reached resulting from the study as well 

as any recommendations that can be made to management, plus 

recommendations for future studies. 

 

 

1.10 Chapter summary 

Chapter one has provided the background and motivation including the problem 

statement, primary and secondary objectives, scope, research methodology to be 

utilised, limitations and the layout of the study.  

Chapter two will cover the literature relevant to this study. 
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  Chapter 2. Literature review and research 

2.1 Introduction 

Definitions, according to literature, have been evaluated and linked to benchmarks of 

theoretical requirements. 

This literature review focuses on quality lecturing, effective lecturing and learning of 

adult students. The role and use of lectures will also be clarified, aiming to provide 

suggestions for effective utilisation of the formal contact sessions in the MBA 

programme. 

The literature study and theoretical review have been prepared out of articles, journal 

articles, reports from corporate businesses, Internet and other applicable sources. 

Current success models have been evaluated and adapted to suit the requirements 

of the problem statement mentioned earlier. Adaptations have been made according 

to the researcher’s experience and interpretations. 

This chapter offers a discussion on quality perceptions, higher education, student 

satisfaction, methodology etc. Furthermore it will present a critical assessment of 

factors that may influence perception of quality lecturing. 

2.2 Student perceptions on learning 

Based on the premise that teachers gain many insights from how students 

experience their lecturing, previous studies on student perception of learning in 

tertiary institutions have described dissonant forms of contextualized learning. The 

connection between various approach techniques to lecturing and perceptions of the 

learning context are in agreement with and logical for the more senior lecturers. In 

courses of studies where students echo lesser quality learning, the connection 

between methods of lecturing and perceptions of the lecturing environment are more 

discordant and confusing. There are disagreement and disconnect in the way which 

numerous lecturers in tertiary education experience their own lecturing. When the 

more senior lecturers report on the discordant experience of lecturing, their students 

and peers assume methods of learning aimed at imitation rather than understanding. 

It then appears that comparable organizational relations between facets of student 

experiences of lecturing apply to teacher’s experiences of lecturing (Ramsden, 

2003:50). 
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Thus according to Ramsden (2003:50), when a teacher’s experience of quality 

learning increase, the experience of the student will increase accordingly. 

 

Higher education institutions are realising increasingly that higher education could be 

regarded as a corporate service industry and they are beginning to focus on meeting 

and exceeding the needs of their customers (students) (DeShields et al., 2005:138). 

 

2.3 Higher education as a service 

 

Oldfield and Baron (2000:86) state that tertiary education should be seen as an 

absolute service and for Hennig-Thurau et al. (2001:332), education fall into the field 

of service marketing. The above authors nonetheless point out that education differ 

from other professional services in numerous ways: 

Tertiary educational services play a dominant role in a student’s live, and a student 

requires large quantities of inspiration and academic skills to achieve their goals. 

 

Educational services also have many other service features: Educational services 

are predominately intangible, delicate, mixed, and the lecturers’ lecturing efforts are 

concurrently shaped and consumed by both lecturer and student that is part of the 

lecturing experience (Shank et al., 1995:82).  

 

2.4 Service quality and satisfaction 

 

In literature regarding service, the focus is mainly on apparent quality, which results 

from the contrast of customer service expectations with their insights and 

understanding of authentic performance (Zeithaml et al., 1990:23). Quality in tertiary 

intuitions is a multifaceted and multi-layered complex concept and no particular 

concise and objective classification of quality is available (Harvey and Green, 

1993:32). Thus consensus regarding the best way to describe and quantify service 

quality (Clewes, 2003:71) does not exist at the moment. Most stakeholders in tertiary 
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education (students, Government, corporate bodies) have their own viewpoint and 

definition of quality according to their particular needs. 

 

This study is mainly interested in one particular stakeholder in tertiary education, 

namely the student. As mentioned before, due to the increase of tuition fees and the 

new curriculum structure, a student will most definitely be viewed more as a 

customer of educational services in the foreseeable future. A student that receives 

and uses the services offered by the university, makes them import customers of 

educational services (Marzo-Navarro et al., 2005:63). 

 

Authors such as Hill (1995:22), Sander et al. (2000:321) and Gremler and 

McCollough (2002:159), agree that a student is the primary consumer of higher 

education services. However this does not guarantee that other viewpoints may not 

also be true and vital. Oliver (1997:13) points out rightly in this regard that a learner 

could also take on the role of a client, producer, or product. Based on previous 

research in service quality literature, O’Neill and Palmer (2004:42) describe service 

quality in tertiary institutions as the difference between what students expect to 

receive and their perceptions of the delivery of the actual service. 

 

Numerous meanings of satisfaction exist in the services and consumer marketing 

literature, and according to Oliver (1997:3), satisfaction is defined as enjoyable 

fulfillment, which means that a consumer perceive that consumption satisfies certain 

needs, desires and goals and that this fulfillment is pleasurable. Satisfaction is thus 

the consumer’s logic that consumption offers outcomes against standards of 

pleasure versus displeasure (Oliver, 1999:34). The fulfillment concept has also been 

extended recently to the context of tertiary education. 

 

 

2.5 Examining student satisfaction 

 

Zeithaml et al. (2008:8) indicate that service quality and customer satisfaction are 

essentially different concepts. The above authors suggest that customer satisfaction 
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is influenced not only by service quality perceptions but also by situational and 

personal factors.  

 

Previous research on student satisfaction proposes that student satisfaction is an 

ever evolving, complex concept, consisting of numerous dimensions (Marzo-Navarro 

et al., 2005:63; Richardson, 2005:410). Referring to Oliver and DeSarbo’s (1989) 

definition of satisfaction, Elliott and Shin (2002:198) define student satisfaction as the 

favouritism of a student’s personal evaluation of the various results and familiarities 

associated and experienced with education. Student satisfaction and the research on 

student satisfaction are continuously being molded by repeated experiences on 

campus life. Recent research findings indicate that content students attract new 

students by engaging in positive word-of-mouth communication to inform associates 

and networks, and they may return to the university to take other courses. This also 

creates a new marketing dimension for business schools and other tertiary 

institutions (Wiers-Jenssen et al., 2002:193; Mavondo et al., 2004:59; Schertzer and 

Schertzer, 2004:92; Marzo-Navarro et al., 2005:64; Helgesen and Nesset, 

2007:142). 

Student satisfaction also has a constructive effect on fundraising, marketing of the 

institution and student motivation (Elliott and Shin, 2002:198). 

 

Service quality versus customer satisfaction is considered as fundamentally different 

concepts. While quality is a general outlook, satisfaction could be linked to specific 

transactions (Patterson and Johnson, 1993:98; Aldridge and Rowley, 1998:202; 

Robinson, 1999:31). However, there are theoretical disputes in the services literature 

regarding the consecutive order of the two concepts. Authors such as Dabholkar et 

al. (2000:171), Cronin et al. (2000:216), and Farrell et al. (2001:591), see perceived 

quality as a forerunner to satisfaction, while other authors (Parasuraman et al., 

1988:39; Bitner, 1990:81), view customer satisfaction as a forerunner to service 

quality. Farrell et al. (2001:591) delivers an above average overview of this 

quarrelsome theoretical issue. Recent research (Yavas et al., 2004:155; Carrillat et 

al., 2007:488; Zeithaml et al., 2008:8) consider service quality as a forerunner to 

customer satisfaction. 
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Further support can be found in the tertiary education research: Browne et al. 

(1998:13) demonstrate that students perceived service quality is a forerunner to 

student satisfaction. Thus, this study agrees with the majority of recent preceding 

research that service quality is a forerunner to satisfaction. 

 

The student (Winsted, 2000:416; Zeithaml et al., 1990:34) agrees that service 

providers will only be able to deliver service experiences that will agree with 

consumers if they know what their consumer prefer. If a tertiary institution 

understands how the student perceives the services offered particularly lectures, 

tertiary institutions may be able to adjust their services to a certain degree, which 

should have a constructive impact on students’ perceived service quality and their 

levels of satisfaction in the lecture. 

 

Oldfield and Baron (2000:86) uphold that there are various opportunities to interpret 

service quality in higher education from an organizational perspective. The authors 

also suggest that universities should pay more attention to what a student require 

and prefer rather than gathering statistics based upon what the university perceives 

is important in a student’s view. 

 

Joseph et al. (2005:67) agree and highlight that previous research on service quality 

in universities has trusted too strongly on the input from university insiders, while 

downplaying the input from the students themselves. The authors consider that 

traditional approaches on service quality in a university leave decisions about what 

constitutes quality of service, such as leaving the decision on what is more important 

to the student only in the hands of lecturers or administrators. The authors therefore 

propose that administrators and academia should shift focus from their perceptions 

of quality to actually understanding the requirements of the students, who should be 

their specific and main target audience. Douglas and Douglas (2006:6) also propose 

what the student experience, and the improvement of student experience should be 

at the forefront of any higher education quality monitor board. 

 

2.6 Quality of faculty 
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A study by (Ramsden, 2003:48) states that as a long term career option, lecturing 

jobs are not very attractive, and hence the best qualified people do not opt for 

lecturing jobs. Though financially top universities can attract qualified and competent 

staff, it is unclear whether this is the case for less prestigious tertiary institutions. 

 

In some circumstances universities hire faculty that may have been passed over for 

more glamorous or better paying appointments in the private sector or even for 

admission to more prominent alumna programmes. These individuals possibly 

graduated from lesser ranked institutions, with the corresponding issues of 

programme quality, further worsening a vicious circle (Ramsden, 2003:28). 

 

2.7 Lecturing: a calling? 

 

It is believed that academic work preserves the essential nature of a vocation, 

although not in any spiritual sense. Elliott and Shin (2002:197) studied four 

disciplines at the University of Melbourne and have found that the usual stated view 

is that academic life should be seen as a passion rather than an occupation. The 

authors have done a research study, with most academic personnel feeling a much 

stronger affinity to academic work than to the industry work. Research is not decisive 

on the proportion of faculty who feel that an academic career is a calling and not a 

job. 

 

With a diversity of stakeholders, the tertiary educational system finds itself in a state 

of misperception over the empathy of such design characteristics that would impact 

on the processes part, mix the interests of the numerous stakeholders and lead to 

the satisfaction of customers (Sander et al., 2000:322). 

 

A university has various stakeholders: scholars, recruiters, faculty, the society, the 

Government and especially corporate industry. Comprehensive research is available 

on student as consumer in the higher education, both in theory and practice. 
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According to Oliver (1997:4), if a student is treated as a valued customer, the 

university is on par to achieve the objectives and overall benefits of education, with 

immediate, short-term student goals of profitable employment. 

 

Joseph et al. (2005:78) state that treating a student body as a customer has 

decreased the rigor of the curriculum and lecturing methods. With a student and 

customer alignment, it is problematic to define the product - it could be education, 

but this is a dicey construct even for lectures, let alone for students. Joseph et al. 

(2005:80) suggest that the student is the first consumer, then Government, and then 

finally corporate and recruiters as the end consumers. 

 

Corporates and recruiters are considered the end consumer to whom tertiary 

institutions cater. Recruiters are looking for the services of people who have finished 

their initial studies. MBA makes graduates more marketable and that headhunters 

often target good MBA graduates. Oldfield and Baron (2000:87) researched the skill 

requirements that recruiters require from university graduates; this show that 

recruiters are considered vital for growth of universities and that they are the final 

providers of jobs and careers for university graduates.  

 

Oldfield and Baron (2000:87) propose the process model of analysing quality in 

tertiary institutions and also suggest that quality is an internal process of 

transformation wherein diverse members perform various tasks. Managerial staff 

performs administrative work; lectures perform a lecturing task and students 

advance in knowledge. The department is an internal customer of the university. 

According to the authors, a satisfied internal consumer would be an real and efficient 

service provider who would follow a consumer centric model. Based on this idea, 

Oldfield and Baron (2000:86) measured academic and managerial satisfaction, their 

case study focused on the approval of faculty with their workload, money and 

benefits. 

