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VRAELYS: KRITERIA VIR DIE SELEKSIE VAN ' N HOëR ONDERWYS INSTANSIE
Respondent nommer

Geagte student: Die ondergemelde is sommige aspekte wat studente oorweeg wanneer 
 'n universiteit geselekteer word. Dit sal waardeer word indien u 'n paar minute van u tyd  
sal afstaan om hierdie vraelys te voltooi insake u besluit om by hierdie universiteit in 
te skryf. Neem asb. kennis dat u antwoorde streng konfidensieël hanteer sal word en slegs 
aangewend sal word vir navorsingsdoeleindes. Dui u keuse aan deur 'n nommer te sirkel.  

AFDELING A: EIENSKAPPE VAN DIE UNIVERSITEIT

1. Dui asb. aan hoe belangrik elkeen van die onderstaande eienskappe was in die keuse
van 'n universiteit.
1 = Glad nie belangrik   2 = Geringe mate belangrik   3 = Redelik belangrik 
4 = Baie belangrik  5 = Uiters belangrik

G
lad nie belangrik

G
eringe m

ate belangrik

R
edelik belangrik

B
aie belangrik

U
iters belangrik

K
antoor gebruik

Faktore oorweeg 1 2 3 4 5

1.  Wye keuse van vakke/studierigtings 1 2 3 4 5 1
2.  Kwaliteit van onderrig 1 2 3 4 5 2
3.  Akademiese fasiliteite (bv. biblioteke & laboratoriums) 1 2 3 4 5 3
4.  Toelatingsvereistes 1 2 3 4 5 4
5.  Klasgelde (koste) 1 2 3 4 5 5
6.  Ligging van universiteit 1 2 3 4 5 6
7.  Sportprogramme 1 2 3 4 5 7
8.  Sosiale lewe op kampus (bv.  jool, musiekfeeste en bokjol) 1 2 3 4 5 8
9.  Aantreklikheid van kampus   1 2 3 4 5 9
10. Kampusveiligheid en sekuriteit 1 2 3 4 5 10
11. Behuising & koshuise op kampus 1 2 3 4 5 11
12. Ouers het die universiteit bygewoon (tradisie)           1 2 3 4 5 12
13. Broers/susters het die universiteit bygewoon 1 2 3 4 5 13
14. Vriende woon die universiteit by 1 2 3 4 5 14
15. Akademiese reputasie (Prestige) 1 2 3 4 5 15
16. Finansiële bystand ( bv. beurse & lenings) 1 2 3 4 5 16
17. Taalbeleid 1 2 3 4 5 17
18. Skakeling met industrie 1 2 3 4 5 18
19. Multi-kultureel/ diversiviteit 1 2 3 4 5 19
20. Internasionale skakeling ( bv. studie & werksgeleenthede) 1 2 3 4 5 20
21. Moontlike werksgeleenthede 1 2 3 4 5 21
22. Buigsame onderrigmetodes (bv. aandklasse, rekenaargebruik) 1 2 3 4 5 22
23. Beeld van universiteit 1 2 3 4 5 23

1

 
 
 



AFDELING B: BRUIKBAARHEID VAN INLIGTINGSBRONNE

2. Studente steun baie op inligting wat hulle insamel oor 'n universiteit voor hulle inskryf by 
die spesifieke universiteit. Dui asb. die bruikbaarheid van die onderstaande inligtingsbronne 
aan tydens u oorweging om by hierdie universiteit in te skryf. Indien 'n spesifieke 
inligtingsbron nie beskikbaar was nie, omkring 0. 
0 = Nie van toepassing  1 = Baie swak   2 = Swak  3 = Gemiddeld  4 = Goed   5 = Uitstekend 

