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A B S T R A C T 
 
 This descriptive study examined the factors influencing student’s choice of a Business School in Cagayan De Oro City, Southern 

Philippines. Four Hundred Sixty-Six (466) freshman students currently enrolled in a business course in four educational institutions took 

part in the study. Data collection was conducted from March to May 2016. School and Non-School factors were considered as influencing 
factors to the participants’ choice of business school and if the participants from different business schools differ significantly in the extent 

to which their choice of school is influenced by these factors. Data revealed that among the non-school factors, advice of parents 

influenced most the participants’ choice of business school, followed by the decision of parents. Overall, the non-school factors had 
moderate influence on the participants’ choice of business school. On the other hand, all school factors had an extent of influence on 

students’ decision to enroll in a business school at significantly varying degrees. 
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INTRODUCTION 
 

 

Every year, high school graduates are faced with a very hard decision where to enroll for college education. 

Their decision will be definitely influenced by some factors, either inherent in or external to a school. Our 

choices are often dictated by factors and to some degree our decision is influenced by what’s around us: culture, 

values, social class and people we associate or admire. Factors that are inherent in an organization can also 

influence choice. External factors such as advertising, parent’s, peers and teacher’s influence and internal 

factors such as vibrancy of school activities, employability of graduates, prestige and quality of facilities are 

explored in this study.  

Cagayan De Oro City houses various higher education institutions (HEIs) both private and public and 

colleges and universities. These institutions provide a wide array of courses from social sciences to pure and 

applied sciences. These HEIs also provide students with co- and extra-curricular activities that make school life 

vibrant. The Possible market for these institutions is from neighboring Misamis Oriental towns and other far 

provinces such as Misamis Occidental, Bukidnon, Camiguin, Lanao Del Norte, and Zamboanga Del Sur. With 

K to 12 program is expected to be fully implemented in 2016, enrollment is anticipated to decrease in the 

tertiary level in the next two years. Competition is very high. Pressure is imminent for these HEIs to look for 

more competitive marketing strategies in order to get the bigger slice of the market share. Different marketing 

activities are being done to recruit prospective students. Such marketing strategies may also weigh in when high 

school graduates make a choice.  
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This study is of great significance for schools especially those offering a business course, which is the 

study’s focus. Findings of this study will help them understand the school preference of students as well as the 

factors that exert much influence on decision making. Such understanding will lead them to the recalibration of 

their efforts to capture a large market share and to remain highly competitive.  

 

Framework Of The Study: 

Choice theory by [1] has been the focal theory of this study. The theory explains that “what we do all our 

lives is behave, and that we choose our behavior in an attempt to meet one or more of the five basic human 

needs that are built into our genetic structure.” Making a decision entails a complicated process and is subject to 

manifold influences that change over time [2]. Decision making is a challenge every individual faces in 

whatever facet of life he or she is in. Students being part of the school as consumers are also confronted with the 

same dilemma. Market theory states that consumers choose products that suits their wants and needs with 

minimum effort, risks and costs [3]. 

There are many factors such as academic reputation and prestige that affect student’s choice of tertiary 

education [4][5][6]. Academic reputation is found to be a significant factor [7]. They observed that it has strong 

influence and persuasiveness power on student’s choice. This section of the paper thus reviews what have been 

found to be significant factors influencing choice of tertiary school. 

The proficiency with which goods and services are delivered is enriched by markets by giving customers 

services they prefer. Businesses and producers are encouraged to create in demand products or services and 

abandon those that do not appeal to the users [8]. Learners, as well as their parents who have great influence on 

the college education of their children, choose schools that fit the needs of their children aside from cost factors 

and reputation of the school [2]. 

Choice of schools lies on the economic side that includes cost factor and sociologic factors such as 

occupational and educational ambitions [9]. Furthermore, they stated that the choice can be at a global, national 

and curriculum level. Global choice affects the migration markets while national choice affects the aspects 

within countries.  

The latter choice covers job prospects, lodging costs, and nearness to the vicinity of their homes, giving 

them a chance to be with their family. Curriculum level includes graduate satisfaction, employment rates, 

quality, and approaches to teaching. Moreover, they cited other factors to influence choice of school, to wit: 

financial variable, net cost, institutional characteristics, student background, educational achievement, 

institutional climate, social environment, and aspirations. 

Geography, on the other hand, plays an important role in college selection as well as institutional 

characteristics such as cost, size, distance, quality of programs, and availability of financial aid [9]. 

