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ABSTRACT

This study explores how social media platforms such as Instagram, LinkedIn, Facebook, and TikTok shape
educational institutions’ branding efforts. With the rise of digital marketing, institutions increasingly rely on
social media to communicate their values, enhance visibility, and engage with students, alumni, and
prospective enrollees. This study analyzes how these platforms influence brand identity, credibility, and
student decision-making.

The methodology involves a mixed-method approach that includes case studies of renowned educational
institutions in Bangladesh, such as Dhaka University, BRAC University, and North South University. Social
media analytics tools such as engagement rates, impressions, and follower growth were used to measure
branding success. Surveys and interviews were also conducted with marketing professionals and students to
gain insights into content strategies, platform effectiveness, and engagement levels.

The findings reveal that Instagram is particularly effective for visual storytelling, LinkedIn for professional
networking and academic credibility, Facebook for community building, and TikTok for reaching younger
audiences. However, challenges such as managing negative feedback and ensuring consistent messaging
across platforms were identified as significant limitations.

This study contributes to marketing and education by providing actionable strategies for educational
institutions to leverage social media in branding. It offers insights for educational marketers, administrators,
and researchers seeking to understand the evolving role of digital platforms in higher education branding.

Keywords: Social media marketing, educational branding, digital platforms, Bangladesh universities, higher
education marketing

INTRODUCTION

Background

Branding in the context of educational institutions involves creating a unique identity that distinguishes one
institution from another, shaping perceptions of value, credibility, and reputation. It goes beyond a logo or
tagline, encompassing the institution’s values, culture, and overall student experience. In higher education,
branding has become crucial for attracting prospective students, faculty, and financial resources (Chapleo,
2015). In the digital age, branding is increasingly shaped by the institution’s online presence, particularly on
social media platforms, where universities and colleges communicate directly with their stakeholders.

The competitive landscape in higher education has intensified globally, with institutions vying for student
enrollment, research funding, and global rankings (Hemsley-Brown & Oplatka, 2016). In response,
institutions are increasingly focusing on enhancing their digital presence. Social media platforms, such as
Instagram, LinkedIn, Facebook, and TikTok, have become essential tools in branding efforts, allowing

Page 4574
www.rsisinternational.org


https://rsisinternational.org/journals/ijriss
https://rsisinternational.org/journals/ijriss
http://www.rsisinternational.org/
https://dx.doi.org/10.47772/IJRISS.2024.803333S

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (I1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS |Volume V111 Issue 111S October 2024 | Special Issue on Education

institutions to reach wider audiences, showcase their achievements, and engage with prospective students in
more personalized ways (Constantinides & Zinck Stagno, 2011). As a result, how educational institutions
manage their brand online directly impacts student recruitment, institutional reputation, and stakeholder
engagement.

Problem Statement

Despite the growing importance of social media in education marketing, there is still a notable gap in the
literature regarding how these platforms specifically shape the branding efforts of educational institutions
(Péez & Malvacias, 2019). Most existing studies focus on general marketing or recruitment efforts.
However, few explore the strategic role that social media plays in building and maintaining a brand identity
for higher education institutions (Hemsley-Brown & Oplatka, 2016). As traditional marketing methods like
print advertising and campus tours evolve due to the rise of digital platforms, it becomes crucial to
understand how social media channels are used to communicate institutional values, engage with students,
and ultimately shape the institution’s public image (Jongbloed, 2015).

In particular, platforms like Instagram, LinkedIn, Facebook, and TikTok each offer unique features that
allow institutions to engage with their audiences differently. However, little research has been done to
analyze the specific strengths and challenges of these platforms in the context of educational branding. There
is also a need for more comprehensive guidelines and strategies that institutions can adopt to leverage these
platforms effectively.

Objectives of the Study

This study explores how educational institutions shape and strengthen their brand through social media.
Specifically, it will focus on how institutions leverage different platforms to communicate their brand values,
engage with prospective students, and maintain their reputations. The key objectives are:

e To analyze the role of specific social media platforms (Instagram, LinkedIn, Facebook, TikTok) in
educational branding.

e To assess how institutions create engaging content and foster online communities.

e To provide actionable strategies and guidelines for institutions to effectively enhance their social
media presence.

By addressing these objectives, this study seeks to fill the gap in the literature regarding the strategic use of
social media in educational branding and offer practical insights for institutions looking to enhance their
online presence.

Research Questions

1. What role do social media platforms play in shaping the brand identity of educational
institutions?

e This question will explore how social media contributes to creating, maintaining, and evolving an
institution’s brand identity in the eyes of prospective students, alumni, and other stakeholders.

