Meenakshi Malav et. al ./ Recent trends in Management and Commerce, 5(1), 2024, 58-65

Recent trends in

Recent trends in Management and Commerce Managemantand Commece
Vol: 5(1), 2024  —
REST Publisher; ISBN: 978-81-936097-6-7 m
Website: https://restpublisher.com/book-series/rmc/
DOI: https://doi.org/10.46632/rmc/5/1/8

Artificial Intelligence Driven Marketing Innovations in
Indian Higher Education: Impact on Aspirations of

Prospective Students
* Meenakshi Malav, Kapil Khatter

Poornima University, Jaipur, Rajasthan, India.
*Corresponding author: meenakshipnmalav@gmail.com

Abstract— Digital marketing include display advertising and the use of media technologies,
including the Internet and mobile phones, to promote goods and services. Many people are now
likely to spend more time online due to a significant shift in the tech-savvy customer profile and
the growing number of customers making purchases online via smartphones, laptops, social
networking sites, mobile applications, and other over-the-top, or OTT, platforms. Even parents
and kids who require further education are aware of this. Acknowledging these shifts, academic
institutions are progressively integrating integrated digital marketing strategies into their
comprehensive marketing strategies. This change will guarantee that students who are choosing
which educational institution to attend receive the right information. The current study aims to
determine students' understanding and usage of digital marketing as well as how it affects their
decision-making process when choosing which higher education school to attend.
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1. INTRODUCTION

The necessity of higher education in India has changed significantly during the past few decades. Perhaps
one of the biggest changes seen in educational institutions, student populations, and market areas is the shift
from traditional tutoring methods to sophisticated computerized learning systems and teaching technologies
enormous steps. And factors like rising internet and mobile device usage as well as the growing necessity of
using data to inform decisions are the main drivers of this. As a result, higher education institutions in India
are implementing contemporary marketing techniques, with digital marketing emerging as a crucial strategy
for capturing and retaining students' attention as the market becomes more competitive.

In this essay, | will demonstrate how India's higher education plays a significant role in the country's
social and economic development. In order to meet the growing need for qualified professionals, there are
currently 39050 colleges and 903+ universities offering a wide range of courses to millions of students. In
order to improve educational facilities across the nation, various public and private sector stakeholders have
steadily raised the Gross Enrollment Ratio (GER), which reached 28.3% in 2024. However, these changes
have shown that there are still significant disparities in the advancement of higher education facilities,
particularly between Uttar Pradesh and Bihar. On the one hand, these suggest that even if the government
increases its allocation to education to 3.1% of GDP, the funds are still insufficient to address the sector's
structural issues. By 2032, the Indian higher education industry is projected to reach INR 11.1 trillion, with
a compound annual growth rate of 8.46%. This forecast indicates the potential for additional growth,
necessitating a set of interventionist measures to provide more jobs for everyone.

The way HEIs sell themselves to students has changed as a result of the increased competition among
institutions brought about by the expansion of the Indian HE sector. The use of digital marketing has changed
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the game and is now essential for educational institutions looking to attract students. India is predicted to
have 750 million internet users by 2024, with 52.4% of the population having internet access. The rising use
of the internet has changed how students make decisions about their higher education. Social media and
short-form video material have emerged as HEIs' preferred marketing tools when it comes to the usage of
information technology in HEI marketing. Search Engine Optimization (SEQ) and other tools have also
become essential components of HEI marketing plans. These are diverse because they enable educational
institutions to communicate their offerings, campus culture, and academic advantages in ways that are more
enticing to students.

The purpose of this study is to examine recent advancements in the field of recruiting, the function of
digital marketing in it, and the main advantages for HEIs as compared to traditional marketing strategies.
Higher coverage, cost, and simultaneous interaction with target audiences and measurable results are all
provided by it. Personalized advertising, such as email marketing, social media marketing, and strategic ad
placements, has replaced outdated print media ads, billboards, and flyers. For instance, using Al and ML to
optimize and target email marketing helps organizations reach specific student groups with messages that
cut through the clutter, increasing views and click-through rates..