A behavioral model of the process of college selection was found consisting of the following components: 

Pre-search Behavior, Search Behavior, Application Decision, Choice Decision, and Matriculation Decision. It 

was defined search as “searching for the attribute values which characterize colleges while choice as choosing 

among the colleges which have admitted a student. Pre-search behavior covers many years of discerning 

whether college education is needed or not. The factors taken into consideration are the demographic variables 

such as parental education and income levels, socioeconomic status, gender, ethnic group membership, religious 

affiliation, and the like, which might be useful predictors of college-going behavior [10].  

A study by [11] revealed that parents are the most influential person when a student chooses its course 

major. For [12], parents, friends, high school teachers and guidance counselors, college professors and 

academic advisors, college orientation programs, and first-year seminars play a role in facilitating students' 

transition from high school to college. It is clear that Filipinos value the family. Filipinos are known for being 

family-centered, child-centric and having close ties [13][14]. This might give more weight on the argument that 

Parents have a significant influence on children’s choice of school. Filipinos, especially children values the 

family and acknowledges the high authority of parents as part of their decision making [15]. 

Other influential factors include personal attitudes and values toward higher education. Search behavior 

includes widespread and vigorous acquisition of data from others who are knowledgeable about college options 

such as the family, high school teachers, guidance counselors, college students, and alumni. Application 

Decision is one wherein serious decision is done to enter college and school options are narrowed down to a 

few. Choice Decision is made after gathering complete information about colleges and different alternatives 

wherein choices are limited to a few and end up with the selection of a specific school to enroll. Lastly, there 

may have significant changes in financial situation and unforeseen events that may affect Matriculation 

Decision for some students.  

Location, academic programs, college reputation, educational facilities, cost, availability of financial aid, 

and employment opportunities are found to be college characteristics that influence choice of school. It was 

identified that the schools’ effort to reach out to students is also an advantage. These efforts include advertising 

and campus visit [16]. 

It was revealed that a decision making strategyis used by high school seniors in choosing a college to 

attend. Aside from the tuition and family income being considered by them, other factors also influence their 

choice such as academic capability, college preparations, educational opportunities, subject of study, college 

admittance practices, work responsibilities, and family work or societal expectations [17]. 
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Marketing is defined as “the science and art of exploring, creating, and delivering value to satisfy the needs 

of a target market at a profit” [18]. The number of enrollment is the lifeblood of schools, and getting the desired 

number is influenced by how schools promote and advertise. Many schools in the city are known to use varied, 

creative marketing and promotional strategies. Promotional activities include offering of scholarships, 

sponsorships of events, TV and radio advertisements, public relations, print materials, among others. Moreover, 

marketing of services, especially education marketing, has dramatically advanced. The rise of the Internet 

technology has also paved way to the entry of new strategies such as Internet and Social Media Marketing. 

Whatever marketing plans a school adopts, it must always consider students and institutional needs [19]. If 

schools want to increase enrollment, identification of student needs must be a priority.  

 

 Independent Variable  Dependent Variable 

 

 

 

 

 

 

 

 

 

 

 

Objective Of The Study: 

This study explored the factors influencing students’ choice of business school in Cagayan De Oro City. 

Specifically it determined the following: (1) the participants’ demographic characteristics in terms of gender, 

type of school, school currently enrolled, and high school graduated; (2) the extent to which non-school and 

school factors influence the participants’ choice of business school; and (3) if the participants from different 

business schools differ significantly in the extent to which their choice of school is influenced by non-school 

and school factors. 

 

Methods: 

This descriptive study involved purposively sampled 466 freshman students currently enrolled in a business 

course in five (5) colleges and universities in Cagayan De Oro City, Mindanao, Philippines. Due to the sensitive 

information this study involves, the names of the school are withheld. All schools are privately-owned. School 

A is non-sectarian school who is run by a corporation. School B is a sectarian school owned and manage by 

Nuns. School C is a local university who is founded by a well-known family in the city and School C is a well-

established catholic university. 

The participants were given a researcher-constructed survey questionnaire that let them rate in a scale of 6 

(6 – Very High Extent, 5 – High Extent, 4 – Moderate Extent, 3 – Low Extent, 2 – Very Low Extent, and 1 – 

No Extent) the identified non-school and school factors in terms of the extent to which they influenced their 

choice of business school. Data collection was conducted by the researchers from March to May 2016.  

