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ABSTRACT 

Higher education institutions (HEIs) are facing greater challenges in the modern era as a 

result of globalization, advancement in new technologies and the worldwide recession.  As a 

result of these factors, as well as a decrease in government subsidies, marketing 

departments at HEIs find it more difficult to recruit and retain quality students.  It is therefore 

necessary to establish what factors can contribute towards creating more satisfied and loyal 

students using the principles of relationship marketing, with the aim (in theory) to produce 

more customer advocates that will further their own studies, and actively promote their HEI to 

other prospective students. 

This study aimed to determine the customer experience levels of undergraduate students of 

the North-West University (NWU) in an administrative environment by using a quantitative 

approach.  A questionnaire was distributed to students from ten different modes of delivery 

and campuses by using primarily a systematic random sampling technique, and self selective 

sampling to a lesser degree in the ten different learning models and campuses of the NWU.  

The total population of related administrative staff also received questionnaires, while 

qualitative, structured interviews were conducted with the registrars of the NWU.  The data 

was analysed and interpreted by using the SPSS software, and frequency tables, reliability 

tests, factor analysis, correlations and the determination of the statistical analysis in an effort 

to answer the five research questions. 

A total of 1,299 students (4,2% of the population), 107 administrative staff members (73,2% 

of the population) and all four registrars participated in the study.  There were significant 

differences found in the customer experience levels on the different campuses and modes of 

delivery especially in the direct interactions at service points.  A strong positive correlation 

was reported between a positive customer experience as encountered by students, and their 

loyalty, as well as their intentions to continue their studies at the NWU, and their intention to 

actively endorse or promote the NWU to friends and family members (customer advocacy).  

There was also a strong positive correlation between staff members‘ intention to deliver 

satisfactory customer experience levels and also between it, their own loyalty and own 

customer advocacy levels.   There was, however, no significant difference in the perceived 

customer experience levels between younger, on-campus students and older, off-campus 

students.  Lastly, the NWU-PERF service quality tool was found to be a reliable and valid 

instrument to determine participants‘ perceptions about customer service levels at the NWU 

in the academic administration environment.  

Four of the five research questions could therefore be answered from the finding of this 

study, with only the expected differences in the perceived customer experience levels 

between younger, on-campus students and older, off-campus students proved as incorrect.  

It could therefore be concluded that all student populations therefore have the same 
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customer experience desires.  Several recommendations were made, including the further 

development, testing and usage of the NWU-PERF instrument  to consistently improve 

service levels at the NWU, the establishing of policy documents to establish an awareness of 

a customer-centric approach, the development and use of appropriate technologies, the 

improvement of service experiences, a central customer service centre, adequate 

administrative staff, centralized support for off-campus programmes, and a broader, more 

active alumni association. 

Key words: Higher educational institutions, customer relationship management, customer 

experience management, total customer experience, customer satisfaction, service quality, 

total quality management, integrated customer experience management. 
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SAMEVATTING 

Universiteite wêreldwyd is blootgestel aan die gevolge van die globalisering, uitdagings wat 

die nuwe tegnologieë bied en die internasionale resessie.  Dit, tesame met die afname in 

regeringsubsidies, het tot gevolg dat universiteite se bemarkingsafdelings dit al hoe moeiliker 

vind om kwaliteit studente te werf en te behou. Dit was dus nodig om vas te stel watter 

faktore kan bydra is om meer tevrede en lojale studente teweeg te bring deur die beginsels 

van verhoudingsbemarking toe te pas.  Dit behoort volgens die teorie te lei tot meer kliënt-

voorstaanders (Eng: customer advocates), wat van voorneme sal word om self verder te 

studeer, en ander potensiële studente aktief kan werf vir hulle alma mater.  

