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Abstract 
This study investigated market segmentation for fundraising in public universities in South East Nigeria. 
The objective of the study is to establish that market segmentation is effective and efficient tool for 
fundraising in public universities. Descriptive survey research design was adopted through the use of 
questionnaire in cluster of B1 on 5 points scale which was administered on a sample size of 392 staff 
in public universities in the South East Nigeria. Cronbach Alpha was used to test the reliability of the 
research instrument and the result was correlation co-efficient 0.63. Mean and standard deviation was 
used to answer the research question while correlation was used to test the hypothesis at 0.05 level of 
significant. The result showed that market segmentation, helps in attracting donors and increasing 
donors’ commitment, for fundraising of public universities in South East Nigeria compared to the 
strategy of increasing school fees which often results in students protests. The results also showed that 
there was a significant relationship between market segmentation and fundraising of public 
universities. Based on the findings, the researcher recommends among others that public universities 
should adopt market segmentation in their fundraising activities, which when properly used will 
increase their revenue generations for improvement in infrastructure and other educational facilities. 
 
1.1 INTRODUCTION 
In this current business environment, organizations globally are facing a lot of competitive pressures 
from customers who are increasingly demanding superior values from the products they purchase as 
they become more knowledgeable about products (goods and services) and therefore make more 
sophisticated judgments (Doyle, 2000). As a result, organizations are embracing market strategies such 
as market segmentation, targeting, differentiation, and positioning strategy based on the logic that all 
business decisions start with an understanding of markets, customers and competitors (Doyle, 2000). 
Marketing strategies involves actions or plans that shape and guide what an organization is, what it 
does, and why it does it, with a focus on the future (Bryson, 2004).  Gajic (2012) stated that it helps 
firms attract and retain customers, build sales and increase profits, generating wealth for all.  
Universities all over the world are regarded as a non-profit making organization geared towards 
economic and sustainable national development. They transmit knowledge and train the human minds. 
In Nigeria, the universities are veritable tools for the development of citizens and the promotion of basic 
research (Ogbogu, 2011). However, the growth in the number of universities and huge economic 
misfortunes facing Nigeria, made worse by the recent global financial crisis has led to a decline in the 
federal government funding of public universities thereby limiting their ability to effectively deliver 
their services (Adeyemi, Ekundayo & Alonge, 2010). As a result, universities are facing issues of funds 
to maintain operation and quality educational delivery. Therefore, it is pertinent for them to adopt 
marketing strategies especially market segmentation in their fundraising activities (Harvey, 1990). This 
will enable them gain competitive advantage over their private counterparts.  
Market segmentation as it relates to university fundraising involves dividing university’s donors into 
several groups whose members share similar characteristics for the purpose of achieving fundraising 
activities. Donors such as government, businessmen, politicians, both multinational and national 
corporations, alumni among others can be segmented in different types such as geographical location 
(region, city or town), demographic (age, gender, education, among others), psychographic (social 
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values, perceived benefits, attitude, interest, beliefs and opinions) (Harvey, 1990). Segmenting donors 
based on these variables is vital to successful fundraising and development strategy. This is because it 
enhances the understanding of donors served by the university, making it possible for universities to 
develop programs that can attract donors. Fundraising, according to Rosso (2011) is any active effort 
by non-profit organizations to raise funds from individuals, foundations, corporations or governmental 
institutions. Joyaux (2011) averred that fundraising is the gentle art of teaching people the joy of giving.  
A study carried out by Scott (2001) disclosed that universities struggle to raise funds to support their 
cost of delivery due to lack of market knowledge and the use of segmentation strategies. In support, 
Akeusola, Viaonu and Asiklua (2012) pointed out that Nigerian universities (especially public 
universities) face issues of under-funding, decayed infrastructure, low research innovation as a result of 
inability to utilize market strategies to attract donors for fundraising. Akeusola et al claimed that efforts 
by universities in generating funds, especially from external sources such as consultancy services, 
opening of cybercafés, and fee-for-service parking lots among others seem not to be enough. As a result, 
these universities generally depend on government appropriations and increased school fees which does 
not augur well with students. Adeyemi, Ekundayo and Alonge (2010) stated that strategy of increasing 
school fees often result in students’ demonstrations and sometimes loss of lives and properties and as 
well closure of the universities. The inability of most public universities to utilize market segmentation 
in their fundraising could be as a result of not being sure of the level of effectiveness and efficiency of 
the instrument for fundraising. Therefore, it is believed that establishing the effectiveness and efficiency 
of market segmentation as instrument for fundraising could lead to a change of approach by public 
universities in their fundraising efforts. 
1.2 Objective of the Study 
The objective of the study was to determine the extent market segmentation attracts more donors for 
fundraising of public universities in South East Nigeria. 
1.4. Research Question 
1. To what extent does market segmentation attracts more donors for fundraising of public universities 