Descriptive statistics such as frequency and percentage were used to profile the participants. Mean was 

used to determine the extent of influence the factors had on the participants’ choice of business school. The 

Kruskal-Wallis Test was used to determine any significant differences in the extent to which the participants 

were influenced in their choice of business school the different factors. 

 

RESULTS AND DISCUSSION 

 

Findings of the study are presented according to the order of the specific objectives of the study. The 

textual element of this section is preceded by a tabular presentation of data.  

 
Table 1: Frequency and Percentage Distribution of the Participants’ Profile 

 

Gender 

F % 

Male 148 31.76 

Female 314 67.38 

Not indicated 4 0.86 

Total 466 100.0 

Type of school attended   

Private 417 89.49 

Public 8 1.72 

Sectarian 11 2.36 

Non-sectarian 17 3.65 

Not indicated 13 2.79 

Total 466 100.0 

School currently enrolled   

School A (COC-PHINMA) 92 19.74 

School B (Lourdes College) 68 14.59 

 
I. Non-School 

Factors 

II. School Factors 

 

Choice of Business 

Schools 
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School C (Liceo de Cagayan University) 71 15.24 

School D (Xavier University)  226 48.50 

School E (St. Vincent College) 1 0.21 

Not indicated 8 1.72 

Total 466 100 

School graduated in High school   

Private school 258 55.36 

Public school 201 43.13 

Not indicated 6 1.29 

Total 466 100.0 

 

Table 1 shows the distribution of the participants according to their demographic characteristics. As to 

gender, majority of the participants were female (67%). In terms of school currently enrolled, of highest 

percentage were enrolled in School D (48%) followed by those enrolled in School A (20%), School C (17%), 

and School B (15%). As to the type of school, majority were enrolled in sectarian schools (65%). Only 35% 

were enrolled in non-sectarian schools. In terms of the type of high school graduated, more than a half 

graduated from private schools (57%); 43% graduated from public schools. 

  

Factors Influencing Participants’ Choice of Business School: 

This study identified two types of factors influencing the participants’ choice of business school, namely 

non-school factors and school factors. 

 
Table 2: Extent of Influence of Non-School factors on Participants’ Choice of Business School 

  Indicators Mean SD Description 

9 Advice of parents 4.73 1.35 High Extent 

     

     

10 Decision of parents 4.38 1.55 Moderate Extent 

8 Advice of high school classmates/peers 4.3 1.35 Moderate Extent 

11 Advice of relatives 3.94 1.52 Moderate Extent 

6 Advice of high school teacher 3.89 1.52 Moderate Extent 

7 Advice of high school guidance counselor 3.82 1.53 Moderate Extent 

5 Advertisement in print materials (newspaper/magazine/flyers) 3.74 1.5 Moderate Extent 

1 Advertisement in the Website 3.67 1.5 Moderate Extent 

4 Advertisement on billboard 3.61 1.52 Moderate Extent 

     

12 Decision of relatives 3.58 2.43 Moderate Extent 

3 Advertisement on the television 3.55 1.59 Moderate Extent 

2 Advertisement in the Radio 3.18 1.47 Low Extent 

 Average 3.86 1.57 Moderate Extent 

 

Table 2 reveals that among the non-school factors, advice of parents (4.73) influenced the most the 

participants’ choice of business school, followed by decision of parents (4.38) and advice of high school 

classmates/peers (4.3), which influence was to a moderate extent only. Filipinos are known for being family-

centered, child-centric and having close ties [13][14]. We value and prioritize relational bonds, especially 

within the family. A study by [12] also revealed similar results that parents, friends, college professors, and 

academic advisors are important factors facilitating student’s transition from high school to college. [11] also 

identified as “Parents” as the most influential person in their choice. It is interesting to note that while 

Advertisement in the Radio (3.18) exerted influence the least. A study in 2013 by Kantar Media and the Radio 

Research Council - Kapisanan ng mga Brodkaster ng Pilipinas (KBP) revealed otherwise, that radio is still an 

important medium. Similar results was found that radio is still a preferred medium [20]. A survey was given to 

38,000 individuals. This was done in Mega Manila, Cebu, Davao, Iloilo, Bacolod, Dagupan, Cagayan de Oro, 

and General Santos. It shows that radio is still preferred even if online live streaming media is popular 

nowadays. In urban Philippines, radio can reach up to 20 million, according to the study. The rise of social 

media use can also be influential when it comes to advertising. The study of [22]revealed that social media 

served as popular and effective marketers. However, its influence to persuade the respondents to enroll in a 

school was minimal. 