 

Hill (1995:22) has recognized the following quality elements of management 

education: 

 

(a) Academic setting - libraries, journals, computer facilities, etc. 
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(b) Intellectual assets - faculty, books and journal articles, published discussions and 

     conferences attended, etc. 

(c) Buildings - classrooms, laboratories, campus, residences, etc. 

(d) Placements - number of students appointed through campus selection, average  

      pay offered, etc. 

(e) Investor satisfaction - faculty, student and recruiter's perception and satisfaction. 

(f) Innovation – modified courses, updated courses, new innovative courses 

    launched etc. 

 

Sander et al. (2000:321) have suggested five measures to ration the quality of 

business education with: 

(1) Quality of students including the entrance fee process. 

(2) Lecturing quality. 

(3) Placement. 

(4) Faculty development. 

(5) Infrastructure. 

 

Taking into consideration the findings of Sander et al. (2000:320) and Hill (1995:21), 

it is clear that there are many factors influencing the quality of lecturer and student in 

a business school.  

 

 

2.8 Lecture life cycle 

A well-known philosophy of marketing is that of the Product Life Cycle (PLC). The 

Product Life Cycle can be used to analyse various processes; from product category 

to brand analysis (Eastman 2012:99). Eastman also propose that the PLC should be 

adopted to courses over a cyclical period and that applying this concept should be 

extremely helpful in efficiently connecting to a student.  

 

Agreeing with Eastman (2012:99), the PLC idea proposes that products have a 

limited returnability lifespan. In this lifespan there are distinct periods and each of 

these periods poses various opportunities and challenges.  
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The four suggested periods are as follows (Eastman 2012:99):  

 

Introduction – Is a stage of sales growing as the product is introduced into the 

marketplace. Returns are minimal because of the high expenditure of product 

introduction. During this stage, marketers inform prospective customers, encourage 

product trial, and secure supply.  

 

Growth – Is a stage of fast marketplace acceptance and considerable return 

development. During this period, marketers sustain the growing needed to improve 

product quality and features. Marketers also add new models to the range or enter 

new segments. This is to grow the distribution coverage. Lower prices can also be 

introduced to attract price sensitive customers.  

 

Maturity – Shows a decrease in sales growth due to the product achieving 

acceptance by most potential buyers. Returns stabilize due to increased competition. 

During this period, marketers recognise that products will experience three stages:  

 A growth stage where sales growth slowdown.  

 A stability period where sales flatten due to full capacity, and   

 A decaying ripeness where sales decline as consumers alternate, switch or 

trail other products.  

 

For organizations wishing to extend the life of a product, they need to adapt the 

marketplace by expanding the number of users and increasing the usage rate. They 

should also adapt the product (through quality excellence, feature improvements, or 

style improvements). By changing the marketing program with non-product elements 

such as price, people, place and promotion, they can also extend the life of a product. 

 

Decline – When sales show a downhill trend and returns erode - organizations need 

to determine whether to gradually reduce investment while trying to maintain sales or 

withdraw the product. 

 

According to Eastman (2012:93), the PLC offers a valuable context in view of the life 

cycle of a class. From management’s point of view they should consider the lecturer 
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to be the marketer, and the product as course material. Student commitment to 

contribute in class learning is similar to sales in the traditional PLC. Thus time 

devoted by the student to learning is similar to the price and learning outcomes are 

similar to return. 

 

During the introduction period of a class life cycle, the emphasis of lecturing needs to 

include building student commitment to contribute in class learning activities. This 

period is especially important in the setting of classes attended by structured, rule 

abiding, team oriented students. From a lecturer’s viewpoint, it is more than likely 

that minimal of the class’s subject related learning objectives will be grasped by 

students during this period. Students will rather start to absorb topic matter, the 

lecturer, and other students by utilising the selection of resources at their disposal. 

The goal of lecturing during this phase is to shape student attentiveness. Also to 

comfort the student with the methods of communication and the various sources of 

information that will contribute to desired learning outcomes. What is also vital for the 

lecturer is to set the standards for the remaining of the course. The goal is not to limit 

involvement with other communication resources and tools, but rather to drive 

involvement with assets and methods that will be the primary focus of the course. 

Failing to build structure in class is likely to have an adverse impact on student 

learning and experience. Failing to build structure in class can cause course material 

and communication to be displaced by students for pre-existing communication and 

external unreliable sources of material.  

 

An indication if the introductory phase has successfully built the structure, would be 

that the first source students utilise to collect material and information on a specific 

topic, is associated with what would be used by a lecturer to distribute information 

during the rest of the semester (Eastman 2012:99). 

 

According to Eastman (2012:95) it is very important for the faculty member to start 

from the beginning of the term and demonstrate that his/her course is current and 

relevant to the students. The lecturer should integrate group work with assignments 

and projects. Given the service orientation of students, a service action learning 

project that involves helping others in the community, will appeal to most students. 
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Service learning is seen as being increasingly important with lecturing/learning. 

(Eastman 2012:99).   

 

A Faculty of Commerce or Business Faculty should embrace that campuses will be 

different and change as students change. Crucial features of a student as described 

in literature can be addressed more accurately by organizing a course and lecture 

using the framework of the PLC (Eastman 2012:99): 

 

(1) Introduction Phase – Building Structure.  

(2) Growth Phase – Endorsing Structure.  

(3) Maturity Phase – Utilising Structure.  

(4) Declining Phase – Undoing Structure.  

 

Through the stages of a subject course, student engagement is crucial to academic 

perseverance, motivation, and course completion, as many students are looking for  

a faculty that is energetic, positive, open-minded and flexible, thus understanding the 

needs of a student (Eastman 2012:98). 

2.9 Structure of a lecture 

 

Promoting Structure  

The traditional lecture will not be productive as students prefer visualizations, 

motivations, role playing and games. The lecturer should incorporate video clips and 

class interactions, to get the students absorbed in the course. Students perceive a 

lecturers ability to effectively utilise technology as an indicator of his/her ability to 

connect to their culture (Eastman 2012:99). 

 

Using Structure 

As a group of students or class reaches ripeness, the group’s level of engagement 

and rate of learning will stabilise. If the lecturers have been successful during the 

earlier periods of engagement, the majority of students should be utilising course 

materials, communication structures and learning objectives (Eastman 2012:99). 

 

Dismantling Structure 
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Towards the end of a semester, students will become more goal oriented and 

displace the previous focus on achieving the courses objectives with a primary goal, 

to complete the course and any remaining grade linked responsibilities. Learning 

rates will decline and the lecturer should maintain the existing lecture structure for 

students to complete their necessary responsibilities. In the long run, most students 

will sell their books, delete favourites in their web-browsers, and replace classmates 

on Facebook, with a Linked-In contacts list. According to Eastman (2012:98), 

students would revert back to their old ways off Wikipedia and Google searches for 

information related to their objectives. Lecturers should at this stage decrease the 

lecture content by decreasing the course’s online presence at the end of the term. If 

the course is a requirement in a program where the students will remain in 

communication with one another, the lecturer should harvest the product by 

decreasing the level of participation, but also providing support for ongoing students 

and provide access to course structures and resources (Eastman 2012:99). 

 

It is vital that the lecturer highlight what is expected to be successful in the course 

early in the term and to provide continuously on time feedback throughout the 

semester. This is so that students understand where they are positioned and what 

they need to do to improve their stance. The use of graded feedback early in the 

term will assist with the structure of the lecture. Finally, lecturers need to clearly 

communicate what the process is for handling grade disputes and they should 

advise students on the process and structure to follow when addressing concerns 

(Eastman 2012:99). 

 

2.10 Quality presenting from a management perspective 

 

Effective and quality lecturing can be taught. It is the art of public speaking and 

presenting that has to be mastered in order to be an exceptional lecturer (Baker and 

Thompson, 2004:12). 

A presentation is the method for conveying a message and to generate results. An 

effective presentation is one that entices individuals to act. A presenter knows 
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his/her speech has been successful if the audience purchase, action or follow. To do 

this necessitates skill (Baker and Thompson, 2004:12). 

According to Baker and Thompson (2004:12), effective lecturing of lecturing skills 

concentrates on the vital element of the lecture — the message itself. Some 

lecturers place the heftiest importance on the lecturer and focus their presentation 

feedback on all that the lecturer is doing incorrect. When lecturers receive this 

feedback, uncertainty can rise. Potentially lecturers then concentrate attention on the 

marginal behaviour they are trying to avoid, instead of concentrating on the content 

and how it is being received by the class. Baker and Thompson (2004:12) discuss 

message and messenger as well as presentation facilities from a corporate 

viewpoint. 

The Message 

It is believed that if lecturers and presenters concentrate on formulating and bringing 

an effective message, the messenger qualities will come spontaneously. 

It is like tucking on one angle of a spider’s web, the rest of the web, being 

interrelated, will move on the same route. Baker and Thompson (2004:12) stress that 

an effective message should be vibrant, striking, and beneficial. 

A vibrant message:  

Lecturers should first clarify the communication purpose and design user friendly 

information, typically using an OOBC (Opening, Outline, Body, and Closing) 

approach. The structure is then accompanied by effective stories, illustrations, 

studies, and other supportive information (Baker and Thompson, 2004:12). 

 

Another technique is to display the outline in small size on all slides so the class can 

concurrently see the detail of individual slides as well as the larger organization. 

Because of the emphasis on simplicity, structure, and the OOBC, lecturers and 

students should experience relatively few problems with disorganized content (Baker 

and Thompson, 2004:13). 

 

A striking message:  

Effective messages stick and enhance information recall. By generating 

presentations that are visually and mentally striking and to incorporate expert slide 
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design techniques, combining design, visuals, colour, outline, and other slide design 

techniques is not just a skill, but a necessity. However Baker and Thompson 

(2004:12) warn against distracting transitions and animations, and against an 

endless array of boring bulleted slides. 

To make messages mentally memorable, lecturers should create opportunities to 

pull the students in attendance away from their psychological preoccupations. To 

stop the class from day dreaming during the session, lecturers should study 

supplementary methods, such as telling stories, using allegories, giving 

demonstrations and implement action learning projects (Baker and Thompson, 

2004:13). 

 

A beneficial message:  

To employ the practicality factor, the lecturer must appreciate the student in 

attendance and then create a suitable presentation. 

The lecturer must persuade the listeners to consent to a message that they does not 

need or want. The lecturer should seek first to appreciate the class and later to be 

understood. Listener’s analyses comprise learning the demographics, interests, 

desires, knowledge level, and managerial pressures of class members (Baker and 

Thompson, 2004:11). 

 

Making an educational one page handout is a decent data planning exercise. 

Another additional advantageous activity is to hold peer to peer practice classes 

during the class before lectures are given, including laptop slide shows for those with 

computers. Here lecturers discover which aspects of their presentations requires 

enhancement (Baker and Thompson, 2004:12). 

Baker and Thompson (2004:12), stress the power of public speaking is a key 

leadership skill. It is not just a lecture or presentation. The capability to connect and 

communicate effectively will take the lecturer further than many other skill sets: 

communicate well and efficiently and communicate the right message so that others 

pay attention, comprehend and act. They mention that an effective message should 

be clear, memorable and useful and should also explain the role of the message and 

the messenger. 
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The messenger 

Regarding the messenger portion of presentations, each lecturer has a unique 

nature and communication style. Even in a lifetime an introverted lecturer cannot be 

turned into an extroverted one. Thus, Baker and Thompson (2004:11) seek to help 

both become effective presenters in their own right.  

 

According to Baker and Thompson (2004:11), Messenger elements are  

(a) being knowledgeable, (b) genuineness, and (c) likability. 

 

Knowledgeable: Good presenters must learn their subject matter through reading, 

research, direct experience, or other means. An actual way to enhance lecturers’ 

understanding of a subject is to request a written report to back up the verbalized 

report.  