in South East Nigeria? 
1.5. Hypothesis 
Ho. There is no significant relationship between market segmentation and donors’ attraction for 
fundraising activities of public universities in South East Nigeria. 
 
2.0. LITERATURE REVIEW 
2.1. Conceptual Review 
2.1.1. Market Segmentation 
Market segmentation is defined as the process of dividing the total market into several groups whose 
members have similar characteristics (Nickels, McHugh & McHugh, 2002). The overall market consists 
of women and men, children and adults, people in all parts of the world, and people with different wants 
and needs. Usually a business can’t serve all of these groups. Therefore, it must decide which groups to 
serve (Nickels et al, 2002). Similarly, Goyat (2011) opined that market segmentation means dividing 
the total market for a product into different parts that is segments or certain basis and using each segment 
fully for the purpose of marketing and sales promotion. 
2.1.2 The General Market Segmentation Model  
Geographic Segmentation: this involves using different marketing strategies for different 
geographical units such as countries, nations, states, regions, counties, cities, towns and even 
neighborhoods. Different geographical units have different weathers and climate conditions and 
different cultures. 
Demographic Segmentation: this involves using different marketing strategies for different age 
groups, genders, income groups, family size, education, religion, occupation, nationality, race and 
generation (Sargeant, 1999).. 
Behavioural Segmentation: this involves using different marketing strategies for different people 
based on their knowledge, attitudes, usage of the product, user status, benefit of the product and loyalty 
to the product. 
Psychographic Segmentation: this involves using different marketing strategies for different people 
based on their social class, lifestyle and personality characteristics (Kotler 2003). 
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2.1.3. Market Segmentation and University Fundraising 
Market segmentation is critical to improved fundraising of universities. According to Scott (2001), 
university fundraisers understand the importance of segmentation and its effect on successful 
fundraising. Scot further stated that universities utilized market segmentation in attracting more donors 
and ensuring their loyalty is maintained. Similarly, Seargent and Jay (2004) stated that market 
segmentation is critical for strategic planning, forecasting, and managing university fundraising 
performance. It helps to categorize each donor as a particular entity type. Fundraisers combine the 
information from various types of segmentation and use it with various fundraising products in 
establishing, building, defending and maintaining its competitive advantage and long run success.  
2.1.4. Fundraising   
Fundraising is any active effort by non-profit organizations to raise funds from individuals, foundations, 
corporations or governmental institutions (Rosso, 2011). According to Seiler (2011), fundraising 
involves the development of a relationship between prospective donors and the organizations a 
relationship fostered by mutual values and shared interests. Seiler further stated that fundraising starts 
from examining the case for support, proceeding through various steps of planning to building a 
relationship with a donor, asking for a gift and further strengthening the relationship with the new donor. 
In another view, Drozdowski (2003) defined fundraising as the time spent soliciting donors for funds.  
2.2 Theoretical Framework 
2.2.1. Theory of Social Exchange 
Social exchange theory was propounded by Blau in 1968. Blau defined social exchange theory as the 
process of giving that involves a circumstance in which individual prospects and donors have needs and 
desires that can be defined as internal motivations and that can be activated or channeled by external 
influences. The circumstance also includes recipients, individuals or organizations with desires and 
needs that can be met in part by gifts. Social exchange theory adapted to the world of fundraising builds 
on the basic idea of systems theory by concentrating on the donor and the organization as two 
components of subsystem. The donor provides financial support to the organization, but the 
organization is not just the quiet and nonresponsive recipient. As applied to fundraising, making 
generous donations confers high status in the donor and benefits the recipient organization and the 
community at the same time. The benefits a modern community derives from charitable and 
philanthropic donations correspondingly help to sustain the high status of those who make them. 
Applying the social exchange theory to fundraising, Mixer (1993) explains that a charitable organization 
will present its needs and services to a prospect and request funds. In return, the prospect recognizes 
the need favourably with a donation. The recipient organization then must provide some form of 
satisfaction to the donor in order to continue receiving donations.  
2.3. Empirical Review 
Srnka, Grohs and Eckler (2003) conducted a study on increasing fundraising efficiency by segmenting 
donors in nonprofit organizations in Australia. Questionnaire was used for data collection. ANOVA 
and Chi-square tests were used for data analysis. The results of the study indicate that the basic socio-
demographic variables investigated represent predictors of individual charitable giving. The study 
recommended addressing potential donors to show that the purpose of the donation is relevant to the 
individual’s sphere. The relationship between the study of Srnka, Grohs and Eckler (2003) and the 
present study is that both focused on the fundraising through segmenting donors. While Srnka, Grohs 
and Eckler focused on the increasing fundraising efficiency by segmenting donors in Australia, the 
present study validates whether segmenting donors for fundraising activities of public universities in 
South East, Nigeria will improve fundraising.  
 