Other non-school factors moderately influenced the participants’ choice of business school. Overall, the 

non-school factors had moderate influence on the participants’ choice of business school.  
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Table 3: Extent of Influence of School Factors on the Participants’ Choice of Business School 

Indicators Mean SD Description 

1 Type of school (university or college) 5.12 1.03 High Extent 

2 Academic reputation 5 1.07 High Extent 

3 Employability of graduates 4.95 1.12 High Extent 

4 Accessibility of the school 4.87 1.12 High Extent 

5 Vibrancy of campus life (sports, social, academic, civic, cultural) 4.82 1.26 High Extent 

6 Quality of school facilities 4.77 1.23 High Extent 

7 Visibility / involvement in the community 4.71 1.23 High Extent 

8 Religious affiliation 4.57 1.4 High Extent 

9 Scholarships 4.25 1.54 High Extent 

10 Affordability of tuition 4.03 1.39 High Extent 

  

Table 3shows that all school factors influenced to a high extent the participants’ choice of business school. 

Among the school factors, type of school obtained the highest mean (5.12), which was closely followed by 

academic reputation (5) and employability of graduates (4.95). Obtaining the lowest mean (4.03) was 

affordability of tuition, followed by scholarships (4.25). Similar findings were reported in previous studies. This 

results was confirmed by [16], to which the following college characteristics that influence choice of school: 

location, academic programs, college reputation, educational facilities, cost, availability of financial aid, and 

employment opportunities. [23] also identified that reputation and quality is influential. For [9], geography or 

location plays an important role in college selection as well as cost, size, distance, quality of programs, and 

availability of financial aid.  

 

Test of Difference in the Factors’ Extent of Influence on Choice of Business School: 

This section reveals the difference in factors’ extent of influence on the participants’ choice of business 

school. Using Kruskal-Wallis test, the table below reveals the results. 

 
Table 4: Kruskal Wallis Test Results for Non-school Factors 

 

  
Indicator 

Mean Ranks   

School A School B School C School D X2 Sig 

1 Advertisement in the website 251.17 237.16 285.98 196.60 31.55** .000 

2 Advertisement in the radio 274.78 245.50 286.46 187.35 49.99** .000 

3 Advertisement on the television 270.74 216.19 287.29 194.83 40.34** .000 

4 Advertisement on billboards 267.85 221.64 277.94 199.23 30.59** .000 

5 Advertisement in print materials 252.43 265.43 224.57 202.36 17.99** .000 

6 Advice of high school teacher 232.12 220.57 208.62 233.70 2.38 .498 

7 Advice of high school guidance 

counselor 

221.36 220.40 225.69 229.64 .439 .934 

8 Advice of high School classmates/ peers 211.28 206.59 222.93 243.78 7.01 .072 

9 Advice of parents 228.74 198.87 217.38 240.68 6.33 .097 

10 Decision of parents 224.59 202.07 218.82 239.85 5.11 .164 

11 Advice of relatives 217.91 216.22 234.07 231.70 1.45 .695 

12 Decision of relatives 232.14 222.13 243.20 224.34 1.39 .709 

** Significant at 0.01 level 

 

Table 4 shows the results of the test of difference in the extent to which non-school factors influenced the 

students’ decision to enroll in a business school. Findings reveal that that extent of influence of advertisement 

on website, radio, TV, billboards, and print materials on the students’ decision to enroll in a business school 

significantly differed when the school where the students were enrolled was considered. The findings imply that 

the students were significantly influenced by advertisement through multimedia in their decision to enroll in a 

business school. Other non-school factors’ extent of influence did not significantly differ.  

The students from School C were influenced the most by advertisement on website, while influenced the 

least were those from School D. All the schools actually have a website of their own. However, the finding 

could mean that the School C website generated a very wide viewership. Advertisement on radio also 

influenced the most the School C students and the School D students the least. School C, undeniably, is 

prominently present on the air through leading local radio stations during end of school terms until enrolment 

period.  

Advertisement on TV also influenced the most the School C students and School D students the least. 

Again, School C takes the most prominent presence on TV as compared to other schools. Likewise, 

advertisement on billboards influenced the most the School C students and the School D students the least. 

School D billboards are barely seen; however, School C has the biggest billboards strategically placed. As to 

advertisement on print materials, School B students were influenced the most while School D students the least. 

