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ABSTRACT  

The private higher education (PHE) sector has become intensely competitive, 
prompting private higher education institutions (PHEIs) to focus on branding and 
tailored marketing strategies. A customer-centric approach is necessary for PHEI 
to stand out in the crowded market. For this reason, researchers have turned their 
attention to two theories: the theory of planned behaviour (TPB) and the 
customer-based brand equity (CBBE) model. This study investigated the 
influence of CBBE and TPB in PHEI social media marketing. It determined how 
CBBE and TPB influence behavioural intentions, such as willingness to enrol at 
a PHEI. Data was collected from 344 respondents, aged 18-28, in South Africa 
(SA) and analysed using SmartPLS 4 for Structural Equation Modeling (SEM). 
The findings indicated that integrating CBBE and TPB into the social media 
marketing strategy significantly influences Gen Z's enrollment intentions. It was 
found that brand awareness had an impact on perceived behavioural control, 
attitudes and subjective norms. While brand association affected attitudes, brand 
association had no significant effect on perceived behavioural control and 
subjective norms. Furthermore, no relationship was found between brand loyalty 
and students' intention to enrol at a PHEI. Perceived quality significantly impacted 
perceived behavioural control, attitudes, and subjective norms. In addition, 
perceived behavioural control, attitudes and subjective norms impacted intention. 
Lastly, social media marketing impacted CBBE, mainly through brand 
association, brand awareness, and perceived quality. More importantly, this study 
validated the importance of social media marketing in driving intention. The 
findings highlight the need for PHEIs to tailor their social media marketing 
campaigns to incorporate these elements, ensuring relevance and 
competitiveness in the educational sector. This study provided valuable insights 
for marketers, guiding the development of targeted strategies that resonate with 
Gen Z. This study made significant theoretical contributions by integrating the 
CBBE model with TPB, which has been limited in the literature, broadening the 
understanding of these theories in the context of SA PHEIs. 

Keywords: Customer-Based Brand Equity, Theory of Planned Behaviour, Social 
Media Marketing, Enrolment Intentions, Private Higher Education, Institutions, 
Brand Awareness, Perceived Quality, Gen Z, Brand Association, Structural 
Equation Modeling 
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CHAPTER 1. INTRODUCTION 

1.1 Purpose of the study 

The purpose of this study is to examine the influence of social media marketing 

(SMM) on Customer-Based Brand Equity (CBBE) for Private Higher Education 

Institutions (PHEIs) and to determine how CBBE influences behavioural 

intentions, such as willingness to enrol and recommend the PHEI to others. 

1.2 Context of the study 

Due to globalisation, massification, and the internationalisation of education, 

private higher education has had unparalleled international growth in the twenty-

first century (Zajda, 2023). PHEIs internationally have increasingly filled important 

gaps as public systems fail to meet demand, providing access, diversity, and 

cutting-edge educational approaches to an expanding global student base (Effah 

& Alomenu, 2023). Higher education is now a key player in the global knowledge 

economy, according to Yousef (2024), who notes that academic mobility has 

increased across regions like the Middle East, Asia, and North America. This has 

improved graduates' competitiveness, global citizenship, and institutional 

influence (Yousef, 2024). PHE's volume and strategic significance have 

increased in response to these changes (Li and Xue, 2022). The Private Higher 

Education (PHE) sphere is a continually evolving industry that has become an 

intensely competitive environment (Missaghian & Milian, 2019). Due to the 

intensification of competition, PHEIs have become extremely interested in delving 

into the phenomenon of attaining comprehension regarding being differentiated 

(the brand) from competition in the academic arena to, in essence, stand out in 

the crowd and be regarded as an established and distinct brand in the market 

(Oeppen, 2020).  
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With the growing rivalry in the HE sector, branding has become a significant part 

of an HEI's identity (Rasoolimanesh, Tan, Nejati & Shafaei, 2024). Due to the 

intensification of competition, institutions must implement bespoke marketing 

strategies tailored to their specific market/s that bolster their brand identity to 

ultimately provide them with a competitive edge (Panda, Pandey, Bennett & Tian, 

2019). HEIs must concentrate on branding, which enables them to stand out from 

the competition by facilitating meaningful and successful conversations with 

potential students about their brand values (Perera, Nayak, and Nguyen, 2023). 

With the influx of competition, HEIs have shifted to a model of corporatisation that 

has amplified the significance of branding, offering several potential advantages 

such as increased enrollment, sustained competitiveness, enhanced status, and 

improved financial standing (Rasoolimanesh, Nejati & Shafaei, 2024). As 

prospective students evaluate HE brands holistically, considering both tangible 

(functional dimensions like infrastructure, facilities, location, and cost of 

admission) and intangible (emotional) aspects, a strong brand can foster a feeling 

of belonging and emotional relationship, resulting in higher levels of brand 

association and involvement (Pringle & Fritz, 2019; Oeppen, 2020). The majority 

of prospective students have a deficiency in the experience of navigating highly 

complex environments, such as the HE environment, with objectivity; they place 

emphasis on evaluating the brand image as a signal of quality instead (Panda et 

al., 2019). Therefore, a strong HEI brand provides alumni and students with a 

feeling of identification, creating a robust emotional connection with the brand 

and, in essence, a strong level of brand association (Oeppen, 2020).  

With the rise of globalisation and the ill-equipped public educational environment, 

the demand for PHE in South Africa (SA) increased dramatically (Stander, 2017). 

According to the Department of Higher Education and Training’s (DHET) data 

regarding SA's post-school training and education, released in 2023, there was a 

total growth of 39% of students enrolled in PHEIs from 2010 to 2021, with a total 

of 90 767 students in 2010 and 232 915 enrolled students in 2021 (DHET, 2023). 

With the prolific demand for PHE, came an increase of new PHEIs in SA, 
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henceforth, creating an extremely competitive industry (Stander, 2017); currently 

there are 127 registered PHEIs and this is continuously increasing (DHET, 2023). 

An encouraging and competitive milieu was created for PHEIs in SA due to the 

upsurge in demand for higher education (HE), the financial constraints the SA 

public universities face (such as the decrease in state support, an increase of 

student fees, debt retrieval, low enrollment levels, reduced throughput rates, 

National Student Financial Aid Scheme uncertainties and increased operational 

costs) (Stander, 2017), and the various higher education deregulation policies 

implemented by the government (Stander, 2017). In recent years, competition 

amongst PHEIs has increased dramatically due to various factors, such as the 

shift to a knowledge-based society and an overall decline in public and 

governmental funding at all levels of higher education (To, Mindzak, Thongpapanl 

& Mindzak, 2022). Due to this shift in the PHE industry, it is argued that accurate 

and bespoke marketing campaigns are critical for the survival of such institutions 

(Duffett, 2017).  

Social media has become a necessity for PHEIs as it transformed the planning, 

consumption, and distribution of brand content by shifting the creation of an 

institution's brand image from marketing that is more traditional to the new 

modern digital podia and customer interactions (Khan and Bhatti, 2021); 

discovering new communication avenues that enhance customer loyalty and 

enable organisations to more effectively engage with their target audience 

through accurate and nuanced SMM strategies (Khan and Bhatti, 2021). The 

magnitude of social media in reinforcing brands is critical, as it has become the 

finest channel for communication and community engagement (Amalancei, 

Cîrtiță-Buzoianu & Mares, 2021). Consequently, higher education institutions 

have increasingly turned to social media as a marketing instrument to build their 

brand image and position themselves both nationally and internationally, driven 

by its significant influence on prospective students' choices of study programs 

and institutions (Amalancei, Cîrtiță-Buzoianu & Mares, 2021). 
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In the context of the PHE industry, traditional marketing communications are less 

successful, as seen by the increased competition and consumers' resulting 

cognitive saturation with messages from PHEIs (Retamosa, Millán & García, 

2022). PHEIs use numerous marketing tactics, such as SMM, influencer 

marketing, content marketing, gamification, and user-generated content to attract 

students (Retamosa et al., 2022). Peruta and Shields (2016) explain that the 

highly competitive nature of the PHE market necessitates HE institutions to utilise 

social media to establish connections with prospective pupils, registered 

students, alumni, and community members effectively and continuously. Social 

media comprises all Web-based technologies, iperWeb 2.0, and enables the 

facilitation and collaboration of creating and exchanging consumer-generated 

content (Alves, Fernandes & Raposo, 2016). Social media is deemed an effective 

platform for action and facilitates two-way interaction among HEIs and students, 

and even students with students (Alves, Fernandes & Raposo, 2016).  

Social media is an integral and indispensable aspect of consumers' lives in the 

twenty-first century, especially Generation Z (GenZ) (Duffett, 2017). Consumer 

behaviour is influenced by social media in a variety of ways, such as educating, 

exchanging opinions and viewpoints to gain knowledge and comprehension, and 

visualising non-purchasing post-purchase behaviour (Bilgin, 2018). Most current 

and potential higher education students utilise social media, particularly 

Facebook and LinkedIn, as resources when determining which higher education 

institution to attend (Peruta & Shields, 2016). Institutions are now compelled to 

utilise social media as a marketing platform to foster brand awareness and 

consumer interaction, and ultimately influence behaviour (Bilgin, 2018). 

Progressively, marketers depend on social media to market their brands in such 

a manner that consumers will be enticed to be personally involved with the 

brand’s content and disperse it to their online friends (Duffett, 2017). The specific 

information that prospective HE students search for on social media platforms 

comprises information regarding the higher education experience in its entirety 

(from programmes delivered to social experiences) (Peruta & Shields, 2016). In 

addition to traditional branding mediums (websites and prospectuses), PHEIs use 
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social media to define their brand positioning and engage current and prospective 

students (To et al., 2022). For a PHEI to maintain and increase its market share 

and develop its brand equity, it is critical that it develops and continuously 

incorporates bespoke and concise SMM strategies that creatively, accurately and 

consistently portray what the PHEI provides in its entirety in such a manner that 

it attains and retains current and prospective students (Peruta & Shields, 2016).  

The PHE industry is unique due to its hybrid (i.e., academically driven and 

commercially/students driven and or customer-driven) views; additionally, PHEIs 

find it challenging to diversify their brand identity (To et al., 2022). Research 

suggests that PHE students can now be seen as customers and thus 

fundamental to the differentiation actions of HEIs against the backdrop of the 

intensifying competitive pressures (Sobaih, Hasanein & Elnasr, 2022). Due to the 

high adoption of social media by the younger generation (Gen Z), with over 90% 

of prospective students using it, SMM has become critical for HEIs to effectively 

reach and engage potential students to further develop its brand (Aldahdouh, 

Nokelainen & Korhonen, 2020). Scholars' attention has, therefore, transferred to 

PHEIs branding activities on websites and social media in various contexts, as is 

the case in the US, Canada, and Sri Lanka, as PHEIs have multiplied and 

increased their use of online communication to ultimately increase their brand 

equity (To et al., 2022). HEIs' branding initiatives should, therefore, be built 

around their strong brand equity, which demonstrates to potential students the 

legitimacy and quality of their offerings, both palpable and impalpable (Perera, 

Nayak & Nguyen, 2023). Effah and Alomenu (2023) specify that various 

strategies have been utilised to position HEIs in relation to competition; 

additionally, brand equity in higher education has become a crucial consideration. 

PHEIs are investing significant resources in building their brand equity to 

successfully differentiate themselves sustainably to subsist and flourish in the 

competitive environment (Effah & Alomenu, 2023). 
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1.3 Problem statement 

1.3.1 Main problem 

Various studies within the context of HE have explored the effects of SMM on 

various aspects of branding, such as brand personality (Simiyu, Bonuke & 

Komen, 2020), brand awareness (Salem, 2020), and brand identity 

(Assimakopoulos, Antoniadis, Kayas & Dvizac, 2017). These studies suggest that 

SMM plays a critical role in marketing educational institutions and enhancing their 

brand equity (Simiyu et al., 2020; Salem, 2020; Assimakopoulos et al., 2017); 

although research is available about how social media affects brand equity and 

how brand equity affects behavioural intentions. Further investigation is required 

to fully understand the relationship concerning SMM and brand equity that is 

contextualised within South African PHEIs. 

For an HEI of any sort (public or private) to be palpable in the oversaturated 

market, a customer-centric approach should be evident; therefore, scholars have 

shifted their focus to two prominent theories: the customer-based brand equity 

(CBBE) model and the theory of planned behaviour (TPB) (Effah & Alomenu, 

2023; O'Neill & Rangott, 2022). Private higher education institutions (PHEIs) in 

SA face increasing competition for students in today's digital age (Retamosa et 

al., 2022). Social media is a powerful instrument that PHEIs can utilise to build 

CBBE and influence behavioural intentions, such as enrollment intention (Perera, 

Nayak & Nguyen, 2023). While some studies, although minimal, incorporated the 

TPB within the context of university scholars' behavioural intentions (Bosnjak, 

Ajzen & Schmidt, 2020; La Barbera & Ajzen, 2021; Persada, Ivanovski, Miraja, 

Nadlifatin, Mufidah, Chin & Redi, 2020), it is evident that no significant studies 

have incorporated CBBE and the TPB to comprehend students’ attitudes and 

behavioural gaps, specifically in the context of South African PHE. 
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1.4 Research question and objectives  

In order to address the aforementioned research gap, the project aims to provide 

answers to the following: How does the usage of marketing on social media 

platforms by South African PHEIs impact CBBE and behavioural intention among 

prospective students, current students and alumni? What key factors mediate this 

relationship? 

 

1.4.1 Research objective 

To investigate the influence of SMM on CBBE for PHEIs and to determine how 

CBBE influences behavioural intentions, such as willingness to enrol and to 

recommend the PHE to others. 

 

1.4.2 Secondary research objectives  

1.  To examine the relationship between brand awareness and perceived 

behavioural control. 

2. To investigate the impact of brand awareness and attitudes. 

3. To assess the relationship between brand awareness and subjective norm. 

4. To probe the impact of brand association and perceived behavioural control 

5. To examine the relationship between brand association and attitudes 

6. To explore the impact of brand association and subjective norms 

7. To assess the relationship between perceived quality and perceived 

behavioural control 

8. To investigate the impact of perceived quality and attitudes 

9. To probe the relationship between perceived quality and subjective norms 

10. To assess the impact of perceived behavioural control and behavioural 

intention 

11. To examine the relationship between attitudes and behavioural intention 
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12. To study the impact of subjective norms and behavioural intention 

13. To test the relationship between social media marketing and brand 

awareness 

14. To investigate the impact of social media marketing and brand association 

15. To examine the relationship between social media marketing and perceived 

quality 

16. To investigate the impact of social media marketing and behavioural intention 

17. To inspect the relationship between brand loyalty and behavioural intention 

 

1.5 Significance of the study 

The rise in competitiveness within the PHE industry created a need for marketing 

strategies that empower organisations to stay pertinent in the market by 

effectively influencing behaviour, which can be optimally achieved through SMM 

strategies (Duffett, 2017). Additionally, due to the complexity of PHEIs, traditional 

branding strategies do not adequately address PHEIs’ requirements, which 

points to new branding research focusing solely on the South African PHE 

industry (To et al., 2022). Furthermore, studies on branding in PHE are 

significantly more constrained than those in pure commercial sectors, where 

there is an abundance of studies on the subject (To et al., 2022). At present, 

scholars have an interest in Gen Z as they are techno-savvy, civically engaged, 

entrepreneurial, and concerned about social justice (Powell, Jenkins, Gulledge & 

Sun, 2021). Gen Z is specifically relevant to this study as they are currently the 

main drivers of online commercial consumption, they are knowledge-centric and 

a vast majority fall in the category of prospective students, registered students, 

alumni or have recently entered the labour market (Dolot, 2018). This study 

ascertained the impact of SMM, specifically in the developing PHE industry in SA, 

has on CBBE and TPB, on the enrollment behaviour of Gen Z. 

 

The findings of this research project will provide guidance to PHE providers in 
improving their SMM strategies and better comprehending the aspects that 
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influence students' decisions about where to attend PHEIs and the necessity and 
importance of relevant and bespoke SMM campaigns to influence behavioural 
intentions effectively and ultimately build brand equity, henceforth, staying 
germane and successful in this highly competitive industry. This study also makes 
a critical contribution to the body of academic knowledge in developing countries 
where there is a lack of research in SMM communications and HE marketing 
literature (Duffett, 2017). Additionally, the findings of this study provide guidance 
to other institutions interested in using SMM to build brand equity and influence 
behavioural intentions. 
 
 

1.6 Delimitations of the study 

The following limitations have been identified in this research project: 

- The study is limited to assessing the influence of SMM on CBBE and 

behavioural intention within SA PHEIs. 

- Notwithstanding the various industries that utilise SMM, this research project 

looks specifically at the SA PHE industry with a view to explore the 

behavioural influence SMM by PHEs has on Generation Z South Africans. 

- Considering the information provided above, this study is constrained to 

individuals aged between 18 – 28 years. 

- This study is limited to six mediating factors, which include brand association, 

brand awareness, perceived quality, perceived behavioural control, 

subjective norms and attitudes. 
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1.7 Definition of terms 

- Customer-Based Brand Equity (CBBE): The significant effect of brand 

knowledge on consumer responses to marketing is referred to as CBBE. 

(Colicev, Malshe & Pauwels, 2018). 

- Theory of Planned Behaviour (TPB): The TPB is known as a theoretical 

framework, which concurs that the most accurate indicator of whether a 

person will engage in a certain activity is their intentions, which are 

characterised as their preparedness to carry out the action (Willis, Lee, 

Reynolds & Klik, 2020). 

- Private Higher Education Institutions (PHEI): PHEIs are institutions of 

higher learning that are privately owned and run and are not part of the 

public sector (Bailey & McPherson, 2023). 

- Brand awareness: The customer's capacity to recognise a brand in 

different situations. (Khan, Jan, Mir & Beig, 2023). 

- Brand association: The customer’s perceptions associated with a brand 

(Stukalina & Pavlyuk, 2021). 

- Perceived quality: The consumer's discernment of the value or excellence 

of a service or product (Khan et al., 2023). 

- Perceived behavioural control: Also referred to as self-efficacy, represents 

the extent to which a person feels in control of their behaviour. (Kan & 

Fabrigar, 2020). 

- Attitudes: Refer to consumers' assessments of a brand based on their 

perceptions, experiences, and feelings, which can significantly impact 

consumer behaviour, brand loyalty, and overall brand equity, often 

resulting in higher advocacy and purchase intentions when positive 

(Agrawal, 2022). 

- Subjective norms: This refers to a person's assessment of social 

pressures to engage in or refrain from behaviours that are deemed 

acceptable by those in their close circle. (Dewberry & Jackson, 2018) 

- Brand loyalty: The propensity to purchase a focal brand out of preference 

(Stukalina & Pavlyuk, 2021). 
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- Behavioural intention: One's willingness to carry out a particular behaviour 

that is prejudiced by their attitudes, subjective norms, and perceptions of 

their own behavioural control, serving as a predictor of actual conduct in 

various contexts, including consumer decisions (Pinar, Girard & Basfirinci, 

2020). 

- Social media marketing (SMM): This refers to a collection of “Web 2.0-

based” content creation and exchange platforms that build upon the 

technical and conceptual foundations of the platform (Bilal, Jianqu & Ming, 

2021). 

 

 

 

1.8 Assumptions 

This study is predicated on the following assumptions: 

• The populace size of 384 participants is sufficient to generalise the 

findings. 

• The participants are aged between 18 – 28 years of age and are current 

and prospective PHEIs consumers. 

• The participants are prospective students, registered students and or 

alumni of PHEIs in SA. 

• The participants have social media accounts and understand SMM.   
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1.9 Outline of the study  

Table 1 presents the research paper's structure, which safeguards a logical flow 

of information. 

Table 1: Structure of the study  

Chapter: Heading: Elucidation: 

Chapter 1 Introduction Introduction, purpose and context of the study, 

main problem statement, significance of the study, 

delimitation of the study, definition of terms, 

assumptions, outline of the study and summary. 

Chapter 2 Literature Review Introduction, Private Higher Education in SA, 

SMM in Private Higher Education, Social Media 

Types and Usage, SMM, Generational Cohorts: 

Why GenZ? Theory base, Brand Equity and 

behavioural intention, Conceptual model, 

hypotheses development and conclusion of 

literature review. 

Chapter 3 Research 

Methodology 

Introduction, research paradigm, research design, 

population, sample and sampling method, the 

research instrument, procedure for data 

collection, data analysis and interpretation, 

limitations of the study, validity, reliability and 

model fit, ethical considerations and summary. 



13 

 

Chapter 4 Presentation of 

Results 

Introduction, SMART PLS 4 presentation of 

results, which includes descriptive statistics, the 

demographic profile of the respondents, results 

pertaining to the measurement items, validity and 

reliability assessment, model fit, hypothesis 

testing, mediator test and summary of the results. 

Chapter 5 Discussion of 

Results 

Introduction, demographic profile of the 

respondents, hypotheses discussion and 

conclusion. 

Chapter 6 Conclusion & 

Recommendations 

Introduction, conclusions of the study, 

recommendations, contribution of this study, 

managerial implications, theoretical implications, 

suggestions for further research and conclusion. 

Source: Researchers’ own creation (2024) 

 

1.10 Summary 

This chapter discussed the purpose of the study and outlined the context of the 

study, the problem statement and the main problem. As with the study's 

importance, it is clear that this research adds to the body of knowledge already 

available on SMM and expands upon the scant research conducted in developing 

nations on the impact of SMM on customer-based brand equity and behavioural 

intentions in private higher education institutions. Comprehending these 

correlations forms the foundation of the literature review in the chapter following. 

Finally, this chapter discussed the delimitations of the study and provided 

definitions of the main terms and the assumptions. 
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CHAPTER 2. LITERATURE REVIEW 

2.1 Introduction 

This section begins with a background discussion on PHE in SA and social 

media. The chapter further presents CBBE equity and the TPB as the theoretical 

foundation for this research project and an extensive literature review, which 

discusses brand awareness, brand association, perceived quality, perceived 

behavioural control, attitudes, subjective norms, behavioural intention and brand 

loyalty as the main research variables followed in this study. Additionally, a lens 

is placed on SMM in the PHEI industry, specifically in the context of the 

Generation Z South African market, brand equity and behavioural intention. This 

chapter concludes with a presentation of an integrated model towards social 

media and PHEIs and the development of the hypothesis. 

2.2 Private Higher Education in the global sphere 

With regards to PHE, India and other nations with sizable populations and 

constrained state capacity have looked to the private sector to assist in achieving 

their lofty educational goals (Gupta, 2022). Approximately 66% of all students are 

enrolled in private providers in India, and 75% of higher education institutions 

(HEIs) are privately run (Gupta, 2022). Similarly, PHE has emerged as a 

supplementary system in Germany, a nation where public education has always 

predominated (Kehm, 2022). Even though only about 8.5% of German students 

attend PHEIs, the industry has grown more diverse and now offers bachelor's, 

master's, and even doctoral programs (Kehm, 2022). This is indicative of a larger 

global trend where PHE pursues niche markets and pedagogical flexibility while 

adapting to local contexts (Kehm, 2022). With approximately 800 private 

providers operating as of 2017, the United Kingdom sector has been 

characterized as diverse, ranging from private universities to vocational training 

colleges, demonstrating the complexity of the PHE environment (Hunt & Boliver, 
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2023). The private sector in the UK frequently serves non-traditional student 

populations and reflects US trends, especially the growth of for-profit models 

(Hunt & Boliver, 2023). The understanding that higher education propels societal 

progress lies at the heart of these advances (Alzghoul, Algraibeh, Khawaldeh, & 

Khaddam, 2023).  Education drives cultural, economic, and civilizational growth, 

according to Alzghoul et al. (2023), highlighting the significance of strategic 

leadership and innovation inside HEIs.  Particularly in situations when state 

institutions are inflexible or lack adequate resources, private institutions have 

frequently proven more flexible in adapting to the demands of quickly shifting 

labor markets and economies (Alzghoul et al., 2023). In light of this global context, 

the private higher education market in South Africa has expanded dramatically 

over the past three decades (Ndofirepi, Farinloye & Mogaji, 2020). The sector, 

which first arose to satisfy excess demand that public universities were unable to 

meet, now serves a diverse student body that includes working adults and 

international students and is becoming more widely acknowledged as a crucial 

component of the country's higher education system, reflecting global trends 

while negotiating particular local limitations (Ndofirepi, Farinloye & Mogaji, 2020). 

2.3 Private Higher Education in South Africa 

A nation's progress is greatly influenced by its level of education; henceforth, a 

nation's general development can be represented, to a degree, by the 

advancement of its educational system (Chen & Esangbedo, 2018). Abugre 

(2018) elucidates that the global community is currently more aware of the need 

to change national economies from being solely monetarily focused to being 

based on information since knowledge increasingly outweighs physical capital as 

the source of national wealth. Due to its significant contributions to the 

development process and knowledge endorsement, the Higher Education (HE) 

sector is regarded as one of the most vital sectors in developing nations (Salem, 

2020). Knowledge has emerged as the single most significant growth engine and 

is a crucial driving factor of economic success, particularly in Africa (Abugre, 

2018). Effah and Alomenu (2023) expound that HE is critical in fostering 
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continuous economic growth in low- and middle-income countries; henceforth, 

the need for qualified employees is rising globally. HE is increasingly seen as the 

main strategy for fostering economic growth (Salem, 2020). The requirement for 

informed and qualified personnel is fulfilled by higher education; therefore, the 

progression of the competitive nature of this industry is becoming more evident 

as employment becomes scarcer (Effah & Alomenu, 2023). In today's society, 

institutions' internal resources, capabilities, and knowledge-based economies 

have assumed a crucial role (Abugre, 2018). According to Effah and Alomenu 

(2023), the globalisation of HE, technological progression, expanding knowledge 

economy, increasing student sophistication, and the growing earnestness in 

responding to diverging and overlapping stakeholder interests all contribute to the 

rising demand for higher education.  

In addition to the demand factors, various chief contributing influences affect this 

environment, including the wave of deregulation that swept across Africa and 

beyond, the rise in the number of youths in the population and rising income 

levels (Effah & Alomenu, 2023). Due to the pressing demands of uncontrolled 

commercial forces, private higher education institutions worldwide are working 

hard to cultivate unique identities that appeal to students and the wider 

stakeholder community (Mogaji, 2019). Ndofirepi, Farinloye and Mogaji (2020) 

clarify that African HEIs continuously strive to advance the quality of education 

provisions to confront the numerous challenges the continent faces. The chief 

role of African HEIs is to develop the African society in its entirety by instilling a 

sense of dignity, national pride and independence, which will ultimately lead to 

economic development (Ndofirepi, Farinloye & Mogaji, 2020). 

In Africa, there is excessive growth in the necessity for higher education, and 

more private higher education institutions are being formed to aid with this 

scarcity of HE spaces for potential students (Mogaji, 2019). Due to the immense 

tertiary education demand in Africa, public universities struggle to meet 

continuous sustainability commitments, which poses challenges such as 

deteriorating facilities, ill-equipped staff and a lack of student support (Chen & 

Esangbedo, 2018). The influx of demand for HE providers and the lack of 
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resources in the public domain created a market for South African PHEI to co-

exist and contend with leading South African public universities (Ndofirepi, 

Farinloye & Mogaji, 2020).  

In 2021, the total enrollment of students in public and private higher education 
institutions (HEIs) was 1 300 961, of which public student enrollment equated to 
82.1% or 1 068 046, while PHEIs equated to 17.9% or 232 915 (Department of 
Higher Education and Training, 2023). A key consideration to focus on, however, 
reflected in Figure 1 below, is that the total enrollment in private higher and public 
education institutions in 2021 showed a decrease of 1.0%, equating to 12,878 
fewer students compared to 2020 but a noteworthy point is that the public HEIs 
contributed to the decrease between the two academic years, and enrollment 
declined by 26 762 or 2.4%, while PHEIs’ enrollment increased by 13 884 or 6.3% 
(DHET, 2023). The upsurge in demand for PHE is a direct response to the various 
higher education deregulation policies implemented by the government, the rise 
in the number of young people in the population, rising income levels, and the 
financial challenges faced by the South African public universities (Effah & 
Alomenu, 2023; Stander, 2017). This inversely directs to the notion that there is 
an emergence of exponential growth in the need for and provision of SA PHEIs 
and, in fact, that the establishment of high-level PHEIs, which are currently 
oversaturated – consisting of 127 PHEIs and ever-expanding compared to a mere 
26 public HE institutions – is undisputable (DHET, 2023).  

