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ABSTRACT 

This study was conducted to discover the input that will help in the strategic management of the educational institution. The 

input is focused on information of the factors affecting students’ choice of a higher educational institution. For private 

educational institutions, the input also aids them in strategic marketing to gain competitive advantage. Specifically the study 

was done to discover the most important underlying factor that affects students' choice of an educational institution and also to 

show what aspects of the institutional factor are considered by students when they make their choices of educational institutions. 

This research followed a quantitative research design, where a survey, using a questionnaire, was used to gather the data on the 

factors that affect students’ choice criteria. By employing the pertinent research methodology, which is the Factor Analysis, more 

specifically the principal component analysis (P.C.A.) the researcher was able to reduce all the 51 items of students' responses to 

six (6) significant factors. The overall findings revealed that students chose more institutional factors than other factors. Based 

on this finding, a one factor solution was discovered to the study of students' choice, which is the factor of the "institution" with 

the highest factor loadings. No other studies had covered comprehensively all the items from the literature review (social, 

economic, physical, institutional and environmental, academic, marketing and administrative items) regarding students’ choice 

of tertiary education. 

Keywords: Student‟s choice, Higher education, Institutional factor, Factor analysis, Principle component analysis, Competitive advantage, 

Positioning, Brand, Strategic marketing. 
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Contribution/ Originality 

This study contributes to the existing literature on students‟ choice criteria of higher educational institutions. 

While most studies employ descriptive statistics using frequency and mean analysis, this study uses the factor 

analysis approach (Principle Component Analysis) of statistical methods which is a reduction scheme of many 

independent variables into groups through their loadings. 

 

1. INTRODUCTION 

In Malaysia, there are 351 private colleges and 65 private universities and 30 private university colleges 

registered with the Ministry of Education and the Malaysian Quality Accreditation in 2014. These private 

universities offer many programmes that are both internally designed and have also collaborated with external 

educational institutions. All these institutions face stiff competition for the enrolment of students. It is in this 

context that a case study of the factors of students‟ selection in this college is undertaken. As one of the private 

colleges in Malaysia, The Twintech International University College of Technology (TIUCT) was founded in 1994 

in Setapak, Kuala Lumpur to fulfill the nation‟s needs and TIUCT has to respond to the national aspirations of 
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making Malaysia a developed nation by the year 2020. TIUCT plays an important role in providing the human 

capital required. As a private business organisation, the college‟s success is achieved if it has an advantage over 

other institutions (Ackerman, 2008). Consequently, the college administration needs to implement strategic 

planning to gain the competitive edge in the local and global market trends. 

Strategic planning is not only a tool for the future but also a requirement for survival. Institutions must design 

programmes and schedules that will best meet the needs of the market segments. University presidents and trustees 

should have strategic plans each year for each academic department and programme. This is the value in strategic 

planning in order to bring about a new positioning for the institution. Firms need to play on their strengths and 

situate themselves through a process of designing an image as stated by in Maringe (2003). Being a service 

business, the educational institution has to establish the “product quality” or “brand” to gain the competitive 

advantage mentioned earlier. 

 

1.1. Statement of Problem 

The student enrolment for all semesters in TIUCT must be sufficient for it to remain competitive. TIUCT has 

to sell its „product‟ which is its educational services and attract enough customers to remain competitive. The 

marketing strategy should be done with the aim of getting more students enrolled into TIUCT. However, in the 

past for the period up to 2008, the pattern of enrolment has not been consistent.  As such, TIUCT has to ensure 

that the services offered are attractive enough to invite enrolment to the college. Knowledge about the customers‟ 

needs is therefore imperative for a strategic marketing plan, thus a survey of customer‟s or student‟s needs is 

necessary. 

