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ABSTRACT 

 

This study investigates the online marketing strategies employed by higher education institutions in Haryana, India, 

with a focus on student engagement and institutional visibility. Using a descriptive research design and a survey-based 

approach, primary data were collected from a sample of 500 respondents across the state. Exploratory Factor Analysis 

(EFA) was applied to identify the underlying dimensions of digital marketing strategies, resulting in five key factors: 

Digital Engagement and Influence Strategies (DEIS), Digital Visibility and Engagement Tools (DVET), Direct 

Outreach and Promotional Accessibility (DOPA), Interactive Digital Support and Accessibility (IDSA), and Trust and 

Credibility in Digital Marketing (TCDM). The findings highlight that while technological tools and outreach 

mechanisms are essential, credibility and trust remain the most influential drivers of student engagement. The study 

contributes to the growing body of literature on digital transformation in higher education by offering empirical 

insights into how institutions can strategically leverage online platforms to enhance student recruitment and retention. 

 

Keywords: Digital Marketing Strategies, Higher Education Institutions, Student Engagement, Exploratory Factor 
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1. INTRODUCTION 

 

In the contemporary digital era, higher education institutions are increasingly adopting online marketing strategies to 

attract, engage, and retain students. With the rapid expansion of internet access and social media platforms, students 

today rely heavily on digital channels to explore academic opportunities, evaluate institutional credibility, and make 

informed enrollment decisions. This shift has compelled universities and colleges to move beyond traditional 

marketing approaches and embrace digital pathways that foster meaningful engagement with prospective learners. 

Online marketing is no longer a supplementary tool; it has become a central component of institutional branding and 

student outreach [1]. 

The competitive landscape of higher education, particularly in regions like Haryana, demands that institutions 

differentiate themselves through innovative digital strategies. Students are not only looking for academic excellence 

but also for institutions that demonstrate accessibility, transparency, and responsiveness in their communication. 

Digital marketing tools such as search engine optimization (SEO), social media campaigns, targeted advertisements, 

and interactive support systems enable institutions to enhance visibility and build stronger connections with their 

audiences. These strategies help bridge the gap between institutional offerings and student expectations, thereby 

creating a more personalized and engaging experience [2]. 

Moreover, the credibility of an institution in the digital space plays a decisive role in shaping student perceptions. 

Trust and authenticity in online communication, coupled with transparent promotional practices, significantly 

influence decision-making processes. Institutions that prioritize credibility alongside visibility and engagement are 

better positioned to establish long-term relationships with students [3]. This highlights the importance of integrating 

trust-building mechanisms into digital marketing strategies, ensuring that promotional efforts resonate with students on 

both rational and emotional levels. 
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2. REVIEW OF LITERATURE 

 

Mangal et al. (2025) [4] examined transformative effects of digital marketing in the education sector with the 

objective of identifying its role in reshaping institutional outreach and student engagement. The study reviewed 

multiple strategies including social media campaigns, search engine optimization, and targeted advertisements that 

influenced student awareness. Findings indicated that digital marketing enhanced accessibility, improved 

communication channels, and facilitated personalized learning experiences across diverse educational institutions. 

Results highlighted that adoption of digital tools increased transparency in admission processes and strengthened 

institutional credibility. The analysis revealed that digital marketing contributed to bridging geographical barriers and 

expanding global reach of educational services. Conclusion emphasized that integration of digital tools created 

significant value in educational promotion and service delivery. The review suggested that digital marketing was no 

longer optional but essential for competitive positioning in the education sector. Future scope recommended 

exploration of artificial intelligence-driven marketing strategies and advanced analytics for deeper personalization. 