 
Figure 1: Number of students enrolled in public and private HEIs, 2010 – 
2021. (DHET, 2023) 
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In 2020, as indicated in Table 2 below, the top ten PHEIs, based or registered 

students, consist of the Independent Institute of Education, MANCOSA, Stadio 

Higher Education (previously Southern Business School), Boston City Campus, 

Milpark Education, Regent Business School, Richfield Graduate Institute, 

Lyceum College, SANTS Private HigherEducationInstitution and EDUVOS 

(Department of Higher Education and Training, 2023). 

 

Table 2: Top ten PHEI student enrollment in 2020. 

Institution: Number of 
enrolled 
students 

1. Independent Institute of Education (Pty) Ltd 43 567 
2. MANCOSA (Pty) Ltd 24 317 
3. Southern Business School (Pty) Ltd 13 955 
4. Boston City Campus (Pty) Ltd 13 254 
5. Milpark Education (Pty) Ltd 11 360 
6. Regent Business School (Pty) Ltd   8 892 
7. Richfield Graduate Institute (Pty) Ltd   8 640 
8. Lyceum College (Pty) Ltd   7 906 
9. SANTS Private Higher Education Institution (Pty) Ltd   7 853 
10.  EDUVOS (Pty) Ltd   6 640 

 

(Department of Higher Education and Training, 2023) 

As indicated in Table 2 above, in 2020, more than half of the PHE student cohort 

(53%) were enrolled at six providers (being significant players in the industry), 

inclusive of the Independent Institute of Education, MANCOSA, Stadio Higher 

Education (previously Southern Business School), Boston City Campus, Milpark 

Education and Regent Business School (Department of Higher Education and 

Training, 2023). 

2.3.1 Social Media Marketing in Private Higher Education 

PHEIs in SA face ever-increasing competition for students in today's digital age 

(Retamosa et al., 2022; Effah & Alomenu, 2023). The oversaturation of PHEIs 

provides a vast number of options to potential students; therefore, to be pertinent 
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in this adverse environment, PHEIs should develop and effectively incorporate 

bespoke and current strategic communication tactics using one of the most 

critical tools for communication, which is known as social media (Kasongo & 

Abongdia, 2021). According to Mogaji (2019), PHEIs have placed their focus on 

brand equity to improve their position in the market. One tool available to improve 

brand equity and influence student behaviour in PHE is SMM (Simiyu et al., 2020; 

Salem, 2020; Assimakopoulos, Antoniadis, Kayas & Dvizac, 2017; Mishra & 

Madaan, 2020). As stated by Simiyu et al. (2020), SMM significantly predicts 

students' behavioural intentions and brand personality, therefore supporting the 

notion that higher education institutions’ brand personality may be developed and 

strengthened through social media involvement. Due to the alteration in 

information gathering, decision making and consumption, marketers have been 

forced to implement adapted strategies and tactics that bring challenges and 

opportunities (Alves et al., 2016). 

Current research poses that many “potential HE students” utilise social media, 

particularly Facebook, as a source when evaluating which HEI to attend (Peruta 

& Shields, 2016). Social media networks, such as LinkedIn, Facebook, YouTube 

and Twitter, play a crucial role, especially Twitter and Facebook, as the preferred 

communication tool used by higher education institutions (Salem, 2020). For 

instance, Simiyu et al. (2020) did a study that was directed by the TPB, Self 

Congruity Theory and Technology Acceptance Model, by which they examined 

the unintended impact of brand personality on the link between social media and 

students' behavioural intents to enrol in postgraduate courses using data from 

five-hundred and four students from four universities in Kenya. According to the 

findings, social media pointedly forecasts students' behavioural intentions and 

brand personality with a somewhat mediated association. The study supports the 

idea that university brand personality may be developed and strengthened 

through student-university social media involvement.  

A study was done by Al-Qaysi, Mohamad-Nordin and Al-Emran (2021), which 

reviewed 713 prior studies to identify key factors influencing social media use in 
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higher education. They identified seven significant factors: perceived enjoyment 

(PE), subjective norm (SN), self-efficacy (SE), perceived critical mass (PCM), 

facilitating conditions (FC), perceived compatibility (PC), and information quality 

(IQ). Using data from 655 students in Oman, the study developed an extended 

Technology Acceptance Model (TAM) and found that PE, PCM, PC, and IQ 

positively affected perceived usefulness (PU), while PE, SE, FC, and IQ 

influenced perceived ease of use (PEOU). Notably, PU was not affected by SN 

or SE, and PEOU was not influenced by PC. The findings have implications for 

enhancing social media adoption in education. Salem (2020) investigated SMM 

in HEIs. This study aimed to determine the tools and strategies universities use 

to promote their brands and how SMM bolsters HEIs' competitive advantage. The 

researcher used a systematic review process to summarise, identify, and 

evaluate all related research about SMM in HEIs. The findings of this study 

indicate that social media platforms are the most crucial tools for promoting 

advertising campaigns and interacting with both present and potential students.  

Assimakopoulos et al. (2017) evaluated effective SMM strategies, specifically 

focusing on Facebook as an opportunity for universities. They found that for 

educational institutions, social media plays a big part in developing their online 

brand identity. The findings of this study indicate that Facebook can be regarded 

as a useful marketing tool for promoting research and educational activities both 

within and outside of the classroom, and it can help disseminate such activities 

through viral marketing strategies to influence the intangible elements influencing 

prospective students' decisions. This study found that there are no clear goals or 

preceding formulation of cohesive marketing plans, and social media adoption 

appears to be ad hoc and unsystematic.  

Mishra and Madaan (2020) examined the role of online marketing in university 

admissions based on Indian students’ perspectives and found that the efficacy of 

SMM is contingent on a variety of influencing elements, including student films 

on the website, hashtags, alumni evaluations on social media, event pages, 

mobile marketing, virtual tours, blogs, and use of Pinterest and WhatsApp. 
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According to Kasongo and Abongdia (2021), social media is a communication 

medium used by HEIs that empowers students to engage with the HEI and 

current students to attain a feel for the specific HEI. Peruta and Shields (2018) 

explicate that social media like Facebook, Twitter, and other avenues of 

communication are utilised by vast populations, specifically Gen Z, for information 

sharing and networking, and allow alumni, current and future students to interact 

with each other and their target HEI. Therefore, HEIs must continuously post 

current and relevant information related to their specific target market on their 

social media pages (Peruta & Shields, 2018). It is essential to reach a diverse 

range of audiences, including current and prospective students, parents, and 

former students; higher education institutions must offer social media material 

that speaks to each group without isolating the others (Kasongo & Abongdia. 

2021).  

Furthermore, when HEIs provide information on their social media pages that 

bolsters the notion that it is active outside of its own domain, it benefits the 

external world, enhances the brand's reputation, and boosts engagement, 

positively affecting behaviour (Aman & Hussin, 2018). Luarn, Lin and Chiu (2015), 

and Salem (2020) provide more evidence for this claim, arguing that students 

tend to rely on social media platforms to get important information; hence, HEIs 

must use the available social media channels to disseminate information about 

admissions, news, offerings and promotions as it results in a rise in engagement 

for the HEI. According to a study by Paladan (2018), the top twenty-five 

universities in Africa and Asia use Twitter, Facebook, YouTube and LinkedIn as 

part of their marketing campaigns to draw in new students and inform current 

students about their offerings.  

It is vital for an HEI to add value through continuously posting high-quality, 

relevant and up-to-date content, such as advertising interesting and cutting-edge 

accredited courses and information regarding bursaries on its social media pages 

to attract the target market to engage with the content and build brand awareness 

and recognition (Aman & Hussin, 2018). Social media significantly predicts 
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students' behavioural intentions and brand personality with a somewhat mediated 

association; therefore, it can be denoted that HEI's brand personality may be 

developed and strengthened through student social media involvement (Simiyu 

et al., 2020; Salem, 2020; Assimakopoulos, Antoniadis, Kayas & Dvizac, 2017; 

Mishra & Madaan, 2020). According to Salem (2020), social media platforms are 

crucial tools for promoting HEI's advertising campaigns and interacting with both 

present and potential students. Facebook is a useful marketing tool for promoting 

research and educational activities both within and outside of the classroom, and 

it can help disseminate such activities through viral marketing strategies to 

influence the intangible elements influencing prospective students' decisions 

(Assimakopoulos et al., 2017).  

The efficacy of SMM is contingent on a variety of influencing elements, including 

student films on the social media platform, hashtags, alumni evaluations on social 

media, event pages, mobile marketing, virtual tours and use of Pinterest, 

Facebook and WhatsApp (Mishra & Madaan, 2020). When done accurately and 

concisely, SMM may considerably improve an HE's reputation among its current 

and prospective students, brand loyalty, and sense of identity (Retamosa et al., 

2022; Paladan, 2018). There is an unswerving link concerning brand reputation 

and brand equity to such a degree that brand reputation is considered a 

substantial conjecturer of brand equity (Mahmood & Bashir, 2020). Social media 

is a vital tool for all organisations as it allows them to interact with, hear from, and 

gain knowledge from their stakeholders; hence, social media integration is crucial 

for higher education institutions to maintain communication with all their 

stakeholders (Peruta & Shields, 2018). Communication through social media in 

HEI is vital as it helps current and future students participate in the 

communication process as they exchange information and interact with the HEI 

and each other (Kasongo & Abongdia, 2021). PHEIs can utilise CBBE and 

influence students' behavioural intentions, such as enrollment intention 

(Retamosa et al., 2022).  
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2.3.2 Current Social Media Marketing Strategies Incorporated by 
Private Higher Education Institutions 

Table 3 below provides examples of the social media platforms that the major 

players in the SA PHE sector (purely based on the number of registered students 

at the specific PHEI) utilise, which include the Independent Institute of Education, 

MANCOSA, Stadio Higher Education, Boston City Campus, Milpark Education 

and Regent Business School (Department of Higher Education and Training, 

2023). 

Table 3: Social media strategies that the top six PHEIs utilise.  

SA PHEI: Social Media Platform: Evidence of Strategy 

Independent 
Institute of 
Education 

Facebook: 

 
 
LinkedIn: 
 
 
 
 
 
 
 
 
 
 
 
 
 
TikTok: Do not have an active account 
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MANCOSA 

Facebook: 

 
TikTok: 

 
 
 
LinkedIn: 
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Stadio 
Higher 

Education 

Facebook: 

 
TikTok: 
 

 
LinkedIn: 
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Boston City 
Campus 

Facebook:  

 
 

TikTok: 

 
LinkedIn: 
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Milpark 
Education 

Facebook: 

 
TikTok: Do not have an active account 
 
LinkedIn: 
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Regent 
Business 

School 

Facebook: 

 
TikTok: 

 
LinkedIn: 

 
(Facebook.com, 2024; TikTok, 2024; LinkedIn, 2024) 
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Grounded on the summary as indicated in table 3 above, it is apparent that the 

major players in the SA PHE space all actively utilise social media platforms, such 

as LinkedIn, Facebook, and TikTok to market their brands as The Independent 

Institute of Education’s Facebook page has 5 400 likes and 6 200 followers and 

its LinkedIn page has 2 607 followers; MANCOSA’s Facebook page has 10 500 

likes and 121 000 followers, its TikTok page has 3 367 followers and 18 400 likes 

and its LinkedIn page has 97 941 followers; Stadio Higher Education’s Facebook 

page has 41 000 likes and 52 000 followers, its TikTok page has 13 700 followers 

and 77 400 likes and its LinkedIn page has 25 450 followers and 13 000 likes; 

Boston City Campus’s Facebook page has 210 000 likes and 22 600 followers, 

its TikTok page has 3 046 followers and its LinkedIn page has 37 763 followers; 

Milpark Education’s Facebook page has 48 000 likes and 49 000 followers, its 

LinkedIn page has 30 235 followers; Regent Business School’s Facebook page 

has 63 000 likes and 68 000 followers, its TikTok page has 1 129 followers and 

5 019 likes, and its LinkedIn page has 28 000 followers. This reinforces the huge 

interest amongst scholars and industry regarding SMM. 

2.4 Social Media 

We are currently in the age known as digitisation, which elucidates that most 

individuals latch their lives to social media platforms such as LinkedIn, Twitter 

(Now known as X), Facebook, Instagram, YouTube and WhatsApp (Khanom, 

2023; Duffett, 2017). Social media applications include blogs, virtual worlds, 

social networking sites, collaborative projects, and feedback-dedicated 

community sites (Alves et al., 2016). Nyagadza (2020) explains that social media 

authorises users to disseminate their thoughts, endorse events and experiences, 

and customise personal branded material, information and tales about brands. In 

2023 globally, there were around 4 billion social media users and counting 

(Khanom, 2023); as of July 2024, there are around 5.17 billion social media users, 

equating to 63% of the total global population (DataReportal, 2024). As of July 

2024, there are over 500 million active social media users in Africa, with 

approximately 30 million of those users located in SA (DataReportal, 2024). The 
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substantial development of the social media sphere denotes the ever-growing 

power of social media, which refers to the capacity to interact and exchange 

knowledge with many individuals at once or with anybody on the planet with 

relatively low-cost implications (Khanom, 2023). 

2.4.1 Social Media Types and Usage 

Many consumers utilise social media and digital platforms to find information, or 

purchase products and services (Faruk, Rahman & Hasan, 2021). Current social 

media usage patterns exhibit diverse motivations, encompassing three primary 

categories: interpersonal communication, community engagement, and 

information exchange (Appel, Grewal, Hadi & Stephen, 2020). Social media 

enables users to craft bespoke online pages to interact and exchange content 

with friends (Duffett, 2017). According to Appel et al. (2020), individuals leverage 

platforms like Facebook and Twitter's news feeds, WhatsApp and WeChat's 

private messaging, and Reddit's discussion forums to fulfil these needs. Appel et 

al. (2020) further explicate that social media enables digital communication and 

socialisation with existing social circles (e.g., family and friends), and it fosters 

similar interactions with previously unknown individuals who share common 

interests or affiliations, facilitating community formation and engagement. Lately, 

social media platforms have modified their apps to support the increasingly 

popular user practice of posting videos (Nyagadza, 2020).  

Social media is a powerful channel for accessing and contributing to much digital 

content, including news updates, informal discourse (e.g., gossip), and user-

generated product reviews (Khanom, 2023). The multifaceted functionality 

underlines the pervasive influence of social media in contemporary interpersonal 

relations, community dynamics, and information consumption Appel et al. (2020). 

Alves et al. (2016) explain that social media has adapted consumer consumption 

and has empowered consumers by providing them with altered methods of 

identifying, evaluating, selecting and ultimately purchasing goods and services. 
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Table 4 below summarises, as per Khanom (2023), the most predominant social 

media platforms and their usage. 

Table 4: Social media platform usage globally and locally 

Social 
Media 

Platform 
Description and Global Usage Numbers 

South African Usage 
Numbers 

Facebook 

Facebook is a free social media platform that has close 

to 2.74 billion users worldwide, which enables users to 

create profiles, post images and videos, send 

messages, and maintain relationships with friends, 

family, and coworkers. 

With approximately 30.7 

million South African 

members. 

WhatsApp 

With approximately 2 billion global users, WhatsApp 

Messenger is a free, cross-platform instant messaging 

and voice-over-IP service available worldwide, 

employing end-to-end encryption for security. 

With approximately 9.9 

million South African 

users. 

YouTube 

With approximately 2.29 billion global subscribers, 

YouTube is a platform for sharing videos that allows 

users to submit their own films as well as watch those 

uploaded by others. 

With approximately 25.8 

million South African 

subscribers. 

X 

Users of the social networking site X, formerly known 

as Twitter, may send brief updates and view real-time 

messages, or "tweets," from other users they follow 

(approximately 556 million active global users). 

With approximately 4.1 

million South African 

users. 

TikTok 

Videos may be made and shared on the social 

networking site TikTok. With the app's enormous 

library of sound effects, music samples, and filters, 

With approximately 

17.46 million South 

African users. 



32 

 

artists frequently centre their videos on music, using it 

to capture quick clips of themselves lip-syncing and 

dancing (approximately 689 million global users). 

Pinterest 

Users of the professional networking site Pinterest 

may upload resumes, establish profiles, and connect 

with other professionals and job searchers. By 

"pinning" things and adding descriptions to them on 

their profile pages, members of this online community 

may exchange thoughts and images with others 

(approximately 433 million global users). 

With approximately 4 

million South African 

users. 

Instagram 

Instagram is a platform for sharing photos online. With 

only one click, users may apply a variety of photo filters 

to their photos and share them with others (1.22 billion 

global users). 

With approximately 6.95 

million South African 

users. 

LinkedIn 

With the help of LinkedIn, individuals may network with 

other professionals, find job openings, and highlight 

their professional experiences. Along with helping 

users exchange industry information, it also helps 

organisations find talent. (900 million users globally). 

With approximately 12 

million South African 

users. 

Blog 
The abbreviation for "Web Log" indicates that anybody with the ability to write 

and publish a web page may also post a blog. 

(Khanom, 2023; Rao & Kalyani, 2022; Cinelli, Quattrociocchi, Galeazzi, 
Valensise, Brugnoli, Schmidt, Zola, Zollo & Scala, 2020). 
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2.4.2 Social Media Marketing 

The "world with digital" has given way to a "world of digital” exclusively; the 

economy has undergone a fundamental shift (Lewnes, 2021). Khanom (2023) 

explains that the marketing industry has seen a significant revolution with the 

introduction of digitisation. The digital age has changed consumer behaviour due 

to the alteration of the communication environment, as organisations can now be 

part of two-way communication that is visible to an entire community (Kim et al., 

2019). Social media has fundamentally transformed communication culture and 

consumer interactions with brands and each other. (Lee & Lee, 2020). Faruk et 

al. (2021) denote that "digital marketing" refers to various marketing techniques 

implemented on different digital platforms to create a brand identity and 

effectively sell a good or service. Lewnes (2021) extrapolates that marketing is 

changing due to the digital transformation of businesses, the introduction of new 

transmission channels (social media), and an abundance of consumer data. 

Using digital marketing strategies on social media networks is known as SMM (Li, 

Larimo & Leonidou, 2021).  

Social media is crucial for marketing, enabling companies to engage with clients, 

build their brands, and promote products and services (Faruk et al., 2021). Due 

to platforms like social networking sites (Facebook), microblogging sites (Twitter), 

and content groups (YouTube), businesses and customers may now 

communicate in ways that were impossible before (Li, Larimo & Leonidou, 2021). 

Customers view social media platforms as important locations where they want 

to receive regular updates about the brands and products they may choose 

(Nyagadza, 2020). Individuals often use social media sites to share anything and 

everything; henceforth, many businesses are allocating a significant portion of 

their advertising budget to digital marketing, particularly SMM, to draw in 

customers (Khanom, 2023). Alves et al. (2016) rationalise that social media 

enables increased consumer engagement through reciprocal communication 

between organisations and their patrons and clients with other customers.  
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The rise of social media platforms has altered the way companies operate and 

can, therefore, be seen as a critical and significant tool for establishing an online 

brand for a company's goods and services via social media platforms (Nyagadza, 

2020). SMM is when social networks are utilised to market a company's 

products/services via, for example, Instagram or Facebook ads, use influencers 

or build a brand presence online to engage with customers (Khanom, 2023). 

SMM enables companies to engage with potential clients or followers interested 

in their products or services (Nyagadza, 2020). Providing excellent client 

experiences is now a competitive need rather than a mere nice-to-have, which 

won't happen without a strong digital base or social media following that can be 

built via various social media platforms (Lewnes, 2021). Organisations use SMM 

to foster and strengthen relationships with their customers, enhance brand equity, 

and improve overall performance (Majeed, Owusu-Ansah & Ashmond, 2021). 

Among the benefits of SMM for businesses, is attracting customers by learning 

about their preferences and behaviour (Bharti & Kumar, 2020). An advertisement 

on a social media page can be swiftly edited and is always available for 

consumers (Bharti & Kumar, 2020).  

SMM is a critical strategy that businesses need to use to interact with their 

prospective and current customers to increase the probability that their 

communications will be received by targeting certain demographics with relevant 

messages (Erlangga, 2021). Yadav and Rahman (2018) state that a brand’s 

social media presence draws consumers' attention to the specific brand, 

fundamentally affecting brand equity and often boosting sales and profitability for 

the company, hence affecting the consumer’s behavioural intention. Hafez (2022) 

explains that increased engagement on social media platforms capitalises on 

providing consumers with a better value and brand experience, positively 

affecting brand equity, and ultimately, behavioural intention. Corporate 

storytelling for branding can be expressed on SMM platforms, which includes 

communicating business affiliations, values, personalities, and advantages to 

targeted internal and external stakeholders (Nyagadza, 2020). Customer 

engagement, which includes both direct (customer acquisitions) and indirect 
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(product/service referrals) contributions to the firm's value (brand equity), is how 

customer lifetime value is expressed through social media technological 

platforms (Li, Larimo & Leonidou, 2021). Social media empowers organisations 

to establish strong relationships with their customers and supporters and to 

create content that people want to see and share by developing innovative 

marketing strategies that appeal to a broad spectrum of consumers (Erlangga, 

2021).  

SMM is, without a doubt, a vital tool for all company sizes as it is currently one of 

the most effective marketing techniques available due to the availability of the 

vast number of different platforms, and each platform’s capability to reach a far 

greater audience than traditional advertising at significantly less financial 

implications (Erlangga, 2021). Due to its popularity, ease of use, and increased 

potential for SMM, Facebook is considered the finest SMM platform (Nyagadza, 

2020).  

SMM’s main objectives include creating brand awareness and demand, 

information dissemination and traffic stimulation, promoting communication, 

founding brand loyalty, generating word-of-mouth, producing leads, and 

increasing sales (Duffett, 2017). Videos make up 85% of the internet, and most 

social media users would rather share films with their followers than utilise other 

platforms; therefore, organisations have changed how they create, promote, and 

disseminate content to adhere to this revolution (Nyagadza, 2020; Retamosa et 

al., 2022). Nyagadza (2020) explains that building a strong relationship with 

customers on social media platforms such as Facebook, Instagram, and Twitter 

fosters loyalty and motivates them to tell others about the brand to prospective 

clients, which is the ultimate goal of SMM. Social media provides an inexpensive, 

interactive platform for marketers to share brand-related content with their 

followers, making it a simple-to-use marketing tool available to marketers for 

building brand equity and value (Hafez, 2022). It can be expressed that in this 

day and age, SMM has become an indispensable communication tool; hence, a 
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critical marketing tool that, if accurately implemented, positively affects brand 

equity, and ultimately, the brand’s overall performance (Khanom, 2023). 

2.4.3 Social Media Marketing Strategies 

Key opportunities for competitive advantage include digital marketing and 

customer experience (Yusoff, Alias, Abdullah & Mansor, 2019). An organisation's 

coordinated efforts to transform social media communication and interactions into 

practical strategies for achieving targeted marketing outcomes are known as an 

SMM strategy (Wibowo, Chen, Wiangin, Ma & Ruangkanjanases, 2020). 

According to Li, Larimo and Leonidou (2021), a marketing strategy aims to 

support an organisation in achieving specific financial and market-related goals 

by assisting it in making critical decisions about marketing activities in targeted 

markets and segments to provide bespoke communication, to ultimately deliver 

value to customers effectively. Hafez (2022) explains that establishing and 

maintaining strong customer connections can transform into valuable relational 

resources. Therefore, long-term customer relationships should be the foundation 

of every marketing plan aimed at producing competitive advantages and 

enhancing organisational performance (Hafez, 2022). 

According to Wibowo, et al. (2020), there are various advantages to implementing 

SMM, including but not limited to the following: customers will find the company's 

free marketing content more entertaining and will engage in social media activity; 

users may personalise how they search for information by using hashtags, the 

enterprise's direct custom searching services, or the social networking services 

(SNS) default search function; social media gives clients access to up-to-date 

information and trends with regards to the company's goods and services in real-

time; A SMM plan can provide direct user interactions that may result in fifth-order 

effects, such as customers' propensity to tell others about information they have 

seen on an enterprise's social media pages (Wibowo et al., 2020). It must be 

noted that the company and its customers jointly decide the consequences of 

SMM strategies, and social media platforms only become real resource 
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integrators when the company and its customers interact and build relationships 

(Yusoff et al., 2019).  

Due to SMM’s dynamic and egalitarian nature, marketing agility has become 

essential, and leaders must align their people, processes, and technology around 

the customer to drive innovation effectively (Lewnes, 2021). Yusoff et al. (2019) 

clarify that with the development of technology in communication and the growth 

of digital marketing and SMM, responsive marketing is currently among the most 

widely used approaches. According to Lewnes (2021), dexterity has become a 

central marketing principle, specifically in the digital sphere, where everything is 

everchanging and possible due to social media. According to Li, Larimo and 

Leonidou (2021), as indicated in Table 5, there are integrative relationships and 

dissimilarities between social media, marketing strategy, and SMM strategy. 

Table 5: Comparison of social media, marketing strategy, and social media 
marketing strategy  

Measurement Social media Marketing strategy Social media marketing strategy 

Central 
Communication and 

connection 

Building enduring 

relationships with customers 

Interaction with customers 

 

Alignment 
Active vs passive 

actors 

Relational versus 

transactional orientation 

Engagement-oriented versus 

transaction-oriented 

Source 
Integrator of 

resources 

High-order resources and 

basic resources 

In return for resources owned by 

the client 

Determination 

To communicate and 

establish a 

connection 

To gain a competitive edge To create, incorporate, and 

reorganise social media assets in 

order to accomplish particular 

marketing goals 

Premise 

To identify various 

consumer reasons 

for engaging in 

brand-related social 

media activity 

To improve enduring client 

connections by providing 

exceptional value 

To leverage client engagement and 

social media interactions to create 

marketing materials 

(Li, Larimo & Leonidou, 2021). 
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Li, Larimo and Leonidou (2021) indicate that there are four different types of 

SMMSs, which encompass social monitoring, social content, social commerce, 

and social customer relationship management strategies, which all have different 

strategic marketing objectives as indicated in Figure 2 below, and the 

implementation of the specific SMMS depends on the specific organisational 

goals. 

  

Figure 2: Taxonomy for SMMSs (Li, Larimo & Leonidou, 2021) 

With social media’s key characteristics involving being interconnected, 

interactive, dynamic and egalitarian, marketers now place a new focus on being 

socially connected, interactive and data-driven (Li, Larimo & Leonidou, 2021). By 

implementing bespoke SMM strategies, organisations build brand equity, 

improving organisational performance, and ultimately, staying current and 

sustainable in a market (Hafez, 2022). 
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As indicated in Table 6 below, PHEIs in SA employ a range of internet marketing 

techniques, including the influencer, content, SMM, user-generated content, 

authentic branding and gamification: The PHEI incorporate gaming components 

into their marketing campaign to effectively target and engage their target market 

(Retamosa et al., 2022).  

 

 

Table 6: Online marketing strategies PHEIs utilise  

Strategy Description Evidence of Strategy 

Social 

media 

marketing 

Engaging marketing 

material is created that 

showcases the PHEI’s 

offerings to current and 

prospective HE students, 

and relevant hashtags 

are utilised to get posts 

recognised. 
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Influencer 

marketing 

PHEIs collaborate with 

influencers who are well-

liked and have a 

substantial following 

among PHE students. 

 

Content 

marketing 

The PHEIs produce and 

disseminate useful 

content via webinars, 

infographics, blog entries, 

and e-books that are 

pertinent to PHE 

students. 
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User-

generated 

content 

Delivered through 

testimonies, evaluations, 

or images and videos of 

other PHE students, the 

students themselves 

produce the content. 

 

Authentic 

branding 

The PHE establishes an 

authentic brand that 

reflects the PHEI’s 

values. 

 

Gamification 

The PHEI incorporate 

gaming components into 

their marketing 

campaign. 

 

 (Retamosa et al., 2022; Facebook.com, 2024; LinkedIn, 2024).  
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2.5 Generational Cohorts: Why Gen Z? 

A generational cohort is a collection of people who were born in a specific time 

cycle and who have similar values, perspectives, and shopping preferences 

(Agrawal, 2022). These behaviours are a result of the "defining moments" of 

“external events” that occurred during their formative years, such as conflicts, 

social disturbances, economic shifts, and significant technological developments 

(Agrawal, 2022; Cangelosi, 2020). Demographic characteristics, such as the date 

of birth, impact individual behaviour; hence, people with similar birth ranges 

typically share comparable personality traits (Persada, 2020). The four 

generational cohorts that have historically existed are inclusive of Baby Boomers 

(born 1946–1964), Generation X (born 1965–1979), Generation Y (born 1980–

1994), and Generation Z (born after 1995 in a world of computers) (Shams, 

Rehman, Samad & Oikarinen, 2020). According to Shams et al. (2020) and 

Cangelosi (2020), the initial three generational cohorts can be described as Baby 

Boomers, known to be individualistic, optimistic and self-expressive, defining 

themselves by their occupations and financial riches; Generation Xers, known as 

trapped in the middle, situated between the digital and analogue generations; 

Millennials (Gen Y): Currently, 43% of the workforce that has grown up in an era 

of economic crisis, technological innovation, and political transformation; each of 

these can be described as a cohort, or a group of people grouped together in 

history by a set of events (Cangelosi, 2020; Shams et al., 2020; Gabrielova & 

Buchko, 2021).  