The purpose of the research is to determine the factors that students use for selecting the college to further 

their studies. The factors are made up of the, social, economic, physical, institutional and environmental, academic, 

marketing and administrative aspects. The choice of these aspects is gathered based on the literature review 

(Hossler, 2004; Faridah and Nooraini, 2006; Bonema, 2008; Morris and Rutt, 2009; Gildersleeve, 2010). 

This research attempts to answer questions regarding the factors affecting their choice of college. It also 

attempts to find out the most important factor regarding their choice of a college. 

 

1.2. Significance of the Study 

This research is interested in addressing the various audiences in the college of TIUCT. They include the 

higher management, the marketing department, the academic staff, the administrative staff, and the current and 

prospective student population. 

 

2. LITERATURE REVIEW 

According to Hossler, the choice process has gone through several stages of development, during the last half 

of the 20th century. This process involves the student and family characteristics, institutional admissions policies 

and practices, and public policies which have influenced` the manner and timing of students‟ college-choice 

decisions. In the 21st century, a study done by Cummings, Hayek, Kinzie and Jacob in 2000 cited in Hossler (2004) 

found that factors affecting students‟ choice are multifarious. Various aspects of the institutions, personal 

characteristics and economic circumstances influence students‟ decisions as outlined below. 

 

2.1. Economic Influence 

According to Faridah and Nooraini (2006)  and Morris and Rutt (2009) cost and financial aid are important 

considerations for students choice of college. In Malaysia, many students from the rural areas of low economic 

status need places to study and their rights cannot be denied, in spite of the fact that their academic achievement is 

of less than excellent. A study taken by Grodsky and Riegle-Crumb (2010) have discovered that students from the 

low income class look for basic educational opportunity in higher education. 
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2.2. Social Influence 

Social contexts for e.g. schooling, family must be taken into consideration by counsellors to help them in 

understanding pre-college contexts (Gildersleeve, 2010; Payne, 2010). However, these studies do not delve into the 

extent of their influence on their children. 

 

2.3. Physical Influence 

The key factor of students‟ college selection besides accommodation and place is the facilities offered by a 

college (Maringe, 2003). Rohaizat (2004) as cited in Faridah and Nooraini (2006) confirmed input like the „physical 

evidence‟ is important in “stimulating need recognition” of college selection among students in higher education. 

 

2.4. Academic Influence 

As stated by Bonema (2008) one of the selection criteria of students is the college‟s employability aspects 

especially its long-term earning potential. Astin (1994) as cited in Hossler (2004) reported that good academic 

reputation is the first factor chosen by most students. Cutting-edge technology and widespread use of educational 

programmes  in technology has high published ranking to offer future recruitment of students in this era of high 

education Astin (1994) as cited in Hossler (2004). Patton (2005) and Bonema (2008) indicated that important items 

are partnerships, and guardian of effective contracts with other employers. 

For the teaching and learning process, students stressed the important role of lecturers in the university 

(Rohaizat 2004) as cited in Faridah and Nooraini (2006) a knowledgeable faculty is also liked by students.According 

to Astin (1994) as cited in Hossler (2004); Morris and Rutt (2009) good academic reputation is the first factor of 

influence. 

 

2.5. Marketing Influence 

Promotion of a college to the public (i.e. advertising and publicity) is also a key constituent element in 

enrolment (Maringe, 2003). 50.8% of students agreed on the importance of promotion in a study done by Faridah 

and Nooraini (2006) of private college students in Malaysia. 

In this research, the factors are based on these social, economic, physical, educational, institutional and 

administrative influences of choice.  Moreover, these influences constitute the variables to be explored in this study. 

It is very conducive for a statistical analysis of a quantitative design. A factor analysis approach to its methodology 

is used for this exploratory study. All the items used in this study are taken from various research studies in the 

literature as described above. The items are easily identified and understood by the respondents to enable the 

achievement of validity and reliability.  