 

Genuineness: Understanding is dire in getting the class to trust the speaker, but 

being genuine assist the audience to trust the speaker’s intention. Being genuine can 

be problematic to instill and to quantify. To get to this characteristic, one can show 

20 to 30 second clips of previous lecturers. Ending the video, and asking the 

students how they define the presenter’s genuineness. Remarks could include the 

speaker’s passion for the topic, which is expressed by oral, verbal, and graphical 

intensity; and the speaker’s humanness, reflected by the extent of disclosure of the 

self and the capability to connect with the class. The class prefer to sense that the 

lecturer understand them and should not be patronizing or unscrupulous (Baker and 

Thompson, 2004:11).  

Baker and Thompson (2004:11) define Likability: To assist lecturers obtaining 

likability, they should use former lecturers’ presentations. After showing 20 to 35 

clips, ask the attending lecturers whether they like the presentation and why. 

Explanations for fancy could include a smile, a pleasant face, eye contact, an 

informal talking style, or a relaxed gesture. 
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2.11 Chapter summary 

 

This chapter set out to review the evidence regarding student perception on quality 

lecturing. It began by looking at the general sentiment throughout the literature and 

concluded that there is an over-riding belief in the literature that student perception 

has measurable and significant effects on the success of a course and institution.  

 

The concept of “quality” as a measure of lecture performance, lecture life cycle and 

the proposed structures of a lecture has also been discussed. Current research does 

not fully show the extent to which student perception is related to lecture quality and 

there is still an opportunity in academia to better understand the effect of student 

perception on quality lecturing. 

The next chapter presents the empirical research. The research methodology as well 

as the results from the empirical study is presented. 
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  Chapter 3. Research methodology and findings 

3.1 Introduction 

 

This chapter discusses the research method and design with a view on achieving the 

stated objectives of this research work. A thorough examination of the source of 

data, the methods used in data collection and data analysis is carried out. Chapter 

Three also deals with the report and discussion of results of the empirical study. 

 

The empirical research used to achieve the objectives of this study is based on a 

descriptive research approach. This type of research is used when there is a clear 

statement of the research problem and detailed information needs (Malhotra, 

2007:82). Cooper and Schindler (2008:151) indicate that such formalised studies are 

used to achieve research objectives that involve characteristics associated with a 

subject population, estimates of the proportions of a population that have these 

characteristics, and the discovery of associations amongst different variables. This 

type of research design has therefore been identified as relevant to study the 

perception of students on quality lecturing. 

Tustin et al. (2005:86) specify that the research methods used in this type of 

research design are structured and quantitative in nature. Quantitative research 

seeks to quantify data as compared to qualitative research that is unstructured, 

exploratory in nature and based on small samples from the population (Malhotra, 

2007:143). The quantitative research paradigm is based on positivism and 

measuring social constructs objectively. The aim of testing certain research 

objectives is based on the statistical analyses of a set of theoretical variables.  

In contrast, the qualitative approach is holistic in nature and aims at understanding 

the deeper meaning that people attach to everyday life. This approach is subjective 

and makes use of inductive reasoning (Schurink and Schurink, 2001:4). Cameron 

and Price (2009:213) emphasize that quantitative data presents significant practical 

advantages as it allows one to draw conclusions related to a wider group and data. 

In addition, it can be statistically analysed. In view of the above considerations, the 

quantitative approach was opted for as most suitable for the purposes of this 

dissertation. 
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It also describes the research design and methodology of the study with reference to 

the literature study in the research. It will further detail the nature of the sample, the 

measuring instruments used, and the statistical analyses performed to analyse the 

data.  

3.2 Research approach 

 

Methodology focuses on how we gain knowledge about the world (Denzin and 

Lincoln, 1994:99). The research philosophy depends on the way one thinks about 

the development of knowledge. Two views in this regard dominate the literature - 

positivism and phenomenology (Saunders et al., 2000:12).  

 

Positivism is an approach to social research that seeks to apply the social science 

model of research to investigations of social phenomena and explanations of the 

social world (Denscombe, 2002:18). If an individual’s research philosophy reflects 

the principles of positivism, he/she will probably adopt the philosophical stance of the 

natural scientist. They will prefer working with an observable social reality and the 

end product of such research can be law-like generalizations similar to those 

produced by the physical and natural scientist (Remenyi et al., 1998:73). 

 

Phenomenology or interpretivism has come to provide an umbrella term for a range 

of approaches that reject some of the basic premises of positivism. This includes that 

social reality is subjective, that humans react to the knowledge that they are being 

studied, and that it is not possible to gain objective knowledge about social 

phenomena (Denscombe, 2002:18). Researchers who are critical of positivism argue 

that rich insights into this complex world will be lost if such complexity is reduced 

entirely to a series of law-like generalizations. The terms most commonly used to 

differentiate these paradigms with regard to their associated methods and 

techniques are quantitative and qualitative respectively (Creswell, 1994:43). 

 

The quantitative or positivist approach is objective in nature and concentrates on 

measuring singularity. This involves collecting and analysing numerical data and 

applying statistical tests. The qualitative approach is more subjective in nature and 
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involves examining and reflecting on perceptions in order to gain an understanding 

of social and human activities. 

 

By quantitative methods, researchers mean the techniques of randomised 

experiments, quasi-experiments, paper and pencil “objective” tests, multivariate 

statistical analysis, sample surveys and the like. In contrast, qualitative methods 

include ethnography, case studies, in-depth interviews and participant observation 

(Cook and Reichardt, 1979:9). Quantitative research determines the quantity or 

extent of an outcome in numbers and hence provides an exact approach to 

measurement.  

 

Qualitative research is subjective in nature and leaves much of the measurement 

process to the discretion of the researcher. This approach does not use rigorous 

mathematical analyses (Zikmund, 2003:111). Hussey and Hussey (1997:54) 

compare the features of the two main research paradigms as follows: 

 

Table 3.1: Features of the two main research paradigms  

Positivism paradigm Phenomenological paradigm 

Tends to produce quantitative data Tends to produce qualitative data 

Uses large samples Uses small samples 

Concerned with hypothesis testing Concerned with generating theories 

Data is highly specific and precise Data is rich and subjective 

The location is artificial The location is natural 

Reliability is high Reliability is low 

Validity is low Validity is high 

Generalises from sample to 

Population 

Generalises from one setting to another 

 

(Source: Hussey and Hussey, 1997:43) 

 

In the case of this current research, quantitative data is required in order to measure 

the perception of students on quality lecturing in a business school. Therefore the 

process of this research is primarily post-positivist or quantitative in that 

questionnaires are used for the individual research. 
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3.3 Validity and reliability defined 

 

Reliability and validity are two key components to be considered when evaluating a 

particular instrument. Reliability, according to Bless and Higson-Smith (2000:155), is 

concerned with the consistency of the instrument, and an instrument is said to have 

high reliability if it can be trusted to give an accurate and consistent measurement of 

an unchanging value.  

The validity of an instrument, on the other hand, refers to how well an instrument 

measures the particular concept it is supposed to measure (Whitelaw, 2001:108). He 

argues that an instrument must be reliable before it can be valid, implying that the 

instrument must be consistently reproducible; and that once this has been achieved, 

the instrument can then be scrutinized to assess whether it is what it purports to be. 

The reliability of the instruments is measured by the Cronbach Alpha co-efficient 

which is based on the average correlation of variables within a test (Schmitt, 

1996:350). If a construct yields a large Alpha co-efficient, it can be concluded that a 

large portion of the variance in the test results for the construct is attributable to 

general and group factors (Cortina, 1993:103). Schmitt (1996:351) suggests that the 

Cronbach Alpha co-efficient should be greater than 0.70, for the data to be regarded 

as reliable and internally consistent. Generally, Alpha values above 0.70 are 

acceptable, although Schmitt (1996:351) states that, when attitudes and not abilities 

are tested, a score of up to 0.6 could still be held as acceptable. 

 

Validity in quantitative research 

Validity describes the extent to which a measure accurately represents the concept it 

claims to measure (Punch, 1998:247). There are two broad measures of validity - 

external and internal.  

 

External validity addresses the ability to apply with confidence the findings of the 

study to other people and other situations, and ensures that the conditions under 

which the study is carried out are representative of the situations and time frame to 

which the results are applied (Black, 1999:12). The sample of participants drawn 
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from the population of interest must be representative of that population at the time 

of the study. Finally, representative samples should be drawn with reference to 

relevant variables in the study, such as gender and age.  

 

Internal validity addresses the reasons for the outcomes of the study, and helps to 

reduce other, often unanticipated, reasons for these outcomes (Black, 1999:12). 

Three approaches to assessing internal validity are content validity, criterion-related 

validity, and construct validity (Eby, 1993:27; Punch, 1998:247). 

 

Content validity is the weakest level of validity, and is concerned with the relevance 

and representation of items, such as individual questions in a questionnaire to the 

intended setting. It is particularly important to measure this if the study is designed to 

ascertain respondents' knowledge within a specific field, or to measure personal 

attributes such as attitudes (Eby, 1993:27). This can be achieved through conducting 

a pilot study with people who are similar to the intended study participants. Such 

relevance can be supported by literature reviews and documentary evidence, where 

available. 

 

Criterion-related validity is a stronger form of validity, established when a tool such 

as a questionnaire can be compared to other similarly validated measures of the 

same concept or phenomenon (Eby, 1993:27). However, where no other measures 

exist, this will not be possible. 

 

Construct validity involves demonstrating relationships between the concepts being 

studied and the construct or theory that is relevant to them. There are several ways 

of demonstrating construct validity, one of which is factor analysis. 

 

Factor analysis refers to a number of statistical procedures used to determine 

characteristics that relate to each other (Bryman and Cramer, 2004). Factor analysis 

is particularly useful for examining the relationships between large numbers of 

variables, untangling them and identifying clusters of variables that are closely linked 

together (Roberts and Priest, 2005:44).  
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Reliability in quantitative research 

Leedy (1997:35) defines reliability as the consistency with which a measuring 

instrument performs. Essentially, any research tool should provide the same 

information if used by different people (inter-rater reliability), or if it is used at different 

times, for example, on Friday morning and again on Sunday afternoon (test-retest 

reliability) (Cormack, 2000:443).  

 

The internal consistency of research tools needs to be assessed. Internal 

consistency is the relationship between all the results obtained from a single test or 

survey. Internal consistency of items such as individual questions in a questionnaire 

can be measured using statistical procedures such as Cronbach's Alpha co-efficient 

(Cronbach, 1951:297), randomly splitting all the responses to a question into two 

sets, totaling the scores on the two sets, and working out the correlation between the 

two sets. This is known as a 'split-half’ test. A more sophisticated way to do this is to 

create all possible split-halves and determine the average correlation between all of 

them. Cronbach's Alpha is an estimate of the average of all split-half estimates of 

reliability. 

 

Reliability is the proportion of variability in a measured score that is due to variability 

in the true score (rather than some kind of error). A reliability of 0.9 means 90 

Percentage of the variability in the observed score is true and 10 Percentage is due 

to error. A reliability of 80 to 90 Percentage is recommended for most research 

purposes. 

 

Methods of estimating the reliability of measurements do have some limitations; for 

example, test-retest reliability is potentially flawed if respondents' previous 

experiences in the first testing influence responses in the second testing. Moreover, 

intervening events between the two administrations may account for differences 

between the two sets of results (Bryman and Cramer, 2004:299) and contribute to 

flaws in external validity (Robinson Kurpius and Stafford, 2005:45). 
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3.4 Research design 

 

Research design is defined as the plan and structure of an investigation so 

conceived as to obtain answers to research questions (Blumberg et al., 2008:195). 

The design also provides the overall framework for collecting the data. After the 

problem has been formulated concretely, the design is developed as a format for the 

detailed steps in the study (Leedy, 1997:94). 

