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Abstract 

This study examined the role of marketing mix in the transformation and sustainability of TVET Manpower in 

Nigeria. The descriptive survey research design was adopted. The population focuses on industrial workers in 

Ogun and Lagos States of Nigeria, who were selected using simple random and convenience sampling 

techniques respectively. The sample was made up of 135 TVET teachers and 123 TVET experienced industrial 

workers. The study was guided with two research questions and one hypothesis. The data analysis was carried 

out using mean and t-test statistics. The findings revealed that the incorporation of marketing programmes in 

TVET policy framework is instrumental to producing marketable, self-reliant and employable manpower, and 

TVET-industry partnership is a vital boost in promoting sustainability for the industry transformation.  It was 

therefore recommended among others, that an all-embracing policy document should be prepared by 

government and TVET stakeholders to properly align marketing programmes into TVET curricula in Nigeria 

and promote industry partnership for manpower transformation and sustainability for economic and 

technological advancement.  

Keywords: Marketing Mix, Policy, Promotion, Partnership, TVET, TE.  

 

Introduction  

Education is generally assumed to bring about the transformation required in every society for industrial and 

technological advancement. Imogie (2014) argued that no nation can develop to its fullest and keep pace with 

trends in science and technology without effective and efficient educational system. The industrial and 

technological advancement of any nation also depends on her natural, physical and human resources. The 

human resource is one vital resource that determines and controls other resources, and these are individuals 

trained formally or non- formally to take charge of other resources in an organisation so as to attain the defined 

objectives. The sole educational programme that has the mandate of producing the required and demand driven 

industrial/technological manpower for Nigeria is the technical vocational education and training (TVET) 

(Ahobee, n.d.; Musa & Okorieocha, 2012; Ansah & Kissi, 2013; Okorieocha & Duru, (2013).  

The Education sector is a top priority of the Ogun State Government and about 20% of the state budget is spent 

on education, same goes for Lagos state with even more allocation, (STEM Consultancy ToR, 2018). While 

Ogun is one of the states with the highest levels of literacy in the country, substantial challenges remain, which 

are being addressed in the State Education Sector Plan (SESP) up to 2030 and the State Education Operational 

Plan (SEOP) 2018 to 2020. Lagos State and every other state are putting all hands on deck to address the 

growing issues. (STEM Consultancy ToR, 2018) 

Of particular concern to the Government is also the poor performance of the state’s skills development 

eco‐system. The formal TVET sector requires a re‐engineering and shift towards demand‐orientation to meet the 

skills needs in the labour market. Overall, the public TVET institutions in the state provide a poor learning 

environment. Technical teachers are not sufficiently available and largely not conversant with up‐to‐date 

technologies and training methodologies. Industry linkages of public TVET institutions are weak, if at all 

existing. Non‐formal training in the numerous training centers as well as informal learning in the traditional 

apprenticeship system also needs improvement. Synergy between the industries and TVET institutions is 

missing and the required programmes/framework to correct these anomalies are either being neglected or 

rebuffed by the government and TVET stakeholders. 

Literature Review 

TVET programmes help to meet societal trends in terms of technological transformation. According to 

UNESCO and ILO (2002) technical and vocational education refers to those aspects of educational process 
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involving, in addition to general education, the study of technologies and related sciences, and the acquisition of 

practical skills, attitudes, understanding and knowledge related to occupation in various sectors of economic and 

social life. Similarly, FRN (2004) affirmed that one objective of TVET is to produce manpower required in the 

industry, commerce and agriculture. It is therefore important to note that TVET is meant to fulfill industrial and 

technological manpower development.  

One mandate of TVET institute is manpower production for the industries. According to Imandojemu (2001) 

development in TVET suggests training purposely planned for employees or people for efficiency and 

effectiveness, and maximization of profit or full benefit for the enterprise (industry, commerce or agriculture). 

Okafor (2011) stated that TVET plays important role in manpower development and job creation in Nigeria. The 

author opined that technical education is concerned with qualitative technological human resource development 

directed towards a national pool of skilled and self-reliant craftsmen, technicians and technologists in technical 

and vocational field.  