Recently, Lourdes College has been aggressive in Print Ads such as brochures, pamphlets and other 

promotional print materials. 
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Table 5: Kruskal Wallis Test Results for School Factors 

School Factors 
Mean Ranks   

School A School B School C School D X2 Sig 

1 Affordability of Tuition 297.06 236.39 219.23 201.01 37.60 .000 

2 Academic Reputation  214.51 209.71 165.83 259.67 34.99 .000 

3 Employability of Graduates 210.77 204.27 176.57 258.22 29.37 .000 

4 Scholarships 294.84 209.57 238.30 201.78 36.32 .000 

5 Quality of School Facilities 204.29 251.48 157.15 248.42 34.38 .000 

6 
Type of School (university or 
college) 

177.78 200.26 185.26 266.73 50.36 .000 

7 Religious Affiliation 177.23 272.52 185.54 248.51 36.78 .000 

8 
Visibility/Involvement in the 

Community 
196.19 256.73 184.43 247.09 22.88 .000 

9 Accessibility of the School 211.57 249.79 180.51 240.88 16.17 .001 

10 Vibrancy of Campus Life 200.47 214.98 186.69 248.41 18.68 .000 

** Significant at 0.01 level 

 

Table 5 shows the results of the test of difference in the extent school factors influence the students’ 

decision to enroll in a business school. As revealed, all school factors had an extent of influence on students’ 

decision to enroll in a business school at significantly varying degrees.  

Affordability of tuition was considered the most by School A students and the least by School D students. 

School A has the lowest tuition fee among these schools. On the other hand, a significant number of students in 

School D come from the middle and upper classes; hence, tuition seems to be not an issue. 

In terms of academic reputation,School D students considered it the most while School C students the least. 

School D has long established its academic reputation being a well-established school. A school brand of 

national and international reputation. Interestingly, while School C is as expensive as School D in terms of 

tuition fee, its students considered its academic reputation the least.  

Employability of graduates was a factor weighed in the most by School D students and the least by School 

C students. The former is quite understandable for normally employers consider the academic reputation of the 

school where an applicant graduated. As to the quality of school facilities, again School D students considered it 

the most while School C students the least. School D has the most number of facilities, some of which are of 

state-of-the- art.  

As to scholarships, School A students considered scholarships the most whileSchool D students the least. It 

is a known fact that School A has the most number of scholars under different scholarship programs. In terms of 

the type of school (College or University), School D students considered it the most while School A students 

the least. Identification with a university gives one a sense of pride. However, there are students like those in 

School A that are more concern with scholarships to earn a degree in a school regardless of its type 

Religious affiliation was considered the most by School B students, followed by School D students, and the 

least by School A students. Both School B and School D are well known to be sectarian HEIs. Sectarian schools 

are perceived to have a much stricter discipline as compared to the non-sectarian ones. Somehow, such factor 

mattered a lot to parents who want their children monitored and disciplined and spiritually formed.  

In terms of visibility and involvement in the community, School B students considered it the most followed 

by the School D students and the least by the School C students. One strength School B is known for is its 

strong community involvement. In fact, the Philippines Accrediting Association for School Colleges and 

Universities (PAASCU) in its last visit in January 2016 found community involvement as a strong feature of 

School B. 

Accessibility of the school was considered the most bySchool B students followed by the School D 

students and the least by the School C students. Both School B and School D are situated at the city’s heart of 

commerce.  

Lastly, vibrancy of campus life (sports, social, academic, civic, cultural), was considered the most by 

School D students while the least by School C students. It is a known fact that School D offers varied curricular 

and extra-curricular activities. It has the most number of student clubs or organizations, making campus life 

indeed very vibrant. Also, School D has more facilities and avenues for student development than other HEIs in 

the city. Unique to School D is the Student Entrepreneurship Center (SEC) designed to train future 

entrepreneurs. 

 

Conclusion: 

Results point to the strong influence of parents on their children’s choice of tertiary school. It is deeply 

rooted in the consciousness of the Filipino people the respect for elders, hence the strong influence of parents on 

children’s decision [21]. In a Filipino family, children are financially dependent on their parents, hence their 

submission to their parents’ decision, thus explaining the moderate influence of others such as the peers, 

friends, and relatives. It is interesting to note that advertisement exerted moderate influence when it has a 

central role in the development of brand image (Belen, 2012). Such observation can be attributed to other 

factors such as the school factors, which are found to exert high influence on the students’ decision. Since all 

schools resort to advertisements in promoting their programs, advertisement content must therefore focus on 

factors students and parents think to be very important.  
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