Kumar et al. (2025) [5] investigated the impact of digital marketing on higher education with the objective of 

assessing its influence on institutional visibility and student enrollment. The study analyzed digital campaigns 

implemented by universities to attract prospective students through online platforms. Findings revealed that digital 

marketing campaigns increased brand recognition, improved student decision-making, and strengthened institutional 

competitiveness in a crowded marketplace. Results demonstrated that online advertisements and interactive websites 

provided clarity regarding courses and institutional strengths. The research highlighted that digital marketing reduced 

dependency on traditional promotional methods and improved cost efficiency. Conclusion stated that digital marketing 

served as a critical tool for higher education institutions in adapting to modern communication trends. The study 

emphasized that digital marketing shaped perceptions of institutional quality and credibility among students. Future 

scope recommended further research on cost-effectiveness and long-term sustainability of digital strategies in higher 

education. 

Rose et al. (2025) [6] critically analyzed impacts of digital marketing in education services with the objective of 

evaluating both positive and negative consequences. The study reviewed institutional practices that leveraged digital 

platforms for outreach and engagement. Findings revealed that digital marketing improved institutional reach and 

student engagement but also raised challenges related to authenticity and information overload. Results highlighted 

that excessive reliance on digital platforms sometimes created confusion among students regarding credibility of 

information. The analysis emphasized that ethical considerations were necessary to maintain trust in digital 

communication. Conclusion stated that balanced and ethical use of digital marketing was essential for sustainable 

educational growth. The study underscored that digital marketing strategies must align with institutional values and 

student expectations. Future scope recommended examination of regulatory frameworks and ethical guidelines for 

digital marketing in education to ensure transparency and accountability.  

Palla et al. (2025) [7] investigated the beneficial relationship between marketing services and schools with the 

objective of analyzing how marketing practices supported institutional growth. The study examined the role of 

promotional strategies in enhancing school visibility and strengthening community engagement. Findings revealed that 

marketing services improved communication between schools and stakeholders, facilitated trust-building, and 

supported enrollment growth. Results highlighted that schools adopting structured marketing approaches achieved 

stronger reputational outcomes and competitive advantage. The analysis emphasized that marketing services 

contributed to aligning institutional goals with societal expectations. Conclusion stated that integration of marketing 

services was essential for sustainable educational development. Future scope suggested further exploration of digital 

marketing innovations and their role in shaping long-term institutional strategies. 

Palla et al. (2025) [8] explored principals’ perceptions of market orientation in modern schools with the objective of 

understanding leadership perspectives on marketing practices. The study investigated how principals interpreted 

market orientation as a tool for institutional competitiveness and student satisfaction. Findings revealed that principals 

recognized marketing orientation as a driver of innovation, reputation, and stakeholder trust. Results indicated that 

market-oriented schools achieved improved adaptability to changing educational demands. The analysis highlighted 
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that leadership support was critical for successful implementation of marketing strategies. Conclusion stated that 

principals’ perceptions shaped institutional readiness for adopting market-oriented approaches. Future scope suggested 

further research on cross-cultural differences in leadership attitudes toward market orientation. 

Balaskas et al. (2025) [9] examined digital persuasion in classrooms with the objective of understanding middle 

school students’ perceptions of neuromarketing and screen-based advertising. The study investigated how advertising 

techniques embedded in digital content influenced student attitudes and learning behavior. Findings revealed that 

students perceived screen-based advertising as both informative and distracting depending on context. Results 

indicated that neuromarketing strategies shaped subconscious responses and influenced classroom engagement. The 

analysis highlighted ethical concerns regarding exposure of young learners to persuasive digital content. Conclusion 

emphasized that regulation and awareness were necessary to balance educational benefits with advertising influence. 

Future scope recommended further exploration of protective frameworks and integration of media literacy programs in 

schools. 