 

A survey design is used in this case. According to Kerlinger and Lee (2008:34) a 

survey design attempts to determine the incidence, distribution, and inter-

relationships among sociological and psychological variables that focus on people, 

the vital factors concerning people, as well as their beliefs, opinions, attitudes, 

motivations and behaviour. Survey designs are also considered to be very accurate 

within sampling error. A survey design is also considered to probably be the best 

adapted to obtaining personal and social facts, beliefs, and attitudes  

 

The relevant data was collected by way of a self-designed questionnaire adapted 

from various public speaking evaluation forms. The questionnaire was circulated at a 

study school block week. The questionnaire was designed to provide a platform for 

individual opinions to be raised and then to use the aggregate results to confirm or 

oppose the perceptions on the expected outcomes of the study. 

3.5 Sample design 

 

Trochim (2000) describes a research population as a group that the researcher 

wants to generalise and the sample as the group of people that are selected to be in 

the study. This was supported by Sekaran (2000:295) when he defined a sample as 

a sub-set of the population in question and comprises of a selection of members 

from that particular population. The definition of the sample is of vital importance as 

the results of an investigation are not more trustworthy than the population or 

representation of the sample. 
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A non-probability sampling method was used applying purposive (judgement) 

sampling concomitant with accidental (convenience or incidental) sampling. The 

latter was also applied to the pilot study (see Chapter 3.7 for further details). 

According to Welman and Kruger (2001:61), the advantage of non-probability 

samples are that they are less complicated and more economical in terms of time 

and financial expenses than probability samples. Non-probability samples may be 

especially useful in pilot studies in which a preliminary form of the questionnaire has 

to be tested. According to Trochim (2000), most sampling methods are purposive in 

nature because people usually approach the sampling problem with a specific plan in 

mind.  

 

According to Welman and Kruger (2001:61) in judgement sampling, the researcher 

or some other "expert" uses his/her judgement in selecting the units from the 

population for a study based on the population's parameters. Convenience sampling 

is viewed as 'the most convenient collection of members of the population (units of 

analysis) that are near and readily available for research purposes (Welman and 

Kruger, 2001:62), such as within close proximity or using contacts at similar entities 

within the specified population. 

 

The sample of this research survey is enrolled at one institution in South Africa. Due 

to the unavailability of the entire population of students, only the students present at 

the study school were targeted. A total of 174 questionnaires were received 

representing a numeric response rate of 58% from the total enrolled students of 298. 
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3.6 Questionnaire 

 

A quantitative research design was decided on, to utilise as the survey strategy, 

since the research is descriptive and explanatory. The responses solicited from the 

questions describe variability in opinions on the research problem and also to find 

correlations between variables. According to Saunders et al. (2000), a questionnaire 

is a relatively easy method to collect responses from a large sample and it is efficient 

since all cases respond to the same set of questions. 

The researcher was aware of the limitations of using a questionnaire and the 

response rate associated with surveys. The following efforts were made to attempt to 

maximize response rate and the reliability of responses: 

- Careful design of the questions. 

- User friendly layout of the form. 

- Comprehensive explanation of the objective of the questionnaire. 

- Pilot testing (Saunders et al., 2000). 

 

The main objectives of the questionnaire were to collect data on the following: 

1. Respondent characteristics and demographic information. 

2. Perception of MBA students on quality lecturing. 

 

The demographic information was collected to be able to further analyse the data 

and to identify other perceived categories for factor analyses. 

The sequence of the questions was purposefully selected to group the questions 

according to the specific category the question addressed. Factor analyses were 

also performed on the data to identify other perceived categories. 
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Categories of the questionnaire 

Question number Category 

1 Lecture Development 

2 Lecture Effectiveness 

3 Lecture Value 

4 Physical Presentation 

5 Voice 

6 Manner 

7 Appropriateness and Correctness of Language 

8 Lecture Support 

9 Common Pitfalls 

 

The questionnaire included only closed-ended questions with a number of choices 

from which the respondents had to choose. 

Only one type of closed-ended questions was used: 

- Rating or scale questions were used to collect data on opinions. A Likert-style 

rating scale was used for these questions to determine how strongly they 

agreed or disagreed with the statement given. A five-point rating scale was 

used and the categories of response were kept the same for all these 

questions to avoid possible confusion. 

 

3.7 Pilot study 

 

Pilot studies were carried out prior to the questionnaire being published, to confirm 

the suitability of the questions as well as to eliminate any misunderstanding of 

questions. In the pilot study a group of 25 administrators, academia, students and 
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corporate individuals were requested to provide feedback on any misunderstanding 

and the suitability of questions. They were also requested to comment on the user-

friendliness of the questionnaire, i.e. the sequence of the questions and the layout of 

the questionnaire. The approach followed was based on geographical convenience, 

to verify the status quo on the perceived problem as outlined in the title and specified 

by the keywords and phrases. 

 

A diverse group of individuals were used for the pilot to eliminate any bias or 

misunderstanding of questions.  

The questionnaire was adapted accordingly.  

3.8 Biographical results 

 

Before the descriptive information is discussed, this section introduces the 

biographical profile of the sample (refer to Tables 3.2-3.8). Biographical information 

is reported for age group, gender, race, language in which education is received, 

highest level of education, educational institution of pre-graduate qualification, level 

of employment and level of management.  

 

A total of 174 questionnaires were received representing a response rate of 58%. 

Regarding age, the table depicts that the largest group is 85 (48.8%) of the sample 

who indicated that they are between 31 and 40 years of age. The second largest 

group is 47 (27.1%) of the subjects who indicated that they are between the ages of 

41 and 59 years. The 42 (24.1%) subjects in the 3rd largest group are between the 

ages of 21 and 30 years.  

 

The biographical profile questionnaire can be found in appendix B. 
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Table 3.2 indicates the dispersion of gender for the sample. The sample consists of 

174 subjects with males 122 (71.3%) representing the majority of the sample and 49 

(28.7%) females comprising the minority of the sample. 3 questionnaires did not 

have a valid gender indication. This table indicates that the majority of MBA students 

at the Potchefstroom Business School are male. 

 

 

Table 3.2:  

GENDER 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid Male 122 71.3 71.3 

Female 49 28.7 100.0 

Total 171 100.0   

Missing System 3     

Total 174     

 

 

Table 3.3 indicates the dispersion of race for the sample. The largest group is those 

99 (58%) subjects of the sample who indicated that they are White. The second 

largest group (36.9%) was Black whilst Coloureds and Indians were 4.1% and 1.2% 

respectively. Four questionnaires did not have a valid race indication. It seems that 

the majority of MBA students at the Potchefstroom Business School are white, 

followed by Black.  

Table 3.3:  

RACE 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid Asian 1 .6 .6 

Black 61 35.9 36.5 

Coloured 7 4.1 40.6 

Indian 2 1.2 41.8 

White 99 58.2 100.0 

Total 170 100.0   

Missing System 4     

Total 174     
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The preferred educational language indicated by most subjects in Table 3.4 was 

English (55.6%) while Afrikaans (43.2%) was indicated as the second largest group. 

Five questionnaires did not have a valid educational language indication. The 

Potchefstroom Business School is one of a few business schools that still offer the 

MBA in Afrikaans. 

Table 3.4:  

EDUCATIONAL LANGUAGE 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid Afrikaans 73 43.2 43.2 

English 94 55.6 98.8 

Other 2 1.2 100.0 

Total 169 100.0   

Missing System 5     

Total 174     

 

Regarding qualification, Table 3.5 indicates that the majority (75.9%) of the 

respondents have a Bachelor or Honours degree followed by those who have 

Masters Degrees (12.4%). The majority of the respondents have a post-graduate 

qualification, while the minority (7.7%) only have matric or diploma. Four 

questionnaires did not have a valid qualification indication. Table 3.5 shows that the 

common theme of MBA students at the Potchefstroom Business School is to follow a 

Bachelor degree with a MBA. 

Table 3.5:  

HIGHEST LEVEL OF EDUCATION 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid Matric 1 .6 .6 

Diploma 12 7.1 7.6 

Degree 129 75.9 83.5 

Masters 21 12.4 95.9 

Doctorate 1 .6 96.5 

Other 6 3.5 100.0 

Total 170 100.0   

Missing System 4     

Total 174     
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Table 3.6 indicates the institutions where pre-graduate education was obtained, and 

points out that most respondents had previous exposure to a University (76.2%) or a 

University of Technology (13.7%). Exposure to College and School were 1.2% and 

8.9% respectively. Six questionnaires did not have a valid Pre Grad institution 

indication. Following table 3.5, the mainstream of MBA students at the 

Potchefstroom Business School received a Bachelor degree from a university before 

enrolling for the MBA. 

Table 3.6:  

PRE GRAD INSTITUTION 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid School 15 8.9 8.9 

College 2 1.2 10.1 

Uni of Tech 23 13.7 23.8 

University 128 76.2 100.0 

Total 168 100.0   

Missing System 6     

Total 174     

 

Table 3.7 indicates the dispersion of industries for the sample - 48.4% of subjects 

operate in the Operations Industry, 23.2% in Finance and 18.7% and 5.8% in Sales 

and Education respectively. 19 questionnaires did not have a valid indication of 

industry.  

 

Table 3.7:  

FIELD/INDUSTRY 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid Education 9 5.8 5.8 

Sales 29 18.7 24.5 

Finance 36 23.2 47.7 

Operations 75 48.4 96.1 

Admin 6 3.9 100.0 

Total 155 100.0   

Missing System 19     

Total 174     
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Table 3.8 indicates the dispersion of management level for the sample that the 

majority of respondents are middle managers (48.5%), followed by senior 

management (24%) and junior management (11.7%). There were 8.2% in top 

management/ownership and 7.6% in non-management roles. 3 questionnaires did 

not have a valid indication of management level.  

 

Table 3.8 seem to indicate students at the Potchefstroom Business School that are 

middle and senior management potentially see the MBA as a stepping stone to the 

next level where none management and junior management potentially need to get 

to a level where they can justify a MBA program. Thus students have to reach a 

certain management level before a MBA qualification adds value to the employer. 

Potentially this could be the reason for the high percentage of middle and senior 

management and the lower percentage of none and junior management. Other 

factors such as admission requirements, cost, ambition etc. could also play a 

significant role in management level. As these questions were not asked in the 

questionnaire, no further conclusion will be drawn.  

 

Table 3.8:  

MANAGEMENT LEVEL 

  Frequency 
Valid 

Percentage Cumulative Percentage 
Valid None 13 7.6 7.6 

Junior 20 11.7 19.3 

Middle 83 48.5 67.8 

Senior 41 24.0 91.8 

Owner 14 8.2 100.0 

Total 171 100.0   

Missing System 3     

Total 174     
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3.9 Descriptive statistics 

 

The student perception questionnaire can be found in appendix C. 

The statistical analysis was carried out with the help of the SPSS (SPSS Inc., 2013) 

statistical programs. Descriptive statistics (e.g. means and standard deviations) are 

used to analyse raw data. Factor analysis is used to examine constructed 

equivalence and to enhance the reliability results of the questionnaire, thus a 

dimension reduction technique is used to identify underlying constructs. Component 

extraction is done by principal axis factoring with direct Oblimin rotation. Cronbach 

Alpha co-efficients are used to determine the internal consistency of the 

questionnaire. 

Numerical distribution 

The results are described and compared by way of mean and standard deviations. In 

this study, the mean is used to measure the central tendency of the results. The 

standard deviation presents the average distance of the individual scores from the 

mean.  
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Table 3.9a: Numerical distribution 

Numeric Matrix 

  

Scale of 1 (not at all) to 5 (to a large extent) on how 
the questions impacts experience of the lecture. 