 

3. METHOD 

The sample consists of 130 students from the Twintech International University College of Technology, In 

Kuala Lumpur, Malaysia. The students were randomly selected from all the faculties in the college and from the 

first year to the final year students to represent the population of the college. There were both local and 

international students from China and Africa. There were 70 males and 60 females. 

This research used the principal component analysis which is a data reduction scheme. It is designed to 

summarize the observed data with as little loss of information as possible. The analysis should retain only those 

dimensions with loadings above .60 in absolute value. With the small sample, the minimum number of variables 

retained was two if the magnitude of the loadings exceeded more than .60 to enable the study to explore the 

underlying dimensions of students‟ choices. 
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3.1. Instrument 

This study uses a questionnaire using 51 items which were found after a comprehensive literature review of the 

studies done on students‟ college choice. It covered all aspects such as the physical, economic, academic and 

institutional aspects of students‟ choice of a college or higher educational institution. The items were explored in 

many studies. Some of the studies were done locally (Rohaizat 2004) as cited in Faridah and Nooraini (2006) and 

some were on from other countries like United Kingdom ,United States (Hossler, 2004) and Australia. Some were in 

the past but there are also some which are current, so the items chosen are current in nature as well as popular 

through the years. 

 

3.2. Analysis 

As this is an explorative study of factors that students choose to enter a college or a higher educational 

institution, the researcher specifically used the principal component analysis method. A correlation matrix of inter-

variables was produced. Then the factor loadings were estimated to meet the suggested .60 and above criteria.   To 

increase the interpretability of the dimensions, the factors were subjected to direct oblimin rotation. This is done to 

get the simplest structure of factors. The Kaiser- Guttman criterion for important factors,(i.e. eigenvalue > 1.0), 

Catell‟s scree test, significance test on factor loadings aid in the reduction process and the retainment of important 

factors. The factors are screened for its interpretability so as to retain those factors which are interpretable. 

Cronbach alpha is applied to estimate the internal consistency of the factors 

 

4. RESULTS   

The results are shown using descriptive and inferential statistics. The degree of inter-correlation among the 

variables allowed for the use of principal component analysis; Bartlett Spherity Test was statistically significant, 

x2(1225)=5992.1, p <.001. To obtain factor solution the analysis used the maximum likelihood procedure followed 

by the oblimin method of axis rotation. 

The results showed that there are 9 latent variables measured by the data. The correlation matrix (see 

appendix) produces a good fit solution of 9 factors, with a 76 percent of the total variance. This indicates that the 9 

underlying dimensions explain more than 70 percent of the variance among the 51 variables. The variance of the 

first factor, the largest eigenvalue was 49.9 and the other subsequent values are 6.69 3.78, 3.30, 2.88, 2.75, 2.42, 2.20 

and 2.06 respectively. All estimated factor loadings were of practical significance at p <0.01.                                        

There was contamination or noise to the solution. Item four was excluded. This item is” the availability of 

students‟ activities outside of classroom e.g. clubs and societies”. This item is a summarized version of the other 

items regarding co-curriculum, thus it is not required to be repeated. The final solution shows a six factor solution 

accounting for 69% of the total variance. A qualitative approach was finally applied to the underlying dimensions 

which are done to assess their interpretability. Six factors were found to be interpretable which forms the factor 

structure of this study. Table 1 is a summary of the factors and their loadings. 

Table 1 shows that the first factor has factor loadings from 17 independent variables. The variables are those 

pertaining to the academic, environment and administration of the college.  When interpreted these represents the 

institutional factor. The highest loading is for the quality of lecturers teaching (.959). This is followed by reputation 

of programs (.935). 
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Table-1. Factor One Loadings 

Item Loading 

Availability of financial loan .679 
Availability of public transportation .752 
Safety of college environment .763 
Reputation of college .604 

Ability to get job after graduation .840 
Ability of seniors to get job .872 
Reputation of programs .935 
Easiness of previous students in finding jobs after graduating 
from this college 