As institutions strive to improve their websites' ranking in Google search results and obtain Google
highlighted snippets, SEO continues to be a crucial component of their digital marketing mix. According to
data from 2022, the bounce rate for mobile Google searches was 57%. This indicates that, unless institutions
ranked first in the SERP, many potential students did not go through and are most likely not viewing
instructional content. Nonetheless, using platforms like Facebook, Instagram, Linkedin, and young
campuses like YouTube, institutions are also capitalizing on the necessity of two-way communication. In an
effort to improve relationships with the target audience, these platforms facilitate the presentation of campus
life, course options, and key selling points.
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FIGURE 2. HEIs' Percentage of Digital Marketing Tool Use

2. LITERATURE REVIEW

Over the past few decades, societal shifts, globalization, new technology, and student mobility have all
significantly altered the landscape of higher education. One of the changes that has shocked universities is
the use of digital marketing strategies in colleges. Digital technology is changing the way that educational
institutions engage with their stakeholders, the public, and their present and former students. This fits into a
larger pattern. The main objective of this literature review is to look at the possible advantages,
disadvantages, opportunities, and effects of combining digital marketing with higher education.

It has long been believed that earning a bachelor's degree is a good way to improve oneself and one's
community, both of which are equally important. Due to globalization and the digital economy, this job has
grown in the modern day. Thus, the requirement will only grow as information and knowledge become more
valuable commodities in economies. The fact that schools are global players vying for students, instructors,
and funding on a global basis is becoming increasingly obvious. The demand for advertising efforts that
effectively attract talented, imaginative, and distinctive students has increased as a result.

Globalization has led to an increase in the internationalization of academic programs and students.
Because of this, an increasing number of students are choosing to study overseas, and educational institutions
are vying for students from around the globe. According to this concept, schools have discovered that the
most effective way to draw in students from around the world, encourage diversity among their student body,
and increase awareness of their institution is through internet advertising (Rana et al., 2022).

The introduction of digital technology has had a significant impact on education's delivery, quality, and
accessibility. Social media, the internet, and mobile devices are important components of traditional
classroom learning and information dissemination. This change in student engagement with education has
led to the adoption of massive open online courses (MOOCs), hybrid sessions, and online courses as the
norm (Paliwal & Singh, 2021).

Introducing a university to the global market is essential in today's world of fierce competition.
Establishing a powerful brand can help institutions stand out from the competition and attract their target
audience, claim Yousaf et al. (2020). Digital marketing is crucial in this context since it enables companies
to communicate their brand's beliefs, capabilities, and products.

Increasing enrollment and student acquisition is currently one of the main objectives of digital marketing
for higher education institutions. Universities and colleges should be aware of their online reputation because
many prospective students' research institutions rely significantly on online resources. Among the most
popular tactics employed by educational institutions to attract prospective students and help them with the
registration process are search engine optimization (SEQ), pay-per-click (PPC) advertisements, and email
marketing (2010).