The technological development of a nation is inseparable and indispensable with TVET (Musa & Okorieocha, 

2012). Yusuff and Soyemi (2012) affirmed that TVET skills are vital to economic development because they are 

needed for enterprise (industry) productivity and profitability as well as individual’s prosperity. For Budu-Smith 

(2005), without skilled technical manpower produced by the polytechnic, technical and vocational institutes for 

industry, commerce and agriculture, national development would virtually grind to a standstill. Many studies 

have also suggested that TVET is an instrument for industrial development and economic or national growth 

(Nsiah-Gyabaah, 2009; Okorieocha & Duru, 2013; Ansah & Kissi, 2013; Ezeani, 2014; Scott, 2014). 

Amongst the challenges and issues are policy issues, curriculum reforms, TVET- industry link, and government 

attitude to funding TVET, to mention but a few. Ansah and Kissi (2013) affirmed that the major challenge 

facing TVET implementation is the lack or unsatisfactory policy framework, and therefore stated that good 

policy framework will help promote TVET and its curriculum design and delivery to meet the labour market. 

This also brings to mind the need to equip and enrich the TVET curricula with essential marketing skills. With 

respect to policy issues, Wodi and Dokubo (2012) also stated that there is need to revise the school’s curriculum 

to reflect multiple intelligent from the industrial sector. To ensure that the issue of policy framework is 

addressed in TVET, Nwana (1997) suggested that publicity and advocacy for new TVET policy can serve as a 

means for proper implementation of TVET programmes in Nigeria. Yusuff and Soyemi (2012) suggested that 

TVET instructors in training schools should leverage on industry partners to gather industrial based experience 

and strict monitoring of industrial trainees. 

Similarly, Egbri and Chukwuedo (2013) found that the existing students’ industrial work experience scheme 

(SIWES) in Nigeria is not satisfactory, hence the need to reengineer TVET through functional school-industry 

collaboration for capacity building of prospective TVET graduates and teachers, in order that TVET graduates 

become industrially demand-driven for national development. Ibeneme (2009) justified that no nation can 

develop beyond the level of human resources available in that nation. For Nigeria to develop technologically via 

the industry, it requires amongst others, but most fundamentally, TVET policy reform and industry partnership. 

This study therefore investigated policy issues and TVET- industry partnership within the purview of marketing 

mix as the fundamental mechanisms for the transformation of demand-driven manpower for sustainable 

industrial development in Nigeria. 

The fall in the standard of education in Nigeria has apparently led to the challenges facing the TVET 

programmes in achieving the main aim, goal and objectives. Okebukola (2006) affirmed that the educational 

system in Nigeria in the 70s had functional facilities that led to the production of skilled manpower for national 

development, but today the situation is the reverse. TVET programmes seriously suffer lack of, ill-equipped 

and/or inadequate workshops in specific and facilities in general. Consequently, the nation suffers since the 

economic growth largely depends on industrial and technological inputs and outputs. A good policy reform, 

content review, strategies and functional TVET-industry partnership may restrain these challenges. The need 

therefore for this study to investigate the instruments that will be necessary to advance the transformation of the 

aforementioned issues. 

Marketing in Education 

The main goal of marketing in Technical Education (TE) institutions is to define quality education system, 

market-oriented, whereby one cannot ignore the institution primary role and function, which is to provide a 

specific type of service of general social benefit, in accordance with its needs. Marketing strategies and 

activities of business marketing in educational system are limited, much more than in other service and 

production industries, due to the direct influence of state regulations defining the educational system, with 
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established control mechanisms of accreditation bodies, prescribing the evaluation system, as well as quality 

control system. 

The basic role of a marketing strategy is to combine competence and other strategies of a TE institution, to 

coordinate challenges and constraints of the environment and to find best ways to realize its missions and 

visions. Therefore, in order for the organisation to be able to meet contemporary requirements of ever-changing 

business environment, it is necessary that it itself becomes subject to the change and initiate them on its own. 

Zeithaml, Bitner & Gremler (2006). 