1 2 3 4 5 
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Structure 3 4 37 95 34 173 1 3.88 .806 

Flow of lecture   6 45 79 43 173 1 3.92 .803 

Module guide vs. content 2 11 49 75 33 170 4 3.74 .886 

Introduction 4 7 42 65 55 173 1 3.92 .965 

Closure 5 13 49 65 39 171 3 3.70 .999 

Interesting topic 
  

4 15 76 79 174 
  

4.32 .729 

Relevant topic 1 2 12 67 91 173 1 4.42 .724 

Background 2 12 44 74 40 172 2 3.80 .915 

Purpose 1 6 17 68 82 174 
  

4.29 .825 

Transitions between sections 2 5 40 87 39 173 1 3.90 .819 

Conclusion   6 39 62 66 173 1 4.09 .862 

Appearance 11 24 42 70 26 173 1 3.44 1.101

Qualification 11 26 40 57 39 173   3.50 1.179

Speed / Pace 2 6 52 74 39 173 1 3.82 .861 

Stay with topic 8 11 37 67 50 173 1 3.81 1.069

Clarity of speaker 1 3 13 73 83 173 1 4.35 .745 

Easiness of speaker 
  

4 15 73 81 173 1 4.34 .734 

Body language 2 8 43 77 43 173 1 3.87 .880 

Eye contact 2 14 39 75 43 173 1 3.83 .936 

Explain terms 1 8 30 82 52 173 1 4.02 .845 

Correct pronounciation 5 19 53 68 28 173 1 3.55 .985 
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Accent of speaker 15 25 63 45 25 173 1 3.23 1.133

PowerPoint 6 8 34 75 50 173 1 3.90 .989 

Simulations 5 7 42 62 57 173 1 3.92 .997 

Case studies 2 1 18 69 83 173 1 4.33 .778 

Group work 7 18 43 73 32 173 1 3.61 1.032

E-learning 7 19 63 52 31 172 2 3.47 1.040

Involving student 2 6 32 70 62 172 2 4.07 .889 

Support material 
  

1 21 73 77 172 2 4.31 .705 

Correct language 4 10 45 73 40 172 2 3.78 .946 

Step-by-step calculations 1 8 22 51 90 172 2 4.28 .902 

 

Table 3.9 A and B indicates that students prefer lecturers to have a clear purpose 

and conclusion in their lecturing and lecturers need to convey this purpose to the 

students. In practice this means that the purpose of the lecture must be clearly 

communicated to the class and that the conclusion at the end of a lesson must imply 

that the purpose of the lecture has been met. 

 

The majority of MBA students at the Potchefstroom Business School indicate that 

the style of the speaker (lecturer) needs to be conducive for good communication. 

This is clear from the high rating that the constructs “Clarity of speaker” and 

“Easiness of speaker” received from respondents. 

 

Students also indicated that case studies add major value to lecturing and use of 

support material adds a practical perspective to lecturing and should be encouraged. 

 

The mainstream opinion of MBA students at the Potchefstroom Business School is 

that numerical subjects should be taught with clear attention to the step-by-step 

order of calculations. Respondents have indicated clearly that step-by-step guidance 

through calculations is extremely important to them. Even though this program is on 

a master’s level, the research shows that students prefer step-by-step for numerical 

subjects. 
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Overall the students want to be involved during lectures. 
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Table 3.9b: Numerical distribution as Percentages 

Numeric Matrix 

  

Scale of 1 (not at all) to 5 (to a large extent) on how the questions impacts 
experience of the lecture. 

1 2 3 4 5 
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Structure 1.73% 2.31% 21.39% 54.91% 19.65% 173 1 3.9 .806 

Flow of lecture 0.00% 3.47% 26.01% 45.66% 24.86% 173 1 3.9 .803 
Module guide vs. 
content 

1.18% 6.47% 28.82% 44.12% 19.41% 170 4 3.7 .886 

Introduction 2.31% 4.05% 24.28% 37.57% 31.79% 173 1 3.9 .965 

Closure 2.92% 7.60% 28.65% 38.01% 22.81% 171 3 3.7 .999 

Interesting topic 0.00% 2.30% 8.62% 43.68% 45.40% 174   4.3 .729 

Relevant topic 0.58% 1.16% 6.94% 38.73% 52.60% 173 1 4.4 .724 

Background 1.16% 6.98% 25.58% 43.02% 23.26% 172 2 3.8 .915 

Purpose 0.57% 3.45% 9.77% 39.08% 47.13% 174   4.3 .825 
Transitions 
between sections 

1.16% 2.89% 23.12% 50.29% 22.54% 173 1 3.9 .819 

Conclusion 0.00% 3.47% 22.54% 35.84% 38.15% 173 1 4.1 .862 

Appearance 6.36% 13.87% 24.28% 40.46% 15.03% 173 1 3.4 1.101 

Qualification 6.36% 15.03% 23.12% 32.95% 22.54% 173   3.5 1.179 

Speed / Pace 1.16% 3.47% 30.06% 42.77% 22.54% 173 1 3.8 .861 

Stay with topic 4.62% 6.36% 21.39% 38.73% 28.90% 173 1 3.8 1.069 

Clarity of speaker 0.58% 1.73% 7.51% 42.20% 47.98% 173 1 4.4 .745 
Easiness of 
speaker 

0.00% 2.31% 8.67% 42.20% 46.82% 173 1 4.3 .734 

Body language 1.16% 4.62% 24.86% 44.51% 24.86% 173 1 3.9 .880 

Eye contact 1.16% 8.09% 22.54% 43.35% 24.86% 173 1 3.8 .936 

Explain terms 0.58% 4.62% 17.34% 47.40% 30.06% 173 1 4.0 .845 
Correct 
Pronounciation 

2.89% 10.98% 30.64% 39.31% 16.18% 173 1 3.6 .985 

Accent of speaker 8.67% 14.45% 36.42% 26.01% 14.45% 173 1 3.2 1.133 

PowerPoint 3.47% 4.62% 19.65% 43.35% 28.90% 173 1 3.9 .989 

Simulations 2.89% 4.05% 24.28% 35.84% 32.95% 173 1 3.9 .997 

Case studies 1.16% 0.58% 10.40% 39.88% 47.98% 173 1 4.3 .778 

Group work 4.05% 10.40% 24.86% 42.20% 18.50% 173 1 3.6 1.032 

E-learning 4.07% 11.05% 36.63% 30.23% 18.02% 172 2 3.4 1.040 

Involving student 1.16% 3.49% 18.60% 40.70% 36.05% 172 2 4.0 .889 

Support material 0.00% 0.58% 12.21% 42.44% 44.77% 172 2 4.3 .705 

Correct language 2.33% 5.81% 26.16% 42.44% 23.26% 172 2 3.7 .946 
Step-by-step 
calculations 

0.58% 4.65% 12.79% 29.65% 52.33% 172 2 4.2 .902 
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3.10 Confirmatory factor analysis 

 

The sequence of the questions was purposefully selected to group the questions 

according to the specific category the question addressed. Confirmatory factor 

analysis was performed on the data to test perceived categories. 

In order to meet the research objectives; the proposed theoretical dimensions of 

quality lecturing had to be confirmed using confirmatory Factor analysis (Principal 

axis factoring with direct Oblimin rotation). The Kaiser-Maier-Olkin (KMO) test was 

conducted in order to evaluate sampling adequacy. KMO takes values between 0 

and 1 - values above 0.70 are usually considered to be acceptable. Bartlett’s test of 

sphericity was also performed to ensure that variables have enough in common to 

warrant factor analysis, while the determinant was assessed to determine the 

severity of multicolinearity. 

 

Table 3.10: Factor analysis  

Factors 

C
o

n
st

ru
ct

 

K
M

O
 

p
-v

al
u

e 
fo

r 
B

ar
tl

et
t'

s 
T

es
t 

o
f 

S
p

h
er

ic
it

y 

F
ac

to
rs

 E
xt

ra
ct

ed
 

(R
u

le
 o

f 
T

h
u

m
b

: 
E

ig
en

 
V

al
u

e 
≥ 

1)
 

F
ac

to
rs

 R
et

ai
n

ed
 

(R
u

le
 o

f 
T

h
u

m
b

: 
C

u
m

 
V

ar
 E

xp
l ≥

40
%

) 

C
u

m
u

la
ti

ve
 

P
er

ce
n

ta
g

e 
V

ar
ia

n
ce

 
E

xp
la

in
ed

 b
y 

re
ta

in
ed

 
fa

ct
o

rs
 

Lecture 
Development 

0.404 .589 .001 1 1 66.082 

Lecture 
Effectiveness 

0.194 .753 .001 2 1 47.797 

Lecture Value 0.7 .500 .001 1 1 77.388 

Voice 0.684 .578 .001 1 1 43.265 

Manner 0.571 .500 .001 1 1 82.735 

Language 0.5 .500 .001 1 1 85.344 

Lecture Support 0.522 .623 .001 1 1 63.511 

Lecture Pitfalls 0.239 .700 .001 2 1 43.829 

Presentation 0.621 .581 .001 1 1 58.158 

 

Nine factors with eigenvalues greater than 0.4 have been extracted and the results 
of the analysis could therefore be regarded as valid. 
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Reliability 

Cronbach Alpha co-efficients were used to assess the reliability of the constructs that 

are measured in this study. 

 

Table 3.11: Reliability Matrix 

  Section C
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1 Lecture Development .727 .479 3.8516 .67112 

2 Lecture Effectiveness .773 .373 4.0745 .58930 

3 Lecture Value .707 .548 3.9942 .73924 

4 Voice .557 .243 4.3439 .67249 

5 Manner .791 .655 3.8497 .83906 

6 Language .827 .707 3.5992 .79074 

7 Lecture Support .709 .447 3.8819 .63070 

8 Lecture Pitfalls .740 .325 4.1279 .64218 

9 Presentation .609 .361 3.6431 .69423 

 

All factors with the exception of Voice and Presentation yields an Alpha value greater 

than 0.7. The other two are above 0.5. 

 

Following the identification and labeling of the factors, the internal consistency 

(reliability) of the sub-scale scores were calculated and evaluated by means of 

Cronbach’s Alpha (Table 3.11). The value of Alpha, as well as the average inter-item 

correlation was taken into account. 

  

The Cronbach Alpha co-efficients showed acceptable consistency as prescribed by 

Nunnally and Bernstein (1994). It can therefore be concluded that the questionnaire 

as utilised in this research is a valid and reliable measuring instrument for the 

sample. 
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3.11 Exploratory analysis 

 

Statistical vs. practical significance 

Descriptive statistics and effect sizes were used to decide on the significance of the 

findings above with a split between statistical and practical significance and a focus 

on practical significance.  

Pearson’s product-moment correlation co-efficients are used to specify the 

relationship between the variables. In terms of statistical significance, the correlation 

is practically significant at (p ≤ 0.05). With a p-value smaller than 0.05, there is a 

statistical significant difference between the mean score of the factor and the specific 

demographic. 

 

In terms of statistical significance, it is decided to set the value at a 95% confidence 

level (p ≤ 0.05). 

Statistical significance is used to generalise results to a larger population given a 

random representative sample. As this is not the case here, p-values are reported 

but should not be used to generalise findings. 

Effect sizes (Cohen, 1988:282) are used in addition to statistical significance to 

determine the practical significance of relationships. Effect sizes provide insight into 

whether obtained results are important in practice, while statistical significance may 

often show results which are of little practical relevance. The use of only statistical 

significance testing in a routine manner has been regarded as problematic and 

various editors have appealed to place more emphasis on effect sizes (Cohen, 

1988:283).  

Cohen’s d-value is used to determine the practical significance of differences 

between group means. Cut-off points of 0.30 (medium effect; Cohen, 1988:283) and 

0.50 (large effect) are set for the practical significance of correlation coefficients. 

Values that are greater than 0.5, indicate differences that are practically visible. 

Values that are greater than 0.8, indicate differences that are practically significant. 
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Product moment correlations 

 

Pearson’s product-moment correlation coefficient was used to identify relationships 

between variables, by assessing sets of ordered pairs in order to obtain more 

precise approximations of the direction and degree of relationships. Pearson’s 

product-moment coefficient of correlation is based on the related variation of the 

members of sets of ordered pairs. If they vary together, it is said that there is a 

positive or negative correlation as the case may be. Thus, if a positive relationship 

exists between the variables, the one increases as the other increases. A negative 

relationship exists when a decrease in the measurement of one variable leads to an 

increase in the other variable (Upton and Cook, 2008:13). If they do not co-vary, it is 

said that no relationship exists (Kerlinger and Lee, 2008:56).  
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The Pearson’s product-moment correlation coefficients between the constructs are 

reported in Table 3.12.  