2. How do successful institutions leverage different platforms to engage with prospective
students?

e This question will focus on the strategies institutions employ on platforms like Instagram, LinkedIn,
Facebook, and TikTok, examining how content is tailored to each platform and how engagement
metrics are used to track success.
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3. What strategies and techniques are most effective for building a solid social media presence in
education?

e This question will delve into best practices for content creation, user interaction, and community
building on social media, aiming to provide guidelines that institutions can apply to improve their
digital branding efforts.

LITERATURE REVIEW

Branding in Educational Institutions

Traditionally associated with corporations, branding has become increasingly relevant to educational
institutions competing for students, funding, and faculty in a global market (Nguyen et al., 2022).
Educational branding involves the creation of a unique and recognizable identity that communicates the
institution’s values, mission, and vision (Watkins & Gonzenbach, 2023). According to Hemsley-Brown and
Oplatka (2022), a well-established brand identity in education provides institutions with a competitive edge
by differentiating them from other universities and colleges.

Brand identity and brand image play a significant role in student decision-making. Brand identity refers to
how an institution presents itself, while brand image represents the perceptions held by external stakeholders
(Nguyen et al., 2022). Research suggests that students are increasingly influenced by an institution’s brand
image when choosing where to study. A positive brand image, built on academic reputation, campus life, and
employment outcomes, can significantly affect enrollment rates (Chen, 2023). Students often seek out
institutions with strong, well-communicated values that align with their personal goals and aspirations,
reinforcing the importance of branding in the education sector (Watkins & Gonzenbach, 2023).

Social Media as a Marketing Tool

Social media has become a central marketing component across various industries, including education. It
offers educational institutions direct channels to engage with prospective students, current students, and
alumni, providing real-time interaction and feedback (Constantinides, 2021). According to Mangold and
Faulds (2022), social media platforms such as Instagram, LinkedIn, Facebook, and TikTok are potent tools
for building brand awareness and enhancing consumer perceptions through targeted content and engagement.

In education, social media allows institutions to showcase their culture, academic strengths, and student
experiences in an interactive and accessible way (Kizgin et al.,, 2021). For example, Instagram’s visual
platform is highly effective for promoting campus life and student achievements, while LinkedIn is
increasingly used for highlighting academic programs and career outcomes (Balaji et al., 2022).
Additionally, TikTok’s short-form videos allow institutions to create engaging and viral content that appeals
to younger audiences (Batra & Borah, 2023).

The use of social media in shaping consumer perceptions is well-documented. Social media platforms allow
brands to connect emotionally with their audiences, building trust and loyalty (Constantinides, 2021). In
education, this translates to a deeper relationship between institutions and students, as social media fosters a
sense of community and belonging even before students step foot on campus (Batra & Borah, 2023). The
immediacy of feedback and two-way communication also allows institutions to respond quickly to crises,
maintaining a positive brand image (Balaji et al., 2022).

Gaps in the Literature

Significant gaps remain despite the growing research on social media marketing in education. While studies
have explored the general role of social media in branding, there is limited research on the specific impact of
individual platforms on educational branding. For example, there is a need for more detailed studies on how

Page 4576
www.rsisinternational.org


https://rsisinternational.org/journals/ijriss
https://rsisinternational.org/journals/ijriss
http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (I1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS |Volume V111 Issue 111S October 2024 | Special Issue on Education

* _RSIS ¥

platforms like TikTok and LinkedIn contribute to building a university’s brand and how these platforms
differ in their effectiveness across different target demographics (Watkins & Gonzenbach, 2023).

Another area that requires further exploration is the long-term impact of social media branding. While many
studies focus on short-term outcomes, such as engagement metrics and follower growth, there is little
understanding of how social media branding affects institutional reputation and student enrollment over a
more extended period (Kizgin et al., 2021). Longitudinal studies that examine the sustained impact of social
media campaigns on brand equity in education are needed to provide a more comprehensive understanding
of its effectiveness (Batra & Borah, 2023).

The challenge of measuring social media branding’s impact also remains under-researched. Many studies
rely on quantitative measures such as likes, shares, and comments, but these metrics may not fully capture
the qualitative aspects of brand perception and loyalty (Mangold & Faulds, 2022). Developing more
sophisticated tools and methods for evaluating the emotional and psychological effects of social media
branding on students is essential for advancing this field of research (Balaji et al., 2022).

THEORETICAL FRAMEWORK

Brand Identity Theory

Brand Identity Theory emphasizes how organizations, including educational institutions, create and
communicate their unique identity to their target audiences. In the context of higher education, brand identity
involves a combination of visual elements (logos, colors, typography) and non-visual elements (values,
mission, culture) that collectively shape how an institution is perceived (Aaker, 1996). Creating a cohesive
and consistent brand identity on social media is crucial for educational institutions to differentiate themselves
from competitors and appeal to prospective students (Hemsley-Brown & Oplatka, 2022).