Formulation of a TVET institutional marketing strategy includes decisions about: 1.The institution’s current 

programmes and markets – whether to maintain, build, or drop them. 2. Future new program and market 

opportunities. 3. Analysis of competitors. 4. Positioning of the institution in relation to competitors. 5. Selection 

of target markets and designing of the marketing mix (Kotler and Keller, 2009). Creation of marketing mix 

service concept needs to be realized in a way that provides synergy between marketing, process management 

and human resources management.  

Marketing Mix (Marketing Programmes) 

Marketing mix has both communicative and operative functions. Communicative function is the need to transfer 

to users the relevancy of services for their needs or preferences. Operative function aims to remove boundaries 

in transactions or exchange, so that the users, who have opted for that service, can enter the exchange process 

with minimal effort. Positive synergy comprehends special combination of instruments resulting in extra 

effectiveness, efficiency or both (Milosavljević and Todorović, 2001). TVET does not respond to the demands 

of the market and the needs of industry. Many of those leading the TVET system look at industry not as partners 

but as source of funds. They have no desire to develop partnerships with industry beyond funding. 

Education As Product 

When it comes to educational offers, Kotler firstly refers to curricula and services. Offering services involves 

special challenges because most services are intangible, inseparable, variable, and perishable. Most services do 

not exist until the service provider performs the service, usually in the presence of the customer. The limitations 

of services vis-á-vis products also comprise the strengths of services (Kostadinovic, 2001). The majority of 

services represent combinations of tangible and intangible elements (they are not completely clean, mainly 

containing some physical elements) and services are analyzed on three levels: substantial, tangible and 

increased. By understanding these levels, TE administrators can shape a service in a way which is attractive to 

the users. 

The essence of a service is not important only because of its effect on perception and the users’ behavior, 

particularly because it greatly defines the task of other marketing fields. The well-defined essence of a service is 

a starting point for the systematic and successful marketing service (Bruhn and Georgi, 2006). The most 

important decision, when considering marketing mix in TE institutions is which curriculum and services are to 

be offered to students, partners and other public. An institutional program/service mix consists of all the 

programs and services that the institution makes available. 

PROMOTION - COMMUNICATION OF TVET INSTITUTION WITH TARGET MARKET 

Promotion is a process of communication between an institution and service user with an aim to create a 

positive attitude on products and services, leading to their favoring in the process of purchase on the market. 

Promotion is efficient if other instruments as well (product, price, distribution, people, process and environment) 

efficiently perform their roles, i.e. promotion cannot compensate for weaknesses in efficiency of other 

instruments. The communications planning flow should begin with considering the target audience and work 

backward to the communicator. The marketing communicator must make the following decisions (Kotler and 

Fox, 1995): 1. Identify the target audience, 2. Clarify the sought response, 3. Develop a message, 4. Choose the 

medium or media, 5. Select source attributes, and 6. Collect feedback. These planning steps are essential for 

effective communications, whether advertising, marketing publications, or public relations are used. 

Program (Product) 

TE program like engineering, pharmacy etc. are the products/services of the TE institutes. Ivy, (2007) correlates 

the significance of program and curriculum with the desires of the students. Gajic, (2012), states that at the time 

of deciding career choice, program/curricula are the priority. Briggs, (2013) diagnosed that advanced degree, 

earn more money, change careers, advance their careers by obtaining a required credential and obtain business 

management knowledge are the top priority.  
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Price 

Ivy, (2007); is of the opinion that tuition fee, fee concessions, scholarships, educational loan, fee installments 

offered by the institutes for their services/program to the students includes in this category. According to 

(Jacobs, 1999), the price elements of the services marketing mix are the monetary charges or tuition fees 

occupied for the program offered. Parents of female students and parent belonging to lower income group are 

less likely to invest in TE due to its educational cost anxiety. 

Place 

Place is measured in terms of accessibility, acceptability and convenience of the program/service offered. This 

refers to distance of institute from the targeted students’ native place. As per Gajić, (2012), the location can refer 

to the place where the institute is. Then, it can refer to the characteristics or type of the area where the institute is 

located. Location can also have a relative meaning, i.e. it can be viewed in relation to where current and future 

students and high school students live. Singh, (2007) found that physical safety of the girls and locality of 

institute as a main priority for selection. The other cause of worry is a long distance of an institute. 