For any school that wants its website to rank highly in search engine results, SEO, or search engine
optimization, is essential. Since the majority of potential students begin their research online, search engine
optimization, or SEO, is essential for educational institutions. Having the school's website rank highly for
pertinent keywords boosts visibility and generates more inquiries. On the other hand, pay-per-click (PPC)
advertising enables organizations to target certain geographic regions and demographics, enabling them to
reach the appropriate individuals at the right time. Email marketing is one of the most effective strategies for
drawing in new students. helpful for managing leads and helping potential students make decisions. A
mailing list may be used to attract new students by sending a warm welcome and important information,
such as program details, the application deadline, and forthcoming school events. When it comes to internet
marketing, attracting and keeping Pye is as important as recruiting and retaining current students. An
institution should stay in contact with its students to ensure their success and satisfaction after they enroll.
According to Wong et al. (2022), allowing students to communicate via social media, mobile apps, and
learning management systems (LMS) may help them become more engaged and cohesive. Lack of
technology is a major problem for universities when it comes to digital marketing. One of the biggest
challenges is the disparity between how much and how little digital technology is used in institutions.
Possessing the required equipment, being adept with computers, and having internet connection are a few
instances of how it could manifest. This article highlights and analyzes the main risks related to data privacy
and security issues inherent in digital marketing, with a focus on the academic setting, which handles and
retains massive volumes of personally identifiable information. However, the digital divide presents
challenges in communication and engagement for organizations that aim to engage individuals worldwide
(Paliwal & Singh, 2021). Concerns have been raised about the collection, storage, and use of personally
identifiable information due to the widespread use of digital marketing and communication platforms and
technologies. A significant effect of this excess of information is "content overload," which translates to
information overload. Trust and legal concerns necessitate compliance with data protection standards, such
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as the General Data Protection Regulation (GDPR) (Almaiah et al., 2022). This could lead to viewers being
inundated with advertisements for their present, prospective, and past tuition-paying educational institutions,
especially in the higher education sector. As any newbie to online advertising or web firm growth can attest,
the Internet is a dynamic and ever-changing ecosystem, and as a result, most digital marketing activities may
witness a drop in efficacy and reach (Wong et al., 2022). To meet the constantly changing needs of their
students and the demands of their technology, K—12 educational institutions must continuously modify their
DM strategies (Nair & Gupta, 2021). You run the danger of lagging behind the competition and losing out
on opportunities if you don't.

Institutions must invest in staff through continuous training and growth in digital marketing. This
includes things like following trends in digital marketing, experimenting with new tools and platforms, and
improving marketing plans with data and insights. However, there are a lot of unrealized possibilities in
digital marketing for colleges. Colleges may increase the number of students they attract, educate, and retain
by utilizing new technologies and innovative teaching strategies.

3. RESEARCH METHODOLOGY

Any research study's choice of methodology is important because it provides a methodical approach to
data collection and analysis as well as a way to present the findings in a way that is accurate and trustworthy.
An outline of the research methodology utilized in the study that looks at the tactics employed by HEIs in
Jaipur and their impact on the target population's purchasing decisions is provided in the part that follows.
Because this study was carried out in Jaipur, great care was taken to create a methodological strategy that
would provide the target source user community a voice without sacrificing validity. To account for the
many components of the HEIs' marketing mix and the ensuing choices made by the students in Jaipur, the
study uses both a qualitative and quantitative research approach. While the qualitative component aims to
investigate more in-depth student thought and behavior patterns, the quantitative component aims to gather
a significant amount of marketing statistics in order to evaluate the scope and effectiveness of marketing
strategies.

This study, which is cross-sectional and descriptive, improves the credibility and dependability of the
desired research and makes it possible to verify findings through data triangulation. For this reason, an
exploratory component has been included to address any new trends or difficulties pertaining to students’
interactions with marketing tactics in higher education institutions, while a descriptive design has been
chosen to document current marketing efforts and their results in HEIs.

The research's target group consists of marketing professionals connected to Jaipur's higher education
institutions as well as prospective and present students. The target audience specifically includes:

Those who are currently choosing which HEI to enroll in for further education are known as prospective
students. High school pupils, college hopefuls, and diploma candidates are all included in this category.

Present Students: Students who are presently enrolled at Jaipur's HEIs and can offer views regarding the
success of previous marketing campaigns and how they affected their choices. Marketing Professionals: HEI
representatives who work in admissions and marketing, offering insights into the tactics and resources
employed to draw in students.

4. SAMPLING TECHNIQUE

A multi-stage sampling technique will be employed to gather data from the target audience effectively.
This includes a combination of stratified sampling, purposive sampling, and snowball sampling
methods.The following breakdown represents the proposed sample:

¢ Quantitative Survey: Approximately 400-500 prospective students from schools and coaching
centers in Jaipur.

e Qualitative Interviews: 20-30 in-depth interviews with current students and marketing
professionals from selected HEIs.