Scott (2001) investigated market segmentation theory and its impact on effective fundraising. The study 
was a survey design and qualitative and quantitative data was used. A survey was prepared and 
circulated to 39 individuals who were either paid fundraisers or fundraising consultants. The response 
rate of 54% exceeds accepted practice for useful research. The findings show that most fundraisers 
appear to understand the concept of segmentation, target marketing and its affect on successful 
fundraising. The two studies are related in the variable they seek to study and the fact that they both 
used questionnaire to collect data. However, this study differs from Scott’s in the area of the study and 
population used. 
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2.5 Summary 
 

 The review covered market segmentation and fundraising of public universities in South East Nigeria. 
It looked at concept of market model, market segmentation model, market segmentation and university 
fundraising, concept of fundraising and Social Exchange theory which have a relationship with the 
current study. Empirical review on the topic indicated that market segmentation is an important element 
in universities fundraising efforts as it helps reach target donors for fundraising. Empirical review did 
not consider firms and private universities instead used mainly public universities institutions. Also, 
from empirical review, and to the best of the researcher’s knowledge, studies on market segmentation 
and fundraising of universities in South East Nigeria are non-existent. This has created a gap in 
knowledge which the study seeks to fill. 
 
3.0 RESEARCH METHODS 
3.1 Research Design  
This study employed the descriptive survey design. It involves the use of questionnaire for the purpose 
of obtaining relevant information from academic and non-academic staff of the universities to ascertain 
their views on market segmentation and fundraising of public universities.  
3.2 Area of the Study 
The study was conducted in South East Nigeria comprising of five states namely: Abia, Anambra, 
Ebonyi, Enugu and Imo states, each with a federal and a state university. 
3.3 Population of the Study 
The population of the study comprised 20,108, teaching staff and non-teaching staff in the ten (10) 
public universities in South East Nigeria. The universities are Nnamdi Azikiwe University, Awka, 
University of Nigeria Nsukka, Micheal Okpara University of Agriculture, Umudike, Federal University 
of Technology, Owerri and Federal University Ndufu-Alike Ikwo, Ebonyi state. Others include Abia 
State University, Uturu, Ebonyi State University, Abakaliki, Evan Enwerem University, Owerri, Imo 
State, Chukwuemeka Odumegwu Ojukwu University, Uli, and Enugu State University of Science and 
Technology. 
3.4 Sample Size and Sampling Technique 
Convenience sampling was used and sample size was determined using Taro Yamane formula (1967). 
Yamane formula to calculate sample size as follows: 
        n=              N 
                    1+ N (e) 2 
           Where: 
            n =    sample size desired 
           N =    population size 
           e  =    maximum acceptable margin of error (0.05) 
           1 =     theoretical constant 
          Thus, applying this formula in determining the sample size for this study, we substitute as 
follows: 
          n =        N 
                  1 + N (e)2 
          n =         20,108 
                   1 + 20,108(0.05)2 