Promotion 

The promotional communication is made through presentations, print & visual advertisements, digital 

marketing, displays, internet & social media, as well as partnership. Ivy, (2007) identified that promotion 

incorporates all the tools that institute can use to provide the market with information on its program/product 

related offerings; advertising, publicity, public relations and sales promotional efforts, etc. Gajić, (2012) defines 

promotion as a process of communication between an institute and service user with an aim to create a positive 

attitude on program and services which create positive image of program/service in market. Kotler & Fox, 

(1995) is of opinion that most of educational institutions use public relations and marketing publications for the 

promotion of services however less focus is given on advertising. Laurer, (2006) suggested that institutions must 

coordinate and integrate all the promotional activities to meet the needs of students and parents. As adoption 

rates of social media by the younger generation is high; Boyd, (2008) suggested that engaging with social media 

as a Technical Education marketing tool can be an attractive tool. 

People 

Services are being provided by the people and experienced by the people, by their motivation and behavioral 

characteristics; they make a huge difference in customer satisfaction. Previous Teachers, Alumni, Current-

Students, Parents, Siblings, Relatives, Management People and Prospective students themselves affect the 

decision of selection in TE. As per Pike & Kuh, (2005), people are a key instrument in educational process. 

Bryan, Holcomb, McCoy, Moore-Thomas & Day-Vines, (2009) elaborated that students pursue that their 

parental and elder sibling’s encouragement is a primary reason for deciding selection of institute. Maduakolam, 

(2000) believes that institute counselor or staff from institute can build confidence of families in decision 

making who may otherwise shy to visit and gather information about institute. Parents' discussions and 

interaction with counselors are an important step toward making institute decision. Howard & Levine, (2004) 

said that many studies have connected parent support and encouragement to institute plans. Similarly, alumni 

and current student of an institute is important asset as they are the real experienced holders of the program and 

services of institute and their positive words can be more effective in decision of selection. 

Process 

The procedures, mechanisms and flow of activities which lead to an exchange of value are known as the 

process. Ivy, (2007); believed that services are often realized in many steps, mixture of such a number of steps 

constitutes the service process. Process includes flow of activities like: Teaching Learning Methods, Research 

Activities, Campus Placements, Industry Interactions & Tie-Ups, Co & Extra-Curricular Activities, Alumni 

Interaction, Soft Skills & Technical Skills services, etc. According to Sahu & Shrivastava, (2008); there are 

seven major heads: Administration, Infrastructure, Teaching Effectiveness, Students, Interaction with Industry 

and Society, Extra-Curricular Activities, Research and Development, which contributes to the effectiveness of 

process. 

Physical Evidence 

Because the educational product is intangible the physical evidence plays a major role as a proof of the product 

that is going to be delivered; a match between expectations and perceptions. The physical layout of a service 

facility can greatly affect students’ satisfaction. It includes state-of-art technology, building, total ambience, 

parking facility, playground, gymnasium, swimming pool, indoor stadium, transportation facility, hostel, class 
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room facility, computer laboratory, canteen, library, etc. Bonnema & Van der, (2008) grouped factors like; 

university, college, employability aspects, course content, student experience, sporting aspects, financial 

aspects, direct sources, media sources and social sources to verify physical evidence. 

Performance 

Marketing performance is the systematic management of marketing resources and processes to achieve 

measurable gain in return on investment and efficiency, while maintaining quality in customer experience. 

[Edited from American Marketing Association, 2005]. Productivity and performance scrutinize how well an 

institute's services develop students’ ability, their performance in examination and enhance their skills for 

making them employable. The performance of an institute can be measured on ability of institute’s services that 

translate into benefits of students as it is being delivered. Sharon, (2008) said that various qualities like 

judgment, experience and understanding of social complexities, creativity and visual skills, which are not 

generated by technical curriculum, are important to measure performance of TE. Performance can be viewed as 

final product of this process.  