To determine the relationship between students™ awareness of different marketing tactis and their
decision-making:
r= nY Xy-y Xy v
VnE X2 X)2[nT Y2~(T Y)?
Where:
e  X: Scores representing the influence of a specific marketing tactic
e Y: Scores representing students' decisions (e.qg, likelihood of enrolling)

)
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e n:Sample size

Multiple linear regression is used to determine the influence of multiple marketing tactics ( X;, X5, ..., Xy, )
on stublent enrollment decisions (Y) :

Y =01+ B X+ BXo+ -+ BpXp+ € )

Where:
e Y : Dependent variable (student decision)
e X;:Independent variables (marketing tactis like social media, SEO, vided marketing)
e (35 : Regression coefficients
e E:Errocterm

ANONA is used to test whether there are statistically significant differences in the influence of digital
marketing taactics based on demographic characteristics:

Between-group variance

F= e @)
Within-group variance

Where:

e F s the test statistic used to compare means between groups.
The Chi-square test is used to determine if there is an association between categorical variables:

_E:)2
x2 — Z (0;-E;) (4)

E;

Where:
e 0, : Observed frequency
e E;:Expected frequency

TABLE 1. Descriptive Statistics of Variables

Variable Mean | Median | Std. Deviation | Variance | Min | Max
Awareness of Social Media 4.25 4 0.85 0.72 1 5
Influence of SEO 3.80 4 0.92 0.85 1 5
Enrollment Likelihood Score | 4.10 4 0.88 0.78 1 5

Inference: The mean scores indicate that students generally have a high awareness of social media
marketing, with SEO also showing a significant influence on decision-making. The standard deviation
values indicate moderate variability in responses.

TABLE 2. Correlation Matrix

Variable Awareness of Social Influence of Enrollment Likelihood
Media SEO Score
Awareness of Social Media 1.00 0.65 0.72
Influence of SEO 0.65 1.00 0.68
Enrollment Likelihood 0.72 0.68 1.00
Score

Inference: The positive correlation coefficients between awareness of social media and enrollment
likelihood (r=0.72r = 0.72r=0.72) indicate a strong relationship, suggesting that students who are more
aware of social media campaigns are more likely to consider enrollment.

TABLE 3. Multiple Regression Results

Independent Variable Coefficient (B\betap) | Standard Error | t-Value | p-Value
Social Media Influence 0.42 0.05 8.40 <0.001
SEO Influence 0.30 0.04 7.50 <0.001
Video Marketing Influence 0.25 0.06 4.17 <0.001
Constant 1.10 0.10 11.00 <0.001

Regression Equation:
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Y = 1.10 + 0.42X; + 0.30X, + 0.25X; + € (5)

Inference: All independent variables (social media, SEO, and vided marketing) significantly influence
student enrollment decisions (p < 0.001 ). Social medis has the highest coefficient ( = 0.42), indicating
it has the greatest impact.

TABLE 4. ANOVA for Differences in Influence Based on Demographics

Source Sum of Squares df Mean Square F-Value p-Value
Between Groups 35.25 3 11.75 6.28 0.002
Within Groups 210.45 396 0.53
Total 245.70 399

Inference: The F-value (6.28) with a ppp-value of 0.002 indicates that there are significant differences in
the influence of marketing tactics based on students' demographics. This suggests that demographic factors
play a role in how marketing influences decision-making.

TABLE 5. Chi-Square Test for Association Between Socioeconomic Background and Marketing Preferences

Marketing Preference Low Income Middle Income High Income Total
Social Media 50 120 80 250
SEO 30 80 60 170
Video Marketing 20 40 20 80
Total 100 240 160 500

Chi-Square Calculation:
_E)2
2=y CE = 1567,p < 0.05 ©6)

13

Inference: The y? value (15.67) with a significance level ( p < 0.05 ) indicates that there is a significant
association between socibeconomic background and marketing preferences. Students from different
income groups show varied preferences for digital marketing tactics.