.872 

Lecturers‟ qualification .816 
Lecturers‟ ability to communicate .790 
Lecturers‟ availability to meet for consultation .846 
Good standard of teaching .959 
Suitable assessment criteria (e.g. CGPA) .758 
Availability of technical and industrial training in final years .808 
Helpful admission staff .886 
Fast and hassle free registration .666 
Approachable and informed academic staff .919 
Advisors accessible and informed .836 
Clear and up to date communication .666 

 

Table-2. Factor Two loadings 

Item Loading 

Availability of a wide range of resources in the library .703 
Availability of up-to-date computer laboratories .701 
Availability of well-equipped studio .725 
Well-stocked book store .866 

 

Table 2 shows the second factor loadings are (.703 library, .703 computer laboratories; .725 architect studio; 

.866 convenience store) from 4 independent variables. These represent the physical facilities afforded by the college. 

The highest loading is for a well-stocked book store. 

 

Table-3. Factor Three loadings 

Item Loading 

Advertisement in the electronic media (e.g. internet) .805 
Advertisement in the newspaper and television .971 
Open day‟s promotion .819 

 

Table 3 is about the third factor loadings (.805 and .971 advertisement, .819 promotion) from 3 independent 

variables and represent the efforts towards promotion by the college. Advertisement in the newspaper has the 

highest loading (.971) and comparatively high also in this study. 

 

Table-4. Factor Four Loadings 

Item Loading 

Cost of accommodation .589 

Cost of transportation .776 
Cost of living (food and health) .684 

 

Table 4 lists the fourth factor loadings of 3 independent variables. It explains about cost of living factor 

important to students, the most important being the transportation costs. 
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Table-5. Factor Five Loadings 

Item Loading 

Opportunity for students‟  participation in sports .604 
Opportunity to be involved in social activities (e.g. charity activities, 
community services) 

.848 

Availability of religious activities (e.g. religious seminars) .795 

 

Table 5 depicts the fifth factor loadings which are .604, .848 for sports and socialization opportunities and .795 

for religious activities, from 3 independent variables.  This is the evidence of the importance of the co-curricular 

activities desired by students. 

 

Table-6. Factor Six Loading 

Item Loading 

Friends‟ recommendations .825 
Recommendation from previous students .775 

 

Table 6 are the 2 independent variables of the sixth factor loadings, peer influence being the most important to 

these students. 

The six (6) factors were the results of the solution achieved after the 51 items of the questionnaire were 

processed using the Principal Component Analysis (P.C.A.). These factors show the underlying factors contributing 

to the students‟ choice criteria. The information provided input for this college‟s marketing and strategic 

management. All the six (6) factors discovered do not differ very much from other studies as students choices are 

influenced by institutional, physical, co-curriculum, living economies, promotional and peer factors. Of all the items 

about 35% items were loaded onto the institutional factor. This leaves the remaining 65% of the items to be 

distributed among the other five factors. After examining the scree plot the study shows that there is only one 

factor of great importance which is the factor known as the „Institution‟.  

 

Table-7. Table of Cronbach Alpha for each factor 

Factor Cronbach Alpha 

Institutional 0.975 

Physical Facilities 0.925 
Promotional activities 0.902 
Living cost 0.868 
Co-curriculum 0.816 
Peer influence 0.71 

 

Table 7 shows the reliability of the research instrument. As for the reliability, Cronbach Alpha was used 

(standard should be .70 or more) for the six (6) factors to measure internal consistency. Their indices or Cronbach 

Alpha were 0.9 for the institutional factor, the physical facilities factor, the promotion factor, 0.8 for the living cost 

factor, the co-curriculum factor and 0.7 for the peer influence factor. In general, the instrument has good reliability 

standards. 

 

5. CONCLUSION 

This study was conducted as a case study to find the underlying dimensions to students‟ selection of a college. 