Positioning 

Maggard, (1976) defined positioning as a place or perception that a service occupies in the mind of the customer 

and how it is eminent from competitor’s services. Positioning includes building a brand's reputation and 

competitive standing. Ostasevičiūtė & Šliburytė, (2008) believed that to be successful in a market, a service 

must occupy an explicit, distinct, unique and proper place in the minds of all potential and existing consumers. 

In general, it is a higher order P of service marketing mix that drives on the foundation of the other previous P’s. 

Generally, technical institutes position themselves based on supportive and extension services like placements, 

industry linkages, teaching-learning, SIWES, etc. 

Pleasure 

Kotler & Clarke, (2012) defined pleasure or satisfaction as a state felt by a person who has experienced service 

performance or an outcome that fulfill his or her expectation. Qureshi, Shaukat & Hijazi, (2011) believed that 

educational institutions use certain methods to determine the level of their students’ satisfaction regarding the 

services and programs they offer to fulfill student needs and satisfy student aspirations. If the institution knows 

the factors that improve students’ perception of satisfaction, it can provide better services to the students, 

however, the main problem is to find out such factors. Farris, Neil, Phillip & David, (2010) defined customer 

satisfaction as the number of customers, or percentage of total customers, whose reported experience with a 

firm, its products, or its services (ratings) exceeds specified satisfaction goals. The type of pleasure differs from 

student to student; some might be pleased with the services or some might be pleased with the infrastructure 

provided by the institution. 

Pointing-Out as a Reference 

It is the most important mix which is related to pleasure of service offered which means willingness to 

recommend or refer the service to others. This is what the TVET institutions should be more concerned about. 

Jansen, Zhang, Sobel & Chowdury, (2009) defined referral marketing (pointing-out) as a method of promoting 

products or services to new customers through referrals, usually word of mouth from existing customers. This 

can be accomplished by encouraging and rewarding customers, and a wide variety of other contacts, to 

recommend products and services from consumer and B2B brands, both online and offline. Writing positive 

comments on the institute’s social networking sites, give likings and comments for the posts on social 

networking sites like: LinkedIn, Facebook, Tweeter, WhatsApp, etc., and guiding students towards programmes 

and services offered by the institute, also is a referral activity. In the case of TVET, Alumni or the Present 

students who are the real experienced holders act as a referral to the prospective students and to the parents. 

Farris, Neil, Phillip & David, (2010) said willingness to recommend or pointing-out as a reference is a key 

metric relating to customer satisfaction i.e. pleasure; more the pleasure more is the act of pointing-out to others 

as a reference. See: The 11 Ps incorporated across the students’’ life cycle of TE is shown in Figure 1.  

The main purpose of the study was to examine the role of marketing mix in the transformation and sustainability 

of producing demand-driven graduates from TVET programmes in Nigeria. The objective of the study was to 

identify the mechanisms relating to TVET policy issues and TVET-industry partnership. 

In order to achieve the objectives of this study, the following research questions were answered in this study. 

1. What policy issues/frameworks are related to the incorporation of marketing programmes via TVET 

manpower drive in Nigeria? 
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2. What TVET-industry partnership mechanisms are necessary for the systematic promotion, transformation 

and sustainability of the industry? 

The hypothesis that was tested in this study at .05 level of significant is: 

H0: There is no significant difference between the mean responses of TVET teachers and TVET experienced 

industrial workers as regards the mechanisms for incorporating marketing programmes and promoting 

industry partnership for manpower transformation and sustainability via production of demand-driven 

TVET graduates.   

METHODOLOGY 

The descriptive survey research design was employed in this study in order to describe, analyse and interpret the 

findings of the study for generalization. The population of the study was made up of technically inclined and 

experienced TVET industrial workers and the TVET teachers from technical colleges, colleges of education and 

universities in Ogun and Lagos States of Nigeria. A sample size of 135 teachers and 123 TVET experienced 

industrial workers was used for this study by adopting the simple random and convenience sampling technique 

respectively. A closed ended questionnaire validated by three experts was used for data collection. The 

questionnaire was scaled: strongly agree, agree, disagree and strongly disagree with nominal values of 4, 3, 2 

and 1 respectively. The reliability coefficient of the questionnaire, determined using the split half method, was 

0.83, indicating that the questionnaire was reliable for data collection. 