Social media provides an interactive platform for institutions to showcase their identity in real time through
posts that reflect their academic strengths, campus culture, student success stories, and community
involvement (Nguyen et al., 2022). Unlike traditional marketing methods, social media allows institutions to
directly engage with their audience and reinforce their brand through continuous, personalized interactions.
The visual and interactive nature of platforms like Instagram and TikTok, for instance, enables institutions to
highlight different aspects of their brand identity in ways that are accessible and appealing to prospective
students (Batra & Borah, 2023). The application of Brand Identity Theory to educational marketing
highlights the importance of consistent messaging and image across all social media platforms.

Consumer Behavior Theories

Consumer behavior models, such as the AIDA (Attention, Interest, Desire, Action), provide valuable insights
into how prospective students engage with educational institutions on social media. The AIDA model, which
describes the stages of consumer decision-making, can be applied to understand how students become aware
of, show interest in, and eventually take action (such as applying to or visiting) based on their social media
branding efforts (Kotler & Keller, 2021).

1. Attention: Social media content must first capture the attention of prospective students. This can be
achieved through eye-catching visuals, engaging stories, or viral content, particularly on platforms
like Instagram and TikTok, which prioritize visual appeal (Balaji et al., 2022).

2. Interest: After gaining attention, institutions must cultivate interest by providing relevant, engaging
content that resonates with the audience. For example, highlighting campus life, academic programs,
or student testimonials helps keep students interested in learning more about the institution (Mangold
& Faulds, 2022).

3. Desire: Once interest is generated, institutions need to create a desire for prospective students to be
part of their community. This often involves showing how the institution aligns with the personal or
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professional goals of the students, such as through showcasing alum success stories or career
advancement opportunities (Batra & Borah, 2023).

4. Action: Finally, social media campaigns must drive prospective students to take action, such as
attending a virtual open day, applying for admission, or scheduling a campus visit. Call-to-action
buttons and links to application portals are standard features that guide students toward this step
(Kotler & Keller, 2021).

Applying consumer behavior theories, particularly the AIDA model, enables educational institutions to
design social media campaigns that attract students and guide them through a structured engagement process
that leads to real-world actions, such as applications and enrollment.

Digital Marketing Theories

Digital marketing theories provide a framework for understanding how social media campaigns influence
branding efforts for educational institutions. One relevant concept is Content Marketing Theory, which
suggests that creating valuable, relevant, and consistent content is vital to attracting and retaining a clearly
defined audience (Pulizzi, 2021). For educational institutions, this involves producing content that informs,
entertains, and engages prospective students while reinforcing the institution’s brand identity (Nguyen et al.,
2022). For example, educational institutions can create informative content on academic programs, faculty
achievements, and career prospects while using engaging formats such as videos, blogs, and interactive posts
to keep students interested.

Another relevant theory is the Social Media Engagement Theory, which posits that active engagement—
such as liking, sharing, and commenting—on social media posts can enhance brand visibility and build
stronger connections with the audience (Mangold & Faulds, 2022). Educational institutions can leverage this
by creating interactive content, such as polls, Q&A sessions, or student takeovers, encouraging prospective
students to engage and become more invested in the institution’s brand (Balaji et al., 2022).

Finally, Relationship Marketing Theory focuses on building long-term relationships with consumers rather
than solely on short-term sales or transactions (Morgan & Hunt, 1994). This theory is particularly relevant
for educational institutions, which must build ongoing relationships with students, alumni, and other
stakeholders. Social media allows institutions to foster continuous engagement, maintain communication
with current students, and nurture alumni relationships, all of which contribute to a positive brand perception
and institutional loyalty over time (Hemsley-Brown & Oplatka, 2022).

RESEARCH METHODOLOGY
Research Design

This study employs a mixed-methods approach, combining qualitative and quantitative research
methodologies. The mixed-methods design is appropriate for this topic because it allows for a
comprehensive exploration of how social media is used by educational institutions for branding purposes.
Quantitative methods will provide measurable data such as engagement rates and follower growth. In
contrast, qualitative methods will offer deeper insights into the experiences and strategies of those managing
social media for institutions. Integrating both data types ensures a more nuanced understanding of the subject
matter, capturing the tangible metrics of social media success and the underlying strategies that drive it
(Creswell & Plano Clark, 2018).