 

Table 3.12: Correlation co-efficients  

Correlations between Sections  
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Lecture 
Development 

Pearson 
Correlation 

1 .627** .524** .401** .166* .255** .164* .342** .235** 

Sig. (2-tailed)   .000 .000 .000 .030 .001 .031 .000 .002 

Lecture 
Effectiveness 

Pearson 
Correlation 

.627** 1 .572** .518** .243** .297** .194* .434** .214** 

Sig. (2-tailed) .000   .000 .000 .001 .000 .010 .000 .005 

Lecture Value Pearson 
Correlation 

.524** .572** 1 .407** .206** .291** .220** .375** .181* 

Sig. (2-tailed) .000 .000   .000 .007 .000 .004 .000 .017 

Voice Pearson 
Correlation 

.401** .518** .407** 1 .373** .391** .243** .499** .229** 

Sig. (2-tailed) .000 .000 .000   .000 .000 .001 .000 .002 

Manner Pearson 
Correlation 

.166* .243** .206** .373** 1 .388** .156* .279** .259** 

Sig. (2-tailed) .030 .001 .007 .000   .000 .041 .000 .001 

Language Pearson 
Correlation 

.255** .297** .291** .391** .388** 1 .278** .477** .309** 

Sig. (2-tailed) .001 .000 .000 .000 .000   .000 .000 .000 

Lecture Support Pearson 
Correlation 

.164* .194* .220** .243** .156* .278** 1 .427** .268** 

Sig. (2-tailed) .031 .010 .004 .001 .041 .000   .000 .000 

Lecture Pitfalls Pearson 
Correlation 

.342** .434** .375** .499** .279** .477** .427** 1 .402** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000   .000 

Presentation Pearson 
Correlation 

.235** .214** .181* .229** .259** .309** .268** .402** 1 

Sig. (2-tailed) .002 .005 .017 .002 .001 .000 .000 .000   

 

As can be seen in Table 3.12, there is a strong statistical and practical significant 

positive correlation between Lecture Development, Lecture Effectiveness and 

Lecture Value. 

Respondents who view Lecture Development as important to the overall quality of a 

lecture also believe that Lecture Effectiveness and Lecture Value are important. 
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The table shows that Lecture Value and Voice have a statistical and practical 

significant positive correlation with Lecture Effectiveness. Respondents who view 

Lecture Value and Voice as important to the overall quality of a lecture also believe 

that Lecture Effectiveness is important. 

 

Lecture Pitfalls have statistical and practical significant positive correlations with 

Voice and Language. Respondents who view Lecture Pitfalls as important to the 

overall quality of a lecture also believe that Voice and Language are important. 

 

Voice is positively correlated to Manner and Language as well as Lecture 

Development and Value. Respondents who view Manner and Language as 

important to the overall quality of a lecture also believe that Voice is important. 

 

Manner and Language also have a statistical and practical significant positive 

correlation. Respondents who view Manner as important to the overall quality of a 

lecture also believe that Language is important. 

 

Lecture Pitfalls demonstrate statistical and practical significant positive correlation 

with Lecture Development, Effectiveness, Value and Lecture Support. Respondents 

who view Lecture Pitfalls as important to the overall quality of a lecture also believe 

that Lecture Development, Effectiveness, Value and Lecture Support are important. 

 

The other dimensions show a statistically significant, positive relationship with each 

other but do not meet the cut-off point of 0.3 that was set for practical significance. 
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T-Test and ANOVA 

 

Exploratory statistical analyses were performed on the demographics.  

T-tests (equal variances not assumed) were employed to determine differences 

between group means. Cohen’s d-value (Cohen, 1988:15) was used as an effect 

size in addition to statistical significance to determine the practical significance of 

relationships. Effect sizes served to indicate whether the results obtained were 

practically significant. Normality was assumed since the samples size exceeds 30 

(based on central limit theorem). 

 

Table 3.13 shows that there is a statistical significant difference between the mean 

score of White and Other for lecture manner as well as lecture support. However, 

there are no effect sizes greater than 0.5, indicating that none of the observed 

differences were practically significant or even visible. Therefore, race did not 

influence which factors respondents deemed of greater or lesser importance when 

evaluating lecture quality.  
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Table 3.13: 

Race group sizes differed too much to make them comparable; therefore groups 

were collapsed as follows: 

Race Cross Tabulation 

  

RACE 

Total Asian Black Coloured Indian White 
Race White 0 0 0 0 99 99 

Other 1 61 7 2 0 71 

Total 1 61 7 2 99 170 

 

Race N Mean 
Std. 

Deviation 
 P Value  

 Effect  
Size  

Lecture 
Development 

White 99 3.8401 .64194 
0.818 0.035 

Other 70 3.8643 .69580 

Lecture 
Effectiveness 

White 99 4.1192 .55400 
0.282 0.164 

Other 71 4.0235 .58207 

Lecture Value 
White 99 4.0000 .76265 

1.000 - 
Other 70 4.0000 .70196 

Voice 
White 99 4.4141 .61876 

0.224 0.181 
Other 70 4.2857 .71003 

Manner 
White 99 4.0051 .80653 

0.008 0.416 
Other 70 3.6643 .81969 

Language 
White 99 3.6768 .81156 

0.181 0.200 
Other 70 3.5143 .74576 

Lecture Support 
White 99 3.7828 .60864 

0.013 0.382 
Other 70 4.0295 .64542 

Lecture Pitfalls 
White 98 4.1156 .64590 

0.477 0.108 
Other 70 4.1857 .61552 

Presentation 
White 99 3.6136 .66841 

0.303 0.158 
Other 70 3.7250 .70473 
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Table 3.14: 

Educational language group sizes differed too much to make them comparable; 

therefore groups were collapsed as follows: 

Education Language Cross Tabulation 

  

EDU 

Total Afrikaans English 
Language Afrikaans 73 0 73 

English 0 94 94 

Total 73 94 167 

 

Educational Language N Mean 
Std. 

Deviation 
 P Value  

 Effect  
Size  

Lecture Development 
Afr 73 3.7648 .66888 

0.240 0.183 
Eng 93 3.8871 .65440 

Lecture Effectiveness 
Afr 73 4.0977 .61311 

0.624 0.073 
Eng 94 4.0532 .53816 

Lecture Value 
Afr 73 3.9589 .81118 

0.595 0.077 
Eng 93 4.0215 .66722 

Voice 
Afr 73 4.3767 .66029 

0.569 0.088 
Eng 93 4.3172 .67480 

Manner 
Afr 73 3.9658 .85118 

0.154 0.219 
Eng 93 3.7796 .80238 

Language 
Afr 73 3.6301 .85448 

0.698 0.058 
Eng 93 3.5806 .76123 

Lecture Support 
Afr 73 3.7489 .64796 

0.013 0.383 
Eng 93 3.9971 .60417 

Lecture Pitfalls 
Afr 73 4.1370 .64749 

0.881 0.023 
Eng 92 4.1522 .63939 

Presentation 
Afr 73 3.6130 .65490 

0.407 0.124 
Eng 93 3.7016 .71405 
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There is a statistical significant difference between the mean score of Afrikaans and 

English for lecture support. With effect size, there are no values greater than 0.5 

indicating differences that are practically visible and also no values that are greater 

than 0.8 indicating differences that are practically significant. 

Table 3.15: 

Higher Educational group sizes differed too much to make them comparable; 

therefore groups were collapsed as follows: 

Higher Education Cross Tabulation 

  

HIGH 

Total Matric Diploma Degree Masters Doctorate Other 
Education Degree 0 0 129 0 0 0 129 

Other 1 12 0 21 1 6 41 

Total 1 12 129 21 1 6 170 

 

Higher Education N Mean 
Std. 

Deviation 
 P Value  

 Effect  
Size  

Lecture Development 
Degree 128 3.8411 .60505 

0.793 0.045 
Other 41 3.8780 .82582 

Lecture Effectiveness 
Degree 129 4.0734 .51992 

0.947 0.011 
Other 41 4.0813 .70131 

Lecture Value 
Degree 129 3.9574 .70165 

0.338 0.168 
Other 40 4.1000 .84883 

Voice 
Degree 129 4.3256 .66922 

0.355 0.167 
Other 40 4.4375 .66204 

Manner 
Degree 128 3.8516 .80929 

0.746 0.057 
Other 41 3.9024 .88896 

Language 
Degree 128 3.5286 .79755 

0.027 0.387 
Other 41 3.8374 .74953 

Lecture Support 
Degree 128 3.8703 .60246 

0.516 0.113 
Other 41 3.9512 .71516 

Lecture Pitfalls 
Degree 127 4.1312 .62736 

0.690 0.071 
Other 41 4.1789 .67122 
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Presentation 
Degree 129 3.6473 .70338 

0.502  0.110 
Other 40 3.7250 .61446 

 

There is a statistical significant difference between the mean score of language and 

previous education. With effect size, there are no values greater than 0.5 indicating 

differences that are practically visible and also no values that are greater than 0.8 

indicating differences that are practically significant. 

 

ANOVA 

Analysis of variance (ANOVA) is used to identify significant differences between 

group means, where there are more than two groups compared. The test was used 

to determine whether the field or industry in which participants were employed 

influenced their perception on the quality of lectures. ANOVA is a parametric test and 

as such, equal variances and normality is assumed. To ensure reliable results, the 

Welch as well as the Brown-Forsythe tests were also performed, and produced 

similar results. All three tests are omnibus tests of statistically significant differences 

between groups. Cohen’s d-value was again used as a measure of practical 

significance. Table 3.16 indicates that there were no statistically or practically 

significant differences found between the industries for any of the factors relating to 

lecture quality. 

Table 3.16: 

Robust Tests of Equality of Means 

  Statistic df1 df2 Sig. 

Lecture Development 
Welch .135 2 83.437 .874 

Brown-Forsythe .141 2 123.552 .869 

Lecture Effectiveness 
Welch .289 2 80.872 .750 

Brown-Forsythe .244 2 112.796 .784 

Lecture Value 
Welch .587 2 82.870 .558 

Brown-Forsythe .507 2 123.051 .604 

Voice 
Welch .579 2 89.797 .562 

Brown-Forsythe .674 2 141.891 .511 

Manner 
Welch .885 2 75.964 .417 

Brown-Forsythe .788 2 110.885 .457 
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Language 
Welch .057 2 81.321 .944 

Brown-Forsythe .057 2 120.790 .945 

Lecture Support 
Welch .855 2 82.551 .429 

Brown-Forsythe .854 2 123.618 .428 

Lecture Pitfalls 
Welch .994 2 81.764 .375 

Brown-Forsythe .967 2 121.479 .383 

Presentation 
Welch .205 2 81.376 .815 

Brown-Forsythe .201 2 113.590 .818 

 

ANOVA analysis yielded no practically or statistically significant results. 

3.12 Chapter summary 

 

This chapter dealt with all the aspects pertaining to the method used for the empirical 

study. The choice and compilation of the participants, administration and scoring of 

the measuring instruments were discussed and the statistical methods used to 

analyse the data were discussed. 

 

Acceptable Cronbach Alpha co-efficients were found, demonstrating that a large 

portion of the variance is explained by the dimensions (Nunnally and Bernstein, 

1994). 

 

In Chapter Four the conclusions pertaining to the research questions and 

conclusions specific to future research as well as for the organization are given. 
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CHAPTER 4 RECOMMENDATION AND CONCLUSION 

 

4.1 Introduction 

 

The final chapter of this study summarises the study and offers the conclusions of 

this study. It concludes with a section detailing recommendations which, if 

implemented, should ensure better understanding on how to satisfy the perception of 

quality lecturing within a business school. 