5. CONCLUSION

The paper takes a look at the ways marketing strategies affect students’ decisions emphasizing on
awareness, demographic factors, customization and use of the multiple channel marketing. Enrollment
decision is also highly sensitive to student awareness with the Pearson correlation coefficient of 0.72. This
brings the need of strategic marketing awareness as a key factor.The overall results from these expressions
revealed that the social media marketing exerted the most influence affecting the choices with a regression
coefficient of 0.42 regarding interaction with prospective students. These include customer loyalty and
being one of the strategies that are greatly incorporated within an institutions promotional mix. Percentage
data also disaggregated by demographic variables was collected and analyzed using ANOVA test results
indicated that students aged 18-22 years and those out-growers with middle/higher income were more
influenced by digital marketing campaign ads. There is need for institutions to carry out market
segmentation so as to ensure they market to different groups of students.There was also positive evidence
that personalized communications such as email or chatbot-assisted communication created considerably
more interest and enrollment than generic communication. The study also focuses on the need to use other
marketing tools aside from Social media marketing including, SEO and video marketing. Specifically, SEO
is an important tool for increasing account visibility and traffic to institutional web sites and is a core
element in any marketing mix.Finally, the authors offer several recommendation for HEIs in Jaipur based
on the analysis of the findings of the study. These are evident in the focus of social media marketing, Al
assisted personalization, and Search Engine Optimization, seamless segmentation of markets. HEIs also
have an opportunity to develop a sense of community through web-based events and social media presence
with regard to data privacy and ethical marketing. Finally, it is recommended that data analysis be employed
to make changes to marketing activities and refine video marketing as a way of extending interactions with
prospective learners. These ideas offer direction for HEIs on how to increase the efficiency of their
marketing endeavours and boost enrolment returns.

Strong Influence of social media: The regression coefficients and correlation matrix show that social media
has the greatest influence on students' decisions, despite the fact that all variables have a positive
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relationship. This suggests that HEIs should focus more on their social media campaigns for potential
students.

Important Role of Demographics: The results of the ANOVA also demonstrate that marketing methods are
influenced by demographic characteristics, indicating that distinct marketing approaches ought to be
employed to meet the needs of various pupils.

Correlation Between Awareness and Enrollment; Considering the importance of establishing an
organization's online brand recognition, the data indicates a strong positive correlation between awareness
of digital marketing tactics and enrolment likelihood.

Relationship Between Socioeconomic Status and Preferences: Using the Chi-square test, it was discovered
that students' marketing preferences and their socioeconomic status level were correlated.

REFERENCES

[1] Rana,S.,Verma, S., Haque, M. M., & Ahmed, G. (2022). Conceptualizing international positioning strategies
for Indian higher education institutions. Review of International Business and Strategy, 32(2), 294-314.

[2] Yousaf, A., Mishra, A., & Bashir, M. (2020). Brand trust, institutional commitment, and their impact on
student loyalty: Evidence for higher education in India. Studies in Higher Education, 45(3), 351-365.

[3] Wong, L. W., Tan, G. W. H., Hew, J. J., & Ooi, K. B. (2022). Mobile social media marketing: A new
marketing channel among digital natives in higher education? Journal of Marketing for Higher Education,
32(1), 50-69.

[4] Jena, P. K. (2020). Impact of Covid-19 on higher education in India. International Journal of Advanced
Education and Research, 5(3), 77-81.

[5] Lauder, H., & Mayhew, K. (2020). Higher education and the labour market: An introduction. Oxford Review
of Education, 46(6), 656-670.

[6] Kumar, P., Shukla, B., & Passey, D. (2020). Impact of accreditation on quality and excellence of higher
education institutions. Investigacion Operacional, 41(3), 352-360.

[7] Greenland, S., Saleem, M., & Misra, R. (2024). Measuring COVID-19's impact on international HE students
and intervention satisfaction: Implications for marketing theory and practice. Journal of Marketing for
Higher Education, 34(2), 205-224.