B
aie sw

ak

Sw
ak

G
em

iddeld

G
oed

U
itstekend

N
ie van toepassing

Bruikbaarheid van inligtingsbronne 1 2 3 4 5 0

1.  Skoolbesoeke deur universiteitspersoneel 1 2 3 4 5 0 24
2.  Universiteit publikasies (bv. nuusbriewe & brosjure) 1 2 3 4 5 0 25
3.  Universiteitwebwerf 1 2 3 4 5 0 26
4.  Kampusbesoeke & ope dae 1 2 3 4 5 0 27
5.  Alumni 1 2 3 4 5 0 28
6.  Ouers 1 2 3 4 5 0 29
7.  Hoërskool onderwysers 1 2 3 4 5 0 30
8.  Mondelinge inligting van  vriende & ander persone 1 2 3 4 5 0 31
9.  Radioadvertensies 1 2 3 4 5 0 32
10. Aktiwiteite op kampus (bv. musiekfeeste, jool, sport) 1 2 3 4 5 0 33
11. Tydskrif & koerantadvertensies 1 2 3 4 5 0 34
12. TV advertensies 1 2 3 4 5 0 35
13. Ander (Indien meer as een, lys die belangrikste bron) 1 2 3 4 5 0 36

Indien ander, spesifiseer asb.

AFDELING C: PERSOONLIKE INLIGTING

3. Dui asb. u geslag aan Manlik Vroulik

1 2 37

4. Dui asb. u ouderdom in jaar aan 38

5. Dui asb. u etniese afkoms aan

S
w

art

B
ruin

Indiër

B
lank

A
nder

1 2 3 4 5 39

Indien ander, spesifiseer asb.

 
 
 



6. Watter universiteit woon u by?
Tshwane Universiteit Universiteit

Universiteit van van
van Tegno- Pretoria Johannes-

logie burg

1 2 3 40

7. Dui asb. u moedertaal  aan.
Afrikaans Engels N-Sotho S-Sotho Ndebele Tswana Zulu Venda Tsonga Swazi Xhosa

1 2 3 4 5 6 7 8 9 10 11 41

Ander 12 Indien ander, spesifiseer asb.

8. Dui asb. aan hoeveel kilometers hierdie universiteit van u 
 familie/ouers se woning af is.

42

9. Is u 'n inwoner van die provinsie waarin hierdie universiteit geleë is?

Ja Nee

1 2 43

10. Wat was u gemiddelde persentasie (vir al u vakke) in u finale graad 12 eksamen?

44

TOESTEMMING:

Alle inligting is streng vertroulik
Dankie vir u samewerking

Handtekening:------------------------------------------------------               Datum:--------------------------------------

Plek:-----------------------------------------

4

Universiteit
van 
die

Vrystaat

1 2 3 4

59 % of minder60-69%70-79%80% of meer

1 2 3 4

Meer as 70km31-70 km11-30 km10 of minder km

5 6

Universiteit 
 van 

Kwa-Zulu
Natal

Universiteit
van

Noord
Wes

 
 
 



QUESTIONNAIRE: CRITERIA TO SELECT  A HIGHER EDUCATION INSTITUTION
Respondent number

Dear student: Listed below are some aspects of universities that students consider when
selecting a university. It will be appreciated if you can take a few minutes of your time to
complete  this questionnaire on what led you to enroll at this university. Please note that your
answers will be regarded as strictly confidential and will be used for research purposes only.
Please indicate your choice by circling a number: Example 

SECTION A: UNIVERSITY CHARACTERISTICS

1. Please indicate how important each of the characteristics were to you in choosing 
a university to attend.
1 = Not at all important   2 = Of little importance   3 = Moderately important  
4 = Very important 5 = Extremely important