                 n =          20,108 
                    1 + 20,108(0.0025) 
          n =    20,108 
                    51.27 
          n =     392.20 
           n =     392 
Therefore, the sample size for the study is 392. 
To determine the sample size for teaching staff (n1), the formula is applied thus: 
 n1    No. of teaching staff      X 392                                                                                                                                                                                                                         
         Total No. of population 
   =     8210     X 392 
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          20108 
 
   =   3218320 
         20108 
Sample size of teaching staff =    157 
 
To determine the sample size for non-teaching staff (n2), the formula is applied thus 
N2    No. of teaching staff      X 392                                                                                                                                                                                                                          
         Total No. of population 
   =    11898   X 392 

          20108 
 
   =    4664016 
         20108 
Sample size of non-teaching staff =    235 
 
Sample Table 
University Staff population Number Sampled 
Teaching Staff 8210 157 
Non-teaching Staff 11898 235 
Total 20108 392 

 
3.5 Measuring Instrument  
Data for the research was collected from primary sources. The primary data used was questionnaire. 
The questionnaire was structured; the respondents were placed on a five point Likert scale. The response 
scoring weights were Strongly agree – 5 points, Agree – 4 points, Undecided – 3 points, Disagree – 2 
points, and Strongly disagree – 1 point. 
3.6.  Validity of the Instrument 
Face validity was adopted for this study. After constructing the questions, it was distributed to three 
subject matter experts (SMEs). The instrument was vetted in terms of content coverage, item structure 
and appropriateness of language. Their corrections were taken into consideration in drafting the final 
copies of the instrument. 
3.7.  Reliability of the Instrument  
Test retest method was used to ascertain the stability of the instrument. 20 copies of the instrument were 
administered on staff outside the study area and after an interval of two weeks the instruments were re-
administered to the same respondents and collected. The two data collected were analyzed using 
Cronbach Alpha which gave a value 0.63 meaning that the instrument is reliable.  
3.8. Data Administration 
Copies of the questionnaire were administered on the respondents with the help of three trained research 
assistants. Each research assistant covered three universities, while the remaining university was 
covered by the researcher. A total of 392 copies were distributed to the respondents using face to face 
approach and on the spot completion was used which ensured a high response rate of 388 completely 
filled and returned questionnaires. 
3.9. Method of Data Analysis 
Data were analyzed using descriptive mean and standard deviations while correlation analysis was used 
to check the overall significance of market segmentation on public university fundraising. Statistical 
package for Social Sciences (SPSS) software was used to carry out these analyses. 
4.0 DATA ANALYSIS 
This chapter presents and analyzes data collected based on the questionnaire administered on the 
respondents. 
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Table 1: schedule of Questionnaire Administered and Returned 
Number of Questionnaire Administered 392 100% 
Number of Questionnaire returned 388 99% 
Number not Returned 4 1% 

Source: field survey (2015) 
4.1 Information on Administered Questionnaires 
A total of 392 questionnaires were administered on the respondents. 388 were correctly filled and 
returned while 4 were not returned. 
 