Kaponis et al. (2025) [10] investigated enhancement of user experiences in digital marketing through machine 

learning with the objective of analyzing emerging cases, trends, and challenges. The study examined applications of 

predictive analytics, recommendation systems, and personalization techniques in marketing contexts. Findings 

revealed that machine learning improved customer targeting, optimized advertising campaigns, and increased 

engagement levels. Results indicated that institutions adopting machine learning achieved higher efficiency in resource 

allocation and customer satisfaction. The analysis highlighted challenges related to data privacy, algorithmic bias, and 

scalability of machine learning solutions. Conclusion emphasized that machine learning transformed digital marketing 

into a more adaptive and user-centered system. Future scope recommended exploration of ethical frameworks and 

integration of advanced deep learning models for sustainable growth. 

Doğan et al. (2025) [11] examined graduate student engagement and digital governance in higher education with the 

objective of analyzing institutional practices for digital participation. The study investigated governance frameworks 

supporting student involvement in digital platforms. Findings revealed that digital governance enhanced transparency, 

accountability, and student engagement. Results indicated that graduate students benefited from structured digital 

policies that improved communication and collaboration. The analysis highlighted challenges related to inclusivity and 

technological readiness. Conclusion emphasized that digital governance was essential for fostering meaningful student 

participation. Future scope recommended exploration of cross-cultural governance models and integration of advanced 

digital tools. 

Research Gap 

Despite the growing importance of digital marketing in higher education, there remains a significant research gap in 

understanding how institutions strategically employ online tools to engage students, particularly in regional contexts 

such as Haryana [12]. Much of the existing literature focuses on global or national trends, often overlooking localized 

practices and student perceptions in semi-urban and rural educational landscapes. Furthermore, while studies have 

examined individual aspects such as social media visibility or credibility, few have integrated multiple dimensions into 

a comprehensive framework. This study addresses that gap by applying Exploratory Factor Analysis (EFA) [13] to 

primary survey data, thereby identifying five distinct factors that collectively explain online marketing strategies in 

higher education. By situating the analysis within Haryana’s higher education ecosystem, the research provides 

context-specific insights that are largely absent in current scholarship, offering a more nuanced understanding of how 

digital pathways shape student engagement at the institutional level. 

3. RESEARCH OBJECTIVE 

 

The primary objective of this research is to identify the online marketing strategies adopted by higher education 

institutions in Haryana to enhance student engagement and institutional visibility. Specifically, the study aims to 

examine the effectiveness of digital pathways such as engagement and influence strategies, visibility tools, direct 

outreach mechanisms, interactive support systems, and credibility-building practices in shaping student perceptions 

and enrollment decisions. By employing a descriptive survey-based design with a sample size of 500 respondents and 



                           International Scientific Journal of Engineering and Management (ISJEM)                                 ISSN: 2583-6129 
                                  Volume: 05 Issue: 01 | Jan – 2026                                                                               DOI: 10.55041/ISJEM05341                                                                                                                                         

                                  An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata        

 

© 2026, ISJEM (All Rights Reserved)     | www.isjem.com                                                                                                    |        Page 4 

applying Exploratory Factor Analysis (EFA), the research seeks to uncover the underlying dimensions of digital 

marketing that contribute to institutional competitiveness. The objective is not only to provide empirical evidence on 

the role of these five factors but also to offer actionable insights for higher education institutions to strategically 

leverage digital platforms in fostering trust, accessibility, and long-term student relationships. 

 

4. RESEARCH METHODOLOGY 

 

The present study explores the online marketing strategies adopted by higher education institutions in Haryana. Using 

a descriptive survey-based design and primary data collected from 500 respondents, the research applies Exploratory 

Factor Analysis (EFA) to identify five critical dimensions of digital marketing: Digital Engagement and Influence 

Strategies (DEIS), Digital Visibility and Engagement Tools (DVET), Direct Outreach and Promotional Accessibility 

(DOPA), Interactive Digital Support and Accessibility (IDSA), and Trust and Credibility in Digital Marketing 

(TCDM). By analyzing these factors, the study provides empirical insights into how institutions can strategically 

leverage digital pathways to enhance student engagement and strengthen their competitive positioning in the higher 

education sector. 