Various studies have provided many adverse definitions of Generation Z, 

especially when identifying the years of birth of its representatives (Bieleń & 

Kubiczek, 2020). For instance, Carter (2018) indicates that Gen Zs were born in 

the late 1990s to mid-2010s; Bieleń and Kubiczek (2020) state that Gen Z was 

born between 1996 – 2010, whereas Mosca, Curtis and Savoth (2019), and 

Gabrielova and Buchko (2021) espouses that Gen Z consists of those born 

between 1995 – 2012.  For this study, in line with Mosca, Curtis and Savoth 

(2019), and Gabrielova and Buchko (2021), we define Gen Z as those born 
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between 1995 – 2012. Generation Z also has various different designations as 

they are also referred to as iGeneration, Gen Tech, Online Generation, newest 

born-digital natives, Post Millennials, Facebook Generation, Switchers, always 

clicking, and C Generation (which originates from being connected to the internet; 

computerised, communicating; content-centric; and community-oriented) 

(Gabrielova & Buchko, 2021).  

Dolot (2018) expounds that with the advent of the web, internet, cell phones, 

laptops, open networks, and digital media, Gen Z was born and grew up among 

the most significant technological shifts of the century, which permits this 

generation to be fully integrated online and quickly switch to both the virtual and 

real world as they see these worlds as complimentary to each other. Mosca et al. 

(2019) clarify that Generation Z effortlessly and continuously sources, verifies 

and shares information with others via social media and or communication 

devices. Gen Z are active social media users who prefer to live their everyday 

lives (use, create and control online content) through social media channels such 

as Twitter, blogs, Facebook, Pinterest, Instagram and YouTube (Mosca et al., 

2019). Generation Z is the most educated and cultured generation that strives to 

achieve a remarkable career instantly, contentiously altering their workplace to 

grow and escape routine (Dolot, 2018). 

Gen Zs are the offspring of the direct prior generations and grew up besieged by 

computers, smartphones, and digital gadgets and apparatus (Agrawal, 2022). 

Consumers between the ages of 18 and 40 have been the ones propelling the 

expansion of internet shopping (Cangelosi, 2020). People who utilise social 

media are young, as almost 90% of adults in the 18 to 29 age range (Gen Z) use 

social media on some level (Bieleń & Kubiczek, 2020). Gen Z shoppers favour 

using digital devices more often when they buy as they can access a wealth of 

technical knowledge, enjoy perusing to see the newest trends and utilise this 

information to help them make better judgments (Cangelosi, 2020). Smartphones 

play a major role in social networks and information acquisition and serve as an 

essential tool and companion that allows Gen Z to access a greater amount of 
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information than those in previous generations (Gabrielova & Buchko, 2021). 

Facebook, YouTube, WhatsApp, Messenger, Instagram, TikTok, QQ, Douyin, 

and Sino Weibo are among the top 10 social networking applications that Gen Z 

prefer (Khanom, 2023).  

Online commercial consumption is currently driven by those who are knowledge-

centric (prospective students, registered students, alumni) or have recently 

entered the labour market, also known as Gen Z (Dolot, 2018). Having never 

known life without the Internet, Generation Z frequently uses social media and 

the Internet in their daily lives and socialisation (Szymkowiak, Melović, Dabić, 

Jeganathan and Kundi, 2021). Innovative approaches to marketing strategies 

within education and learning emphasise the significance of online technology, 

which is crucial for Gen Z, or younger people who are primarily focused on 

conducting quick searches for information and getting their knowledge from the 

internet (Szymkowiak, et al., 2021). Generation Z makes up the bulk of learners 

now registered in HEIs, whether they are private or public (Al-Adwan & Al-Debei, 

2024). It can, therefore, be denoted that in order for organisations (including 

PHEIs) to effectively reach their market and build brand equity specially targeted 

at Gen Z, bespoke SMM strategies should be employed (Gabrielova & Buchko, 

2021). 
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2.6 Theoretical grounding 

For an HEI of any sort to be palpable in the oversaturated market, a customer-

centric approach should be evident; therefore, scholars have shifted their focus 

to two prominent theories, which include the CBBE model and the TPB (Effah & 

Alomenu, 2023; O'Neill & Rangott, 2022). The following theories, which are 

covered below, thereby serve as the foundation for this study. 

2.6.1 Customer-Based Brand Equity 

Developing a good brand has been demonstrated to bring organisations many 

financial benefits, and as a result, it has become a top focus for a lot of 

organisations (Keller, 2016). The distinct influence of brand knowledge on how 

consumers react to a brand's marketing is known as brand equity (Khan, Jan, Mir 

& Beig, 2023). Brand equity is described as a group of resources and onuses 

correlated with a brand, involving its logo and name, that compound or reduce 

the value a service and or product offers a company's clients (Khan et al., 2023).  

Establishing a robust brand with substantial equity is perceived to offer an array 

of potential advantages to an entity, such as heightened customer allegiance, 

reduced susceptibility to rival marketing initiatives, augmented profit margins and 

favourable customer reaction to price fluctuations, amplified efficacy of marketing 

communications, and prospects for licensing and brand expansion (Keller, 1993; 

Keller, 2001). Professor Kevin Lane Keller created the CBBE model, commonly 

denoted as the Keller Brand Equity Model (Khan et al., 2023). As depicted in 

Table 7 below, the CBBE model comprises four dependent dimensions: 

“perceived quality, brand association, brand awareness and brand loyalty” (Khan 

et al., 2023; Stukalina & Pavlyuk, 2021).  
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Table 7: Customer-Based Brand Equity Dimensions  

CBBE Dimensions Description 

Brand awareness 
The capacity of a consumer to recollect a brand in a 

variety of circumstances. 

Brand association The customer’s perceptions associated with a brand. 

Perceived quality 
The consumer's assessment of a product or service's 

worth or quality. 

Brand loyalty 
The propensity to purchase a focal brand out of 

preference. 

(Adapted from Khan et al., 2023; Stukalina & Pavlyuk, 2021). 

The CBBE model focuses on the consumer’s assessments of a specific brand 
(Çınar, 2020). CBBE is the distinct worth “consumers” place on a brand, both 
functionally and nonfunctionally, making them perceive it as having a higher 
tangible utility and value (Stukalina & Pavlyuk, 2021). CBBE may include positive 
qualities and values like improved performance, decision-making assurance, 
greater risk reduction, reduced information costs, and appealing product imagery. 
The CBBE model positively drives customers' behaviour, inherently improving 
brand equity (Effah & Alomenu, 2023). The CBBE model stipulates that one must 
influence consumers' perceptions of the service/product in order to develop a 
strong brand, i.e., for consumers to have identifiable, favourable feelings, 
thoughts, attitudes, beliefs and perceptions about the brand, one needs to craft 
suitable categories of experiences encompassing the brand (Pinar, Girard & 
Basfirinci (2020). As portrayed in Figure 3, the CBBE framework is used to 
evaluate a brand's existing level of brand equity and to pinpoint areas where it 
can be enhanced to inform the brand to create effective and bespoke brand 
equity-building initiatives that will affect behaviour, and ultimately, positively affect 
intention (Khan et al., 2023). 
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Figure 3: Customer-Based Brand Equity (Adapted from Khan et al., 2023) 

 

Scholars have researched CBB from the perspective of HE in various spheres, 

as asserted in Table 8 below.  

 

Table 8: Review of Literature on CBBE in the HE sphere 
Authors Context Methodology Mediators Dependent 

variables 
Key findings Limitations 

Effah & 
Alomenu 
(2023) 

Examine the 
applicability 
of the CBBE 
system in 
Ghanaian 
higher 
education. 

The study 
employed a 
quantitative 
approach, 
surveying 
students. 

Brand 
perception, 
student 
experience 
and brand 
loyalty. 

Brand 
equity in the 
HE sector. 

The study found 
that indicating 
that the CBBE 
framework can 
provide insights 
into how HEIs 
can improve the 
HE’s appeal 
and 
competitiveness 

The presence of a 
narrow view with 
regard to the diversity 
in the sample, which 
may affect the 
generalisability; it has 
unique socio-
economic influences 
that may not align 
with traditional CBBE 
assumptions; the 
focus was placed on 
current students, 
excluding 
prospective students 
and alumni that are 
also crucial for brand 
equity. 

Stukalina & 
Pavlyuk 
(2021) 

Simulates 
the current 
version of an 
HE’s brand, 

Analyses of 
the theoretical 
sources and 
prior research 

Performance, 
imagery, 
judgments, 

CBBE 
dimensions. 

The study 
indicates the 
significance of 
various CBBE 

A narrow view with 
regard to the diversity 
in the sample (the 
research was 

Intention

Behaviour

   

Perceived Quality

Brand Association

Brand Awareness

Brand Loyalty
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utilising the 
CBBE 
framework. 

on branding in 
the HE sector. 

feelings, and 
resonance. 

dimensions, 
demonstrating a 
notable contrast 
regarding brand 
equity 
perceptions 
between local 
and foreign 
students. 

conducted within one 
higher education 
institution) may affect 
the generalisability. 

Perera et 
al., (2020) 

Explore how 
social media 
engagement 
influences 
brand equity 
among HEIs 
based in Sri 
Lanka. 

A lens is 
placed on the 
relationship 
between 
students' 
engagement 
with HE 
brands on 
social 
platforms and 
various 
dimensions of 
CBBE. 

Brand 
engagement 
(interaction 
and content 
sharing). 

Brand 
equity. 

The findings 
signify that 
higher levels of 
social brand 
engagement 
positively 
correlate with 
enhanced brand 
equity. Aspects 
of engagement, 
including 
interaction and 
content sharing, 
significantly 
contribute to 
students' 
assessments of 
brand quality 
and loyalty. 

This study is 
geographically 
focused, which may 
limit the applicability 
of results to other 
circumstances or 
countries; there is a 
narrow view with 
regard to the diversity 
in the sample; the 
emphasis was solely 
placed on social 
media engagement, 
which may not 
capture other 
important branding 
factors affecting 
student choice. 
 

Tammubua 
(2021)  

Examine the 
causal 
relationships 
among 
dimensions 
of CBBE in 
Indonesian 
HEIs. 

The study 
employed a 
quantitative 
approach, 
surveying 
students. 

Brand 
awareness. 

Perceived 
quality and 
brand 
loyalty. 

The outcomes 
signal that there 
is an apparent 
causal order 
among the 
CBBE 
dimensions. 
Additionally, 
brand 
awareness 
indirectly 
impacts brand 
loyalty through 
perceived 
quality.  

This study has a 
limited sample size, 
the focus being 
placed on only four 
core segments of 
brand equity, and 
reliance on a single 
HEI, which limits its 
representativeness 
of the broader HE 
landscape 
 
 

Perera, 
Nayak and 
Nguyen 
(2023) 

An analysis 
of how social 
media 
marketing 
can assist 
HEIs in 
building 
brand equity. 

The study 
utilised the 
elaboration 
likelihood 
model to 
experimentally 
analyse. 

Brand equity. Social 
media 
marketing. 

The study 
indicated that 
SMM affects 
HEIs’ brand 
equity by 
enhancing their 
reputation. 

This study had 
limited CBBE 
dimensions explored, 
and only two PHEs 
were used, which is a 
somewhat narrow 
view with regard to 
the diversity in the 
sample (the research 
was conducted within 
two PHEIs), which 
may affect the 
generalisability. 
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This study Examining 
the Influence 
of Social 
Media 
Marketing on 
Customer-
Based Brand 
Equity and 
Behavioural 
Intentions 
within Private 
Higher 
Education 
Institutions 

CBBE model 
and TPB 

Brand 
awareness, 
brand 
association, 
perceived 
quality and 
brand loyalty 
&  
Perceived 
behavioural 
control, 
attitudes and 
subjective 
norms. 

Private 
Higher 
Education 
Institutions, 
South 
Africa, 
social 
media and 
behavioural 
intention 

- - 

(Comparison table created by author) 

The focus of each of the studies discussed above necessitates the need for 

further research to validate the findings. Additionally, it is evident that literature is 

currently still limited in building an integrated model of CBBE and TPB, as well as 

its integration in the HE sector, let alone PHEIs within the context of SA. This 

warrants the need to holistically look at both CBBE and TPB in an integrated 

study. 

2.6.2 Theory of Planned Behaviour 

Where the CBBE model drives behaviour, the TPB informs one regarding 

individuals' decision-making motivations and predicts future behaviours' 

motivational influences (O'Neill & Rangott, 2022). The TPB is a well-known 

theoretical model that was established by Ajzen Chang in 1998. The TPB is 

founded upon the “Theory of Reasoned Action” (TRA), the foundation from which 

TPB was first founded (Persada et al., 2020). The TPB explains human behaviour 

by examining the different fundamental behavioural dispositions that people 

have, such as their own opinions on a notion (attitude), societal outlooks 

(subjective norms), and intellectual self-regulation (perceived behavioural 

control) (Konstantoulaki, Rizomyliotis, Cao & Christodoulou, 2022). According to 

the TPB, consumers’ intentions are a very strong predictor of one’s actual 

behaviour, and a strong connection exists between the consumer’s attitude and 

their actual behaviour (O'Neill & Rangott, 2022). TPB is a helpful research tool 
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since it can examine and forecast intention and anticipate factors that affect 

intention (Su, Zhu, Chen, Jin, Wang, Lin & Xu, 2021). Persada et al., (2020) 

explain that the TBP infers that the greater the behavioural intention, the greater 

the probability of actual behaviour.  

The TPB informs one regarding the motivations of individuals' decision-making 

and predicts motivational influences of future behaviours (Su et al., 2021). The 

TPB has three pillars, as depicted in Figure 4, that if adequately incorporated, 

alter intention and ultimately influence behaviour, which comprises perceived 

behavioural control, subjective norms and attitude towards the behaviour (O'Neill 

& Rangott, 2022; Dewberry & Jackson, 2018). The TPB states that a person's 

perceived behavioural control, subjective norms, and attitude all affect their 

behaviour intention (Konstantoulaki, Rizomyliotis, Cao & Christodoulou, 2022). 

Since the intention to partake in a behaviour precedes it directly, the probability 

that the behaviour will be actioned is increased if the belief elements supporting 

the behaviour are favourable (Holdsworth, Sandri, Thomas, Wong, Chester & 

McLaughlin, 2020). 

 
Figure 4: Theory of Planned Behaviour (Adapted from Konstantoulaki et 

al., 2022) 

The TPB contends that a person's aim to carry out a specific deed is the main 

factor influencing how likely they are to do it (Dewberry & Jackson, 2018). 

Perceived
Behavioural

Control

Attitudes Intention Behaviour

Subjective
Norm
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Dewberry and Jackson (2018) explicate that the TPB infers that a person's 

intention to participate in an action is more prominent if they have a more positive 

attitude toward it, if the societal pressure to do so is more significant and if they 

think they have more control over whether or not they can do it. A critical factor 

to focus on if one wants to accurately predict “student” behaviour is the attitude 

object, i.e., the attitude toward the specific course, the college in its entirety, and 

the location of the college (O'Neill & Rangott, 2022). It is valuable to note that the 

attitude factors will vary per specific scenario (Konstantoulaki et al., 2022). 

Dewberry and Jackson (2018) explain that perceived behavioural control (i.e., 

having complete control of the particular situation at hand) and subjective norms 

(i.e., acting in a specific manner that is acceptable to the people close to one) 

also play a critical role in behavioural shift, and ultimately, intention. 

 

Scholars have researched TPB from the perspective of HE in various spheres, 

as asserted in Table 9 below.  

Table 9: Review of Literature on TPB in the HE sphere 
Authors Context Methodology Mediators Dependent 

variables 
Key findings Limitations 

Dewberry 
and 
Jackson 
(2018)  

With TPB 
explaining over 
60% of the variance 
in withdrawal 
intentions, which 
found similar 
results; only TPB 
variables 
significantly 
predicted intentions 
of UK-based HE 
students to quit, 
explaining over 
70% of the 
variance. 

The study 
employed a 
qualitative 
approach, 
surveying 
students. 

Perceived 
behavioural 
control, 
attitudes 
and 
subjective 
norms. 

Behavioural 
intention 

The findings 
suggest a need to 
adopt 
psychological 
explanations 
(TPB) for a better 
understanding of 
student retention. 

Self-report bias, as 
participants may give 
socially desirable 
answers, 
compromising data 
validity; results may not 
apply to broader 
populations beyond the 
studied group of UK-
based HE students. 

Konstantoul
aki et al. 
(2022) 

Examination of how 
social media 
engagement 
influences students' 
intentions to enrol in 
online university 
programs by 
examining the 
effects on the TPB 
dimensions 

The study 
employed a 
qualitative 
approach, 
surveying 
students. 

Perceived 
behavioural 
control, 
attitudes 
and 
subjective 
norms. 

Mindfulness Mindfulness is 
identified as a 
positive moderator 
in this relationship, 
enhancing the 
understanding of 
the TPB. 

The study focused only 
on graduates, which 
may overlook the 
experiences and 
perspectives of current 
students or employers. 
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Holdsworth 
et al. (2020)  

Explored the 
function of HE in 
promoting 
sustainability and 
examined the gap 
between graduate 
learning outcomes 
and employability 
skills related to 
sustainability 

The study 
employed a 
qualitative 
approach, 
surveying 
students. 

Perceived 
behavioural 
control, 
attitudes 
and 
subjective 
norms. 

Sustainability 
and 
employability
. 

Results indicate 
that graduates 
understand 
sustainability 
requirements and 
are willing to act 
accordingly, but 
key stakeholders 
and workplace 
contexts influence 
their actions. 

The study focused only 
on graduates, which 
may overlook the 
experiences and 
perspectives of current 
students or employers. 

Rustiana, 
Mohd and 
Mohamad 
(2021)  

Utilisation of the 
TPB model to 
examine the effects 
of task technology 
fit and 
entrepreneurship 
education on 
students' intention 
to pursue 
entrepreneurship. 

The study 
employed a 
qualitative 
approach, 
surveying 
students. 

Perceived 
behavioural 
control, 
attitudes 
and 
subjective 
norms. 

Task 
technology fit 
and 
entrepreneur
ship 
education. 

The findings 
indicate that TTF 
and EE positively 
influence EI, while 
one hypothesis 
suggests a 
negative effect. 

This study is 
geographically 
focused, which may 
limit the applicability of 
results to other 
circumstances or 
countries; there is a 
narrow view with 
regard to the diversity 
in the sample; the 
emphasis was solely 
placed on 
entrepreneurial 
students. 

This study Examining the 
Influence of Social 
Media Marketing on 
Customer-Based 
Brand Equity and 
Behavioural 
Intentions within 
Private Higher 
Education 
Institutions 

CBBE model 
and TPB 

Brand 
awareness, 
brand 
association, 
perceived 
quality and 
brand 
loyalty &  
Perceived 
behavioural 
control, 
attitudes 
and 
subjective 
norms. 

Private 
Higher 
Education 
Institutions, 
South Africa, 
social media 
and 
behavioural 
intention 

- - 

(Comparison table created by author). 

From the above, it is evident that literature is currently still limited in building an 

integrated model of TPB and CBBE, as well as its integration in the HE sector, 

let alone PHEIs within the context of SA. This is the gap that this study seeks to 

fill. This warrants the need to holistically look at both CBBE and TPB in an 

integrated study. 
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2.6.3 Brand Equity and Behavioural Intention 

Yadav and Rahman (2018) posit that an intangible, subjective, and emotional 

evaluation of a brand that goes beyond its perceived value on an objective level 

is known as brand equity. Beyond a brand's perceived worth based on facts, 

brand equity refers to a customer's subjective or emotional evaluation of the 

brand (Rust, Rand, Huang, Stephen, Brooks & Chabuk, 2021). An organisation's 

brand equity is a key indicator of favourable customer reaction; building it up is 

an essential approach for businesses looking to gain market share (Singh & 

Islam, 2017). Brand awareness, brand association, perceived quality, and brand 

loyalty are the four dependent characteristics that form brand equity (Khan et al., 

2023; Mokha, 2021). Khan et al. (2023) further explain that these dependent 

dimensions play a critical role in building consumer equity by reflecting the power 

and worth of the brand.  

The degree of a brand advocates' emotional commitment to a brand is a direct 

result of their loyalty to the specific brand and directly relates to customer-based 

brand equity, which directly relates to consumer behaviour (Nyagadza, 2020). 

Consumer behaviour is the process by which individuals choose to use, 

purchase, discard, or otherwise deal with ideas, experiences, or things to meet 

their needs (Novita & Husna, 2020; Mehta, Saxena & Purohit, 2020). Ara Eti, 

Horaira and Bari (2021) explicate that SMM significantly affects consumers' 

behaviour, and ultimately, purchase intentions. Nyagadza (2020) indicates that 

SMM has an encouraging influence on brand image and brand awareness and 

inherently positively affects brand equity. SMM has a major impact on brand 

equity, and ultimately, buying intention (Aggarwal & Mittal, 2022). 

According to Assimakopoulos et al. (2017), educational institutions' social media 

involvement plays a fundamental role in developing their online brand identity to 

further develop their brand equity, ultimately affecting behavioural intention. 

Given the competitiveness and the trend toward privatisation in the PHE industry, 

brand equity is a crucial component to set PHEIs apart and provide a competitive 

advantage (Mogaji, 2019). According to Effah and Alomenu (2023), a HEI’s brand 
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is "a manifestation of the institution's features that distinguish it from others, 

reflect its capacity to satisfy students' needs, stimulate trust in its ability to deliver 

a certain type and level of higher education, and help prospective students to 

make informed enrollment decisions." An organisation’s brand is a critical asset; 

therefore, emphasis should be placed on correctly managing it to maintain and 

grow brand equity and increase market share (Çınar, 2020). Empirical data 

suggests that brand equity has evolved into a trustworthy method through which 

PHEIs in emerging nations can stably differentiate themselves in the face of 

increased competition in the PHE industry (Effah & Alomenu, 2023).  

Due to the shift in focus on brand equity, PHEIs must incorporate the CBBE 

model to adequately understand how “customers” perceive their brand and how 

strong brand equity can be created using such perceptions (Khan et al., 2023). 

According to a study by Effah and Alomenu (2023) on the viability of adopting 

CBBE in Ghana's university sector, CBBE building is more pertinent to service 

providers like universities and PHEIs due to the ethereal nature of their services 

offering. Stukalina and Pavlyuk (2021) claim that branding could provide 

tangibility and symbolic meaning that assists in promoting students' attraction and 

loyalty to university institutions. Effah and Alomenu (2023) confirm that 

educational institutions can differentiate themselves by creating value through 

branding. Still, little has been done to start the deliberate journey that would 

ultimately ensure that universities capitalise on the numerous priceless benefits 

that CBB offers, which is similar to the sub-Saharan African region and many 

emerging economies. Effah and Alomenu (2023) explain that adopting the CBBE 

model to drive the behaviour has signalled a positive shift away from the ad hoc 

reliance on conventional marketing components for differentiation in Ghana's 

university sector. The CBBE model dimensions collectively affect how people see 

HEIs, and ultimately, affect intention (Stukalina & Pavlyuk, 2021). 
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2.7 Conceptual model and hypotheses development 

2.7.1 An integrated model towards social media marketing and 
PHEIs 

Although very limited, some scholars have looked at an integrated model 

between CBBE and TPB. Scholars have begun integrating CBBE and TPB in a 

single study. For instance, Majeed et al. (2021) investigate how social media 

influences purchase intentions in Ghana's fashion industry, focussing on the 

mediating role of brand equity. Abdullah, Sarfraz, Arif and Azam (2018) examined 

how brand equity influences consumers' willingness to pay premium prices using 

an extended model of the TPB. The study looked at the roles of consumer 

attitude, subjective norms, and perceived behavioural control in shaping this 

intention, specifically in the context of Pakistan. A study by Wu, Do, Nguyen, 

Anridho and Vu (2020) utilised CBBE and TPB as a basis, to examine the body 

of research on brand management in consumer behaviour (Wu et al., 2020). The 

study discovered that significant antecedents of brand attitudes include brand 

image, personality, association, and subjective norms, whereas brand 

awareness, trust, perceived quality, and behavioural control are essential for 

brand loyalty (Wu et al., 2020). Furthermore, brand attitude has a favourable 

effect on brand loyalty, which raises brand equity, and eventually, behavioural 

intention. (Wu et al., 2020). 

There is evidence that these theories have been applied in settings within a 

higher education context but require further investigation in the PHEIs, 

specifically within the context of SA. However, there is a greater need to 

understand both theories holistically in an empirical study. As such, Figure 5 is 

the conceptual model integrating CBBE and TPB, which builds on existing 

knowledge of the explanatory power of integrating theories in various contexts. 

The theoretical and empirical understanding of the relationships between SMM, 

CBBE, TPB, and behavioural intentions will be expanded by this work. 
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Figure 5: Integration of CBB framework and TPB model (Adapted from Khan 
et al., 2023; Stukalina & Pavlyuk, 2021; Konstantoulaki et al., 2022) 

2.7.2 Brand awareness and perceived behavioural control 

According to a study done by Teng and Huang (2022), a positive correlation 
exists between brand awareness and the success of a brand in a market. 
According to Teng and Huang (2022), brand awareness also has a positive 
impact on engagement, which is within the consumer's control; engagement, in 
turn, has a positive impact on customer satisfaction, which in turn has a positive 
impact on brand loyalty, which in turn has a positive impact on repurchase 
intention. A study done by Aga (2023) signifies that there is a substantial positive 

correlation between the level of awareness and perceived behavioural control 
entrepreneurial students have with regard to their entrepreneurial intentions (Aga, 
2023). A study done by Hasan and Suciarto (2020) investigates the factors 
influencing the intention to purchase organic food amongst customers in 
Indonesia who use Instagram for their purchases, utilising the TPB. The results 
denote that brand awareness and perceived behavioural control significantly 
affect buying intentions (Hasan & Suciarto, 2020). A study done by Zhao, Butt, 
Murad, Mirza and Saleh Al-Faryan (2022) examines how advertisements 
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influence consumer buying behaviour and brand loyalty within the cosmetics 
industry, focusing on the intermediating role of brand awareness and the 
moderating effect of perceived behavioural control. Findings revealed that 
advertisements significantly enhance brand awareness, brand loyalty, and 
consumer buying behaviour.  
Additionally, brand awareness partially mediates the relationship between 

advertisements and both brand loyalty and consumer buying behaviour (Zhao, 
Butt, Murad, Mirza & Saleh Al-Faryan, 2022). A study done by Azzari and 
Pelissari (2021) explored the role of brand awareness as a precursor to other 
dimensions of CBBE and its influence on purchase intention. The findings 
indicate that brand awareness accompanied by perceived quality, perceived 
behavioural control, brand associations, and brand loyalty leads to purchase 
intention (Azzari & Pelissari, 2021). Therefore, the following hypothesis is put 
forth: 
H1: Brand awareness has an effect on perceived behavioural control 

2.7.3 Brand awareness and attitudes 

A study done by Pinar, Girard and Basfirinci (2020) confirms that brand 

awareness has a substantial effect on brand association, attitude, reputation and 

brand loyalty. A study by Omoruyi and Chinomona (2019) found that a strong 

brand presence enhances brand attitudes, improves strategic value, allows for 

opportunities for brand extension and protection from competitors, and enhances 

consumer preferences, purchase intentions, and customer loyalty. All of these 

benefits are enhanced by strong brand awareness (Omoruyi & Chinomona, 

2019). In a study done by Wu, Do, Nguyen, Anridho and Vu (2020), brand 

attitudes are critically influenced by brand image, brand personality, brand 

association, and subjective norms; brand awareness, brand trust, perceived 

quality, and perceived behavioural control are crucially influenced by brand 

loyalty; brand attitudes have a positive impact on brand loyalty, which in turn 

influences brand equity; and brand equity has a positive impact on behavioural 

intention (Wu et al., 2020).  
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Pratama, Hamidi, and Cahyono (2023) found that awareness and behavioural 

intention are directly correlated, with attitudes acting as crucial mediating factors. 