4.2 Market Segmentation and Fundraising 
The opinion or responses of university staff in regard to link between market segmentation and 
fundraising are hereby presented. 
Table1. Mean ratings on market segmentation and donors attraction for fundraising of public 
universities.           N= 388 
                                                                                 
S/NO             Market Segmentation    

Mean 
 SD         Remarks  

1.  The university to identify the uniqueness of 
each of the market to be served 

4.51 .80           Strongly Agreed 

2. University to come up with programmes to 
suit each of the market segments for 
attracting more people 

4.49      .62                            Agreed 

3. The university to allocate their resources 
efficiently 

4.34 .85 Agreed 

4. Makes already attracted people to increase 
their financial commitment to the 
University for Suitable offering 

4.21 .98 Agreed 

5. The university estimates the size of its 
market to ensure the possibility of reaching 
all the members of the market 

4.24 1.01 Agreed 

6. The university to classify donors relative to 
fundraising 

4.30 
 

4.34 

  .82 Agreed 

7. The university in building and maintaining 
relationship through effective 
communication 

  .86 Agreed 

8. Create endowed chairs to the university 4.24   .92 Agreed 
Overall mean 4.33  Agreed 

Source: Field Survey (2015) 
The analysis of data in Table 1 show that market segmentation attracts more donors for 

fundraising of public universities in South East Nigeria through financial endowments to an agreed 
level. This is shown by the overall mean of 4.33 which fell within the agreed category. The item by 
item analysis indicates that of the 8 listed items on market segmentation in attracting more donors for 
fundraising of public universities in South East Nigeria, items 2 to 8 with mean ranging from 4.21 to 
4.49 are rated agreed while only item 1 with mean 4.51 is rated strongly agreed. The standard deviations 
for all the items are within the same range showing that the respondents are not wide apart in their mean 
ratings. 

 
4.3 Hypothesis Testing 
Ho. There is no significant relationship between market segmentation and donors’ attraction for 
fundraising activities of public universities in South East Nigeria. 
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Table 2. Correlation result of the relationship between market segmentation and attraction of 
more donors for fundraising activities 
Variables  1    2   3   4   5   6    7   8 

1.The university to  
    identify 
theuniqueness  
    of each of the 
market  
    to be served 
  

Pearson 
Correlation  
Sig. (2-tailed)    
 

N 

 1 
 
 
388 

.507
* 
.320 
 
388 

.342 

.836 
 
388 

.137
* 
.020 
 
388 

.625
* 
.087 
 
388 

.402
* 
.053 
 
388 

.301
* 
.127 
 
388 

.215
* 
.081 
 
388 

2.University to come 
up 
   with programmes 
to 
   suit each of the 
market  
   segments for 
attracting 
   more people   
          

Pearson  
Correlation 
Sig. (2-tailed)     
 

N 

.507
* 
.000 
 
388 
 

 1 
 
 
 
388 

.634 

.952 
 
 
388 

.079 

.180 
 
 
388 

.860
* 
.238 
 
 
388 

.422
* 
.413 
 
 
388 

.330
* 
.018 
 
 
388 

.449
* 
.245 
 
 
388 

3. To the university 
to  
   allocate  their 
   resources 
efficiently                                                                                                                  

Pearson  
Correlation  
Sig. (2-tailed)   
 

N 
 

.342
* 
.834 
 
 
388 
 

.304
* 
.952 
 
 
388 

1 
 
 
 
388 

.254
* 
.180 
 
 
388 

.361 

.238 
 
 
388 

.319
* 
.013 
 
 
388 

421* 
.388 
 
 
388 

.814
* 
.645 
 
 
388 

5.Make already  
   Attracted  people to  
   increase their 
financial  
   commitment to the 
   university for 
suitable  
   offering 
                 

Pearson 
Correlation  
Sig. (2-tailed)   
 

N 

.137
* 
.052 
 
388 

.079 

.180 
 
388 

.254
* 
.413 
 
388 

1 
 
 
388 

.321
* 
.398 
 
388 

.719
* 
.645 
 
388 

.521 

.645 
 
388 

.730 

.553 
 
388 
 

5. The university 
    estimates the size 
of 
    its market to 
ensure 
    the possibility of  
    reaching all the  
    members of the 
     market 
 

Pearson 
Correlation  
Sig. (2-tailed)   
 

N 

.625
* 
.246 
 
388 

.180
* 
.021 
 
388 

.740 

.132 
 
388 

.823 

.322 
 
388 

1 
 
 
388 

.632
* 
.221 
 
388 

.751
* 
.031 
 
388 

.972 

.034 
 
388 
 

6. The university to 
    classify donors 
    relative to fundraising

Pearson 
Correlation  
Sig. (2-tailed)   
 