Data collection was executed by the researchers with the help of two research assistants. The methods of data 

analysis were by mean, standard deviation and t- test statistics. The decision rule for the research questions was 

based on mean value of 2.50, while the standard deviation was used to validate the mean. The hypothesis was 

tested at a significant level of 0.05.  

RESULTS 

The data collated were analyzed using mean, standard deviation and t-test statistics, and were presented in tables 

in accordance with the corresponding research questions and the hypothesis.  

Research Question 1: What policy issues/frameworks are related to the incorporation of marketing programmes 

via TVET manpower drive in Nigeria? See Table 1, (in appendix for details)  

The data presented in Table 1 reveal that the mean responses for the need to review TVET policy for 

incorporation of marketing programmes ranged from 2.31 to 3.71. The relative low values of the standard 

deviation indicate that the respondents are in consensus in their responses. The mean results therefore show that 

there is need to incorporate into TVET policy, marketing programmes for demand-driven manpower, hence the 

identified strategies should be employed for such development. 

Research Question 2: What TVET-industry partnership mechanisms are necessary for the systematic 

promotion, transformation and sustainability of the industry? See Table 2, (in appendix for details) 

The data presented in Table 2 show that the mean value of the need for TVET- industry partnership ranged from 

1.85 to 3.69. The relative low values of the standard deviation imply that the responses of the respondents are in 

coherent with one another. The mean results confirm that there is need for TVET-industry partnership, and that 

the identified strategies for TVET-industry partnership should be adopted. This consequently explains that 

TVET-industry partnership is necessary as a mechanism for systematic promotion, transformation and 

sustainability of the industry. 

Hypothesis: There is no significant difference between the mean responses of TVET teachers and TVET 

experienced industrial workers as regards the mechanisms for incorporating marketing programmes and 

promoting industry partnership for manpower transformation and sustainability via production of demand-

driven TVET graduates. See Table 3, (in appendix) 

The t-test analysis shows that the t-value of 1.34 at degree of freedom (df) of 256 is not significant at probability 

(p) value of .806. The null hypothesis is therefore retained since the p-value is greater than the alpha value of 

.05. It thus implies that the mean responses of TVET teachers and the industrial workers did not significantly 

differ in accepting the policy framework and TVET-industry partnership as the catalyst for the transformation 

and sustainability of demand-driven manpower via TVET programmes. 
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DISCUSSION 

The results presented in Table 1 to answer research question 1 revealed that development of TVET policy 

framework is an instrument for incorporating  marketing programmes in TVET for manpower drive. The results 

showed that various strategies should be employed to achieve this aim. The findings of research question 1 are 

in conformation with the assertion of Osinem and Nwoji (2010) which state that the integration of TVET into 

science and technology innovation (STI) policy is an hindrance to TVET development, hence the need for 

review TVET policy. 

From the findings of research question 2, it was found that TVET-industry partnership can be the mechanism for 

systematic promotion, transformation and sustainability of the industry products/services. This confirms to the 

assertions of Yusuff and Soyemi (2012) and Scott (2014) who stated that TVET can be re-engineered for 

effectiveness for the industry through functional partnership. 

CONCLUSION AND RECOMMENDATIONS 

The sustainability of the industries is dependent on the transformation of manpower skills and development in 

TVET institutions. In Nigeria, industrial and technological advancement is crippling, and therefore requires 

adequate and strategic moves to remedy the situation. It is therefore concluded in this study that TVET policy 

framework and TVET-industry partnership are vital instruments necessary to recuperate, promote and sustain 

manpower development of the industry, so that there will be continuous synergy of competent manpower in the 

industry. 

In line with the findings of this study, it is recommended that: 

 TVET policy framework for incorporating marketing programmes should be designed and followed by 

TVET scholars and policy experts in the industry. 

 Strategies for the promotion of TVET-industry partnership should be developed through a team work 

between TVET scholars and industrial experts with the government consent for manpower transformation 

and sustainability for economy and technological advancement. 
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