A study by Eslami (2020) found a correlation between brand awareness and 

perceived quality on brand loyalty, which, in fact, has a critical impact on brand 

equity. A study done by Surianto, Setiawan, Sumiati and Sudjatno (2020) found 

that a marketing campaign’s (such as cause-related marketing campaigns) 

impact on behavioural intention among consumers is significantly influenced by 

campaigns that are mediated by brand awareness, customer attitudes, and 

corporate image. Thus, it is theorised that: 

H2: Brand awareness has a correlation with attitudes 

2.7.4 Brand awareness and subjective norm 

According to a study by Shamsudin, Ishak, Yazid and Ahmad (2022), three 

factors positively influence the intention of individuals to register at an HE 

institution, of which brand awareness, perceived brand quality and subjective 

norms have the most substantial relationship. According to a study by Hardi and 

Mildawati (2022), brand awareness served as a mediator concerning subjective 

norms and behavioural intention, and there was a substantial correlation between 

the two. According to a study by Wu, Do, Nguyen, Anridho, and Vu (2020), brand 

images, brand personalities, brand associations, and subjective norms are critical 

precursors of brand attitudes, while brand awareness, brand trust, perceived 

quality, and perceived behavioural control are important precursors of brand 

loyalty. Brand attitudes also have a positive effect on brand loyalty, which in turn 

has an impact on brand equity, which in turn has a positive impact on behavioural 

intention (Wu, et al., 2020). A study by Shah, Adeel, Hanif and Khan (2016) found 

that there is a positive relationship between subjective norms and brand equity 

(brand awareness) and consumer behavioural intention. Perera, Nayak and 

Nguyen (2020) found that brand awareness (brand equity) has a strong 

relationship with subjective norms, eWOM, and perceived brand credibility. 

Therefore, as argued above, it is hypothesised that: 

H3: Brand awareness has an effect on subjective norms 
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2.7.5 Brand association and perceived behavioural control 

Chen and Lin (2019) investigated the relationships between brand association, 

perceived behavioural control, and consumer behaviour in a developing country 

context. They found evidence supporting the mediating function of perceived 

behavioural control concerning brand association and intentional consumer 

behaviour (Chen & Lin, 2019). According to a study by Wu, Do, Nguyen, Anridho, 

and Vu (2020), brand images, brand personalities, brand associations, and 

subjective norms are critical precursors of brand attitudes, while brand 

awareness, brand trust, perceived quality, and perceived behavioural control are 

important precursors of brand loyalty. Brand attitudes also have a positive effect 

on brand loyalty, penultimately impacting brand equity, and ultimately positively 

affecting behavioural intention (Wu et al., 2020). Therefore, the following 

hypothesis is put forth: 

H4: Brand association has an impact on perceived behavioural control 

 

2.7.6 Brand association and attitudes 

The results of a study by Pinar, Girard, and Basfirinci (2020) show that brand 

trust, learning environment, emotional environment, and perceived quality are all 

strongly correlated with brand association. A study by Gohar, Mohammadian and 

Seyyedi (2020) explains that brand association should be considered a critical 

factor when developing a brand image as it strongly influences attitude. A study 

done by Wu, Do, Nguyen, Anridho and Vu (2020) found that brand image, brand 

personality, brand association and subjective norms are the critical precursors of 

brand attitudes; and brand awareness, brand trust, perceived quality, and 

perceived behavioural control are the critical precursors of brand loyalty; brand 

attitudes positively affect brand loyalty, which further influences brand equity; and 

brand equity positively influences behavioural intention (Wu, et al., 2020). 

Ratnasari, Prajasari and Kassim (2023) found that there is a significant positive 

relationship between brand association and consumers' attitudes. The study also 
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demonstrates that brand association has a considerable effect on behavioural 

intention (purchase intention) (Ratnasari, Prajasari & Kassim, 2023). Henceforth, 

it is conjectured that: 

H5: Brand association has an effect on attitudes 

2.7.7 Brand association and subjective norms 

A study done by Vermeulen and Seegers (2017) examines the mediating role of 

brand association between online reviews (as a form of subjective norm control) 

and consumer consideration behaviour. It explores how online reviews shape 

brand associations and subsequently influence consumer behaviour and 

confirms a strong relationship between brand association and subjective norms 

(Vermeulen & Seegers, 2017). Brand image, brand personality, brand 

association, and subjective norms are the critical precursors of brand attitudes, 

while brand awareness, brand trust, perceived quality, and perceived behavioural 

control are the critical precursors of brand loyalty. Wu, Do, Nguyen, Anridho, and 

Vu's 2020 study found that brand attitudes have a positive impact on brand 

loyalty, which in turn influences brand equity, which in turn influences behavioural 

intention (Wu et al., 2020). Therefore, the following hypothesis is put forth: 

H6: Brand association has an influence on subjective norms 

2.7.8 Perceived quality and perceived behavioural control 

The results of a study done by Perera, Nayak and Nguyen (2020) clarify that 

perceived brand credibility/quality creates a positive effect on the determinants of 

brand equity combined with a level of consumer control empowers a positive 

behavioural intention. A study by Ligaraba, Chinje-Bodiong and Nyagadza in 

2023 learned that there is a correlation between perceived value and peer 

influence (perceived behavioural control) on behavioural intention. Brand 

awareness, brand trust, perceived quality, and perceived behavioural control are 

important precursors of brand loyalty, while brand images, brand personalities, 

brand associations, and subjective norms are important precursors of brand 
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attitudes, according to a 2020 study by Wu, Do, Nguyen, Anridho, and Vu. 

Additionally, favourable brand perceptions influence brand loyalty, which 

influences brand equity, which influences behavioural intention (Wu et al., 2020). 

Therefore, the following hypothesis is put forth: 

H7: Perceived quality has an effect on perceived behavioural control 

2.7.9 Perceived quality and attitudes 

A study done by Mittal and Kamakura (2019) underscores that perceived quality 

(satisfaction) plays a crucial role in shaping consumers' attitudes (repurchase 

intentions), which, in turn, significantly influences their actual repurchase 

behaviour. This mediation pathway highlights the importance of managing and 

enhancing perceived quality to foster positive customer attitudes and behaviours. 

Brand image, brand personality, brand association, and subjective norms are the 

critical precursors of brand attitudes, while brand awareness, brand trust, 

perceived quality, and perceived behavioural control are the critical precursors of 

brand loyalty. Wu, Do, Nguyen, Anridho, and Vu's (2020) study found that brand 

attitudes positively impact brand loyalty, which in turn influences brand equity, 

which in turn influences behavioural intention (Wu et al., 2020). A study by Dam 

(2020) found that perceived quality has a positive influence on brand attitude. A 

study by Gilitwala and Nag (2021) revealed that perceived quality, subjective 

norms, and word-of-mouth significantly affect consumers’ attitudes and 

intentions. The findings suggest that subjective norms, perceived value, word-of-

mouth, and consumer attitudes highly affect consumers' purchase intention 

(Gilitwala & Nag, 2021). This study suggests that there is a meaningful 

relationship between perceived quality and attitudes. Therefore, the following 

hypothesis is put forth: 

H8: Perceived quality has an influence on attitudes 
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2.7.10 Perceived quality and subjective norms 

A study done by Joo, Park and Lim (2018) explores how perceived quality and 

perceived value influence the intention to use a mobile app, focusing on the 

moderating role of subjective norms. The findings support the idea that perceived 

quality and perceived value significantly influence users' intentions, and 

subjective norms play a moderating role in this relationship. This suggests that 

subjective norms can affect how perceived quality and value translate into 

behavioural intentions. Brand image, brand personality, brand association, and 

subjective norms are the critical precursors of brand attitudes, while brand 

awareness, brand trust, perceived quality, and perceived behavioural control are 

the critical precursors of brand loyalty. Wu, Do, Nguyen, Anridho, and Vu's (2020) 

study found that brand attitudes have a positive impact on brand loyalty, which in 

turn influences brand equity, which in turn influences behavioural intention (Wu 

et al., 2020). A study by Gilitwala and Nag (2021) revealed that perceived quality, 

subjective norms, and word-of-mouth have significant effects on consumers’ 

attitudes and consumers’ intentions. The study's findings show that subjective 

norms, perceived value, word-of-mouth, and consumer attitudes highly affect 

consumers' purchase intention (Gilitwala & Nag, 2021). Therefore, the following 

hypothesis is put forth: 

H9: Perceived quality has an effect on subjective norms 

2.7.11 Perceived behavioural control and behavioural intention 

Dewberry and Jackson (2018) explain that perceived behavioural control (i.e., 

having complete control of the particular situation at hand) and subjective norms 

(i.e., acting in a specific manner that is acceptable to the people close to one) 

also play a significant role in behavioural shift, and ultimately, intention. When 

someone feels secure in their capacity to carry out an activity, perceived 

behavioural constraints have a positive effect on their behavioural intention 

(Abdullah, Sarfraz, Arif & Azam, 2018). A study by Lihua (2022) found that 

attitude, subjective norms and perceived behaviour control have a significant 
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impact on behavioural intention. According to a study by Wu, Do, Nguyen, 

Anridho, and Vu (2020), brand image, brand personality, brand association, and 

subjective norms are the key factors that precede brand attitudes.  

Brand awareness, brand trust, perceived quality, and perceived behavioural 

control are the key factors that precede brand loyalty. Brand attitudes positively 

impact brand loyalty, which in turn influences brand equity, and brand equity 

positively impacts behavioural intention (Wu et al., 2020). Chen, Liang, Liao and 

Kuo (2020) found that subjective norms, attitude, and perceived behavioural 

control of consumers have a positive effect on utilitarian value and hedonic value, 

which ultimately, positively impact purchase intention. A study by Ramadhani, 

Kusyana and Ismuni (2024) found that perceived behavioural control positively 

moderates the influence on behavioural intention.  

H10: Perceived behavioural control has an impact on behavioural intention 

 

2.7.12 Attitudes and behavioural intention 

One study indicates TPB has been successfully utilised to predict African 

American students' decision to complete high school (Konstantoulaki et al., 

2022). A critical factor on which to focus if one wants to accurately predict 

“student” behaviour is the attitude object; i.e., the attitude toward the specific 

course, the college in its entirety, and the location of the college (O'Neill & 

Rangott, 2022). A good attitude serves as motivation for the desire to carry out a 

certain activity; therefore, an individual's positive attitude toward activities will 

increase his or her intention to carry out that conduct (Abdullah et al., 2018). A 

study by Rohit and Panda (2018) indicate that cause-brand association has a 

positive effect on attitudes, and attitude has a positive correlation with behavioural 

intention. Chen, Liang, Liao and Kuo (2020) found that attitude, subjective norms, 

and perceived behavioural control of consumers have a significant positive effect 

on utilitarian value and hedonic value, which ultimately, has a positive effect on 

purchase intention.  
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Brand image, brand personality, brand association, and subjective norms are the 

critical precursors of brand attitudes, while brand awareness, brand trust, 

perceived quality, and perceived behavioural control are the critical precursors of 

brand loyalty. Wu, Do, Nguyen, Anridho, and Vu's 2020 study found that brand 

attitudes have a positive impact on brand loyalty, which in turn influences brand 

equity, which in turn influences behavioural intention (Wu et al., 2020). A study 

by Lihua in 2022 found that attitude, subjective norms and perceived behaviour 

control have a significant impact on behavioural intention. Therefore, the 

following hypothesis is put forth: 

H11: Attitudes influence behavioural intention 

2.7.13 Subjective norms and behavioural intention 

The perceived opinion of those particular members of society whose viewpoint 
matters to an individual while engaging in a given conduct is known as a 
subjective norm; henceforth, when social pressure is combined with personal 
incentive, behavioural intention is more likely to be significantly impacted 
(Abdullah et al., 2018). Brand image, brand personality, brand association, and 
subjective norms are the critical precursors of brand attitudes, while brand 
awareness, brand trust, perceived quality, and perceived behavioural control are 
the critical precursors of brand loyalty. Wu, Do, Nguyen, Anridho, and Vu's (2020) 
study found that brand attitudes have a positive impact on brand loyalty, which in 
turn influences brand equity, which in turn influences behavioural intention (Wu 
et al., 2020). A study by Chen, Liang, Liao and Kuo (2020) found that subjective 
norms, perceived behavioural control and attitudes of consumers have a 
significant positive effect on utilitarian value and hedonic value, which ultimately, 
has a significant positive impact on purchase intention.  
 
A study by Gilitwala and Nag in 2021 found that perceived quality, subjective 
norms, and word-of-mouth have significant effects on consumers’ attitudes and 
consumers’ intentions. The study shows that subjective norms, perceived value, 
word-of-mouth, and consumer attitudes highly affect consumers' purchase 
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intention (Gilitwala & Nag, 2021). A study by Hardi and Mildawati in 2022 found 
that subjective norms have a significant correlation with behavioural intention and 
brand awareness acted as a mediator in influencing subjective norms on 
behavioural intention. A study by Lihua in 2022 found that attitude, subjective 
norms and perceived behaviour control have a significant impact on behavioural 
intention. A study by Adwan in 2020 found that attitude and subjective norms 
have positive significant relationships with the consumer's intention. A study by 
Santosa in 2021 demonstrated a significant and positive relationship between 
subjective norms and perceived behavioural control on behavioural intention. 
Therefore, the following hypothesis is put forth: 
H12: Subjective norms influence behavioural intention 

2.7.14 Social media marketing and brand awareness 

According to a 2019 study by Maria, Pusriadi, Hakim, and Darma, using SMM on 

Instagram, Facebook, and the official website has had a genuine impact on 

increasing consumer awareness of the brand; going forward, SMM has a positive 

effect on brand awareness. A study by Jayasuriya 2022 titled "The Impact of 

Facebook Marketing on Customer-Based Brand Equity and Purchase Intention 

on Fashionwear Retail Industry in Sri Lanka" found that SMM, more specifically, 

Facebook marketing has an effect on CBBE, which is inclusive of brand 

awareness (Jayasuriya, 2022). A study by Warbung, Wowor, Walean and 

Mandagi in 2023 found that there is a positive correlation between SMM and 

perceived quality, brand awareness, brand loyalty, and brand association. SMM 

has a significant positive effect on brand awareness and brand association which 

aligns with studies done by Warbung, Wowor, Walean and Mandagi (2023); Anjel, 

Lengkong, Mandagi and Kainde (2022); Waworuntu, Mandagi and Pangemanan 

(2022); Ebrahim (2020). This study put forward that there is a correlation between 

SMM and brand awareness. Therefore, the following hypothesis is put forth: 

H13: SMM has an influence on brand awareness 
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2.7.15 Social media marketing and brand association 

A study done by Rauschnabel and Ro (2016) examined the consumer's 

perception of SMM and brand association, which in turn influences consumer 

behaviour, specifically in the USA and China. The study focused on 

understanding the mediating correlation between SMM and intentional behaviour 

through brand association (Rauschnabel & Ro, 2016). The study found that SMM 

significantly affects consumers' brand associations; furthermore, positive brand 

associations formed through SMM could lead to favourable consumer behaviour, 

such as purchase intentions and brand loyalty (Rauschnabel & Ro, 2016). A study 

by Warbung, Wowor, Walean and Mandagi in 2023 found that there is a 

significant positive relationship between SMM and brand awareness, brand 

association, perceived quality, and brand loyalty. SMM has a positive and 

significant effect on brand awareness and brand association, which aligns with 

studies done by Warbung, Wowor, Walean and Mandagi (2023); Anjel, 

Lengkong, Mandagi and Kainde (2022); Waworuntu, Mandagi and Pangemanan 

(2022); and Ebrahim (2020). Thus, this study proposed that there is a 

considerable relationship between SMM and brand association. Therefore, the 

following hypothesis is put forth: 

H14: SMM influences brand association 

2.7.16 Social media marketing and perceived quality 

A study done by Chang and Zhu (2019) investigates the relationship concerning 

SMM and consumer perceived value, with a focus on social capital theory. Chang 

and Zhu’s (2019) study found that SMM positively affects consumer perceived 

value; therefore, if organisations effectively use social media platforms for 

marketing purposes, consumers perceive greater value (perceived quality) from 

their interactions with the brand. Ultimately, the findings of the study done by 

Chang and Zhu highlight the strategic role of social media platforms in modern 

marketing practices, predominantly in fostering relationships and enhancing 

consumer experiences that ultimately drive intentional behaviour. A study by 
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Jayasuriya 2022, titled, "The Impact of Facebook Marketing on CBBE and 

Purchase Intention on Fashionwear Retail Industry in Sri Lanka", found that 

SMM, more specifically, Facebook marketing, has a strong impact on customer-

based brand equity, which is inclusive of perceived quality (Jayasuriya, 2022). A 

study done by Midha, Yadav and Srivastava (2021) expounds that the SMM 

variable substantially impacts brand perceived quality. Therefore, the following 

hypothesis is put forth:  

H15: SMM influences perceived quality 

 

2.7.17 Social media marketing and behavioural intention 

According to Simiyu et al. (2020), SMM significantly predicts students' 

behavioural intentions and brand personality, thereby supporting the notion that 

a PHEI’s brand personality may be developed and strengthened through social 

media involvement. A study by Adwan (2020) expounds that SMM creates brand 

awareness, which ultimately significantly correlates with behavioural intention. A 

study by Garanti and Kissi (2019) investigates the facilitating role of brand equity. 

The study highlights the interconnected relationship between social media brand 

personality, brand equity, and brand loyalty. It underscores the importance of 

leveraging social media platforms to shape positive brand perceptions, influence 

intention and strengthen customer loyalty through enhanced brand equity 

(Garanti & Kissi, 2019). Using this justification, the study proposed that SMM and 

behavioural intention are significantly related. Therefore, the following hypothesis 

is put forth: 

H16: SMM has an impact on behavioural intention 

2.7.18 Brand loyalty and behavioural intention 

Garanti and Kissi (2019) investigated the facilitating role of brand equity on 

intention. They highlighted the interconnected relationship between social media 

brand personality, brand equity, and brand loyalty. It underscores the importance 
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of leveraging social media platforms to shape positive brand perceptions, 

influence intention and strengthen customer loyalty through enhanced brand 

equity (Garanti & Kissi, 2019). A study by Supiyandi, Hastjarjo and Slamet (2022) 

found that perceived quality, brand loyalty, and brand awareness have an 

influence on consumer purchasing decisions. The study found that the most 

critical variable of behavioural intention is brand loyalty (Supiyandi, Hastjarjo & 

Slamet, 2022). A study by Wu, Do, Nguyen, Anridho, and Vu (2020) stated that 

brand awareness, brand trust, perceived quality, and perceived behavioural 

control are significant precursors of brand loyalty, whereas brand images, brand 

personalities, brand associations, and subjective norms are significant precursors 

of brand attitudes. According to Wu et al. (2020), brand perceptions also 

positively affect brand loyalty, which in turn influences brand equity, which in turn 

influences behavioural intention. Therefore, the following hypothesis is put forth: 

H17: Brand loyalty influences behavioural intention 
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2.8 Conclusion of literature review  

In line with the CBBE model, an organisation's equity is built through the 

collaboration and development of an organisation's target market's brand 

awareness, brand association, perceived quality and brand loyalty; and that leads 

to a positive behavioural intention and brand loyalty, ultimately leading to 

increased customer value and a stronger competitive advantage for the brand. 

Furthermore, the TPB maintains that the target market of an organisation's 

intentions influences their behaviours, which are actioned through their attitudes, 

subjective norms, and perceived behavioural control. The important research 

from earlier researchers unequivocally points to a connection between 

behavioural intentions and customer-based brand equity. Scholars also 

acknowledge SMM as a strategic tool to build customer-based brand equity and 

behavioural intention. Some findings have suggested that perceived behavioural 

control, attitudes and subjective norms may or may not drive brand loyalty. 

Nevertheless, it is acknowledged that these correlations could differ in the context 

of industrialised and developing nations. This study's research approach utilised 

in this research project is covered in the following chapter. 
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CHAPTER 3. RESEARCH METHODOLOGY 

3.1 Introduction 

A rigorous, comprehensive scientific analytical process is known as research 

methodology (Pandey & Pandey, 2015). Queirós, Faria and Almeida (2017) 

explain that the strategy a researcher employs to develop a plan of attack for 

dealing with a research challenge can be referred to as a research method. The 

conceptual framework that directs the research methodology process is known 

as a research paradigm (Kaushik & Walsh, 2019). The research, technique 

paradigm, procedures, and design selected for this research project are covered 

in this chapter. The research tool and data collection techniques are provided, 

along with the demographic, sample, and sampling techniques. Due to the 

characteristics of the research problem, a quantitative research methodology was 

utilised for this research project. Furthermore, a deliberation of the data analysis 

and explanation of the research project follows. Finally, a lens is placed on this 

study's internal and external validity, reliability and model fit.  

3.2 Research paradigm 

The research paradigm integrates the researcher's presumptions concerning the 

nature of knowledge, reality, and the means available for learning (Alharahsheh 

& Pius, 2020). The term paradigm refers to the central set of ideas or 

philosophical assumptions that inform the researcher's activities and shape his 

or her worldview (Kaushik & Walsh, 2019). According to Alharahsheh and Pius 

(2020), a paradigm is a structure, a model, or a pattern that directs intellectual 

investigation in science or philosophy that is inclusive of common presumptions, 

concepts, queries, methodologies, procedures, and values that shape how an 

area or discipline approaches its subject. There are four paradigms: positivism, 

interpretivism, critical theory and pragmatism (Ryan, 2018; Hampson and 

McKinley, 2023).  
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Empiricism and foundationalism gave rise to positivism, emphasising objectivity 

and testing hypotheses (Ryan, 2018). Positivism focuses on the theoretical 

inferential process, where functional correlations may be inferred between 

causative and instructive components and outcomes to authenticate a priori 

assumptions that are frequently articulated numerically (Park, Konge & Artino, 

2020). Post-positivism constitutes that research should support hypotheses by 

trying to disprove them through experiments or by comparing them to previously 

collected facts, as post-positivism holds that there is an outside reality, but our 

access to it is limited (Hampson and McKinley, 2023).  

In contrast to positivism, interpretivism was founded on Kant’s concepts and 

prioritised subjectivity (Hampson and McKinley, 2023). Critical theory, which has 

its roots in the Frankfurt School, also considers the larger repressive aspects of 

politics or societal forces (Ryan, 2018). Pragmatism was derived from a need to 

focus on attaining solutions for practical, real-world issues via inquiry (Allemang, 

Sitter & Dimitropoulos, 2022). Modern scientific principles, such as the 

experimental method as a model for human problem-solving, are fundamental to 

the pragmatic paradigm (Allemang, Sitter & Dimitropoulos, 2022). Pragmatism 

contends that to give an event significance, experience is required. Therefore, 

rather than depending on unchangeable truths, pragmatic research uses human 

experience as the main tool for knowledge construction and world understanding 

(King, 2022).  

 

A research paradigm known as positivism looks for patterns and causal 

connections among its component parts in order to explain and forecast social 

phenomena (Bonache and Festing, 2020). The positivist paradigm is predicated 

on the idea that a single physical reality can be understood, recognised, and 

measured, allowing explanation and prediction to function naturally within a 

causal framework (Park et al., 2020). A positivist research paradigm aims to 

confirm prior beliefs that can be expressed quantitatively and mathematically as 

functional relationships (Ryan, 2018).  
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This study aimed to understand social constructs through empirical 

measurements that align with the goal of explaining and predicting a 

phenomenon within a causal framework to ascertain patterns and causal 

correlation between variables in a systematic, objective and statistically 

quantifiable manner to test hypotheses to establish correlations and make 

predictions based on empirical evidence; consequently, the positivist research 

paradigm was best suited for this research project. 

 

3.3 Research design 

The framework for conducting research investigations, which includes a series of 

data gathering and analysis techniques aimed at extrapolating sample results to 

the full population, is known as a research design (Thakur, 2021). The research 

design aims to establish the types of evidence required to answer the research 

inquiries as unequivocally and convincingly as possible (Asenahabi, 2019). For 

this study, the quantitative research design has been implemented. The five types 

of quantitative research designs include quasi-experimental, experimental, cross-

sectional, correlational and descriptive design (Thakur, 2021).  

Finding the prevalence of a problem or issue utilising a cross-section of the 

population is simple with a cross-sectional study design (Thakur, 2021). A cross-

sectional study is a form of research design that gathers data at a single point in 

time and is used to characterise the relationships between variables (Kesmodel, 

2018). It can also test hypotheses about the causal relationships between 

variables (Kesmodel, 2018). Implementing a cross-sectional design has several 

benefits, such as being relatively simple and affordable, allowing for the data 

collection of many participants, and testing hypotheses on the causal linkages 

between variables (Asenahabi, 2019). A cross-sectional design assists in this 

condition because the study must be completed quickly, making it easier for the 

researcher to recruit volunteers without screening them first. Cross-sectional 

designs are also utilised in investigations to infer causation (Thakur, 2021). In this 
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study, a cross-sectional study design has been employed that allowed the 

researcher to test the hypothesis that the use of SMM in combination with CBBE 

and TPB influences behavioural intention. 

The process of performing intensive and systematic inquisition to determine and 

interpret the evidence enclosed in an unavoidable reality is known as scientific 

research (Queirós et al., 2017). The scientific research method is the leading 

accurate tool to discover facts, investigate new theories, and justify their empirical 

validity, which can be either qualitative, quantitative or mixed (Queirós, Faria & 

Almeida, 2017). According to Rahman (2020), a qualitative approach is an 

unstructured approach that aims to attain comprehension of a complex reality; a 

quantitative approach seeks to quantify data and typically incorporates a 

statistical analysis. Since quantitative studies frequently go deeper into qualitative 

insights to determine generalisable and measurable findings, qualitative research 

is seen as a complement to quantitative research (Rahman, 2020). A mixed 

approach involves examining and analysing a research topic using quantitative 

and qualitative methodologies (Queirós, Faria & Almeida, 2017). Therefore, the 

quantitative research methodology was employed for this research project. 

A quantitative approach is a descriptive method focusing on enumerating the 

research problem, statistical method, and systems to solve the research question 

(Berndt & Petzer, 2011). Quantitative research allows for the quantification of 

data, empowering one to analyse a substantial sample size that is characteristic 

of the population to portray a view of the entire population (Mohajan, 2020). 

Quantitative methodologies include correlational study, multivariate analysis, field 

experiments, simulations and surveys (Queirós, Faria & Almeida, 2017). The 

chief advantages of quantitative research methods include: allowing for large-

scale research (high representativeness); subjects not influenced by the 

observations of the experiments; low development time; it is cost-effective; easy 

to collect and analyse data using statistical methods; numerous statistical tests 

and methods can be applied; a great deal of information and various domains 

can be investigated; the degree of correlation between two variables can be 

readily computed; and no behaviour modification is necessary (Mohajan, 2020).  
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The chief disadvantages of quantitative research methods include; the difficulty 

of regulating variables; it is challenging to replicate the same conditions of the 

study; ethical dilemmas could occur; in-depth subject-matter expertise may be 

necessary; specialised hardware and software tools may be needed; and the 

survey's design and response quality greatly influence the data's dependability – 

it does not capture emotions, behaviour and changes of emotions (Mohajan, 

2020). Quantitative research is beneficial in research where a deficiency of 

research exists on a specific topic, there are unanswered research questions, 

and the research topic could make a significant impact (Rutberg & Bouikidis, 

2018).  

Similarly, other studies measuring CBBE or TPB tend to follow a quantitative 

approach (Effah & Alomenu, 2023; Stukalina & Pavlyuk, 2021; Perera et al., 

2020; Tammubua, 2021; Konstantoulaki et al., 2022; Perera et al., 2023). 

Consequently, for this study, the quantitative research method was utilised as it 

allowed for the quantification of data, analysis of the relatively large sample size 

representative of the population, and easy calculation of the degree of 

connotation between variables (Mohajan, 2020). This approach allowed a high 

level of representativeness, cost-effectiveness, and the ability to explore the 

specific domain addressed in the research project. 

3.4 Population and sample 

3.4.1 Population 

A populace can be demarcated as the whole group of individuals or things from 

which a sample for a study is selected (Martelli & Greener, 2015). According to 

the DHET’s data on HE in SA released in March 2023, 232 915 students were 

enrolled in PHEIs in 2021 (DHET, 2023). Therefore, for the purposes of this study, 

the population for this research project consisted of 232 915 individuals. 
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3.4.2 Sample and sampling method 

Sampling refers to choosing a statistically representative sample of people from 

the population (Majid, 2018). It must be noted that a sample size must be 

substantial enough to safeguard that all the important information is uncovered 

and holds information relevant to the actual study (Malterud, Siersma & 

Guassora, 2016). Majid (2018) explains that sampling is a fundamental approach 

in research studies since the target populace usually comprises too many 

populations for any research effort to involve participants. A good sample should 

be statistically representative of the study population and large enough to 

adequately answer the research question (Majid, 2018). The study's sample must 

denote the broader population of interest, be significant enough to impact 

sufficient statistical power, and the exclusion criteria should relate to the question 

of interest (Malterud et al., 2016).  