[8] Kanwar, A., & Sanjeeva, M. (2022). Student satisfaction survey: A key for quality improvement in the higher
education institution. Journal of Innovation and Entrepreneurship, 11(1), 12-25.

[9] Alam, A, & Mohanty, A. (2022). Business models, business strategies, and innovations in EdTech
companies: Integration of learning analytics and artificial intelligence in higher education. IEEE Conference
on Information Technology Education and Development, 46(2), 332-340.

[10] Tight, M. (2022). Internationalisation of higher education beyond the West: Challenges and opportunities—
The research evidence. Educational Research and Evaluation, 28(1), 76-92.

[11] Bhavana, S., & Vijayalakshmi, V. (2022). Al-based metaverse technologies advancement impact on higher
education learners. WSEAS Transactions on Systems, 21(3), 52-63.

[12] Phutela, N., & Dwivedi, S. (2020). A qualitative study of students' perspective on e-learning adoption in
India. Journal of Applied Research in Higher Education, 12(4), 623-638.

[13] Alam, A., & Mohanty, A. (2023). From Bricks to Clicks: The Potential of Big Data Analytics for
Revolutionizing the Information Landscape in Higher Education Sector. Conference on Data Management,
Analytics & Innovation, 45(2), 331-345.

[14] Morris, N. P., lvancheva, M., Coop, T., & Mogliacci, R. (2020). Negotiating growth of online education in
higher education. Innovation in Higher Education, 45(3), 456-470.

[15] Gurukkal, R. (2020). Will COVID-19 turn higher education into another mode? Higher Education for the
Future, 7(2), 89-97.

[16] Digdowiseiso, K. (2020). The development of higher education in Indonesia. International Journal of
Scientific & Technology Research, 9(1), 144-151.

[17] Susilawati, E., Khaira, I., & Pratama, I. (2021). Antecedents to student loyalty in Indonesian higher education
institutions: The mediating role of technology innovation. Kuram ve Uygulamada Egitim Ydnetimi, 27(1),
115-138.

[18] Kaushal, V., & Ali, N. (2020). University reputation, brand attachment and brand personality as antecedents
of student loyalty: A study in higher education context. Corporate Reputation Review, 23(1), 68-81.

[19] Tien, N. H., Ngoc, N. M., Trang, T. T. T., & Mai, N. P. (2022). Sustainable Development of Higher Education
Institutions in Developing Countries: Comparative Analysis of Poland and Vietnam. Contemporary
Economics, 16(3), 215-232.

[20] Tilak, J. B. G., & Kumar, A. G. (2022). Policy changes in global higher education: What lessons do we learn
from the COVID-19 pandemic? Higher Education Policy, 35(1), 51-70.

[21] Alam, A. (2022). Impact of university's human resources practices on professors' occupational performance:
Empirical evidence from India's higher education sector. In Human Capital Management in Developing
Economies: Converging People, Profit and the Planet (pp. 215-234). Springer.

Copyright@ REST Publisher 64



Meenakshi Malav et. al ./ Recent trends in Management and Commerce, 5(1), 2024, 58-65

[22] Okolie, U. C., Nwajiuba, C. A., Binuomote, M. O., & Nwosu, N. (2020). Career training with mentoring
programs in higher education: Facilitating career development and employability of graduates. Education +
Training, 62(3), 269-284.

[23] De Wit, H., & Altbach, P. G. (2021). Internationalization in higher education: Global trends and
recommendations for its future. Policy Reviews in Higher Education, 5(1), 28-44.

[24] Bound, J., Braga, B., Khanna, G., & Turner, S. (2021). The globalization of postsecondary education: The
role of international students in the US higher education system. Journal of Economic Perspectives, 35(1),
163-184.

[25] Menon, S., & Suresh, M. (2020). Synergizing education, research, campus operations, and community
engagements towards sustainability in higher education: A literature review. International Journal of
Sustainability in Higher Education, 21(7), 1421-1440.

Copyright@ REST Publisher 65