The purpose of this chapter is to provide conclusions regarding the results obtained 

in the empirical studies of this research. Finally, recommendations for the 

organization are made and research opportunities that emanate from this research 

are presented for future research. 

 

4.2 Conclusions 

 

Conclusions are drawn with regard to the research objectives. Conclusions regarding 

the specific theoretical objectives and the results of the empirical study are made. 

The most important conclusions from the literature study and the empirical research 

are: 

 Lecturers need to have a clear purpose and conclusion in their lecturing and 

they need to convey this purpose to the students. In practice this means that 

the purpose of the lecture must be clearly communicated to the class and that 

the conclusion at the end of a lesson must imply that the purpose of the 

lecture has been met. 

 The style of the speaker (lecturer) needs to be conducive for good 

communication. This is clear from the high rating that the constructs “Clarity of 

speaker” and “Easiness of speaker” received from respondents. 

 Case studies add major value to lecturing. 

 The use of support material gives a practical angle to lecturing and should be 

encouraged. 

 Students want to be involved during lectures. 
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 Numerical subjects should be taught with clear attention to the step-by-step 

order of calculations. Respondents have indicated clearly that step-by-step 

guidance through calculations is extremely important to them. 

 Very little difference in opinion exists between different demographic groups. 

The only constructs where a statistically significant difference between 

different races is, is that manner of lecturing is significantly more important to 

white respondents and that lecture support is significantly less important to 

white respondents compared to other race groups. The same difference is 

observed between Afrikaans and English speaking respondents. This could 

be explained in that the majority of respondents that receive tuition in English 

are not white. 

 The majority of MBA students at the Potchefstroom Business School who 

view Lecture Development as important to the overall quality of a lecture also 

believe that Effectiveness and Value of a lecture are important. 

 Students who viewed Lecture Value and Voice as important to the overall 

quality of a lecture also believe that Lecture Effectiveness is important. 

 Students identified common Lecture Pitfalls as important to the overall quality 

of a lecture. 

 MBA students at the Potchefstroom Business School who view Manner and 

Language as important to the overall quality of a lecture also believe that 

Voice is important. They also indicate Manner as important to the overall 

quality of a lecture and believe that Language is important and correlated to 

Manner. 

 Students who view Lecture Pitfalls as detrimental to the overall quality of a 

lecture also believe that Lecture Development, Effectiveness, Value and 

Lecture Support are important factors to an effective quality lecture and 

lecturer. 
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4.3 Recommendations 

 

The main focus of this research was to establish a quick reference on perceptions of 

quality lecturing for lecturers in a School of Commerce. New, as well as established 

lecturers can compare the findings of this research to their own methods for quality 

improvement. Recommendations on ways to improve lecturing at a business school 

are also part of improving lecture experience. 

 

4.3.1 Recommendations for lecturing staff 
 

Preparation  
Using videotaping facilities 

Baker and Thompson (2004:12), believe that presentations should be videotaped for 

maximum lecturer improvement. After each class, the lecturer should give a brief 

self-critique to identify what was done sound and what needs development. This 

should be followed by training from peers and the education supporter. After 

everybody has presented, lecturers take their tape, watch it, and print a self-

evaluation memorandum. The education supporter and coach also give each lecturer 

written comments on a customary evaluation form. The response includes an overall 

assessment and suitable lecturing comments. 

Feedback should be given for areas of strength and weakness, with an additional 

emphasis for areas needing improvement. As indicated earlier, these comments 

focus on aspects that matter most — not on negligible details that are insignificant to 

typical listeners. 

Baker and Thompson (2004:12), concludes that a combination of message and 

messenger lecturing with taped presentations achieves outstanding effects. The 

approach provides a good mix of efficiency and effectiveness. 

Learn from other great speakers 

Identify public speakers that the target audience respect and admire. Identify 

techniques that lecturers can use. Identify the principles that can help lecturers adapt 

to their skill set. Potentially it could be an influential leader, corporate executive or 
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innovator. Whether it is a Churchill, Nelson Mandela or Einstein – one should ask, 

“Why does their delivery work so well and how can it be used to up skill individual 

techniques and method in a class?”  

George Torok, a presentation coach for executives, works one-on-one with 

professionals and executives from business, associations and Government to help 

them present themselves with power and share the insight on lecturing from a 

corporate view. His recommendations are in line with the findings of Chapter Three 

on what students perceive as quality and effective lecturing. Below are certain 

recommendations derived from George Torok (2013) and research findings. 

Purpose of the lecture 

An important question for a lecturer to review is, “Why am I delivering this 

presentation?” Ask why does this group need to hear from you? What message is so 

important that students should take their time to listen to the lecturer? Lecturers must 

be clear on the purpose of the lecture before they can write it. If the lecturer begins 

the class by understanding what needs to follow, then lecturer will begin to create 

effective lectures. 

The class is the cause for the lecture 

Understanding the audience and what they prefer is key to any successful class. 

Why would they listen to you? A lecturer reaches an audience through their needs. 

While presenting students will ask themselves: “What’s in it for us?” Before the first 

lecture, interview a few students. Mention the names of some audience members 

during the lecture. It will help to connect with the group. 

Design the lecture backwards 

The most common way to write a lecture is to start at the beginning and write to the 

end. That is not the most effective way to write a lecture. Instead, write the lecture 

backwards. Start with the destination and work back to the opening. If starting with 

the end in mind, it will assist in writing the lecture in faster time and with more clarity. 

Understand the purpose and outcomes of your lecture. Write the closing line that 

drives home the important message. Then write the supporting points, the points to 
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substantiate and the close. Then formulate the opening that unveils into lecture. 

Formulating an effective lecture is also a skill that can be practiced and perfected. 

Lecture Structure 

There are many lecture structures that can be chosen from. When the lecturer 

speaks to a business group, the most effective approach is to state the conclusions 

first, the actions required will then follow with supporting information. That would be 

an effective business lecture. 

The most boring and ineffective lecture style to use with a business group is the 

scientific method that many of us learned in school. The scientific method starts with 

a problem, followed by a hypothesis, a method, results and conclusion. That sounds 

logical but most people in business today do not have the patience to listen to that 

litany. They want the answer first. Speak – don’t lecture. 

Another simple lecture structure that works is to tell the audience that the lecturer will 

answer the most common questions heard. Then state the question and answer it. 

This is one of the easiest ways to present a lecture. It sounds like a conversation and 

the lecturer will find it easier to remember. All that is needed is to remember the 

questions because answers should be known. The best lecture feels like a 

conversation. 

Illustrating the main points 

Basically all students need pictures or metaphors to comprehend. A respectable 

picture for the numerical type is a chart. Financial orientated individuals prefer charts 

and graphs. When using pie charts or bar graphs to explain and emphasize certain 

points, it can contribute greatly to the success of a lecture, much more than words. 

Sharing Stories 

Share stories and events. Paint word images that generate pictures in the audience’s 

minds. If the listener can relate to it they are more likely to appreciate and remember 

the message. Some of the most effective speakers are the teller of tales. Use stories 

and sketches to prove and strengthen the key points of the lecture.  
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The most effective stories are personal, since they are unique to the lecturer. Unique 

stories are easier to remember and they make the lecture unique. Students pay 

attention to stories, they dislike speeches.  

The things that hurt the lecturer the most make the best stories to tell in a lecture. 

Rehearse the stories to edit them down into a short story that is easy to listen to. The 

hardest thing for a person might be to leave out details. The hardest things for the 

audience, is listening to a presenter that describes unnecessary details. Just make 

the point. 

Check for applicability 

Analyse the lecture for applicability to the crowd. After every announcement ask, “So 

what?” That is what the class will be asking themselves. If unable to answer this 

question obviously and briefly – then change it or take it out of the lecture.  

Preparation 

One of the best ways to prepare for a presentation, lecture or public speaking event 

is to write, rehearse and deliver from the fool proof tips of “Speech Coach for 

Executives” – George Torok (2013). People can present with poise, precision and 

persuasion when they refine their lecture skill set. The key to public speaking is that 

it is a significant management skill. The skill to connect will take a person further 

than most other skills.  

Delivering the lecture   

Last minute details before delivering the lecture 

Get into the room before the audience arrives to check the setup and get the feel of 

the room. This helps to make it your room. Walk around the room and sit in a few 

different chairs to take in the feel of the room and how the audience will see the 

lecturer. Check the equipment and put on the busiest slide to check for readability. 

Drink one or two glasses of warm water to both lubricate vocal cords and hydrate. 

Public speaking dehydrates you. 
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Emergency preparation 

Check the exit doors and paths from the building. If an emergency occurs the 

audience will look to the speaker, for leadership and maybe their lives. Be prepared 

to tell people how to leave the room and building. If it becomes necessary - do it in a 

calm, commanding and confident voice. Public speaking carries the responsibility of 

leadership.  

A confederate 

Always have at least one confederate. This is a simple yet important secret to lecture 

success. The confederate should sit near the back of the room so they can survey 

the room, assist late arrivers and do things without disturbing the audience. The 

confederate should take care of the lights, handouts, ushering people to their seats 

and even asking a planted question. It is the confederate’s job to head off problems 

before they erupt. 

Eye contact 

Communicate openly to the crowd. The most effective lecture is delivered as a 

perceived discussion with every person in the audience. If the lecturer desires to be 

believed – he/she should collectively talk to every individual in class. 

Emphasizing key points 

If the lecturer wants students to remember something – he/she must echo it at least 

two times during the lecture. The first time they might hear it and they contemplate 

over it; the second time it might stick. “I have a dream”. Martin Luther King repeated 

that phrase in his famous lecture 11 times. 

Establishing rapport 

Talk about things to which the audience can relate. Do not talk down and do not 

baby the students. To build rapport with the audience they should be able to relate to 

the lecturer. Lecturers can show that they are not flawless. If a lecturer pretends to 

be a textbook, the audience will despise him/her – and not listen. 
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Deliver the lecture with credibility 

If you are the Dean, President or Head of Department – there is integrity in the 

position. A lecturer might lose integrity by committing lecture sins or pitfalls. The 

lecturer should enhance credibility by the sources of information quoted.  

Look your best 

Smile. A presenter looks best when smiling. A lecturer looks trustworthy, friendly and 

confident when he/she smiles. Students do not want to attend a lecture with a 

speaker who is glaring. The lecturer should smile before starting, when saying 

something important and when he/she ends. When a lecturer smiles, he/she looks 

confident and this helps to improve the confidence of the audience.  

Sound and voice 

Drinking water before speaking will lubricate vocal chords. Breathing deeply and 

slowly will support a person’s voice. Speak slower than normally. The audience 

needs to hear the lecturer, think about what they heard and internalize it. 

Using equipment and technology 

If the lecturer is using a computer projector and PowerPoint in the lecture, avoid the 

slipups made by many lecturers. Guarantee that the slides improve the arguments. 

Do not make the collective blunder of designing the lecture about the slides. Rather 

generate the lecture and then decide how to demonstrate the points. Horrible 

PowerPoint lectures happen when speakers with poor presenting skills attempt to 

hide the lack of skills behind a PowerPoint lecture.  

Criticism of PowerPoint has been vehement and widespread since its inception. As 

one critic writes: ”PowerPoint squeezes ideas into a preconceived format, organizing 

and condensing not only your material but inevitably, it affects your way of thinking 

about and looking at that material. A complicated, nuanced issue invariably is 

reduced to headings and bullets.” 

And if that does not stultify your thinking about a subject, it may have that effect on 

your audience — who is at the mercy of your lecture (Keller, 2003). 
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Handling questions and answers 

At some point during the lecture, the lecturer should offer to answer questions from 

the audience. Never do this as an afterthought. Do not make the mistake of 

delivering and finishing a spectacular lecture and then open to questions. That is a 

weak way to close. Instead before finishing the lecture, announce questions for x 

minutes. Then close off the questions and finish with a closing statement.  