The two distinct sampling methods available include, probability sampling, where 

each subject in a study has an identical chance of being chosen to participate in 

the survey; and non-probability sampling, where it is unpredictable which person 

from a populace will be selected (Mweshi & Sakyi, 2020). Since the non-

probability sampling method gave each unit within the particular population an 

equal chance of being sampled, it was the sampling strategy best suited for this 

study. Hence, findings from this study cannot be generalised to any industry other 

than South African PHEIs. Non-probability sampling is a strategy that certifies 

that participants are chosen depending on how easily the researcher can reach 

them (Mweshi & Sakyi, 2020). Five different kinds of non-probability sampling 

techniques are available; these include self-selection, snowball, purposive, 

quota, and convenience (Malterud et al., 2016). Purposive sampling enables the 

researcher to choose individuals who have certain qualities that are closely 

related to the study subject, producing findings that are deeper and more 

perceptive (Majid, 2018). It makes it easier to explore phenomena in more depth 

since the researcher can learn more about the subject and develop more complex 

knowledge, necessitating a lower sample size, saving time and money (Majid, 
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2018). As this research topic centers on a specific industry (SA PHE), it allows 

the researcher to target specific individuals; therefore, due to the specificity with 

regard to the industry and the population characteristics which is inclusive of 

South African Gen Z, future, present or past students of a PHEI, this research 

project, purposive sampling was implemented as it permitted the researcher to 

strategically select participants grounded on specific characteristics relevant to 

this study (Malterud et al., 2016). 

The Raosoft (2023) online sample size calculator was used to determine the 

sample size for this investigation, with a margin of error of 5%, a confidence level 

of 95%, a response distribution of 50% and a sample size of 384 was established 

for this research project. To ensure external validity, the population of this study 

comprised 400 respondents aged between 18 – 28 years of age, who are 

prospective students, registered students and/or alumni of PHEIs in SA. After the 

researcher refined the raw data, 344 of the 400 responses were valid (completed 

throughout). Thus, it can be concluded that the sample size was large enough to 

yield meaningful information and definitive results.  

3.5 The research instrument 

A research instrument is a device that contains questions and other items 

designed to collect study-relevant data (Howard, 2019). The survey method was 

employed as it is most suitable for this study, and it ensured an increased 

response rate, and affordability, it allowed for real-time access, was convenient, 

and allowed for design flexibility (Howard, 2019). The researcher followed a 

quantitative approach by which empirical data was collected by means of an 

online self-administered questionnaire (Appendix A) via Survey Monkey, 

consisting of structured close-ended questions directed to respondents aged 

between 18 – 28 years of age (Gen Z) who are prospective students, registered 

students, and or alumni of South African PHEIs.  

The questionnaire consisted of two sections, Section A and B. Section A sought 
to understand the profile of the respondents, which included age, highest level of 
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education obtained, level of PHEI social media awareness and overall social 
media usage. Section B tested the specific measurement items of each of the 
nine (9) constructs that gave the researcher an overview of nine (9) critical 
aspects relevant to this study. The nine (9) constructs include brand awareness, 
brand association, perceived quality, perceived behavioural control, attitudes, 
influence, subjective norms, brand loyalty and SMM. The subsections discovered 
if SMM influences CBBE for PHEIs; if SMM implemented by PHEIs affects brand 
awareness, brand image and brand loyalty; if SMM utilised by PHEIs affects 
CBBE and the perceived quality of education, the perceived value of the 
qualifications offered and the perceived reputation of the institution; and if PHE 
SMM affects the willingness of prospective students to enrol and recommend the 
PHEI to others. To ensure validity and reliability, the nine CBBE items were 
adapted from Khan et al. (2023) and Singh and Islam (2017), the TPB items were 
adapted from Wu, et al. (2020) and the SMM items were adapted from Faisal and 
Ekawanto (2021), and Kethüda and Bilgin (2023). These constructs are 
measured using a five-point Likert scale where five equates to strongly agree, 
four to agree, three to neutral, two to disagree, and one to strongly disagree. Each 
response on the Likert scale was given a numerical score that assessed the 
respondents' level of agreement and disagreement (Chavan, 2016). 

3.5.1 Questionnaire pilot test 

Enhancing the quality of the research may be achieved by a well-managed and 

executed pilot study as the findings could highlight any weaknesses and guide 

the next stages of the research process (Malmqvist, Hellberg, Mollas, Rose, & 

Shevlin, 2019). Ten participants were chosen for this study in order to pre-test 

the questionnaire. Following completion, each responder had the chance to offer 

helpful criticism regarding the questionnaire's details and the overall experience. 

Based on the individual feedback of the respondents, it took approximately 5-7 

minutes to complete the questionnaire, which aligned with the data received from 

Survey Monkey, which indicated that the questionnaire would take approximately 

5 minutes to complete. As a result, the questionnaire's cover page stated that it 

would take respondents roughly seven minutes to complete. One respondent 
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identified two grammatical errors, and the necessary changes were implemented. 

Every respondent reported that they understood the questionnaire's introduction 

and every question in sections A and B. 

3.6 Procedure for data collection 

Primary data are new, original, and freshly obtained (Mazhar, Anjum, Anwar and 

Khan, 2021). Primary data are those that are gathered especially for the research 

at hand, whereas secondary data are data that are not collected exclusively for 

the current study but rather for a different goal (Howard, 2019). For this study, 

primary data was collected. The primary data for this study was collected via an 

online self-administered questionnaire that was targeted at respondents aged 

between 18 – 28 years of age, who are prospective students, registered students 

and or alumni of PHEIs in SA shared on LinkedIn and Facebook. The online 

questionnaire was shared on LinkedIn and Facebook through the researcher’s 

profile. This research method is a common method for data collection, as seen 

by Hanaysha (2022); Savitri, Hurriyati, Wibowo and Hendrayati (2022); and 

Fetais, Algharabat, Aljafari and Rana (2023) that utilised online questionnaires to 

collect data. Additionally, approval was granted by the Executive Dean: Research 

at the Davinci Institute which is an SA PHEI (Appendix B) and the Chair of the 

Research Project and Ethics Committee at “Akademie Reformatoriese Opleiding 

Studies” (AROS) which is an SA PHEI (Appendix C) to send the online self-

administered questionnaire to each respective PHEI’s cohort, which was actioned 

by their internal staff. Although the findings may not be representative of all SA 

PHEIs or the broader Gen Z student population, as institutional culture and 

student demographics can vary widely across different institutions and the range 

of student experiences, opinions, and behaviours may be narrow to capture the 

full complexity and variability of Gen Z in private higher education contexts, the 

utilisation of both Davinci Institute and AROS inherently aligns with the scope and 

populational requirements of the study, which is specifically SA PHEIs and 

Generation Z. 
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3.7 Data analysis and interpretation 

According to Chavan (2016), data analysis is the procedure of gathering, 

modelling, and separating raw data for informational purposes. The procedure of 

gathering, arranging, and analysing data to respond to a research question or 

test a hypothesis is known as data analysis (Mishra, Pandey, Singh, Gupta, Sahu 

& Keshri, 2019). Data analysis is an essential phase in the research process, 

enabling researchers to interpret the data and make judgments (Mishra et al., 

2019). It is necessary to display a data set's summary statistics in a readily 

understandable format, whether they include or exclude analytical information 

(Chavan, 2016). Descriptive and inferential statistics are the two primary 

disciplines of statistics, which deal with gathering, analysing, presenting, and 

interpreting data (Mishra et al., 2019). 

For this research project, data was gathered via a self-administered online survey 

(online questionnaire); for importation into the statistical program, the data was 

decoded in Microsoft Excel after being exported from Survey Monkey. Each 

measurement item was assigned a number in Excel to code the data, whereafter, 

to ensure the data was clean before performing any statistical analysis, it 

underwent a screening procedure. Once the data was free from any possibly 

erroneous segments, it was imported into statistical software. GSCA, Statistical 

Package for the Social Sciences (SPSS), Smart Partial Least Squares 

(SmartPLS4), and the WarpPLS package are all relevant and accurate for 

relatively small sample sizes; Purwanto (2021) argues that there is no discernible 

difference between the significance value of p-value and t-value. Purwanto 

(2021) indicates that while the Covariance-Based Structural Equation Modeling 

(CB-SEM) represented by Lisrel, Tetrad, and Amos cannot analyse data with an 

insignificant sample size, there is no noteworthy variance in the determination 

value produced, and no significant change in the correlation value in the resultant 

structural equation.  

Based on the findings above and due to its relevance within the context of this 

study, The Structural Equation Modeling (SEM) method was applied using the 
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SmartPLS4 package, as it assisted in creating, calculating and validating 

research models. After importing the data into SmartPLS4, descriptive statistical 

analysis was conducted to gain insights into the complete profile of the 

respondents and the relationships among the variables, followed by a 

Confirmatory Factor Analysis (CFA). The CFA path modelling is then assessed. 

The following chapter displays the scores. 

3.8 Validity and reliability 

A research study that utilises a measuring instrument that lacks either validity or 

reliability will not produce useful data; henceforth, the reliability and validity of the 

measurement instrument used in the research project is an absolute prerequisite 

(Driver & Maslakçi, 2020). Validity is a measure of how effectively a measuring 

instrument accomplishes its intended task and asks if the instrument measures 

the behaviour or quality that it is designed to assess (Driver & Maslakçi, 2020). 

The degree to which a concept in quantitative research is precisely quantified 

using convergent and discriminant validity is known as validity (Abideen, Kolade 

& Adekunle, 2022). 

3.8.1 Convergent validity 

A measurement tool's convergent validity indicates how well associated it is with 

other tools assessing similar constructs (Abideen, Kolade & Adekunle, 2022). For 

this study, item loading, item-to-total correlation values, and average variance 

taken from each construct were used to analyse the convergent validity. 

3.8.2 Discriminant validity 

Every measurement item must measure the items it is supposed to measure 

(Driver & Maslakçi, 2020). This study examined discriminant validity to evaluate 

the inter-construct correlation matrix, Heterotrait-Monotrait ratio (HTMT) and 

shared variance versus the Average Variance Extracted (AVE) of each construct. 
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3.8.3 Reliability 

The stability of the observed values attained from recurrent measurements made 

with the same measuring tool and under the same conditions is indicated by 

reliability, which is a characteristic of both the measuring tool and the tool's output 

(Sürücü & Maslakçi, 2020). Reliability is strongly associated with a measure's 

consistency; therefore, internal consistency is evident when all the elements on 

a measurement scale measure the same construct (Abideen, Kolade & Adekunle, 

2022). As a result, research instrument scale items from earlier investigations are 

used in this study. A pilot test of the measurement items was also carried out by 

the study with a sample of ten research participants. According to Abideen, 

Kolade and Adekunle (2022), a correlation value of less than 0.3 denotes a weak 

connection, 0.3 to 0.5 denotes a moderate correlation, and more than 0.5 denotes 

a strong correlation. Consequently, a Cronbach's Alpha score of 0.6 is required 

for the investigation (Kolade & Adekunle, 2022). SmartPLS4 is utilised to assess 

the reliability of the measurement items by calculating the Cronbach Alpha and 

composite reliability scores. 

3.8.4 Model fit 

Model fit indicates the degree to which the gathered data validates the anticipated 

theoretical model and confirms how well the sample data that matches prior 

models is considered throughout the evaluation (Goretzko, Siemund & Sterner, 

2024). As indicated in Table 10 below, the following indicators were used to 

examine the model fit of this study: 
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Table 10: Model Indicators and Thresholds 

3.9 Ethical considerations  

In every research project, it is crucial to protect human subjects by putting the 

correct ethical standards into practice (Arifin, 2018). Informed permission and 

voluntary involvement are crucial ethical considerations, as are anonymity and 

confidentiality, data analysis and distribution of the findings, data protection, 

ethical approval, and access to participants (Arifin, 2018). For this study, the 

researcher strictly followed the following ethical considerations: acquired consent 

and endorsement to conduct the research from the Ethics Committee of the 

Institute of Marketing Management (ethical clearance); appropriately informed 

respondents that they agreed to participate and informed them regarding the use 

of information by completing and submitting the questionnaire; ensured 

respondents that participation is voluntary and that they can withdraw from the 

study at any time; guaranteed respondents complete privacy and that the 

research is only used for academic and theory objectives only; informed 

respondents that the questions do not adversely impact them, the organisation/s, 

or the relationship between the respondent, the organisation/s, and the 

researcher; and the researcher ensured that the information is kept safe and 

confidential at all times. 
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3.10 Limitations of the Study 

Various restraints are evident in this research project, which includes the 

specificity of the research area (SA PHEI) and the sample size, as you cannot 

generalise the results to the larger population. For this study, the quantitative 

approach was employed; hence a probable absence of nuanced insight from the 

respondents is possible. An online self-administered questionnaire consisting of 

structured close-ended questions was implemented to collect the data, which 

could have neglected other variables that could be significant to this study. The 

questionnaire was open to all prospective SA PHE students (aged between 18 – 

28 years), registered SA PHEI students and individuals who completed their 

studies at a SA PHEI (alumni); some respondents may not have been active on 

social media or did not refer to social media when selecting a SA PHEI to study 

at, which could render possible respondent bias. Due to the rich cultural heritage 

of SA, language barriers could have caused some respondents to not understand 

all the questions. 

 

3.11 Summary of the chapter  

The post-positivist researcher's worldview was examined in this chapter, along 

with the research methodology, paradigm, design, and procedures, and how they 

apply to this particular research project. Following an overview of the population, 

sample, its characteristics, and the sampling technique, the research instrument 

– which was modified from earlier studies – and the data collection protocols were 

described. Additionally, the data analysis was covered and serves as the 

foundation for the following chapter. Finally, a lens was placed on the validity, 

reliability and model fitness of this study. 
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CHAPTER 4. PRESENTATION OF RESULTS 

4.1 Introduction 

The data analysis findings are presented in this chapter. This chapter's data was 

gathered via a research questionnaire and statistically analysed. The SmartPLS4 

software program was utilised to analyse the data. The SmartPLS4 software tool 

for the Structural Equation Modelling (SEM) technique was implemented, as it 

assists in creating, calculating and validating research models. This chapter 

presents the empirical investigation's findings. Furthermore, this chapter presents 

the level of validity and reliability of the scale items, shared variances (SV) and 

the average extracted (AVE) to identify if the AVE was greater than the SV to 

confirm discriminant validity. Reliability was assessed via the composite reliability 

and Cronbach Alpha test. Item loading per variable, item-to-correlation values 

and AVE were reviewed to assess convergent validity. The shared variance 

versus average variance extracted and the inter-construct correlation matrix were 

examined. The findings of the Structural Equation Modelling (SEM) and 

Bootstrapping are presented and provide the results of the Confirmatory factor 

analysis (CFA), path modelling (PM) and Standard root mean square residual to 

confirm model fitness and test the hypothesis of the study to assist in creating, 

calculating and validating the research models.  

4.2 Descriptive statistics 

According to Mishra et al. (2019), descriptive statistics explain how the variables 

in a sample relate to one another. The data gathered for this study is summarised 

using descriptive statistics. The completed questionnaires by the respondents 

were analysed using SmartPLS4. The research instrument's measurement items' 

descriptive statistics are shown in the section following. 
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4.3 Demographic Profile of Respondents 

Of the 384 proposed required respondents, 400 responses were completed and 

received. 344 of the 400 responses were fully completed and valid. This 

comprised the final sample that could be analysed. 

 

4.3.1 Respondents age 
Understanding the several age groups that the respondents belong to – 18–20, 

21–23, 24–26, and 27–28 – as well as learning which group has the highest and 

lowest frequency are the goals of this measure. 

 
Figure 6: Age  
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 6 above indicates that the smallest group (12.5%) of the respondents were 

24 – 26 years of age, while the majority of the respondents (66.25%) were 18 – 

23 years of age, and the rest (21.25%) were between 27 – 28 years of age. 
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4.3.2 Highest level of education completed 
The purpose of this measure is to determine the respondents' educational 

attainment and to learn more about the groups with the highest and lowest 

frequency. 

 
Figure 7: Education obtained 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 7 above indicates that the greater part of the participants (62%) have 

obtained matric, whereas only 7.5% have obtained a higher certificate. 11.75% 

obtained a diploma, whereas 9.75% obtained a degree. Notably, 9% had 

obtained an Honours or Higher. 

 

4.3.3 Awareness of PHEI’s social media marketing campaigns 
The objective of this measure is to establish the respondents' level of familiarity 

with PHEI's SMM initiatives. 

 
Figure 8: Awareness of PHEIs social media marketing 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 8 above indicates that the bulk of the participants (72%) indicated that they 

are aware of PHEI’s SMM campaigns, and the rest (28%) are not aware of PHEI’s 

SMM campaigns. 
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4.3.4 Actively using social media 

The goal of this measure is to ascertain how many of the respondents actively 

use social media.  

 
Figure 9: Social media usage 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 9 above indicates that most (93.75%) of the respondents are actively using 

social media, and the rest (6.25%) indicate that they do not actively use social 

media. 

 

4.3.5 Length of using social media 

This measure looks to identify the length of time (1 year or less to 5 years or 

more) that the respondents have been using social media.  

 
Figure 10: Length of using social media 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 10 above indicates that the bulk of the respondents (75%) had been using 

social media for five years or more, whereas 21% of the respondents for 2 – 4 

years, and 4% for 1 year or less. 
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4.3.6 Number of social media platforms that you are actively on 

This measure seeks to ascertain how many social media platforms the 

respondents are actively perusing.  

 

Figure 11: Number of social media platforms that you are actively on 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 11 above indicates that the majority of respondents (69.75%) are active 

on 1 – 3 social media platforms with 19% being active on 4 social media platforms 

and the rest (11.25%) being active on 5 or more social media platforms. 

 

4.3.7 Number of PHEI’s social media pages that you follow 

This measure seeks to determine how many PHEI’s social media pages the 

respondents follow.  

 
Figure 12: Social media platform activity 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 12 above indicates that the majority of respondents (69.75%) follow 1 – 4 

PHEI’s social media pages and 5.50% follow 5 or more PHEI’s social media 

pages, whereases 24.75% do not follow any PHEI’s social media page. 
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4.4 Results pertaining to the measurement items 

In order to gauge the respondents' frequency over the Likert scale from strongly 

agree to strongly disagree, this section provides the measuring items for each 

concept. The results that follow pertain to brand awareness (BA), brand 

association (BAS), perceived quality (PQ), brand loyalty (BL), perceived 

behavioural control (PBC), attitudes (ATT), subjective norms (SN), social media 

marketing (SMM) and intention (INT).  

 

4.4.1 I can recognise a PHEI amongst competing HEIs 

This measure seeks to determine if the respondents can recognise a PHEI 

amongst competing HEIs.  

 
Figure 13: Measurement item BA1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 13 above indicates that most of respondents agree (57.27%) and strongly 

agree (19.48%) that they can recognise a PHEI amongst competing HEIs. The 

smaller group represented that they neither agree nor disagree (18.02%), 

whereas only 4.36% of the respondents disagree and 0.87% strongly disagree. 
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4.4.2 I am familiar with a Private Higher Education Institution 

This measure seeks to ascertain if the respondents are familiar with a PHEI. 

  
Figure 14: Measurement item BA2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 14 above indicates that the bulk of the respondents agree (50.29%) and 

strongly agree (35.47%) that they are familiar with a PHEI. While the minority of 

respondents disagree (5.52%) and strongly disagree (1.16%) that they are 

familiar with a PHEI. 

 

4.4.3 Some characteristics of Private Higher Education Institutions 
come to mind quickly 

This measure seeks to determine if some characteristics of PHEIs come to the 

respondent's minds promptly. 

 
Figure 15: Measurement item BA3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 15 above indicates that most of respondents agree (49.85%) and strongly 

agree (26.24%), only 7.29% of respondents disagree, and 2.33% strongly 

disagree that some characteristics of PHEIs come to their mind promptly. 
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4.4.4 I have heard of Private Higher Education Institutions 

This measure seeks to determine if the respondents have heard of PHEIs. 

 
Figure 16: Measurement item BA4 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 16 demonstrates that the bulk of respondents agree (38.08%) and strongly 

agree (50.87%) that they have heard of PHEIs. Only 5.81% and 1.45% disagree 

and strongly disagree, respectively, that they have heard of PHEIs. 

 

4.4.5 I respect and admire people who obtain qualifications from 
Private Higher Education Institutions 

This measure seeks to determine if the respondents respect and admire people 

who obtain qualifications from PHEIs. 

 
Figure 17: Measurement item BAS1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 17 above indicates that the majority of respondents strongly agree 

(43.31%) and agree (44.19%) that they respect and admire people who obtain 

qualifications from PHEIs. 10.17% of the respondents neither agree nor disagree. 
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4.4.6 I want people to know that I am studying/have studied at a 
Private Higher Education Institution 

This measure seeks to determine if the respondents want people to know that 

they are studying/have studied as a PHEI. 

 
Figure 18: Measurement item BAS2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 18 above indicates that most of the respondents strongly agree (35.76%) 

and agree (36.92%) that they want people to know that they are/have studied at 

a PHEI. 22.67% neither agree nor disagree with this statement. 

 

4.4.7 Private Higher Education Institutions are well-established in 
South Africa 

This measure seeks to determine whether the respondents think that PHEIs are 

well-established in SA. 

 
Figure 19: Measurement item BAS3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 19 above indicates that the majority of respondents strongly agree 

(23.55%) and agree (49.13%) that PHEIs are well-established in SA. 21.51% 

neither agree nor disagree that PHEIs are well-established in SA. 
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4.4.8 I trust the quality of qualifications offered by Private Higher 
Education Institutions 

This measure seeks to determine if the respondents trust the quality of 

qualifications offered by PHEIs. 

 
Figure 20: Measurement item PQ1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 20 demonstrates that 37.21% of the respondents strongly agree, and 

50.87% agree that they trust the quality of qualifications offered by PHEIs. 9.59% 

of respondents neither agree nor disagree that they trust the quality of 

qualifications. 

 

4.4.9 Qualifications offered at Private Higher Education Institutions 
are of a high standard 

This measure seeks to determine if participants think the qualifications offered at 

PHEIs are of high quality.  

 
Figure 21: Measurement item PQ2 
Source: Derived from questionnaire results using SmartPLS (2024) 

It can be observed in Figure 21 that the majority of respondents strongly agree 

(36.05%) and agree (50.58%) that qualifications offered at PHEIs are of high 

quality. 2.3% disagree that qualifications offered at PHEIs are of high quality. 
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4.4.10 Private Higher Education Institutions provide qualifications 
with excellent features that accurately prepare you for the 
world of work 

This measure seeks to determine if participants think qualifications offered at 

PHEIs provide excellent features that accurately prepare one for the world of 

work. 

 
Figure 22: Measurement item PQ3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 22 above indicates that 35.47% of the respondents strongly agree, and 

52.03% agree that qualifications offered at PHEIs provide excellent features that 

accurately prepare one for the world of work. 1.45% disagree that qualifications 

offered at PHEIs provide excellent features that accurately prepare one for the 

world of work. 

 

4.4.11 Private Higher Education Institutions provide a variety of 
good-quality qualifications 

This measure seeks to determine if the respondents agree or disagree that PHEIs 

provide a variety of good-quality qualifications. 

 
Figure 23: Measurement item PQ4 
Source: Derived from questionnaire results using SmartPLS (2024) 

The majority of respondents strongly agree (33.14%) and agree (57.56%) that 

PHEIs provide a variety of good-quality qualifications, as indicated in Figure 23 

above. Only 1.45% disagree with this statement. 
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4.4.12 I think Private Higher Education Institutions offer far better 
quality than other Higher Education Institutions 

This measure seeks to determine if the participants think PHEIs offer quality 

education that is superior to other Higher Education Institutions. 

 
Figure 24: Measurement item PQ5 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 24 demonstrates that 30.23% strongly agree and 34.01% agree that 

PHEIs offer quality education that is superior to other Higher Education 

Institutions. 27.33% of the respondents neither agree nor disagree with this 

statement. 

4.4.13 When searching for a Higher Education Institution, Private 
Higher Education Institutions are my first choice 

This measure seeks to determine if the participants search for HEIs, PHEIs are 

their first choice. 

 
Figure 25: Measurement item BL1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 25 above indicates that 25% of the participants strongly agree, and 

36.63% agree that if they search for HEIs, PHEIs are their first choice. 28.75% of 

the participants neither agree nor disagree with this statement. 



96 

 

4.4.14 I would love to recommend a Private Higher Education 
Institution 

This measure seeks to determine if the participant would love to recommend the 

PHEI. 

 
Figure 26: Measurement item BL2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 26 above indicates that 32.56% of the respondents strongly agree, and 

46.80% agree that they would love to recommend the PHEI. 16.28% of 

respondents neither agree nor agree with this statement. 

 

4.4.15 I consider myself to be loyal to the Private Higher Education 
Institution 

This measure seeks to determine if the participants consider themselves loyal to 

the PHEI.  

 
Figure 27: Measurement item BL3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 27 above showcases that the bulk of the respondents strongly agree 

(34.01%) and agree (42.44%) to consider themselves loyal to the PHEI. 18.02% 

of the participants neither agree nor disagree with this statement. 
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4.4.16 I am still willing to enrol at a Private Higher Education 
Institution even if its price is slightly higher than its 
competitors 

This measure seeks to determine if the participants are willing to enrol at a PHEI 

even if its price is slightly higher than its competitors. 

 
Figure 28: Measurement item BL4 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 28 demonstrates that the bulk of the respondents strongly agree (27.91%) 

and agree (43.02%) that they are willing to enrol at a PHEI even if its price is 

slightly higher than its competitors. 20.35% of the respondents neither agree nor 

disagree with the statement. 

 

4.4.17 I have total control over referring Private Higher Education 
Institutions to my friends and family 

This measure seeks to determine if the participants have total control over 

referring PHEIs to their friends and family. 

 
Figure 29: Measurement item PBC1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 29 above showcases that most of the respondents strongly agree 

(33.14%) and agree (48.26%) that they have total control over referring PHEIs to 

their friends and family. 14.83% of the respondents neither agree nor disagree. 
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4.4.18 If I chose to, I would be able to enrol at a Private Higher 
Education Institution of my choice 

This measure seeks to determine if the participants would be able to enrol at a 

PHEI of their choice, should they so choose. 

 
Figure 30: Measurement item PBC2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 30 above shows that 34.59% strongly agree, 48.84% agree, and 12.50% 

neither agree nor disagree that the participants would be able to enrol at a PHEI 

of their choice, should they so choose. 

 

4.4.19 I would enrol at a Private Higher Education Institution in the 
future/again 

This measure seeks to determine if the respondents would enrol at a PHEI in the 

future or again. 

 
Figure 31: Measurement item PBC3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 31 above indicates that the bulk of the respondents strongly agree 

(31.69%) and agree (48.55%) that they would enrol at a PHEI in the future or 

again. 14.07% neither agree nor disagree with this statement. 
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4.4.20 Enrolling at a Private Higher Education Institution is an 
excellent choice 

This measure seeks to determine if participants think that enrolling at a PHEI is 

an excellent choice. 

 
Figure 32: Measurement item ATT1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 32 demonstrates that 34.30% strongly agree, and 49.13% agree that 

enrolling at a PHEI is an excellent choice. 13.95% of the participants neither 

agree nor disagree with the statement. 

 

4.4.21 I think studying at a Private Higher Education Institution is the 
most viable choice 

This measure seeks to determine if the respondents think studying at a PHEI is 

a viable choice. 

 
Figure 33: Measurement item ATT2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 33 above shows that most of the respondents strongly agree (26.45%) 

and agree (41.86%) that studying at a PHEI is a viable choice. 26.16% of 

respondents neither agree nor disagree with the statement. 
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4.4.22 I would prefer to further my studies at a Private Higher 
Education Institution 

This measure seeks to determine if the respondents would prefer to further their 

studies at a PHEI. 

 
Figure 34: Measurement item ATT3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 34 indicates that the bulk of the respondents strongly agree (33.43%) and 

agree (41.28%) that they would prefer to further their studies at a PHEI. 19.19% 

of the respondents neither agree nor disagree. 

 

4.4.23 Important people in my life say I ought to study at a Private 
Higher Education Institution  

This measure seeks to determine if significant people in the respondents' lives 

say that they ought to study at a PHEI.  

 
Figure 35: Measurement item SN1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 35 above shows that 20.06% of the respondents strongly agree, and 

36.92% agree that important people in their lives say that they ought to study at 

a PHEI. 32.27% of the respondents neither agree nor disagree. 
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4.4.24 My family think I should study at a Private Higher Institution 
again 

This measure seeks to determine if the respondent's family thinks that they 

should study at a PHEI. 