N 
 

.402
* 
.291 
 
388 

.030
* 
.087 
 
388 

.449
* 
.053 
 
388 

.603
*.                  
.127 
 
388 

.408
* 
.011 
 
388 

1 
 
 
388 

434* 
.021 
 
388 
 

.754 

.109 
 
388 
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7. The university in  
    building and   
    maintaining  
    relationship 
through  
    effective 
    communication 
 
8.Create endowed 
chairs 
    to the university 
 

Pearson 
Correlation  
Sig. (2-tailed)   
 

N 
 
 
 
Pearson 
Correlation  
Sig. (2-tailed)   
 

N 

.301
* 
.471 
 
388 
 
 
 
.512
* 
.225 
 
388 

.814
* 
.292 
 
388 
 
 
 
.635
* 
.132 
 
388 

.719
* 
.421 
 
388 
 
 
 
376* 
.143 
 
388 

632* 
.122 
 
388 
 
 
 
449* 
.087 
 
388 

.137
* 
.035 
 
388 
 
 
 
.751
* 
.422 
 
388 

.726
* 
.435 
 
388 
 
 
 
.304
* 
.074 
 
388 

1 
 
 
388 
 
 
 
.745
* 
.143 
 
388 

.378
* 
.121 
 
388 
 
 
 
1 
 
 
388 

Source: Field Study (2015) 
*is significant at 0.05 
 
Results of correlation in Table 2 show that all the variables in the result have positive correlation. From 
this result the null hypothesis is rejected. This indicates that market segmentation attracts more donors 
for fundraising of public universities in south east Nigeria.  
 
RESULTS 
5.1 Discussion of Results 
Results of the study indicated that all the item statements that provided answer to the first research 
question, obtained a mean score greater than 3.50 which represented the criterion mean set for the study. 
It was found that the respondents rated strongly agreed and agreed to the market segmentation in 
attracting more donors for fundraising activities in public universities. The findings are similar to the 
findings of Kotler (2003) who stated that the relevant criteria for identifying donors segments are donors 
past behavior, psychographics and socio-demographics. Kotler further posited that application of 
market segmentation enables universities to have good understanding of donors served by the public 
organizations and helps them to develop offering that satisfy the needs of the target donors. Also 
Sargeant and Jay (2004) stated that behavioral segmentation shows that funds for non-profit 
organizations may be increased by grouping individuals based on variables such as amount donated or 
frequency of donation. Developing market segments requires identifying the different bases for 
segmenting the market, developing profiles of the resulting market segments and developing measures 
of each segment’s attractiveness. 
Results of correlation analysis in Table 2 show that all the variables in the result have positive 
correlation. This lead to rejection of null hypothesis, meaning that market segmentation attracts more 
donors for fundraising of public universities in south east Nigeria. Hence all things being equal, 
adoption of effective market segmentation strategy will attract more donors to support the fundraising 
activities of public universities. 
5.1. Conclusion 
The study established that market segmentation attracts donors for fundraising by helps universities to 
identify the uniqueness of each market to be served. It is therefore concluded that universities in Nigeria 
would begin to tightly focus on customer satisfaction, cross functional integration and coordination of 
their activities with a keen eye on profitability and competition through utilizing market segmentation 
in a bid to raise funds for quality service delivery. 
5.2. Recommendations 
From the discussion of findings and conclusion reached, the following are recommended: 

1. Public universities should adopt market segmentation in their fundraising which when properly 
used will increase their revenue generations for improvement in infrastructure and other 
educational facilities. 

2. Management and Proprietors of public university development resources need to be more 
carefully focused on identifying, cultivating, and soliciting support from alumni.  Those 
institutions that have shifted their focus in this direction are leading the pack in raising money 
that sustains institutional infrastructure.   
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3. Nigerian universities should maintain and develop the profitable relationship with donors and 
also mount other programmes such as sandwich, continuing education programme, 
uniair/distant learning in order to increase fundraising revenue.  
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