Hierdie kwantitiewe studie het die voorgraadse studente van die Noordwes-Universiteit 

(NWU) se ervaarde kliënte-belewenisvlakke in die administratiewe ondersteuningsomgewing 

bepaal.  Dit is gedoen deur middel van vraelyste wat met behulp  van beide sistematiese 

ewekansige steekproewe, en in ‗n mindere mate self-selektiewe steekproewe, vir 

voorgraadse studente op die tien verskillende leermodelle en kampusse van die NWU 

versprei is.  Die totale populasie van die betrokke administratiewe personeellede het ook ‗n 

soortgelyke vraelys ontvang. Daar was ook kwalitatiewe, gestruktureerde onderhoude met 

die registrateurs van die NWU gevoer.  Die data is met behulp van SPSS sagteware verwerk 

en ontleed deur die gebruik van frekwensietabelle, bevestigingsanalises, 

betroubaarheidstoetse, faktor-analises, korrelasies en vasstel van die statistiese 

beduidendheid ten einde te poog of vyf navorsingsvrae te beantwoord. 

In totaal het 1,299 studente (4,2% van die populasie), 107 administratiewe personeellede 

(73,2% van die populasie) en al vier registrateurs aan die studie deelgeneem.  Daar is 

beduidende verskille in die ervaarde kliënte-belewenisvlakke van die studente op die 

verskillende kampusse en afleweringsmetodes gevind, veral in die direkte interaksies by 

dienspunte.  Studente met ‗n positiewe kliënte-belewenisvlak was ook meer lojaal teenoor 

die NWU, van voorneme om verder te studeer, en bereid om die NWU aktief aan te beveel 

by voornemende studente.  Daar was ook ‗n sterk positiewe korrelasie gevind tussen die 

administratiewe personeel se voorneme om ‗n bevredigende kliënte-belewenisvlak vir die 

studente te lewer, en hulle eie lojaliteit, asook hulle voorneme om die NWU aktief aktief aan 

te beveel by voornemende studente.  Daar was geen beduidende verskil gevind in die 

kliënte-belewenis/ervaringsvlakke tussen jonger, kampusstudente en ouer, 

afkampusstudente nie. Die studie het verder die voorgestelde NWU-PERF 

dienskwaliteitmeetinstrument getoets en gevind dat dit ‗n geldige en betroubare instrument is 

om kliënte-belewenisvlakke in ‗n administratiewe diensomgewing te meet.  

Vier van die navorsingsvrae is positief bevestig deur die studie, terwyl slegs die aanname dat 

daar ‗n beduidende verskil sal wees in die kliënte-belewenisvlakke tussen jonger, 

kampusstudente en ouer, afkampusstudente, as foutief bewys is. Verskeie aanbevelings is 
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gemaak, waaronder die breër aanwending en verdere verfyning van die NWU-PERF model 

by alle diensdepartemente van die NWU, uitbreiding van beleidsdokumente om ‗n 

kliëntebewustheid te verstig, die ontwikkeling en aanwending van toepaslike tegnologieë, die 

verbetering van dienservaringe, ‗n sentrale kliëntedienssentrum, voldoende administratiewe 

personeel, gesentraliseerde af-kampusdienste en ‗n breër, meer aktiewe alumni-vereniging. 

 Trefwoorde: Hoër onderwysinstellings, verhoudingsbemarking, kliënteverhoudingsbestuur, 

kliëntebelewenisbestuur, totale kliëntebelewenis, kliënte-tevredenheid, dienskwaliteit, totale 

kwaliteitsbestuur, geïntegreerde kliënte-belewenisbestuur. 
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List of terms and abbreviations used 

The following terms and abbreviations will be used frequently in this thesis: 

 Relationship marketing:      RM 

 Customer relationship management:     CRM 

 Customer experience management:     CEM 

 Total customer experience:      TCE 

 Higher educational institution:      HEI 

 Customer satisfaction:       CS 

 Service quality:        SQ 

 Total quality management:      TQM 

 Integrated customer experience management   ICEM 

 Commonwealth of Learning      COL 

 Higher Education Quality Committee     HEQC 

 North-West University        NWU 

 Telematic Learning Systems      TLS or TL 

 School of Continuing Teacher Education    SCTE 

 The National Professional Diploma in Education    NPDE 

 The Advanced Certificate in Education     ACE 

 School for Science, Mathematics and Technology education  SMTE 

 Bachelors degree in Education     BEd 

 Key Performance Areas (of a performance agreement)  KPA 

The definitions of the above terms will be discussed and further elucidated in the appropriate 

chapters.   