 
Figure 36: Measurement item SN2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 36 demonstrates that 22.74% of the respondents strongly agree, and 

36.73% agree that their family thinks that they should study at a PHEI. 28.28% of 

the respondents neither agree nor disagree with the statement. 

 

4.4.25 People around me pressure me to study at a Private Higher 
Education Institution 

This measure seeks to determine if people around the respondents pressure 

them to study at a PHEI. 

 
Figure 37: Measurement item SN3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 37 indicates that of the respondents, 14.53% strongly agree, 21.22% 

agree, 30.23% neither agree nor disagree, and 10.17% disagree that people 

around them pressure them to study at a PHEI. 
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4.4.26 Private Higher Education Institutions’ social media marketing 
activities influence my intention to enrol 

This measure seeks to determine if PHEIs’ SMM activities influence the 

respondent's intention to enrol.  

 
Figure 38: Measurement item SMM1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 38 above showcases that of the total responses, 15.70% strongly agree, 

36.63% agree, 27.33% neither agree nor disagree, and 15.12% disagree that 

PHEIs’ SMM activities influence their intention to enrol. 

 

4.4.27 Private Higher Educations Institutions’ social media 
marketing activities increased my brand awareness regarding 
the institution 

This measure seeks to determine if the PHEIs’ SMM activities increased their 

brand awareness regarding the institution. 

 
Figure 39: Measurement item SMM2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 39 indicates that 18.90% of the respondents strongly agree, and 45.93% 

agree that PHEIs’ SMM activities increased their brand awareness regarding the 

institution. 22.97% of the respondents neither agree nor disagree with the 

statement. 
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4.4.28 Private Higher Education Institutions’ social media marketing 
activities influenced my brand association 

This measure seeks to determine if PHEIs’ SMM activities increased their brand 

association with the institution. 

 
Figure 40: Measurement item SMM3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 40 demonstrates that 15.41% strongly agree, and 41.28% agree that 

PHEIs’ SMM activities increased their brand association regarding the institution. 

27.91% of the respondents neither agree nor disagree with the statement. 

 

4.4.29 Private Higher Education Institutions’ social media marketing 
activities influenced my perception regarding the quality of 
their offering 

This measure seeks to determine if PHEIs’ SMM activities influenced the 

respondent's perception concerning the quality of the PHEIs’ offerings. 

 
Figure 41: Measurement item SMM4 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 41 above indicates that 16.86% strongly agree and 49.42% agree that 

PHEIs’ SMM activities influenced their perception regarding the quality of the 

PHEIs’ offering. 24.13% of the respondents neither agree nor disagree that 

PHEIs’ SMM activities influenced their perception regarding the quality of the 

PHEIs’ offerings. 
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4.4.30 I plan to enrol at a Private Higher Education Institution in the 
future 

This measure seeks to determine if the respondents plan to enrol at a PHEI in 

the future. 

 
Figure 42: Measurement item INT1 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 42 indicates that most of the respondents strongly agree (22.97%) and 

agree (43.60%) that they plan to enrol at a PHEI in the future. 22.38% of the 

respondents neither agree nor disagree that they plan to enrol at a PHEI in the 

future. 

 

4.4.31 I intend to enrol at a Private Higher Education Institution in the 
future 

This measure seeks to determine the respondents’ intent to enrol at a PHEI in 

the future. 

 
Figure 43: Measurement item INT2 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 43 above showcases that 22.67% strongly agree, and 45.35% agree that 

they intend to enrol at a PHEI in the future. 22.97% of the respondents neither 

agree nor disagree that they intend to enrol at a PHEI in the future. 
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4.4.32 I expect to enrol at a Private Higher Education Institution in the 
future 

This measure seeks to determine if the respondents expect to enrol at a PHEI in 

the future. 

 
Figure 44: Measurement item INT3 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 44 demonstrates that the bulk of the respondents strongly agree (22.38%) 

and agree (44.19%) that they intend to enrol at a PHEI in the future. 24.13% of 

the respondents neither agree nor disagree that they intend to enrol at a PHEI in 

the future. 

 

4.4.33 I would be able to enrol at a Private Higher Education 
Institution in the future 

This measure seeks to determine if the respondents would be able to enrol at a 

PHEI in the future. 

 
Figure 45: Measurement item INT4 
Source: Derived from questionnaire results using SmartPLS (2024) 

Figure 45 above indicates that the bulk of the respondents strongly agree 

(22.38%) and agree (52.33%) that they would be able to enrol at a PHEI in the 

future. 20.35% of the respondents neither agree nor disagree that they would be 

able to enrol at a PHEI in the future.  
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4.5 Validity assessment 

Convergent and discriminant validity were used to evaluate the validity. 

4.5.1 Convergent validity 

Convergent validity was assessed using the factor loading for each item of the 

research variables, item-to-total correlation values and Average Variance 

Extracted (AVE). Tables 5 – 7 below illustrate that all items to total correlation 

values, the majority of the factor loadings and all the AVE variables are well above 

the required threshold. This indicates that all of the items had convergent validity, 

meaning they explained at least 50% of the corresponding study variable, which 

is what they were supposed to test. 

4.5.1.1 Item loading per variable 

To find underlying causes that explain the correlations between the particular 

variables, the item loading for each variable was examined. Through item loading, 

the researcher can determine the degree to which a given variable is influenced 

by a given underlying factor; a high positive value (closer to 1) indicates a 

significant influence from the factor, a high negative value (closer to -1) suggests 

a strong inverse correlation and a value close to zero indicates little to no 

influence from the factor (Shrestha, 2021). Table 11 below indicates that there is 

a high positive value between the nine (9) items/factors and their respective 

variables, indicating a strong loading on each item’s/factor’s intended variable. 

The highest positive value is “intention”, with INT2 having a positive value of 

0.941, and the weakest positive value is “subjective” norms, with SN3 having a 

positive value of 0.712. 
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Table 11: Item loading per variable 
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Source: Data calculated from the questionnaire results using SmartPLS4 (2024) 
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4.5.1.2 Item to correlation values 

Item-to-correlation was reviewed in order to gauge how well a single item on a 

test connects to the whole test result (Daud, Khidzir, Ismail and Abdullah, 2018). 

A positive correlation (0.2 to 1) suggests that a higher score on an individual item 

tends to correspond with a higher total test score; hence, the strength of the 

correlation determines how well the item aligns with what the test is trying to 

measure (Daud et al., 2018). The item measures the target construct effectively 

if the score falls between 0.2 and 0.39, and it strongly measures the intended 

construct if the score falls between 0.4 and above, which is considered an 

excellent correlation (Beavers, Lounsbury, Richards, Huck, Skolits & Esquivel, 

2019). A negative correlation is concerning as it indicates that higher scores on 

the individual item are associated with lower total test scores, which may indicate 

a scoring error or a fundamentally flawed item that needs to be removed (Beavers 

et al., 2019). Table 12 below indicates that most test items strongly measure the 

intended construct, as most scores fall between 0.4 and above. The highest 

positive value is the item/factor “brand loyalty” and “perceived behavioural 

control”, with a score of 0.805, with the weakest positive value being the 

item/factor “brand awareness” and “social media marketing” with 0.335. 

Table 12: Item to correlation values 

 

Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.5.1.3 Average variance extracted 

AVE was reviewed to measure the validity of constructs to identify how strongly 

each indicator is related to the underlying construct; a higher or stronger AVE 

score is commonly more ideal and is indicated by an AVE score of between 0.5 

and 1 (Hair, Hult, Ringle, Sarstedt, Danks & Ray, 2021). As indicated below, in 

Table 13, all the AVE scores reveal a relatively high/strong representation of the 

latent construct by the item identified, as all the indicators have a variance 

extracted estimate of above 0.5 (Hair et al., 2021). The results of AVE indicate 

that “Intention” has the highest value, with an AVE score of 0.797, and “Brand 

Awareness” has the lowest value, with an AVE score of 0.631. Thus, the variables 

meet the convergent validity measure. 

  

Table 13: Average variance extracted 

 

Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.6 Discriminant validity 

Discriminant validity was measured utilising an inter-construct correlation matrix 

and shared variance versus each construct's AVE. Tables 14 and 15 below 

illustrate that all the measurement items are well above the required threshold. 

This indicates that each respective measurement item measures what it is 

intended to measure (Driver & Maslakçi, 2020). Henceforth, it can be deduced 

that most measurement items are different from each other; therefore, there is 

convergent and discriminant validity with a coefficient score average below 0.85. 

Additionally, collinearity measures were reviewed to measure the degree to which 

independent variables in the model are correlated (Park and Yi, 2023), which 

were found to have a trivial amount of Collinearity throughout.  

 

4.6.1.1 Inter-construct correlation matrix 

To assess the relationships between different theoretical constructs, an inter-

construct correlation matrix was actioned as it assists in determining the 

correlations between all the constructs to identify if the constructs being 

measured are distinct from each other to accurately assess discriminant validity 

(Roemer, Schuberth & Henseler, 2021). The recommended threshold value to 

measure the strength of the correlation between constructs ranges from 0.85 to 

0.9 (Roemer et al., 2021). A value of 0.90 or higher is considered very strong; 

0.70 to 0.89 is a strong positive correlation; 0.50 to 0.69 is a judicious positive 

correlation; -0.50 to -0.69 is moderate to negative; -0.70 to -0.89 is strong 

negative correlation and -0.90 or lower a very strong negative correlation (Dijkstra 

& Henseler, 2015). A very strong correlation possibly indicates that the constructs 

are measuring the same thing (Dijkstra & Henseler, 2015).  

 

The results, as indicated in Table 14 below, of the inter-construct correlation 

matrix, indicate a range value of between 0.401 (Social Media and Brand 
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Association) and 0.944 (Perceived Behavioural Control and Attitudes). Only two 

constructs tested over 1 (1.007), these being Perceived Behavioural control and 

Brand Loyalty. Most constructs fall within the threshold of a strong positive 

correlation and a moderate positive correlation. Thus indicating that the 

measured constructs are distinct from each other and accurately assess 

discriminant validity. 

 

Table 14: (Heterotrait-Monotrait Ratio – Matrix/Inter-construct correlation 
matrix) 

 

Attitudes  
Brand 

Association  
Brand 

Awareness  
Brand 

Loyalty  

Intention 
to enrol at 

PHEI  

Perceived 
Behaviour
al Control  

Perceived 
Quality  

Social 
Media 

Marketing  
Subject 

Norm  

Brand 
Loyalty x 

Social 
Media 

Marketing  
Attitudes  

          

Brand 
Association  

0.745  
         

Brand 
Awareness  

0.509  0.617  
        

Brand 
Loyalty  

0.931  0.797  0.575  
       

Intention to 
enrol at 
PHEI  

0.849  0.552  0.547  0.773  
      

Perceived 
Behavioural 
Control 

0.944  0.725  0.664  1.007  0.858  
     

Perceived 
Quality 

0.814  0.861  0.486  0.872  0.632  0.806  
    

Social 
Media 
Marketing 

0.491  0.401  0.387  0.520  0.533  0.482  0.376  
   

Subject 
Norm  

0.740  0.578  0.492  0.760  0.731  0.709  0.607  0.637  
  

Brand 
Loyalty x 
Social 
Media 
Marketing 

0.171  0.101  0.097  0.149  0.163  0.149  0.084  0.059  0.036  
 

Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.6.1.2 Collinearity statistic (VIF) 

Collinearity measures were reviewed to evaluate the degree to which 

independent variables in the model are associated. A variance inflation factor 

(VIF) between 1 and 5 is regarded as a low Collinearity, indicating that there is a 

small amount of collinearity, which is not problematic; moderate Collinearity 

values are between 5 and 10, suggesting that the collinearity may be a concern, 

and it may be worth investigating further; whereas a high Collinearity value is 

greater than 10, indicating that it can distort regression results and may 

necessitate remedial action (Park and Yi, 2023). The findings reflect that only one 

of the thirty-four variables has a VIF of more than 5 (INT2 = 5.970), as indicated 

in Table 15 below, the majority (all except one) of the independent variables in 

this model have a VIF of between 1 and 5; therefore, it can be deduced that there 

is a small amount of Collinearity throughout. 

Table 15: Collinearity statistic  
 VIF  
ATT1  2.076  
ATT2  2.012  
ATT3  2.305  
BA1  1.327  
BA2  2.263  
BA3  1.578  
BA4  2.141  
BAS1  1.646  
BAS2  1.766  
BAS3  1.331  
BL1  2.161  
BL2  2.065  
BL3  1.741  
BL4  1.738  
INT1  4.099  
INT2  5.970  
INT3  4.860  
INT4  1.689  
PBC1  1.554  
PBC2  1.379  
PBC3  1.704  
PQ1  2.213  
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PQ2  2.847  
PQ3  2.225  
PQ4  2.224  
PQ5  1.553  
SMM1  2.311  
SMM2  2.209  
SMM3  3.142  
SMM4  1.972  
SN1  2.199  
SN2  2.156  
SN3  1.417  
Brand Loyalty x Social Media Marketing  1.000  

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

 

4.7 Reliability assessment 

4.7.1 Cronbach Alpha Test 

One of the most prevalent methods for measuring internal consistency is 

Cronbach's coefficient, which asserts that the measurement scale's reliability 

increases with its alpha level (Sürücü & Maslakçi, 2020). As seen below in Table 

14, all the Cronbach Alpha values exceed the recommended threshold of 0.6, as 

suggested by Kolade and Adekunle (2022). The measurement item/factor with 

the highest Cronbach Alpha value is “Intention”, with a value of 0.913, and the 

measurement items/factors with the lowest Cronbach Alpha value are “Brand 

Association” and “Perceived behavioural Control” with a value of 0.749. 

Henceforth, it can be denoted that all the measurement scales can be deemed to 

have strong internal consistency. 
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4.7.2 Composite reliability 

An appropriate Composite reliability (CR) value in reliability analysis must be 

more than 0.7 (Hair et al., 2021). In essence, there is no distinction between CR 

(rho_c) and CR (rho_a), since they evaluate a construct's internal consistency; 

hence, they both gauge how effectively survey measurement items capture the 

underlying idea that they are intended to capture (Hair et al., 2021). As for CR 

[(rho_a) and (rho_c)], Table 16 below points out that the values all surpass the 

recommended 0.7. CR values for all variables. The measurement item/factor with 

the highest CR value is “Intention”, with values of 0.924 (rho_a) and 0.940 

(rho_c), and the measurement items/factors with the lowest CR value is “Brand 

Association” with values of 0.770 (rho_a) and 0.856 (rho_c). Henceforth, it can 

be denoted that all the survey measurement items effectively capture the 

underlying idea that they are intended to capture.  

 

Table 16: Reliability measurement 

 
Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.8 Model fit 

4.8.1 Standardised Root Mean Square Residual (SRMR) 

The SRMR measures how effectively the model reproduces the real associates 

between the different variables in the data, which is accomplished by examining 

the variance between the correlation matrix suggested by the estimated model 

(predicted data) and the correlation matrix based on your observations (observed 

data) (Ximénez, Maydeu-Olivares, Shi & Revuelta, 2022). A high SRMR indicates 

that the model is not precisely describing the observed data, whereas a low 

SRMR indicates that the model efficiently reflects the underlying connections in 

the data (Ximénez et al., 2022). Table 17 indicates that the model can be deemed 

well-fitting as it has an SRMR score of less than 0.08 (Ximénez et al., 2022). 

 

Table 17: Model fit tests 

 

Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.8.2 R-square 

The primary indicator of a regression model's goodness of fit is R-squared (R²), 

which shows how well the independent variables account for the variability of the 

dependent variable, ultimately measuring the overall goodness of fit of the model 

(Gao, 2024). An R² value close to zero (0) indicates that the model does not 

explain much of the variability, whereas an R² value close to one (1) indicates a 

strong model fit, explaining a large proportion of the variability (Gao, 2024). Table 

18 below indicates that brand awareness has the lowest R² value of 0.112, and 

intention to enrol at a PHEI has the highest R² value of 0.659. Overall, the 

goodness of fit of the model is relatively strong. 

Table 18: R-square 

 
R-square  R-square adjusted  

Attitudes  0.540  0.536  

Brand Association  0.115  0.112  

Brand Awareness  0.112  0.110  

Intention to enrol at PHEI  0.659  0.653  

Perceived Behavioural Control  0.521  0.517  

Perceived Quality  0.118  0.115  

Subject Norm  0.355  0.349  

Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.8.3 F-square 

An evaluation of the strength of the correlation between variables using f-square 

is the interpretation of the f-square value (Lukman, 2022). A small f-square value 

is 0.02; a medium value is 0.15; and a high value is 0.35, whereas values below 

0.02 can be disregarded or regarded as insignificant (Lukman, 2022). As 

indicated in Table 19 below, four of the variables have values below 0.02, 

therefore being insignificant; twelve of the variables have values of between 0.02 

and 0.14; and two variables have a value of more than 0.15.  

Table 19: F-square 
Variables F-square  

Attitudes -> Intention to enrol at PHEI 0.111  

Brand Association -> Attitudes 0.027  

Brand Association -> Perceived Behavioural Control 0.004  

Brand Association -> Subject Norm 0.013  

Brand Awareness -> Attitudes 0.025  

Brand Awareness -> Perceived Behavioural Control 0.125  

Brand Awareness -> Subject Norm 0.048  

Brand Loyalty -> Intention to enrol at PHEI 0.001  

Perceived Behavioural Control -> Intention to enrol at PHEI 0.089  

Perceived Quality -> Attitudes 0.332  

Perceived Quality -> Perceived Behavioural Control 0.272  

Perceived Quality -> Subject Norm 0.110  

Social Media Marketing -> Brand Association 0.130  

Social Media Marketing -> Brand Awareness 0.126  

Social Media Marketing -> Intention to enrol at PHEI 0.029  

Social Media Marketing -> Perceived Quality 0.134  

Subject Norm -> Intention to enrol at PHEI 0.056  

Brand Loyalty x Social Media Marketing -> Intention to enrol at PHEI  0.006  

Source: Calculated from the questionnaire results using SmartPLS4 (2024) 
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4.9 Hypothesis testing 

The findings of this study's hypothesis test are displayed below. According to 

Ramayah, Cheah, Chuah, Ting and Memon (2018), the route coefficients show 

how strongly the dependent and independent variables are related. Using Smart 

PLS 4 and the conceptual model presented in Chapter 2, the hypothesis was 

evaluated to see how the latent variables related to one another. This study 

employs a t-value threshold of 1.96 with a 5% level of significance to support the 

hypothesis. The t-test and tables 11–27, which display the hypotheses examined 

in this study, the t-value, the p-value, and whether or not the hypotheses are 

supported, are graphically represented in this part. 
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Figure 46: Findings of hypothesis testing  
Source: Own compilation (2024) 
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4.10 Path coefficient overview 

A breakdown of the path coefficient per hypothesis follows. 

4.10.1 Brand awareness and perceived behavioural control 

Table 20 below indicates that the t-value of H1 is 6.006, indicating a significant 

correlation between brand awareness and perceived behavioural control. The p-

value indicates a 0.000 level of confidence, demonstrating that the hypothesis is 

supported and significant. Thus, this indicates that brand awareness influences 

Gen Z’s perceived behavioural control in SMM strategies in the intention to enrol 

at a PHEI. 

 

Table 20: Brand awareness and perceived behavioural control hypothesis 
testing 

 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.2 Brand awareness and attitudes 

As shown in Table 21, the t-value of H2 is 2.718, indicating a significant 

correlation between brand awareness and attitudes. The p-value displays a 0.007 

level of confidence, indicating that the hypothesis is endorsed and significant. 

Therefore, this indicates that brand awareness influences Gen Z’s attitudes 

toward SMM strategies in the intention to enrol at a PHEI. 

Table 21: Brand awareness and attitudes hypothesis testing 

 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

 

4.10.3 Brand awareness and subjective norm 

As shown in Table 22, the t-value of H3 is 3.717, indicating a significant 

correlation between brand awareness and attitudes. The p-value displays a 0.000 

level of confidence, confirming that the hypothesis is supported and significant. 

Therefore, this indicates that brand awareness influences Gen Z’s subjective 

norms in SMM strategies in the intention to enrol at a PHEI. 

Table 22: Brand awareness and subjective norm hypothesis testing 

 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.4 Brand association and perceived behavioural 
control 

As shown in Table 23, the t-value of H4 is 0.968, suggesting that there is no 

substantial correlation between brand association and perceived behavioural 

control. The p-value displays a 0.333 level of confidence, indicating that the 

hypothesis is not supported and there is no significance. Consequently, this 

indicates that brand association does not influence Gen Z’s perceived 

behavioural control in SMM strategies in the intention to enrol at a PHEI. 

Table 23:  Brand association and perceived behavioural control hypothesis 
testing 

 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

4.10.5 Brand association and attitudes 

As shown in Table 24, the t-value of H5 is 2.717, indicating a significant 

correlation between brand association and attitudes. The p-value exhibits a 0.007 

level of confidence, demonstrating that the hypothesis is supported and 

significant. Consequently, this indicates that brand association influences Gen 

Z’s attitudes toward SMM strategies in the intention to enrol at a PHEI. 

Table 24: Brand association and attitudes hypothesis testing 

 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.6 Brand association and subjective norms 

As shown in Table 25, the t-value of H6 is 1.724, proposing that there is no 

significant correlation between brand association and subjective norms. The p-

value exhibits a 0.085 level of confidence, demonstrating that the hypothesis is 

not supported and there is no significance. Thus, this indicates that brand 

association does not influence Gen Z’s subjective norms in SMM strategies in the 

intention to enrol at a PHEI. 

Table 25: Brand association and subjective norms hypothesis testing 

 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

4.10.7 Perceived quality and perceived behavioural control 

As shown in Table 26, the t-value of H7 is 8.207, indicating a significant 

correlation between perceived quality and perceived behavioural control. The p-

value displays a 0.000 level of confidence, indicating that the hypothesis is 

supported and significant. Consequently, this indicates that perceived quality 

influences Gen Z’s perceived behavioural control in SMM strategies in the 

intention to enrol at a PHEI. 

Table 26: Perceived quality and perceived behavioural control hypothesis 
testing 

Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.8 Perceived quality and attitudes 

Table 27 below indicates that the t-value of H8 is 8.953, indicating a s significant 

correlation between perceived quality and attitudes. The p-value displays a 0.000 

level of confidence, demonstrating that the hypothesis is supported and 

significant. Therefore, this indicates that perceived quality influences Gen Z’s 

attitudes toward SMM strategies in the intention to enrol at a PHEI. 

Table 27: Perceived quality and attitudes hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

4.10.9 Perceived quality and subjective norms 

Table 28 indicates that the t-value of H9 is 5.094, indicating a significant 

correlation between perceived quality and subjective norms. The p-value displays 

a 0.000 level of confidence, indicating that the hypothesis is supported and 

significant. Consequently, this indicates that perceived quality influences Gen Z’s 

subjective norms in SMM strategies in the intention to enrol at a PHEI. 

Table 28: Perceived quality and subjective norms hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.10  Perceived behavioural control and behavioural 
intention 

As shown in Table 29, the t-value of H10 is 4.857, indicating a significant 

correlation between perceived behavioural control and intention. The p-value 

demonstrates a 0.000 level of confidence, signifying that the hypothesis is 

supported and significant. Hence, this indicates that perceived behavioural 

control influences Gen Z’s intention in SMM strategies in the intention to enrol at 

a PHEI. 

Table 29: Perceived behavioural control and behavioural intention 
hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

4.10.11  Attitudes and behavioural intention 

As shown in Table 30, the t-value of H11 is 4.881, indicating a significant 

correlation between attitudes and intention. The p-value displays a 0.000 level of 

confidence, signifying that the hypothesis is proven and substantial. 

Consequently, this indicates that attitudes influence Gen Z’s behavioural intention 

in SMM strategies in the intention to enrol at a PHEI. 

Table 30: Attitudes and behavioural intention hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.12  Subjective norms and behavioural intention 

As shown in Table 31, the t-value of H12 is 4.233, indicating a significant 

correlation between subjective norms and intention. The p-value demonstrates a 

0.000 level of confidence, signifying that the hypothesis is verified and 

substantial. Consequently, this indicates that subjective norms influence Gen Z’s 

behavioural intention in SMM strategies in the intention to enrol at a PHEI. 

Table 31: Subjective norms and behavioural intention hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

 

4.10.13  Social media marketing and brand awareness 

As shown in Table 32, the t-value of H13 is 6.904, indicating a significant 

correlation between SMM and brand awareness. The p-value displays a 0.000 

level of confidence, indicating that the hypothesis is proven and significant. Thus, 

this indicates that SMM influences Gen Z’s brand awareness in the intention to 

enrol at a PHEI. 

Table 32: Social media marketing and brand awareness hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.14  Social media marketing and brand association 

Table 33 indicates that the t-value of H14 is 5.613, indicating a significant 

correlation between SMM and brand association. The p-value displays a 0.000 

level of confidence, demonstrating that the hypothesis is endorsed and 

significant. Hence, this indicates that SMM influences Gen Z’s brand association 

in the intention to enrol at a PHEI. 

Table 33: Social media marketing and brand association hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

4.10.15  Social media marketing and perceived quality 

As shown in Table 34, the t-value of H15 is 6.176, indicating a significant 

correlation between SMM and perceived quality. The p-value exhibits a 0.000 

level of confidence, indicating that the hypothesis is supported and substantial. 

Consequently, this indicates that SMM influences Gen Z’s perceived quality in 

the intention to enrol at a PHEI. 

Table 34: Social media marketing and perceived quality hypothesis testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.10.16  Social media marketing and behavioural intention 

As shown in Table 35, the t-value of H16 is 2.736, indicating a significant 

correlation involving SMM and intention. The p-value displays a 0.005 level of 

confidence, demonstrating that the hypothesis is verified and significant. Hence, 

this indicates that SMM influences Gen Z’s intention to enrol at a PHEI. 

Table 35: Social media marketing and behavioural intention hypothesis 
testing 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 

4.10.17 Brand loyalty and behavioural intention 

As shown in Table 36, the t-value of H17 is 0.633, suggesting that there is no 

substantial correlation between brand loyalty and behavioural intention. The p-

value displays a 0.527 level of confidence, demonstrating that the hypothesis is 

not supported and there is no significance. Consequently, this indicates that 

brand loyalty does not influence Gen Z’s behavioural intention in SMM strategies 

in the intention to enrol at a PHEI. 

Table 36: Brand loyalty and behavioural intention 

 
Source: Extracted from the questionnaire results using SmartPLS4 (2024) 
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4.11 Summary of the results 

Following a discussion of the findings from the completed surveys, this chapter 

identified the participants' descriptive statistics. The research project satisfied the 

criteria and threshold for Cronbach Alpha, composite reliability, convergent 

validity, and discriminant validity. Additionally, reliability and validity assessments 

were reviewed and noted. SEM was performed with the Smart PLS 4 program, 

where hypothesis testing was conducted. The results showed that the 

hypotheses H1, H2, H3, H5, H7, H8, H9, H10, H11, H12, H13, H14, H15 and H16 

were supported and significant, and H4, H6 and H17 indicated no significant 

relationship and were not supported. The weakest relationship between the 

hypotheses was shown to be brand association and perceived behavioural 

control, with a t-value of 0.968, and brand loyalty and behavioural intention, with 

a t-value of 0.633, respectively. The most robust and significant correlation 

between the hypotheses was shown to be perceived quality and perceived 

behavioural control with a t-value of 8.207 and perceived quality and attitudes 

with a t-value of 8.953, respectively. It can be concluded that the majority of the 

hypotheses (14 of the 17) are supported and significant.  
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CHAPTER 5. DISCUSSION OF RESULTSX 

5.1 Introduction 

An evaluation of the demographic findings and the nine tested hypotheses is 

provided in the next chapter; namely, perceived quality, brand association, 

perceived behavioural control, brand awareness, brand loyalty, attitudes, 

subjective norms, SMM, and intention using SmartPLS4 as a result of the main 

findings gathered in Chapter 4. Supporting literature is also integrated. 

 

5.2 Demographic profile of respondents 

The analysis of the descriptive statistics of the demographic profiles indicated 

that a bulk of respondents (66.25%) were aged between 18 – 23 years of age, 

followed by the 27 – 28 years group, while on the other hand, only 12.5% were 

between 24 – 26 years of age. This signifies that all respondents were inclusive 

of Generation Z, and the majority of the respondents were in the core age group 

of between 18 and 26 years of age, which is all-encompassing of Generation Z, 

which was born after 1995 (Shams, Rehman, Samad & Oikarinen, 2020). The 

respondents' education level indicated that most respondents (62%) had 

obtained matric, whereas only 7.5% had obtained a higher certificate. 11.75% 

obtained a diploma, whereas 9.75% obtained a degree. Notably, 9% had 

obtained an Honours or Higher. This is supported by Dolot (2018), who posits 

that Gen Z falls into the category of prospective students, registered students, 

alumni or those who have recently entered the labour market.  