N
ot im

portant at all

O
f little im

portance

M
oderately im

portant

Very Im
portant

Extrem
ely Im

portant

Factors considered 1 2 3 4 5
1.  Wide choice of subjects/courses 1 2 3 4 5 1
2.  Quality of teaching 1 2 3 4 5 2
3.  Academic facilities (eg.  libraries, laboratories) 1 2 3 4 5 3
4.  Entry requirements 1 2 3 4 5 4
5.  Fees (cost) 1 2 3 4 5 5
6.  Location of university 1 2 3 4 5 6
7.  Sports programs 1 2 3 4 5 7
8.  Social life on campus (eg. Rag, music festivals, campus dances) 1 2 3 4 5 8
9.  Attractiveness of campus 1 2 3 4 5 9
10. Campus safety & security 1 2 3 4 5 10
11. On campus housing / hostels 1 2 3 4 5 11
12. Parents went there (tradition) 1 2 3 4 5 12
13. Brother/Sister went there 1 2 3 4 5 13
14. Friends went there 1 2 3 4 5 14
15. Academic reputation (Prestige) 1 2 3 4 5 15
16. Financial assistance (eg. bursary & loans) 1 2 3 4 5 16
17. Language policy 1 2 3 4 5 17
18. Links with the industry 1 2 3 4 5 18
19. Multi-cultural/ diversity 1 2 3 4 5 19
20. International links ( eg. study & job opportunities) 1 2 3 4 5 20
21. Employment prospects (eg.  possible job opportunities) 1 2 3 4 5 21
22. Flexible study mode (eg. evening classes, use of computers) 1 2 3 4 5 22
23. Image of university 1 2 3 4 5 23

Office use 
only 

1

 
 
 



SECTION B: USEFULNESS OF INFORMATION SOURCES

2. Students rely heavily on the information they can obtain about the university before they 
enroll at that university. Please indicate the usefulness of the following information provided, 
when you considered enrolling at this university. If a given source was not available, circle 0. 
0 = Not applicable  1 = Very poor   2 = Poor   3 = Fair   4 = Good   5 = Excellent 

Very Poor

Poor

Fair

G
ood

Excellent

N
ot A

pplicable

Usefulness of information sources 1 2 3 4 5 0
1.  School visits by university staff 1 2 3 4 5 0 24
2.  University publications (newsletters & brochures) 1 2 3 4 5 0 25
3.  University web site 1 2 3 4 5 0 26
4.  Campus visits & open days 1 2 3 4 5 0 27
5.  Alumni 1 2 3 4 5 0 28
6.  Parents 1 2 3 4 5 0 29
7.  High school teachers 1 2 3 4 5 0 30
8.  Word-of-mouth ( friends & other people) 1 2 3 4 5 0 31
9.  Advertisements on radio 1 2 3 4 5 0 32
10. Events on campus (music festivals, Rag, sports events) 1 2 3 4 5 0 33
11. Advertisement in magazines / newspapers 1 2 3 4 5 0 34
12. Advertisements on TV 1 2 3 4 5 0 35
13. Other (If more than one,  list the most important source) 1 2 3 4 5 0 36
If other, please specify

SECTION C: PERSONAL DETAILS

3. Indicate your gender Male Female
1 2 37

4. Indicate your age in years 38

5. Indicate your ethnic background

B
lack

C
oloured

Indian

W
hite

O
ther

1 2 3 4 5 39

If other, please specify

6. Which university are you attending ?
Tshwane University University
University of of
of Techno- Pretoria Johannes-

logy burg
1 2 3 40

7. Indicate your home language
Afrikaans English N-Sotho S-Sotho Ndebele Tswana Zulu Venda Tsonga Swazi Xhosa

1 2 3 4 5 6 7 8 9 10 11 41

Other 12 If other, please specify

4 5 6
State West
Free North Natal
of the of Kwa -Zulu

University University University of

 
 
 



8. Please indicate how many kilometers this university is from your 
permanent family/parents' home

42

9. Are you a resident of the province in which this university is located?
Yes No
1 2 43

10. What was your average grade (for all subjects) in your final grade 12 exam?

44

INFORMED CONSENT:

All information will be strictly confidential
Thank you for your co-operation

Signature:-------------------------------------------                 Date:---------------------------------

Place:----------------------------------

1 2 3 4
80% or more 70-79% 60-69% 59 % or lower

1 2 3 4
10 or less km 11-30 km 31-70 km More than 70
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