The responses were gathered from the students of the Twintech International University College of Technology, 

Malaysia. In this study it is clearly manifested that the “institutional” factor is the main underlying factor that 

determines greatly students‟ choices because it shows that the “institutional” factor has a high loading of variables. 

The definition of institution is its character or what the institution inherited all through the years. This finding 

confirms the importance of the “character “of the institution and many marketing researches have emphasized this, 
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that the quality” of a product is synonymous to an institutional image and standing. In business terms, this refers to 

its “brand”. In this study the „brand‟ is shown by the quality of teaching which has the highest loading, thus 

showing its extreme importance for the students of this college. The study confirmed that the “brand” incorporated 

includes also the quality of programs of the college. Thus, to be competitive, the positioning of the firm depends on 

its brand of product. The knowledge will be useful for the college for its strategic planning to gain a competitive 

edge against other colleges. Promotion of the brand is a priority to achieve this competitive advantage as proven by 

this study. It is thus imperative to implement this (promotional activities) in its management strategy. This 

knowledge is discovered through the Principal Component Analysis or P.C.A. Future studies may be done further 

using the Confirmatory Factor Analysis to produce a good model of students‟ college choice because the process is 

built to confirm the factors rather than the Principal Component Analysis (P.C.A.) which is more exploratory in 

nature. 
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APPENDIX 

 

APPENDIX-1. 
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APPENDIX-2. 

 

Pattern Matrixa 

 Component 

1 2 3 4 5 6 7 8 

aq1 .368 .098 .042 -.209 .434 .081 .043 .137 
aq2 -.112 .232 -.062 -.177 .110 .825 .051 .182 
aq3 .192 -.207 .025 .228 .094 .775 .172 .148 

aq5 -.407 .329 .250 .032 .604 .125 .273 .078 
aq6 .046 .081 -.087 -.042 .848 -.015 .293 .076 
aq7 -.044 -.195 .141 .162 .795 .130 -.063 .160 
aq8 .387 .195 -.039 .474 -.317 -.008 .068 .087 
aq9 .679 .022 -.081 .222 -.054 .038 .129 .008 
aq10 .161 .347 .020 .487 -.131 .119 .196 -.057 
aq11 .077 .088 -.284 .234 .198 .180 .709 -.132 
aq12 .323 .077 .017 .589 -.057 -.043 -.033 .074 
aq13 .097 -.012 .004 .776 .105 .014 .113 -.025 
aq14 .260 -.116 .159 .684 .071 -.003 .137 -.070 
aq15 .281 .537 -.112 .081 .084 .082 .028 -.027 

aq16 .270 .703 -.095 .116 -.098 .132 .016 -.038 
aq17 .273 .701 -.033 .062 -.105 .121 .016 -.035 
aq18 .354 .431 .002 -.005 .048 -.134 .369 .001 
aq19 .268 .725 -.206 -.130 .079 -.138 .204 -.011 
aq20 -.210 .543 .269 .288 .124 -.121 .162 .029 
aq21 .153 .866 .026 -.108 -.008 -.029 .075 -.036 
aq22 -.192 .529 .161 .323 .104 .119 .037 -.053 
aq23 .141 -.018 .127 -.125 -.102 .036 .179 -.196 
aq24 .473 .089 -.104 .320 .173 -.115 -.039 -.128 
aq25 .752 -.029 -.163 .106 .184 .042 -.196 -.118 
aq26 .763 .012 -.153 .183 .139 -.028 -.043 -.066 

aq27 .506 .415 -.204 .056 .143 -.086 -.237 -.095 
aq28 .324 .406 .187 .015 .061 -.054 -.261 -.062 
aq29 .499 .402 .110 -.071 -.037 .020 -.218 -.024 
aq30 .604 .144 .226 -.026 -.017 .062 -.112 .044 
aq31 .271 -.099 -.002 -.042 .222 .214 -.177 .935 
aq32 .840 -.011 -.058 .117 -.032 -.042 .039 .029 
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