The bulk of the respondents (72%) indicated that they are aware of PHEI’s SMM 

campaigns, whereas 28% of the respondents are not; 93.75% of the respondents 

indicated that they are actively using social media; and the majority of the 

respondents (75%) had been using social media for five years or more, whereas 
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21% of the respondents for 2 – 4 years and only 4% for 1 year or less, which is 

supported by Powell et al. (2021), who postulate that Gen Z is techno-savvy, 

civically engaged, entrepreneurial, and concerned about social justice. The 

majority of respondents (69.75%) are active on 1 – 3 social media platforms, with 

19% being active on 4 social media platforms and the rest (11.25%) being active 

on 5 or more social media platforms, whereas the majority of respondents 

(69.75%) follow 1 – 4 PHEI’s social media pages and 5.50% follow 5 or more 

PHEI’s social media pages, whereases 24.75% do not follow any PHEI’s social 

media page.  

This is maintained by Bieleń and Kubiczek (2020), who put forward that adults in 

the 18 to 29 age range (Gen Z) use social media on some level. Mosca et al. 

(2019) further support this as they assert that Gen Z effortlessly and continuously 

sources, verifies and shares information with others via social media and or 

communication devices.  
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5.3 Hypotheses discussion  

A summary of the hypotheses examined in this study is shown in Table 37 below. 

Table 37: Hypotheses testing summary 

Hypothesis Relationship T statistics  P values Result 

H1 
Brand Awareness -> 
Perceived Behavioural 
Control 

6.006 0.000 Supported and 
Significant 

H2 Brand Awareness -> 
Attitudes 2.718 0.007 Supported and 

Significant 

H3 Brand Awareness -> 
Subjective Norms 3.717 0.000 Supported and 

Significant 

H4 
Brand Association -> 
Perceived Behavioural 
Control 

0.968 0.333 Not Supported 

H5 Brand Association -> 
Attitudes 2.717 0.007 Supported and 

Significant 

H6 Brand Association -> 
Subjective Norms 1.724 0.085 Not Supported 

H7 
Perceived Quality -> 
Perceived Behavioural 
Control 

8.207 0.000 Supported and 
Significant 

H8 Perceived Quality -> 
Attitudes 8.953 0.000 Supported and 

Significant 

H9 Perceived Quality -> 
Subjective Norms 5.094 0.000 Supported and 

Significant 

H10 Perceived Behavioural 
Control -> Intention 4.857 0.000 Supported and 

Significant 

H11 Attitudes -> Intention 4.881 0.000 Supported and 
Significant 

H12 Subjective Norms -> 
Intention 4.233 0.000 Supported and 

Significant 

H13 Social Media Marketing -
> Brand Awareness 6.904 0.000 Supported and 

Significant 

H14 Social Media Marketing -
> Brand Association 5.613 0.000 Supported and 

Significant 

H15 Social Media Marketing -
> Perceived Quality 6.176 0.000 Supported and 

Significant 

H16 Social Media Marketing -
> Intention 2.736 0.005 Supported and 

Significant 

H17 Brand Loyalty -> 
Intention 0.633 0.608 Not Supported 

Source: Derived from questionnaire results using SmartPLS4 (2024) 
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5.3.1 Discussion on brand awareness and perceived 
behavioural control 

H1 projected a positive correlation between brand awareness and perceived 

behavioural control. With a t-value of 6.006 and a p-value of 0.000 at the level of 

confidence, there is a strong correlation between perceived behavioural control 

and brand awareness; as a result, this link is validated and deemed significant. It 

can, consequently, be established that brand awareness and perceived 

behavioural control incorporated in PHEI SMM strategies substantially influence 

Gen Z’s intention to enrol at a PHE. 

This aligns with a study by Teng and Huang (2022), who discovered that brand 

awareness positively influences engagement (which is in the control of the 

consumer). Moreover, the discoveries are similar to the study conducted by Aga 

(2023), signifying that there is a substantial positive link between the level of 

awareness and perceived behavioural control with regard to behavioural 

intentions. Furthermore, the findings of a study by Hasan and Suciarto (2020) 

prove that brand awareness and perceived behavioural control notably affect 

behavioural intentions. Finally, a study by Azzari and Pelissari (2021) confirms 

that brand awareness accompanied by perceived quality, perceived behavioural 

control, brand associations, and brand loyalty leads to purchase intention (Azzari 

& Pelissari, 2021). 

In conclusion, it is evident that brand awareness and perceived behavioural 

control are related, based on both the results of this study and previous research. 

This signifies that among Gen Zs in SA, the sounder the brand awareness and 

perceived behavioural control in SMM strategies, the more positive the impact on 

their intention to enrol at a PHEI. Brand awareness and perceived behavioural 

control have a direct impact on the enrollment intention at PHEIs among Gen Zs 

in SA.  
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5.3.2 Discussion pertaining to brand awareness and 
attitudes 

According to H2, attitudes and brand awareness are positively correlated. With a 

t-value of 2.718 and a p-value of 0.007 at the level of confidence, the association 

between brand awareness and attitudes is robust and is, therefore, supported 

and deemed significant. It can be established that there is a direct positive 

correlation between brand awareness and attitudes in PHEI SMM strategies that 

have an influence on Gen Z’s intention to enrol at a PHEI.  

This is coherent with a preceding study by Pinar, Girard and Basfirinci in 2020, 
confirming that brand awareness has a substantial direct effect on brand 
association, attitude, reputation and brand loyalty. A study by Omoruyi and 
Chinomona in 2019 confirms that a significant level of brand awareness 
enhances brand attitudes, improves strategic value, allows for opportunities for 
brand extension and protection from competitors, and enhances consumer 
preferences, purchase intentions, and customer loyalty.  

Wu et al. (2020) further confirm this as their study found that brand awareness, 
brand trust, perceived quality, and perceived behavioural control are the critical 
precursors of brand loyalty; brand attitudes positively affect brand loyalty, which 
further influences brand equity, which positively influences behavioural intention. 
Furthermore, the findings of a study by Pratama, Hamidi and Cahyono (2023) 
prove that there is a direct correlation between brand awareness and behavioural 
intention, with attitudes playing a critical mediating role in the relationship 
between awareness and intention. Ultimately, a study by Surianto et al. (2020) 
found that a marketing campaign’s impact on behavioural intention is significantly 
influenced by campaigns that are mediated by brand awareness, customer 
attitudes, and corporate image.  

In conclusion, it is evident that brand awareness and attitudes are related, based 
on both the findings of this study and previous research. This connotes that 
among Gen Z’s in SA, the more the emphasis is placed on brand awareness and 
attitudes in SMM strategies, the more positive the impact is on their intention to 
enrol at a PHEI. Brand awareness and attitudes have a direct effect on the 
enrollment intention at PHEIs among Gen Zs in SA.  
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5.3.3 Discussion pertaining to brand awareness and 
subjective norm 

According to H3, subjective norms and brand awareness are positively 

correlated. With a t-value of 3.717 and a p-value of 0.000 degrees of confidence, 

the association between brand awareness and the subjective norm is high and 

is, therefore, validated and deemed significant. It can be determined that brand 

awareness and subjective norms in PHEI SMM strategies have a substantial 

influence on Gen Z’s intention to enrol at a PHEI.  

This correlates with a previous study by Shamsudin et al. (2022), proving that 

three factors positively influence the intention of individuals to register at an HE 

institution: brand awareness, perceived brand quality, and subjective norms have 

the most substantial relationship. The findings of a study by Hardi and Mildawati 

(2022) found that subjective norms have a substantial relationship with 

behavioural intention, and brand awareness acted as a mediator in influencing 

subjective norms on behavioural intention. The results of a study by Wu et al. 

(2020) proved that subjective norm is a critical precursor of brand attitudes, brand 

awareness is a critical precursor of brand loyalty, brand attitudes positively affect 

brand loyalty, which impacts brand equity, and brand equity positively affects 

behavioural intention. Shah et al. (2016) found that there is a relationship 

between subjective norms and brand equity (brand awareness), and consumer 

behavioural intention. Finally, Perera at al., (2020) found that brand awareness 

(brand equity) has a strong relationship with subjective norms, eWOM, and 

perceived brand credibility.  

In conclusion, the connection between brand awareness and subjective norms is 

clear from both the findings of this study and previous studies. This signifies that 

among Gen Zs in SA, the sounder the brand awareness and subjective norm in 

SMM strategies, the more positive the impact on their intention to enrol at a PHEI. 

Brand awareness and subjective norms have a direct impact on the enrollment 

intention at PHEIs among Gen Zs in SA.  
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5.3.4 Discussion pertaining to brand association and 
perceived behavioural control 

H4 proposed a positive correlation between brand association and perceived 

behavioural control. With a t-value of 0.968 and a p-value of 0.333 at the level of 

confidence, the correlation between brand association and perceived behavioural 

control – while positive – is the second weakest in the study model and is, 

therefore, not supported. It can be concluded that brand association and 

perceived behavioural control incorporated in PHEI SMM strategies have less of 

a strong influence on Gen Z’s intention to enrol at a PHEI. There is no evidence 

to conclude that having a sound brand association and perceived behavioural 

control will positively impact Gen Z’s intention to enrol at PHEIs. 

Although limited, this is contradictory to a previous study by Chen and Lin (2019), 

which found evidence supporting the arbitrating role of perceived behavioural 

control between brand association and behavioural intention. Wu et al. (2020) 

found that brand association is a critical precursor of brand attitudes; perceived 

behavioural control is a critical precursor of brand loyalty; brand attitudes 

positively affect brand loyalty, which affects brand equity; and brand equity 

positively influences behavioural intention. 

In conclusion, the findings of this study and previous research (however limited 

and contradictory) designate that there is no substantial relationship between 

perceived behavioural control and brand awareness. This signifies that among 

Gen Zs in SA, a strong brand association and perceived behavioural control in 

SMM strategies do not influence Gen Z’s intention to enrol at a PHEI. Based on 

this study, there is no evidence to conclude that brand association and perceived 

behavioural control have a positive impact on the enrollment intention at PHEIs 

among Gen Zs in SA.  
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5.3.5 Discussion pertaining to brand association and 
attitudes 

H5 suggested that attitudes and brand association are positively correlated. With 

a t-value of 2.717 and a p-value of 0.007 at the level of confidence, the correlation 

between brand association and attitudes is robust and considered substantial. It 

can be established that brand association and attitudes in PHEI SMM strategies 

have an influence on Gen Z’s intention to enrol at a PHEI.  

This is in line with a previous study by Pinar, Girard and Basfirinci (2020), that 

uncovered that there is a strong correlation between brand association and 

perceived quality, learning environment, emotional environment, attitudes and 

brand trust. A study by Gohar, Mohammadian and Seyyedi (2020) posits that 

brand association should be considered a critical factor when developing a brand 

image as it strongly influences attitude. A study done by Wu et al. (2020) found 

that brand association is a critical precursor of brand attitudes. A study by 

Ratnasari, Prajasari and Kassim (2023) confirms that there is a significant  

relationship between brand association and consumers' attitudes. The study also 

indicates that brand association has a substantial influence on purchase intention 

(behavioural intention) (Ratnasari, Prajasari & Kassim, 2023).  

In conclusion, it is evident that attitudes and brand association are related, based 

on both the findings of this study and previous research. This signifies that among 

Gen Zs in SA, the greater the brand association and attitudes in SMM strategies, 

the more positive the impact on their intention to enrol at a PHEI. Brand 

association and attitudes have a direct impact on the enrollment intention at 

PHEIs among Gen Zs in SA.  
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5.3.6 Discussion pertaining to brand association and 
subjective norms 

According to H6, brand association and subjective norms have a correlation. This 

study does not support the moderate relationship between brand association and 

subjective norms, which is the third weakest relationship in the research model 

with a t-value of 0.1.724 and a p-value of 0.085 degrees of confidence. It can be 

established that brand association and subjective norms incorporated in PHEI 

SMM strategies have less of a strong influence on Gen Z’s intention to enrol at a 

PHEI. There is no substantial evidence to conclude that having a strong brand 

association and subjective norms will positively impact Gen Z’s intention to enrol 

at PHEIs. 

This is contradictory to a previous study by Vermeulen and Seegers (2017), which 

confirms a strong relationship between brand association and subjective norms. 

A study done by Wu et al. (2020) found that brand association and subjective 

norms are the critical precursors of brand attitudes, and brand attitudes positively 

affect brand loyalty, which further influences behavioural intention.  

In inference, grounded on past literature (although contradicting but limited), and 

the conclusions of this study, the relationship between brand association and 

subjective norms is insignificant. This signifies that among Gen Zs in SA, a strong 

brand association and subjective norms in SMM strategies do not influence Gen 

Z’s intention to enrol at a PHEI. Grounded on the findings there is no clear 

indication to conclude that brand association and subjective norms have a 

positive impact on the enrollment intention at PHEIs among Gen Zs in SA.  
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5.3.7 Discussion pertaining to perceived quality and 
perceived behavioural control 

H7 proposed a  relationship between perceived quality and perceived behavioural 

control. The relationship between perceived quality and perceived behavioural 

control is extremely strong, having the second strongest correlation in this 

research model, with a p-value of 0.000 level of confidence and an 8.207 t-value; 

therefore, this relationship is maintained and significant. It can be concluded that 

perceived quality and perceived behavioural control in PHEI SMM strategies 

have an influence on Gen Z’s intention to enrol at a PHEI. 

This is in line with a previous study by Perera, Nayak and Nguyen (2020) that 

clarifies that perceived brand credibility/quality creates a positive impact on the 

determinants of brand equity combined with a level of consumer control and 

empowers a positive behavioural intention. A study by Ligaraba, Chinje-Bodiong 

and Nyagadza (2023) ascertained that there is a substantial correlation between 

perceived value/quality and peer influence/perceived behavioural control on 

behavioural intention. Furthermore, a study by Wu et al. (2020) found that 

perceived quality and perceived behavioural control are the critical precursors of 

brand loyalty, which positively influences behavioural intention. 

In summary, the outcomes of this study and previous research clearly indicate 

that there is a substantial connection between perceived behavioural control and 

perceived quality. This signifies that among Gen Zs in SA, the sounder the 

perceived quality and perceived behavioural control in SMM strategies, the more 

positive the impact on their intention to enrol at a PHEI. Perceived quality and 

perceived behavioural control have a direct influence on the enrollment intention 

at PHEIs among Gen Zs in SA.  
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5.3.8 Discussion pertaining to perceived quality and 
attitudes 

H8 proposed a positive correlation between perceived quality and attitudes. The 

correlation between perceived quality and attitudes is extremely strong, being the 

strongest correlation in this research model, with a p-value of 0.000 level of 

confidence and an 8.953 t-value; therefore, this relationship is maintained and 

found to be substantial. It can be established that perceived quality and attitudes 

in PHEI SMM strategies influence Gen Z’s intention to enrol at a PHEI. 

This is in line with a study by Mittal and Kamakura (2019) which underscores that 

perceived quality (satisfaction) plays a fundamental role in influencing customer 

attitudes, which in turn significantly influences their actual repurchase behaviour. 

This mediation pathway highlights the importance of managing and enhancing 

perceived quality to foster positive customer attitudes and behaviours. Wu et al. 

(2020) uncovered that perceived quality is a critical precursor of brand loyalty; 

and brand attitudes positively affect brand loyalty, which further influences 

behavioural intention. A study by Dam (2020) confirms this notion, as the findings 

indicate that perceived quality had a positive effect on brand preference/attitude. 

Finally, a study by Gilitwala and Nag (2021) revealed that perceived quality, 

subjective norms, and word-of-mouth have significant effects on consumers’ 

attitudes and behavioural intentions. The outcomes of the study show that 

subjective norms, perceived quality, word-of-mouth, and consumer attitudes 

highly affect consumers' purchase intention (Gilitwala & Nag, 2021).  

In conclusion, the correlation between attitudes and perceived quality is clear 

from both the findings of this study and previous research. This signifies that 

among Gen Zs in SA, the stronger the perceived quality and attitudes in SMM 

strategies, the more positive the impact on their intention to enrol at a PHEI. 

Perceived quality and attitudes directly impact the enrollment intention at PHEIs 

among Gen Zs in SA.  
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5.3.9 Discussion pertaining to perceived quality and 
subjective norms 

H9 proposed a decisive correlation between perceived quality and subjective 

norms. The relationship between perceived quality and subjective norms is 

strong, with a p-value of 0.000 level of confidence and a 5.094 t-value; therefore, 

this relationship is maintained and found to be significant. In conclusion, 

perceived quality and subjective norms in PHEI SMM strategies have an 

influence on Gen Z’s intention to enrol at a PHEI. 

This is in line with a previous study by Joo, Park and Lim (2018), indicating that 

perceived quality significantly influences users' intentions, and subjective norms 

play a moderating role in this relationship. This suggests that subjective norms 

can affect how perceived quality and value translate into behavioural intentions 

(Joo, Park & Lim, 2018). A study done by Wu et al. (2020) found that subjective 

norms is a critical precursor of brand attitudes, and perceived quality is a critical 

precursor of brand loyalty; brand attitudes positively affect brand loyalty, which 

further influences brand equity; and brand equity positively influences 

behavioural intention. Finally, a study by Gilitwala and Nag (2021) revealed that 

perceived quality, subjective norms, and word-of-mouth have significant effects 

on consumers’ attitudes and consumers’ intentions. The study's findings show 

that subjective norms, perceived quality, word-of-mouth, and consumer attitudes 

highly affect consumers' purchase intention (Gilitwala & Nag, 2021). 

In conclusion, the connection between subjective norms and perceived quality is 

clear from both the findings of this study and previous research. This signifies 

that among Gen Zs in SA, the stronger the perceived quality and subjective norms 

in SMM strategies, the more positive the impact on their intention to enrol at a 

PHEI. Perceived quality and subjective norms have a direct influence on the 

enrollment intention at PHEIs among Gen Zs in SA.  
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5.3.10 Discussion pertaining to perceived behavioural 
control and behavioural intention 

H10 proposed a positive correlation between perceived behavioural control and 

behavioural intention. The correlation between perceived behavioural control and 

behavioural intention is strong, with a p-value of 0.000 level of confidence and a 

t-value of 4.857; henceforth, this correlation is supported and significant. It can 

be concluded that perceived behavioural control in PHEI SMM strategies has an 

influence on Gen Z’s intention to enrol at a PHEI. 

This is in line with the findings of a study done by Dewberry and Jackson (2018), 

which explains that perceived behavioural control (i.e., having complete control 

of the particular situation at hand) and subjective norms (i.e., acting in a specific 

manner that is acceptable to the people close to one) play a critical role in 

behavioural intention. A study by Abdullah, Sarfraz, Arif and Azam (2018) found 

that when the level of perceived behavioural control is greater, then perceived 

behavioural constraints can have a large and positive impact on their behavioural 

intention. A study by Lihua (2022) confirms that perceived behaviour control has 

a significant impact on behavioural intention. Wu, et al. (2020) found that 

perceived behavioural control is the critical precursor of behavioural intention. A 

study by Chen, Liang, Liao and Kuo (2020) confirms that perceived behavioural 

control has a significant positive effect on purchase intention. Finally, a study by 

Ramadhani, Kusyana and Ismuni (2024) found that perceived behavioural control 

positively moderates the impact on behavioural intention. 

 

Based on past literature and the outcome of this study, the relationship between 

perceived behavioural control and behavioural intention is evident. This signifies 

that among Gen Zs in SA, the stronger the perceived behavioural control in SMM 

strategies, the more positive the impact on their intention to enrol at a PHEI. 

Perceived behavioural control has a direct effect on the enrollment intention at 

PHEIs among Gen Zs in SA.  



144 

 

5.3.11 Discussion pertaining to attitudes and behavioural 
intention 

According to H11, attitudes and behavioural intention are positively correlated. 

With a t-value of 4.881 and a p-value of 0.000 degrees of confidence, the 

association between attitudes and behavioural intention is high and is, therefore, 

supported and deemed significant. It can be deduced that attitudes in PHEI SMM 

strategies have an influence on Gen Z’s intention to enrol at a PHEI. 

The findings are in line with a previous study by Konstantoulaki et al. (2022), 

which indicates that TPB, which is inclusive of attitudes, has a positive and strong 

relationship with behavioural intention. O'Neill and Rangott (2022) found that 

attitude is a critical factor that directly and positively influences behavioural 

intention. Abdullah et al. (2018) found that attitude severely influences 

behavioural intention. A study by Rohit and Panda (2018) indicates that cause-

brand association has a positive correlation with attitudes, and attitude has a 

positive correlation with behavioural intention. Furthermore, a study by Chen et 

al. (2020) found that attitude has a significant positive effect on purchase 

intention. Wu et al. (2020) found that brand attitudes positively affect behavioural 

intention (Wu et al., 2020). Finally, a study by Lihua (2022) confirms that attitude, 

subjective norms and perceived behaviour control have a significant impact on 

behavioural intention.  

It can be deduced, based on past literature and the results of this study, that the 

relationship/correlation between attitudes and behavioural intention is pertinent. 

This signifies that the stronger the attitudes towards SMM strategies among Gen 

Zs in SA, the more positive the impact on their intention to enrol at a PHEI. 

Attitudes have an apparent impact on the enrollment intention at PHEIs among 

Gen Zs in SA.  
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5.3.12 Discussion pertaining to subjective norms and 
behavioural intention 

H12 proposed a positive correlation between subjective norms and behavioural 

intention. The correlation between subjective norms and behavioural intention is 

strong, with a p-value of 0.000 level of confidence and a t-value of 4.233; 

therefore, this correlation is proven and found to be pertinent. It can be concluded 

that subjective norms in PHEI SMM strategies have an influence on Gen Z’s 

intention to enrol at a PHEI. 

This correlates with a previous study by Abdullah et al. (2018), which indicates 

that when subjective norms (social pressure) is combined with personal incentive, 

behavioural intention is more likely to be significantly impacted. A study by Wu et 

al. (2020) concludes that subjective norms positively influence behavioural 

intention. A study by Chen et al. (2020) found that attitude, subjective norms, and 

perceived behavioural control of consumers have a significant positive effect on 

behavioural intention. A study by Gilitwala and Nag (2021) confirms that 

perceived quality, subjective norms, and word-of-mouth have a significant impact 

on consumers’ attitudes and behavioural intentions. A study by Hardi and 

Mildawati (2022) found that subjective norms have a significant relationship with 

behavioural intention, and brand awareness acted as a mediator in influencing 

subjective norms on behavioural intention. A study by Lihua (2022) found that 

subjective norms have a significant impact on behavioural intention. A study by 

Adwan (2020) found that subjective norms have positive significant relationships 

with behavioural intention. Finally, a study by Santosa (2021) demonstrated a 

significant relationship between subjective norms and perceived behavioural 

control on behavioural intention.  

In conclusion, subjective norms and behavioural intention are related, based on 

both the results of this study and previous studies. This signifies that among Gen 

Zs in SA, the stronger the subjective norms in SMM strategies, the more positive 

the impact on their intention to enrol at a PHEI. Subjective norms have an effect 

on the enrollment intention at PHEIs among Gen Zs in SA.  
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5.3.13 Discussion pertaining to social media marketing 
and brand awareness 

H13 proposed a positive correlation between SMM and brand awareness. The 

correlation between SMM and brand awareness is strong, with a p-value of 0.000 

level of confidence and a t-value of 6.904; therefore, this relationship is 

maintained and significant. It can be concluded that SMM influences Gen Z’s 

brand awareness in the intention to enrol at a PHEI. 

This is in line with a previous study by Maria et al. (2019), which indicates that 

the use of SMM through Facebook, Instagram and the official website has had a 

real and positive effect on building brand awareness that is able to touch 

consumers; henceforth, SMM has a positive and significant impact on brand 

awareness. Furthermore, a study by Jayasuriya (2022) found that SMM has a 

strong effect on CBBE, which is inclusive of brand awareness. Warbung et al. 

(2023) found that there is a positive correlation between SMM and brand 

awareness, brand association, perceived quality, and brand loyalty. SMM has a 

positive and significant influence on brand awareness and brand association, 

which aligns with studies done by Warbung et al. (2023); Anjel et al. (2022); 

Waworuntu, Mandagi and Pangemanan (2022); and Ebrahim (2020).  

In summation, grounded on past literature and the findings of this study, the 

correlation between SMM and brand awareness is pertinent. This signifies that 

among Gen Zs in SA, the stronger the SMM strategies, the more positive the 

impact on brand awareness and, henceforth, on their intention to enrol at a PHEI. 

SMM and brand awareness have a direct impact on the enrollment intention at 

PHEIs among Gen Zs in SA.  
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5.3.14 Discussion pertaining to social media marketing 
and brand association 

H14 proposed a positive correlation between SMM and brand association. The 

correlation between SMM and brand association is strong, with a P-value of 0.000 

level of confidence and a t-value of 5.613; therefore, this relationship is 

maintained and significant. It can, therefore, be concluded that SMM influences 

Gen Z’s brand association in the intention to enrol at a PHEI. 

This is in line with a previous study by Rauschnabel and Ro (2016), which found 

that SMM significantly influences consumers' brand associations; furthermore, 

positive brand associations formed through SMM could lead to favourable 

behavioural intention. A study by Warbung, et al. (2023) found that there is a 

significant positive correlation between SMM and brand association. SMM has a 

positive and significant influence on brand awareness and brand association, 

which aligns with studies done by Warbung et al. (2023); Anjel et al. (2022); 

Waworuntu, Mandagi and Pangemanan (2022); and Ebrahim (2020). 

In summation, grounded on past literature and the outcomes of this study, the 

correlation between SMM and brand association is evident. This signifies that 

among Gen Zs in SA, the more robust the SMM strategies, the more positive the 

impact on brand association and, henceforth, on their intention to enrol at a PHEI. 

SMM and brand association have a direct effect on the enrollment intention at 

PHEIs among Gen Zs in SA.  

5.3.15 Discussion pertaining to social media marketing 
and perceived quality 

H15 proposed a positive correlation between SMM and perceived quality. The 

correlation between SMM and perceived quality is strong, with a p-value of 0.000 

level of confidence and a t-value of 6.176; therefore, it can be deemed that this 

relationship is supported and significant. It is conclusive that SMM influences Gen 

Z’s perceived quality in the intention to enrol at a PHEI. 
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This is in line with a previous study by Chang and Zhu (2019), that found that 

SMM positively influences consumer perceived value/quality; therefore, if 

organisations effectively use SMM, consumers perceive greater quality 

(perceived quality) from their interactions with the brand. A study by Jayasuriya 

(2022) found that SMM has a positive correlation with customer-based brand 

equity, which is inclusive of perceived quality. Finally, a study done by Midha, 

Yadav and Srivastava (2021) found that the SMM variable significantly impacts 

brand-perceived quality.  

In summation, grounded on past literature and the outcomes of this study, the 

correlation between SMM and perceived quality is evident. This signifies that 

among Gen Zs in SA, the stronger the SMM strategies, the more positive the 

impact on perceived quality and, henceforth, on their intention to enrol at a PHEI. 

SMM and perceived quality have a direct effect on the enrollment intention at 

PHEIs among Gen Zs in SA.  

5.3.16 Discussion pertaining to social media marketing 
and behavioural intention 

H16 proposed a positive correlation between SMM and behavioural intention. 
The correlation between SMM and behavioural intention is strong, with a p-value 
of 0.006 level of confidence and a t-value of 2.736; therefore, this relationship is 
evident and significant. It can be resolved that SMM by PHEIs has an influence 
on Gen Z’s intention to enrol at a PHEI. 

This is in line with a previous study by Simiyu et al. (2020), which found that SMM 
significantly predicts students' behavioural intentions and brand personality. A 
study by Adwan (2020) found that SMM creates brand awareness, which 
ultimately significantly correlates with behavioural intention. Furthermore, a study 
by Garanti and Kissi (2019) learned that there is a strong correlation between 
social media brand personality, brand equity, and brand loyalty, which positively 
influences behavioural intention. 
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In summation, grounded on past literature and the findings of this study, the 
correlation between SMM and behavioural intention is evident. This signifies that 
among Gen Z’s in SA, the stronger the SMM strategies, the more positive the 
impact on their intention to enrol at a PHEI. SMM has an impact on the enrollment 
intention at PHEIs among Gen Zs in SA.  