Research Design  

The study adopts a descriptive research design [14], which is appropriate for systematically analyzing the current 

practices of online marketing strategies in higher education institutions. This design allows for the collection of 

detailed information on perceptions, attitudes, and experiences of students regarding digital engagement and 

institutional visibility. By focusing on description rather than experimentation, the research provides a clear snapshot 

of how marketing strategies are being implemented and perceived in the context of Haryana’s higher education sector. 

Data Collection  

Primary data was collected through a survey-based approach [15], targeting students enrolled in higher education 

institutions across Haryana. A structured questionnaire was developed to capture responses related to various 

dimensions of online marketing strategies, including engagement, visibility, outreach, support, and credibility. The 

survey ensured that respondents provided quantifiable insights, which could be statistically analyzed to identify 

underlying patterns. A total of 500 respondents formed the sample size, ensuring adequate representation and 

reliability of findings. 

Sampling Method  

The study employed a state-specific sampling framework focusing on Haryana, which is a growing hub for higher 

education in North India. The sample was drawn from diverse institutions across urban and semi-urban areas to ensure 

inclusivity and representativeness. Stratified sampling was used to cover different categories of institutions and student 

demographics, thereby minimizing bias and enhancing the generalizability of results within the state context. 

Data Analysis  

The collected data was analyzed using Exploratory Factor Analysis (EFA) to identify the key dimensions of online 

marketing strategies. EFA helped in reducing the large set of observed variables into meaningful factors, thereby 

uncovering the latent constructs that drive student engagement. These factors provided a structured framework for 

interpreting the role of digital marketing in higher education. 

 

5. DATA ANALYSIS 

Identification of online marketing strategies used by higher education institutions was carried out by examining the 

range of digital tools and platforms employed for student engagement. Strategies such as social media campaigns, 

search engine optimization, email marketing, online advertisements, and content marketing were analyzed to 

determine their prevalence and role in institutional promotion. This process provided a structured overview of the 

methods adopted to enhance visibility and attract prospective students in the competitive education sector. 
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Table 1: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .773 

Bartlett's Test of Sphericity Approx. Chi-Square 11403.503 

df 190 

Sig. .000 

Source: SPSS Tool 

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy value was reported as 0.773, which falls within the 

acceptable range for factor analysis. A KMO value above 0.70 indicates that the sample size and data are adequate for 

conducting Exploratory Factor Analysis (EFA). This suggests that the correlations among the variables were 

sufficiently strong to justify the use of factor analysis, meaning the dataset had common variance that could be 

grouped into underlying factors. In other words, the items in the questionnaire were interrelated enough to allow 

meaningful factor extraction. 

Factor 1: Digital Engagement and Influence Strategies  

This factor represented the interactive and persuasive elements of digital marketing that directly shaped student 

perceptions and enrolment choices. High loadings were observed for strategies such as virtual reality campus tours, 

regular use of social media platforms, and online advertisements, all of which emphasized immersive and consistent 

engagement. Prompt responses to queries and the sharing of success stories through blogs and videos further 

reinforced the institution’s credibility and responsiveness. The strongest indicator within this factor was the influence 

of digital campaigns on enrolment decisions, showing that students were highly impacted by these initiatives. Overall, 

this factor highlighted how interactive, content-driven, and responsive strategies collectively influenced student 

decision-making. 

Factor 2: Digital Visibility and Engagement Tools  

This factor captured the techniques that enhanced institutional visibility and interactive appeal. SEO practices ensured 

discoverability of websites, while social media influences extended reach and credibility. The visual design of 

marketing content reflected professionalism, strengthening institutional image. Direct outreach through WhatsApp or 

SMS campaigns and gamified content such as quizzes and polls added interactive dimensions to student engagement. 

Together, these strategies emphasized visibility, credibility, and active participation, making institutions more 

noticeable and appealing in the digital space. 