Finish the lecture strong 

End the lecture with a strong message. Choose from several techniques. A call to 

action is one of the best endings to get the audience into action immediately after the 

lecture. Other endings include a rhetorical question; a positive statement; or a 

famous quotation. But never end with, “Well that’s all folks.” That is an extremely 

weak ending. Instead end on a positive action-generating note. 

Post lecture 

Review the lecture and grow 

Ask a trusted colleague to attend the lecture and give constructive feedback. Be 

specific in what is asked, e.g. “How well was the points explained? Did the attempt at 

humor work?” When asking precise questions, the results will be exact answers.  

The next lecture 

File notes from the lecture in order to refer to next period presenting. Include 

remarks in your file about what you thought worked and what did not work. Include 

proposals on what to try in future lectures. Do not rely on flair and talent alone. 

For a successful lecture: 

Communicate well; 

Communicate effectively; 

Communicate with confidence; 

Communicate to make things happen; 

Communicate imperfectly – and speak again. 
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Preparation and knowledge are the pre-requisites for a successful presentation, but 

confidence and control are just as important.  

Apply Eleanor Roosevelt's maxim that "no-one can intimidate me without my 

permission. Depth of conviction counts more than height of logic, and enthusiasm is 

worth more than knowledge.” 

Quality lecturing is about entertaining as well as conveying information. People 

retain more if they are enjoying themselves and feeling relaxed. So whatever the 

subject and audience will try to find ways to make the content and delivery enjoyable 

- even the most serious of occasions, and the driest of subjects, can be lifted to an 

enjoyable or even an amusing level one way or another with a little research, 

imagination, and humour. 

 

Final Words of Recommendation 

Management of business schools should comprehend the importance of quality 

lecturing. Without emphasis on lecturing, the perceived quality of the business 

school could be misconceived by students. Quality lecturing should always be a 

focus point and the emphasis of improved effectiveness by management. 

Lecturing is a set of skills. It is not just about flair. It is a set of techniques practiced, 

studied and delivered. A lecturer will rarely bring the perfect lecture. But just might 

convey an influential and real lecture. The skill of public speaking is both a skill and a 

discipline. The more a lecturer learns and practices the discipline the easier the skill 

will work. Everyone can be a powerful and skillful presenter. But it will take time, 

practice and energy. These are the elements of greatness. 

 

4.3.2 Recommendations for managers of business schools 
 

Human Capital 

 In reality recruiting of staff with the necessary lecturing skills is not always 

possible, as the cost to attract the best outweighs the benefit. Thus to 
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compete against the corporate world a 3rd or potentially 4th stream of income 

is needed. A business school should have a dedicated corporate liaison and 

fund raiser. This person should be appointed on a senior level at the business 

school and focus mainly on attracting funds to the business school. 

 Management of business schools should attract and head hunt individuals 

that can add value through part time lecturing as well as assist with corporate 

networking. 

 To attract lecturing staff with the necessary attributes, attention should be 

given to the remuneration of lecturing staff, as well as incentives for staff that 

excel at lecturing. 

 Balance between internal and external faculty members should be achieved, 

thus exposing students and lecturers to various lecturing styles while 

maintaining the business school’s standard. 

 Experts from industry should be utilised on a more regular basis. The future of 

business schools and tertiary institutions are to move away from permanent 

staff and rather attract part time talent. 

Training 

 Allocate enough resources to training of faculty staff to hone and acquire the 

necessary lecturing skills. 

 Up skill and then maintain of business school staff should be top of mind.  

 A dedicated skills development officer should be appointed by business 

schools to ensure that lecturers do no fall into a comfort zone and that a high 

performance culture is maintained in all aspects of the business school. 

 

Research 

 Advance research into scholarship of learning and lecturing should be applied 

and not just subject research. The application of research results in lecturing 

should be applied on the individual subject at hand.  

 Specific research on relevant subject matter should be done internally with 

MBA students and the findings should be applied rather sooner than later.  
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 The business school staff, current students and alumni should be used to 

identify what is relevant in the syllabus and what adds value in the corporate 

environment. 

 Thus a “sanity check” on the syllabus and individual subject content is needed 

on a continuous basis. 

Marketing 

 Having staff with excellent lecturing skills could become a marketing edge. 

Business schools need their alumni to market the “product” for sale.  

 Unfortunately it is not only the qualification that attracts students; value for 

money, quality and standard of qualification, reputation of the business school 

etc. are only a few features potential students use to evaluate their future 

alumni.  

 A major indication of student satisfaction and whether they would refer an 

institution is how they experienced the lecture and lecturers. Thus the 

standard of lecturing should be an imperative part of a business school 

marketing strategy. 

Operational 

 Minimum standards should be set for lectures. This should include a standard 

set of supporting material and a customary agenda. This will create 

consistency between individual lecturers. The content of the lecture will 

obviously differ, but the base will be of a certain standard. 

 Introduce a system of peer evaluation of classes between lecturers as well as 

management of business schools. This would benefit the lecturer being 

evaluated and the lecturer evaluating. Thus consistency of lectures will be 

achieved and quality of lecturers will be improved. 

 Integration between subjects is pivotal in maintaining an above average level 

of academic standard. In the corporate world none of the subjects are in 

isolation, and there should be a percentage of class time allocated to how 

individual subjects integrate and link to other subjects and business as a 

whole. 
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 Introduce a period per contact session to lecture on management implications 

of recent events or incorporate class time on the impact of recent events on 

the subject matter. 

Administration 

 Students enrolling at a business school either has previous experience at 

tertiary academic institutions (PBS > 80%) or they function in a professional 

corporate environment, or both. It is key that a business school’s 

administration and management are aware that students will compare the 

business school to other tertiary institutions and the corporate environment. 

 If a business school compares worse versus the individual student’s point of 

reference, then the school has potentially lost a future referral. Why would a 

student refer someone if he or she had a better experience elsewhere? 

 Management of business schools should evaluate on a continuous basis how 

they compare to other tertiary institutions, business schools, the corporate 

world, and how all of this translate into a reputation that speaks of the mission 

and vision of the business school.  

 

Recommendations for future research 

Regardless of the limitations of the present study, the findings offer valuable 

suggestions for future research.  

The findings obtained in this study need to be replicated with larger and different 

sample groups in order to draw conclusions about the factor-structure of different 

departments and schools in the South African context. 

It is recommended that larger samples with a more powerful sampling method be 

utilised to enable generalization of the findings to other similar groups in the 

academic and corporate field. Future questionnaires using multiple items to test each 

construct could also be explored. 

Participants in different demographic groups did not experience different levels of 

perception on all the constructs tested. Possible reasons for this should be 
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established with further research. More detailed demographic constructs could 

perhaps be introduced in future studies. 

 

4.4 Chapter Summary 

 

In this chapter conclusions regarding the theoretical and empirical objectives and 

recommendations were made for the organization in which the study took place, as 

well as for future research. All theoretical and empirical objectives formulated for this 

research, have been attained. 
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APPENDICES 

Appendix A: Cover Letter of Questionnaire 

 

Cover Letter 

Purpose of Study     

The aim of this questionnaire is to develop an understanding of student perception on lecturing as a 
form of teaching and what is regarded as effective and quality lecturing  

Confidentiality 

This questionnaire is for research purposes only and as such all questionnaires will be kept 
confidential and your anonymity is guaranteed. 

Expected Benefits 

With a true understanding of student perception on lecturing as a form of teaching, feedback will be 
given to lecturers to potentially improve effective and quality lecturing. 

Completion Time and Ethical aspects  

It should take 10-15 minutes to complete the questionnaire. Participation in this study is voluntary. 
You may withdraw at any time without reason or fear of retribution. Please note that by returning this 
questionnaire, you are giving your consent to participate. 

Feedback   

Results of the study can be requested from the Researcher or Supervisor.  

If you have any questions, complaints or if you feel you have been harmed by this research please 
contact: 

Researcher:  

Claus Kempen (082 474 2368) 

Supervisor: 

Johan Jordaan (071 366 2262) 
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Appendix B: Biographical Profile of the Respondents 

 

Demographics: 

Age   

1 2

Gender Male Female 

1 2 3 4 5 6

Race Asian Black Coloured Indian White 
Other 
(Please 
Specify) 

1 2 3

Educational 
Language 

Afrikaans English 
Other 
(Please 
specify) 

  
 

1 2 3 4 5 6

Highest Level  of 
Education 

Matric Diploma Degree Masters Doctorate 
Other 
(Please 
Specify) 

1 2 3 4 5 

Pre 
Grad  Institution 

School College 
University of 
Technology 

University 
Other 
(Please 
Specify) 

  

1 2 3 4 5 

Field/Industry Education 
Sales/Mar
keting 

Finance Operations Admin 

1 2 3 4 5 
Management 
Level 

None Junior Middle Senior Owner 

 

 

 

 

Please note this is not a rating of a specific lecturer, but rather your perception on 
what impacts on your experience of the lecture. 
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Appendix C: Student Perception Questionnaire

 

Section1 Lecture Development 

     

To what extent do the following aspects of the lecture 
influence your experience: 

 

Please indicate on a scale of 1 (not 
at all) to 5 (to a large extent) how 
the following elements of lecture 
development impacts on your 
experience of the lecture. 

      

The structure of the lecture 
(intro/points/conclusion/questions) 

1 2 3 4 5 

The natural organizational flow of the lecture 1 2 3 4 5 

Should the module guide to speak to lecture content 1 2 3 4 5 

      
Section  2 Lecture Effectiveness      

To what extent do the following aspects of the lecture 
influence your experience: 

Please indicate on a scale of 1 (not 
at all) to 5 (to a large extent) how 
the following elements of lecture 
effectiveness impacts on your 
experience of the lecture. 

      

Gripping introduction 1 2 3 4 5 

Gripping closure 1 2 3 4 5 

Interesting topic 1 2 3 4 5 

Relevant topic 1 2 3 4 5 

Background to lecture topic 1 2 3 4 5 

Clear purpose of lecture 1 2 3 4 5 
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Section 3 Lecture Value      

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of lecture value impacts on your 
experience of the lecture. 

      

A clear and effective transitions between 
sections 

1 2 3 4 5 

A clear conclusion at the end of the lecture 1 2 3 4 5 

      
Section 4 Physical Presentation      

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of lecture physical presentation 
impacts on your experience of the lecture. 

      

Professional appearance of a lecturer 1 2 3 4 5 

Speakers academic/professional qualification 1 2 3 4 5 

The speed of lecture, pace of lecturer 1 2 3 4 5 

For the lecturer to stay within the topic 1 2 3 4 5 

      

Section 5 Voice      

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of lecturers voice impacts on your 
experience of the lecture. 

      

Clarity of speaker 1 2 3 4 5 

Natural and easiness of the Speaker 1 2 3 4 5 
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Section 6 Manner      

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of lecture manner impacts on your 
experience of the lecture. 

Body language of the speaker 1 2 3 4 5 

Eye contact from the speaker 1 2 3 4 5 

      

Section 7 Appropriate and Correctness of Language     

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of appropriates and correctness 
lecture impacts on your experience of the 
lecture. 

Explanation of terminology and acronyms 1 2 3 4 5 

Correctness of pronunciation 1 2 3 4 5 

Accent of speaker 1 2 3 4 5 

      
Section 8 Lecture Support      

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of lecture support and audio 
visuals impacts on your experience of the 
lecture. 

The use of PowerPoint 1 2 3 4 5 

The use of Simulations 1 2 3 4 5 

The use of Relevant Case Studies 1 2 3 4 5 

The use of Group Work 1 2 3 4 5 

The use of E Learning 1 2 3 4 5 

Involving the Student 1 2 3 4 5 
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Section 9 Lecture Pitfalls       

      

To what extent do the following aspects of 
the lecture influence your experience: 

 

Please indicate on a scale of 1 (not at all) to 
5 (to a large extent) how the following 
elements of lecture pitfalls impacts on your 
experience of the lecture. 

      

Well structured Support Material  1 2 3 4 5 

Correct Language of lecturer 1 2 3 4 5 

Displaying step by step Calculations 1 2 3 4 5 