5.3.17 Discussion pertaining to behavioural intention 
and brand loyalty 

According to H17, behavioural intention and brand loyalty are positively 
correlated. With a t-value of 0.633 and a p-value of 0.527 at the level of 
confidence, the association between brand loyalty and behavioural intention is 
the weakest in the study model and is not supported. It is conclusive that brand 
loyalty in PHEI SMM strategies have less of a strong influence on Gen Z’s 
intention to enrol at a PHEI. There is no clear evidence to conclude that having 
strong brand loyalty will positively affect Gen Z’s intention to enrol at PHEIs. 

This is somewhat contradictory to a study by Garanti and Kissi (2019) that learned 
that behavioural intention strengthens customer loyalty through enhanced brand 
equity. A study by Supiyandi, Hastjarjo and Slamet (2022) found that brand loyalty 
has an influence on behavioural intention. The study found that the most critical 
variable of behavioural intention is brand loyalty. A study by Wu et al. (2020) 
found that brand loyalty influences behavioural intention. 

In summation, grounded on past literature and the findings of this study, the 
relationship between brand loyalty and behavioural intention is insignificant. This 
signifies that among Gen Zs in SA, strong brand loyalty in SMM strategies does 
not influence Gen Z’s intention to enrol at a PHEI. Based on this study, there is 
no confirmation to conclude that brand loyalty has a positive impact on the 
enrollment intention at PHEIs among Gen Zs in SA.  
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5.4 Conclusion 

This chapter covered the findings of the tested hypotheses as well as the 

demographic profiling of the study's participants. According to the findings of the 

seventeen hypotheses that were examined, this study supports H1, H2, H3, H5, 

H9, H10, H11, H12, and H14. The results highlighted that H7, H8, H13 and H15 

have the strongest relationship, while H4, H6 and H17 have the weakest 

relationship. This indicates that most of the tested hypotheses are supported. In 

the following chapter, the study's conclusion, recommendations, consequences, 

limitations, and future research are all covered.  
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CHAPTER 6. CONCLUSIONS AND RECOMMENDATIONS 

6.1 Introduction 

This chapter addresses the results and suggestions in light of the hypotheses 

and the study's findings covered in the preceding two chapters. Furthermore, the 

study's significance and recommendations for further research are examined. 

6.2 Conclusions of the study 

This research project examined the influence of SMM on CBBE and TPB of Gen 

Z consumers' behavioural intentions within SA PHEIs. The following research 

question was answered: How does the usage of marketing on social media 

platforms by South African PPHEIs impact customer-based brand equity and 

behavioural intention among prospective students, current students and alumni? 

What key factors mediate this relationship? The research question is answered 

as per the findings below.  

Brand loyalty and behavioural intention are found to have the weakest 

relationship, with brand association and perceived behavioural control having the 

second weakest relationship and brand association and subjective norms having 

the third weakest relationship in the research model. There is a positive influence 

between brand awareness and perceived behavioural control, brand awareness 

and attitudes, brand awareness and subjective norms, brand association and 

attitudes, perceived quality and perceived behavioural control, perceived quality 

and attitudes, perceived quality and subjective norms, perceived behavioural 

control and behavioural intention, attitudes and behavioural intention, subjective 

norms and behavioural intention, SMM and brand awareness, SMM and brand 

association, SMM and perceived quality, as well as SMM and behavioural 

intention. The results have proven that perceived quality and attitudes, and 

perceived quality and perceived behavioural control have the strongest mediating 

influence on Gen Z’s enrollment intention at PHEIs in SA. The outcomes of this 
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study signal that there is significant value in SA PHEIs, placing a focus on 

incorporating/integrating aspects of the customer-based brand equity model and 

the theory of planned behaviour into their SMM strategies. Studies done by Mittal 

and Kamakura (2019); Wu et al. (2020); Dam, (2020); Gilitwala and Nag (2021); 

Perera, Nayak and Nguyen (2020); Ligaraba, Chinje-Bodiong and Nyagadza 

(2023); and Wu et al. (2020) conclude that a relationship between perceived 

quality and attitudes, and perceived quality and perceived behavioural control, 

respectively, exists, which effectively influences intentional behaviour. 

6.3 Recommendations 

The findings are beneficial for SA PHE providers in improving their SMM 

strategies and better comprehending the aspects that influence students' 

decisions, specifically those of Gen Z, about which PHEI to attend, and the 

necessity and importance of considering and incorporating the CBBE framework 

and TPB in relevant and bespoke SMM campaigns to effectively influence 

behavioural intentions and ultimately build brand equity; henceforth, staying 

relevant and successful in this highly competitive industry. It is fundamental for 

SA PHE providers to consider the behavioural intention of Gen Z in crafting their 

SMM tactics. These tactics should reflect both perceived quality and attitudes, 

and perceived quality and perceived behavioural control, as the results of this 

research study indicate that these, as mediating factors, have the most significant 

influence on Gen Z’s enrollment intention at PHEIs in SA.  

To effectively include perceived quality and attitudes in SA PHEI's social media 

strategy, they could emphasise quality education by regularly highlighting their 

accreditation/rankings (this could be at various bodies) and academic 

achievements/success stories (notable achievements of faculty and students). 

PHEIs should create and share content via social media platforms in the form of 

videos, infographics, and articles that provide current and prospective students 

with information about the quality of the courses offered, faculty expertise and 

facilities. They should host live sessions, use current students as ambassadors 
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to share their positive experiences on social media, provide authentic insights 

into "campus life", regularly post about available support services, such as 

counselling, mentorship, and academic resources, partner with education 

influencers or alumni with a solid social media presence to reach a wider 

audience and enhance credibility. Gen Zs are highly influenced by their judgment 

of the value or excellence of a brand, endorsing a positive attitude towards the 

specific brand but experiencing control over whether or not they want to buy into 

the brand.  

The discoveries of this study can guide marketers within the private sector in 

developing SMM strategies that specifically consider perceived quality, attitudes 

and perceived behavioural control, as the results show that these factors have 

the most significant influence on Gen Z’s behavioural intention. These bespoke 

strategies will assist marketers in any industry, specifically for their Gen Z market. 

This market is critical to the private sector as these consumers are a large market 

(Cangelosi, 2020), who consistently utilise social media (Bieleń & Kubiczek, 

2020), are comparatively rich and have higher levels of education (Gabrielova & 

Buchko, 2021). Marketers can implement and direct these social media strategies 

as this market favours using digital devices, as they have access to a wealth of 

technical knowledge, enjoy perusing to see the newest trends and utilise online 

information to help them make better judgments (Cangelosi, 2020). Adapting 

SMM tactics to this market will guarantee that customers will pick their brand over 

a rival's. When developing an SMM plan, marketers must recognise and take into 

account the importance of branding in this industry. Companies must always 

strive to improve the consumers’ view of their brands in order to guarantee that 

the quality the brand provides and represents is equally valued by them. 

A positive correlation between brand awareness and perceived behavioural 

control is evident. This signifies that among Gen Zs in SA, the more pertinent the 

brand awareness and perceived behavioural control in SMM strategies, the more 

positive the impact on their intention to enrol at a PHEI. Brand awareness and 

perceived behavioural control have a significant influence on the enrollment 
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intention at PHEIs among Gen Zs in SA. This provides PHEIs evidence to 

improve brand awareness and perceived behavioural control in order to influence 

behavioural intention.  

Given the outcomes of the study, it is recommended that marketers of SA PHEIs 

take into consideration the uniqueness of this specific market when incorporating 

SMM strategies. Investment in bespoke brand-building campaigns, such as “Who 

We Are” campaigns featuring engaging content created by influencers to share 

the institution’s values and successes should be integrated into its SMM 

campaigns to improve PHEI’s brand awareness.  

Additionally, its SMM campaign should foster a sense of control for prospective 

students to encourage perceived behavioural control by providing regular Q&A 

sessions on various social media platforms to address potential students' queries, 

such as questions about admissions and programs to reduce uncertainty, 

incorporate mentorship programs where prospective students can connect with 

current students or alumni for guidance and support, and share information about 

support services (like academic counselling, tutoring, and mental health 

resources). Due to the uniqueness of the PHE industry and its market, PHEIs 

should develop bespoke SMM tactics and adapt their tactics appropriately. PHEIs 

should strengthen their brand awareness and maximise the perception of the 

perceived behavioural control to impact the enrollment intention of Gen Zs in SA. 

 

The findings indicate that the correlation between brand awareness and attitudes 

is apparent. This implies that amongst Gen Zs in SA, the more robust the brand 

awareness and attitudes in SMM strategies, the more positive the impact is on 

their intention to enrol at a PHEI. Brand awareness and attitudes have a direct 

effect on the enrollment intention at PHEIs among Gen Zs in SA. This provides 

PHEIS with confirmation to enhance brand awareness and attitudes to influence 

behavioural intention.  
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Given the results of the study, it is endorsed that marketers of SA PHEIs take into 

consideration the attitudes of Gen Zs in SA by aligning marketing strategies with 

the attitudes of Gen Z which can be done by conducting surveys or focus groups 

to understand their perceptions and attitudes towards education, using this data 

to inform content creation. Once the marketers have a clear understanding of 

their market, they should develop robust marketing strategies that focus on 

strengthening their market’s brand awareness and on positively impacting their 

fundamental behavioural disposition to empower their market to develop a 

positive opinion regarding the brand to impact the enrollment intention of Gen Zs 

in SA. 

 

The findings of this study signal that the correlation between brand awareness 

and subjective norms is pertinent. This signifies that among Gen Zs in SA, the 

greater the brand awareness and subjective norm in SMM strategies, the more 

positive the impact is on their intention to enrol at a PHEI. Brand awareness and 

subjective norms have an impact on the enrollment intention at PHEIs among 

Gen Zs in SA.  

Given the outcome of the study, it is endorsed that marketers of SA PHEIs take 

brand awareness and subjective norms into consideration in order to influence 

behavioural intention. PHEI marketers should Incorporate societal influences into 

branding strategies. This can be done by collaborating with community 

organisations or influencers to amplify messages that resonate with social values 

important to Gen Z. This strategy should be robust and align with their societal 

outlooks affecting their fundamental behavioural disposition to empower their 

market to develop a positive opinion regarding the brand to impact the enrollment 

intention of Gen Zs in SA. 

 

The findings indicate that the relationship between brand association and 

attitudes is evident. This implies that among Gen Zs in SA, the stronger the brand 

association and attitudes in SMM strategies, the more positive the impact is on 

their intention to enrol at a PHEI. Brand association and attitudes have a direct 

impact on the enrollment intention at PHEIs among Gen Zs in SA. This provides 
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PHEIs confirmation to improve brand association and attitudes in order to 

influence behavioural intention.  

Given the results of the study, it is endorsed that marketers of SA PHEIs 

strengthen brand association with positive attitudes by Implementing SMM 

campaigns that showcase the positive experiences of current students, 

enhancing the association with a supportive educational environment to develop 

a positive opinion regarding the brand to impact the enrollment intention of Gen 

Zs in SA. 

 

The correlation between perceived quality and perceived behavioural control is 

very strong, being the second strongest in this study. This signifies that among 

Gen Zs in SA, the stronger the perceived quality and perceived behavioural 

control in SMM strategies, the more positive the impact on their intention to enrol 

at a PHEI. Perceived quality and perceived behavioural control significantly 

influence the enrollment intention at PHEIs among Gen Zs in SA. This provides 

PHEIs with the evidence to improve perceived quality and perceived behavioural 

control in order to influence behavioural intention.  

 

Given the outcome of the study, it is endorsed that SA PHEIs emphasise quality 

in their SMM strategies by sharing their accreditation status, metrics and 

testimonials that highlight the quality of education and support services available, 

reinforcing the institution's commitment to student success. This will empower the 

PHEI to strengthen their perceived quality and maximise the perception of the 

perceived behavioural control to impact the enrollment intention of Gen Zs in SA. 

 

The findings indicate that the correlation between perceived quality and attitudes 

is the strongest in this study. This signifies that among Gen Zs in SA, the stronger 

the perceived quality and attitudes in SMM strategies, the more positive the 

impact on their intention to enrol at a PHEI. Perceived quality and attitudes have 

a substantial influence on the enrollment intention at PHEIs among Gen Zs in SA.  

Given the outcome of the study, it is endorsed that PHEIs effectively enhance 

perceived quality and attitudes among Gen Z in SA. Considering the perceived 
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quality and attitudes in the development of their SMM strategies and adapting 

their strategies accordingly is critical. This can be done by showcasing quality 

through content marketing via video testimonials and case studies featuring 

successful alumni, highlighting their achievements and the role the institution 

played in their journey, and encouraging user-generated content, such as student 

takeovers on social media, to provide authentic insights into the student 

experience. The strategies should focus on strengthening the perception that the 

market has of the brand’s quality and on positively impacting their fundamental 

behavioural nature to empower their market to develop a positive opinion 

regarding the brand to impact the enrollment intention of Gen Zs in SA. 

 

The result indicates that the correlation between perceived quality and subjective 

norms is pertinent. This signifies that among Gen Zs in SA, the more robust the 

perceived quality and subjective norms in SMM strategies, the more positive the 

impact is on their intention to enrol at a PHEI. Perceived quality and subjective 

norms have a significant influence on the enrollment intention at PHEIs among 

Gen Zs in SA. This provides PHEIs evidence to improve perceived quality and 

subjective norms in order to influence behavioural intention. 

 

Given the findings of the study, PHEIs should implement perceived quality tactics 

that consider the subjective norms of Gen Zs in SA. This can be done by aligning 

perceived quality with societal expectations by creating content that emphasises 

the institution's contributions to community and societal development, 

showcasing its relevance and quality. PHEIs need to take into account the 

distinctiveness of this market. Contemplating the perceived quality and subjective 

norms in the development of their SMM tactics and adapting their tactics 

accordingly is critical. Their strategies should focus on strengthening their 

perceived quality and maximise aligning their subjective norms with the market 

to impact the enrollment intention of Gen Zs in SA. 

 

The correlation between perceived behavioural control and behavioural intention 

is pertinent. This signifies that among Gen Zs in SA, the stronger the perceived 
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behavioural control in SMM strategies, the more positive the impact on their 

intention to enrol at a PHEI. Perceived behavioural control has an impact on the 

enrollment intention at PHEIs among Gen Zs in SA. This provides PHEIs with the 

evidence to improve perceived behavioural control in order to influence 

behavioural intention.  

 

Given the findings of the study, PHEIs should take into consideration the 

perceived behavioural control of Gen Zs in SA when developing their SMM 

strategies by providing clear and accessible information by ensuring that the 

institution’s social media pages are easy to navigate and contain comprehensive 

information about courses, admission processes, and campus facilities; create 

advertising campaigns that allow interactive virtual tours that allow prospective 

students to explore the campus, facilities, and resources online; set up chatbots 

or dedicated support teams on all social media home pages to answer enquiries 

quickly and effectively, which will make them feel equipped and confident in their 

ability to navigate the enrollment process. Marketers should maximise the 

perception of the perceived behavioural control to impact the enrollment intention 

of Gen Zs in SA. 

 

The results indicate that the relationship between attitudes and behavioural 

intention is evident. This signifies that among Gen Zs in SA, the more robust the 

attitudes toward the brand’s SMM, the more positive the impact on their intention 

to enrol at a PHEI. Attitudes have a direct impact on the enrolment intention at 

PHEIs among Gen Zs in SA.  

 

Given the findings of the study, PHEIs should take attitudes into consideration in 

order to influence behavioural intention. This can be done by creating a positive 

impact on attitudes toward the institution through storytelling in social media posts 

to communicate how the institution’s values align with those of Gen Z, fostering 

a more relatable and positive image. The strategies should focus on creating a 

positive impact on the market’s fundamental behavioural nature to empower them 
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to develop a positive opinion regarding the brand to impact the enrollment 

intention of Gen Zs in SA. 

 

The findings indicate a pertinent correlation between subjective norms and 

behavioural intention. This signifies that among Gen Zs in SA, the more robust 

the subjective norms in SMM strategies, the more positive the impact on their 

intention to enrol at a PHEI. Subjective norms directly impact the intention to enrol 

in PHEIs among Gen Zs in SA.  

 

Given the findings of the study, PHEIs should take subjective norms into 

consideration in order to influence behavioural intention. This can be done by 

leveraging influencer marketing, fostering community engagement, creating 

collaborative campaigns, highlighting alumni success and promoting campus 

culture. The strategies should focus on creating a positive impact on the market’s 

perception of the brand’s societal attitudes to adjust the market’s fundamental 

behavioural nature to empower them to develop a positive opinion regarding the 

brand to impact the enrollment intention of Gen Zs in SA. 

 

The correlation between SMM and brand awareness, brand association, and 

perceived quality is significant. This signifies that among Gen Zs in SA, the 

sounder the SMM strategies, the more positive the impact on brand awareness, 

brand association and perceived quality; henceforth, also on their intention to 

enrol at a PHEI. SMM and brand awareness, brand association and perceived 

quality have a direct impact on the enrollment intention at PHEIs among Gen Zs 

in SA. 

Given the findings of the study, PHEIs should take into consideration brand 

awareness, brand association and perceived quality. PHEIs should implement 

SMM strategies that take into consideration the brand awareness, brand 

association, perceived quality and behavioural intention of Gen Zs in SA. This 

can be done by utilising targeted advertisements and influencer partnerships to 

increase visibility among Gen Z, driving home the message of quality and 

relevance. The SMM strategies should focus on establishing brand awareness, 
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brand association, perceived quality and behavioural intention to impact the 

enrollment intention of Gen Zs in SA. 

 

6.4 Contribution of this study 

In this part, the theoretical and management implications are presented. 

6.4.1 Theoretical implications 

This research project builds upon and donates to the body of academic 
knowledge in developing countries where there is a lack of research in SMM 
communications as well as higher education marketing literature (Duffett, 2017), 
as most studies do not consider the private higher education landscape, 
specifically within the South African context. Studies on branding in PHE are 
significantly more constrained than those in pure commercial sectors, where 
there is an abundance of studies on the subject (To et al., 2022).  

Additionally, due to the complexity of PHEIs, traditional branding strategies do 
not adequately address PHEI’s requirements, which points to the necessity for 
new branding research that focuses solely on the South African PHE industry (To 
et al., 2022). Therefore, by examining the mediating influences of brand 
awareness, brand association, perceived quality, brand loyalty, perceived 
behavioural control, attitudes, subjective norms, SMM and behavioural intention, 
this research project donates to the limited existing body of knowledge regarding 
CBBE and the TPB; however, integrating CBBE and TPB in SMM on behavioural 
intentions within the South African PHE sphere.  

The study's theoretical conclusions add to the body of knowledge regarding the 
TPB and CBBE. The unique view of this study is that both theories have been 
integrated, for which few studies have been done. Fundamentally, this study 
expands the knowledge and understanding of CBBE and TPB from a SA PHEI 
perspective. As a result, this study offers important theoretical insights into the 
academic setting, and researchers can utilise the results to bolster their own 
research. Overall, the empirical results show that attitudes and perceived quality 
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have the greatest effects on behavioural intention. This study indeed confirms 
that brand awareness, brand association, perceived quality, brand loyalty, 
perceived behavioural control, attitudes and subjective norms incorporated into 
SMM strategies do have a mediating influence on the behavioural intention of 
South African Gen Zs. 

6.4.2 Managerial implications 

Implications for PHEIs using SMM are provided by the study's findings. Based on 

the findings of the study, integrating CBBE and TPB into PHEIs' SMM positively 

influences overall behavioural intentions. This implies that PHEIs must strive 

towards crafting bespoke SMM strategies that focus on the perceived quality and 

attitudes the market has regarding the brand and perceived quality and perceived 

behavioural control the market has regarding the brand, as these mediating 

factors have been found to be the strongest drivers to influence Gen Z’s 

enrollment intention at PHEIs in SA.  

Consequently, PHEIs should understand that SMM strategies should not be 

developed in isolation and that the majority of mediating factors pertaining to 

CBBE and TPB have a positive correlation with Gen Z’s behavioural intention; 

hence they should develop SMM strategies that positively drive brand 

awareness, brand association, perceived quality, brand loyalty, perceived 

behavioural control, attitudes as well as subjective norms, as these mediating 

factors have a positive correlation on Gen Z’s enrollment intention at PHEIs in 

SA. 

In conclusion, both PHEIs and other organisations within the private sector in SA 

and other developing countries can find this study insightful and applicable for 

effectively altering behavioural intention specifically for Gen Zs in SA. 
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6.5 Suggestions for further research 

This study utilised SMM within the PHE sector. Future studies should concentrate 

on the public sector of HE or a comparative study with the private sphere. 

Researchers can also look at other industries, such as information and 

communication, finance and insurance, or online retail. For the purpose of 

determining the implications for brand equity and behaviour intention, 

researchers could compare the many industries that employ SMM tactics. 

Due to the limited number of studies done on SMM in higher education marketing 

and literature, specifically in developing countries, researchers should explore the 

effectiveness of integrating CBBE and TPB in SMM as a marketing tool to affect 

behavioural intentions. It is significant for researchers to investigate this within 

the “developing countries” context, additionally investigating integrating 

mediators such as perceived quality, perceived behavioural control and intention. 

Future research projects could study the effect of integrating CBBE and TPB into 

the unique functionalities of specific social media platforms (e.g., Facebook vs 

TikTok vs Instagram) on brand equity and behaviour intention. Additionally, future 

studies could explore how the integration of CBBE and TPB within Artificial 

Intelligence-powered chatbots or social listening tools can be utilised to 

personalise communication, enhance brand perception, and influence student 

behavioural intention. Future studies can investigate the effectiveness of 

integrating CBBE and TPB within SMM strategies to foster long-term 

relationships with students, encouraging them to become brand advocates and 

ultimately brand loyal. 

Future research should utilise simple random sampling or systematic sampling, 

often known as probability sampling, to look at respondents' behaviour over a 

longer time span. The 29–39 age range and niche markets, including the working 

middle class, should be investigated by researchers. 
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6.6 Conclusion 

Insights into the research problem that aimed to investigate how CBBE and TPB 

integrated into SMM by SA PHEIs affect behavioural intention among Gen Z are 

provided by this chapter, which concluded the study by emphasising that fourteen 

hypotheses are supported. This study provides much-needed information 

regarding the integration of CBBE and TPB, specifically in the context of SA 

PHEI. Additionally, the study provides critical information regarding the 

behavioural motivations of SA Gen Zs, which will allow scholars to have a better 

understanding of what drives SA Gen Zs consumer behaviour, specifically within 

the context of the SA PHE sector.  
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APPENDIX A 

Institute of Marketing Management (IMM) 

Email: acbotha8@gmail.com 

Date: 07 December 2023 

Questionnaire 

Dear Participant, 

You are invited to participate in a research study conducted by Mr AC Botha, a 

Master of Philosophy in Marketing student at the Institute of Marketing 

Management. Thank you for paying attention to this academic questionnaire. The 

purpose of this study is to examine the influence of social media marketing on 

customer-based brand equity and behavioural intentions within Private Higher 

Education Institutions. Your participation is completely voluntary; you may choose 

to participate or not participate and withdraw from the study at any time without 

penalty. The information collected in this study will be used for academic and 

theoretical objectives only. The data collected in this study will be kept 

confidential and anonymous at all times and will not be shared with any third 

parties without your consent. Your name will not be associated with any of the 

data collected. 

The researcher is, therefore, requesting your assistance in completing the 

questionnaire below. It will take you approximately 7 minutes to complete the 

whole questionnaire. 

If you have any questions about this study, please contact Mr AC Botha at 

acbotha8@gmail.com. 

To participate in this study, please complete the questionnaire below. 

Thank you for your time and consideration. 
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Please answer these questions with a Private Higher Education Institution in 

mind. 

Examples of Private Higher Education Institutions include but are not limited to: 

Boston City Campus 

IMM Graduate School 

MANCOSA 

Regent Business School 

Damelin 

Varsity College 

Rosebank College 

STADIO 

Capsicum 

 

Section A: 

This section requires general information and the academic background of the 

research respondents. Please indicate by marking an X next to the relevant item. 

1. Age: 

18-20  

21-23  

24-26  

27-28  

 

2. Indicate the highest level of education you have completed: 

Matric  

Higher Certificate  

Diploma  

Degree  

Honours  

Masters  

Doctoral  
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3. Are you aware of Private Higher Education Institutions' social media 

marketing campaigns? 

Yes   

No   

 

4. Are you actively using social media? 

Yes   

No   

 

5. How long have you been using social media? 

Less than 1 year   

1-2 years  

2-5 years   

5 years+   

 

6. How many social media platforms are you actively on? 

1-2  

3  

4  

5 or more   

 

7. How many Private Higher Education Institutions' social media pages do 

you follow? 

0  

1  

2   

3   

4   

5+   
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Section B: 

You can indicate the extent to which you agree or disagree with the statement by 

ticking the corresponding number on the 5-point Likert scale below: 

1 2 3 4 5 

Strongly Agree Agree  Neutral  Disagree  Strongly Disagree  

 

1.  I can recognise a Private Higher 

Education Institution amongst competing 

Higher Education Institutions   

1 2 3 4 5 

2.  I am familiar with a Private Higher 

Education Institution 

1 2 3 4 5 

3.  Some characteristics of Private Higher 

Education Institutions come to mind 

quickly 

1 2 3 4 5 

4.  I have heard of Private Higher Education 

Institutions  

1 2 3 4 5 

5.  I respect and admire people who 

obtained qualifications from Private 

Higher Education Institutions 

1 2 3 4 5 

6.  I want people to know that I will study/am 

studying/have studied at a Private Higher 

Education Institution 

1 2 3 4 5 

7.  Private Higher Education Institutions are 

well-established in South Africa 

1 2 3 4 5 

8.  I trust the quality of qualifications offered 

by Private Higher Education Institutions 

1  2 3 4 5 

9.  Qualifications offered at Private Higher 

Education Institutions are of a high 

standard 

1 2 3 4 5 

10.  Private Higher Education Institutions 

provide qualifications with excellent 

1 2 3 4 5 
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features that adequately prepare you for 

the world of work 

11.  Private Higher Education Institutions 

provide a variety of good-quality 

qualifications 

1 2 3 4 5 

12.  I think Private Higher Education 

Institutions offer far better quality 

qualifications than other Higher 

Education Institutions  

1  2 3 4 5 

13.  When searching for a Higher Education 

Institution, Private Higher Education 

Institutions are my first choice 

1 2 3 4 5 

14.  I would love to recommend a Private 

Higher Education Institution 

1 2 3 4 5 

15.  I consider myself to be loyal to the Private 

Higher Education Institution 

 

1 2 3 4 5 

16.  I am still willing to enrol at a Private 

Higher Education Institution even if its 

price is slightly higher than its 

competitors 

1 2 3 4 5 

17.  I have total control over recommending 

Private Higher Education Institutions to 

my friends and family 

1  2 3 4 5 

18.  If I chose to, I would be able to enrol at a 

Private Higher Education Institution of 

my choice 

1 2 3 4 5 

19.  I would enrol at a Private Higher 

Education Institution in the future/again 

1 2 3 4 5 

20.  Enrolling at a Private Higher Education 

Institution is an excellent choice 

1  2 3 4 5 
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21.  I think studying at a Private Higher 

Education Institution is the most viable 

choice 

1 2 3 4 5 

22.  I would prefer to further my studies at a 

Private Higher Education Institution 

1 2 3 4 5 

23.  Important people in my life said/say I 

ought to study at a Private Higher 

Education Institution 

1  2 3 4 5 

24.  My family think I should study at a Private 

Higher Education Institution in the 

future/again 

1 2 3 4 5 

25.  People around me pressure(d) me to 

study at a Private Higher Education 

Institution 

1 2 3 4 5 

26.  Private Higher Education Institutions’ 

social media marketing activities 

influenced my intention to enrol 

1  2 3 4 5 

27.  Private Higher Education Institutions’ 

social media marketing activities 

increased my brand awareness 

regarding the institution 

1 2 3 4 5 

28.  Private Higher Education Institutions’ 

social media marketing activities 

influenced my brand association 

1 2 3 4 5 

29.  Private Higher Education Institutions' 

social media marketing activities 

influenced my perception regarding the 

quality of their offering 

1 2 3 4 5 

30.  I plan to enrol at a Private Higher 

Education Institution in the future 

1  2 3 4 5 
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31.  I intend to enrol at a Private Higher 

Education Institution in the future 

1  2 3 4 5 

32.  I expect to enrol at a Private Higher 

Education Institution in the future 

1  2 3 4 5 

33.  I would be able to enrol at a Private 

Higher Education Institution in the future  

1  2 3 4 5 

 
 

End 

Thank you for your time! 
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