Factor 3: Direct Outreach and Promotional Accessibility  

This factor focused on strategies that ensured students had easy access to information and promotional content. Online 

brochures and e-prospectuses provided structured and accessible resources, while email marketing offered 

personalized communication about programs and deadlines. YouTube and Instagram advertisements expanded 

promotional reach through widely used platforms. The combination of these methods highlighted how institutions 

balanced accessibility with targeted promotion, ensuring that prospective students remained informed and engaged 

throughout the admission process. 

Factor 4: Interactive Digital Support and Accessibility  

This factor emphasized technology-enabled support systems designed to improve convenience and engagement. 

Mobile-friendly websites and admission apps ensured accessibility across devices, while chatbots and live chat support 

provided instant query resolution. Virtual open houses and webinars offered interactive opportunities for students to 

explore institutions remotely. Collectively, these strategies demonstrated how institutions leveraged technology to 

provide seamless access, real-time support, and immersive engagement experiences, thereby enhancing the overall 

student journey. 
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Factor 5: Trust and Credibility in Digital Marketing  

This factor reflected the credibility-building aspects of digital marketing. Testimonials from current students or alumni 

provided authentic voices that built trust, while influencer collaborations expanded reach and reinforced institutional 

reputation. Informative and frequently updated college websites served as reliable sources of information, 

strengthening confidence among prospective students. Together, these strategies highlighted the importance of trust, 

authenticity, and reliability in digital marketing, ensuring that institutions projected a credible image in the competitive 

higher education landscape. 

Table 2: Factors based on Online Marketing Strategies  

SN Factor Name Average Mean Value Short Form 

1 Digital Engagement and Influence Strategies 3.49 DEIS 

2 Digital Visibility and Engagement Tools 3.72 DVET 

3 Direct Outreach and Promotional Accessibility 3.75 DOPA 

4 Interactive Digital Support and Accessibility 3.71 IDSA 

5 Trust and Credibility in Digital Marketing 3.80 TCDM 

Source: SPSS Tool 

The analysis of online marketing strategies highlights five distinct factors that shape digital effectiveness. Digital 

Engagement and Influence Strategies (DEIS), with a mean value of 3.49, emphasize how brands interact with 

audiences through persuasive content and social influence. Digital Visibility and Engagement Tools (DVET), scoring 

3.72, reflect the importance of platforms and technologies that enhance reach and visibility, such as SEO, analytics, 

and interactive media. Direct Outreach and Promotional Accessibility (DOPA), at 3.75, underscores the role of 

personalized communication channels like email campaigns, targeted ads, and accessible promotions that directly 

connect businesses with consumers. 

6. CONCLUSION 

 

The research underscores the multifaceted nature of online marketing strategies in higher education institutions. 

Among the five identified factors, Trust and Credibility in Digital Marketing (TCDM) emerged as the most significant, 

reflecting the importance of transparency, authenticity, and reliability in influencing student decisions. Direct Outreach 

and Promotional Accessibility (DOPA) and Digital Visibility and Engagement Tools (DVET) also play critical roles in 

ensuring that institutions remain accessible and visible in a competitive digital environment. However, the relatively 

weaker correlations of Interactive Digital Support and Accessibility (IDSA) with other factors suggest that while 

support systems are valuable, they function more as complementary tools rather than core drivers of engagement. 

Overall, the study demonstrates that successful online marketing in higher education requires a balanced integration of 

engagement strategies, visibility tools, outreach mechanisms, and credibility-building practices. 

 

7. FUTURE SCOPE 

Future research can expand this study by incorporating comparative analyses across multiple states or regions to 

identify variations in digital marketing strategies among higher education institutions. Longitudinal studies could also 

be conducted to examine how these strategies evolve over time, particularly in response to technological 

advancements and changing student expectations. Additionally, integrating advanced statistical techniques such as 

Confirmatory Factor Analysis (CFA) or Structural Equation Modeling (SEM) could provide deeper insights into 

causal relationships between digital marketing factors and student enrollment outcomes.  
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