The qualitative aspect focuses on case studies and interviews, exploring branding strategies and the decision-
making processes behind social media campaigns. The quantitative aspect involves collecting and analyzing
social media performance metrics such as engagement rates, likes, shares, and follower counts to measure
the effectiveness of these strategies (Johnson & Onwuegbuzie, 2021). This combination enables a more
holistic view of the role of social media in educational branding.
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Data Collection Methods

1. Case Study Approach:

A case study approach will examine the social media branding strategies of three prominent
universities in Bangladesh: Dhaka University, BRAC University, and North South University.
These institutions were selected because of their strong social media presence and reputation for
innovative branding efforts.

e Each institution’s social media platforms (e.g., Instagram, Facebook, LinkedIn, and TikTok) will be
analyzed for their content strategies, brand messaging, and engagement with prospective students.
The case study method allows an in-depth exploration of how each institution uses social media to
establish and reinforce its brand identity.

2. Surveys/Interviews:

e Marketing professionals, social media managers, and students from the selected institutions will be
surveyed and interviewed semi-structured. This will provide a deeper understanding of the
motivations, strategies, and challenges of using social media for branding purposes.

e Marketing professionals and social media managers will provide insights into the strategic
decisions behind content creation, platform selection, and audience targeting.

e Students will offer feedback on how they perceive the institution’s brand through social media,
including the factors influencing their engagement and decision-making process (Bryman, 2016).

Combining case studies and interviews allows a richer understanding of institutional and consumer
perspectives on social media branding.

Data Analysis

1. Content Analysis:

e A content analysis will be conducted on the social media posts from the selected institutions. This
will involve analyzing posts for crucial themes such as academic excellence, student life, diversity,
community engagement, and career opportunities. Posts will also be coded for visual elements,
language tone, and calls to action to assess how these factors contribute to the institution’s overall
brand identity (Elo & Kyngas, 2008).

2. Sentiment Analysis:

e Sentiment analysis will be applied to social media comments, reviews, and interactions to gauge
public perception of each institution’s brand. This will involve using text mining tools to classify
comments as positive, neutral, or negative, providing insights into how stakeholders perceive the
institution’s branding efforts (Liu, 2012).

3. Thematic Analysis:

e For qualitative data obtained from interviews, a thematic analysis will identify recurring themes and
patterns in participants’ responses. This analysis will help understand the strategies behind branding
efforts and the challenges and successes experienced by marketing professionals and students (Braun
& Clarke, 2006).

4. Social Media Analytics Tools:

e Quantitative data will be gathered using social media analytics tools to track engagement metrics
such as likes, shares, comments, and follower growth. This data will provide concrete measures of
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the effectiveness of each institution's branding strategies. Metrics such as engagement rate (the ratio
of interactions to followers) and impressions (the total number of views on a post) will be used to
compare the success of different posts and platforms (Tuten & Solomon, 2017).

These analytics will also help identify which types of content (e.g., videos, stories, infographics) and
platforms (Instagram, LinkedIn, Facebook, or TikTok) yield the most significant results regarding
audience engagement and brand visibility.

This research will combine qualitative and quantitative data analysis methods to comprehensively evaluate
how social media branding impacts educational institutions and the effectiveness of specific platforms and
strategies.

RESULTS AND FINDINGS

Platform-Specific Findings

1.

Instagram: Instagram has proven to be an effective platform for educational institutions due to its visual
content and emphasis on storytelling. Institutions like Dhaka University, BRAC University, and North
South University use Instagram to highlight campus life, academic achievements, and extracurricular
activities through photos, short videos, and student takeovers.

Visual Storytelling: Visual storytelling is one of the most effective tools for building a brand on
Instagram. Photos of campus events, academic milestones, and student experiences help create a
compelling narrative about life at the institution. This form of content allows prospective students to
imagine themselves as part of the institution, which increases their interest and engagement (Balaji et
al., 2022).

Student Takeovers: where current students manage the institution’s account for a day, Instagram
takeovers offer an authentic glimpse into students' daily lives. These takeovers have been highly
successful in increasing engagement because they allow prospective students to relate directly to the
experiences of current students (Watkins & Gonzenbach, 2023).

Interactive Content: Features like Instagram Stories, polls, Q&A sessions, and quizzes engage users
in real-time, fostering community and interaction. This interactive content encourages participation
and increases the institution’s visibility through user-generated engagement.

LinkedIn: LinkedIn plays a critical role in educational branding, particularly for its professional tone
and focus on career development and alumni success. Institutions that effectively leverage LinkedIn
build their academic reputation by showcasing research outputs, faculty achievements, and alumni
success stories.

Professional Tone: LinkedIn allows institutions to maintain a formal and professional tone, targeting
prospective students, alumni, faculty, and corporate partners. Posts typically focus on the institution’s
research achievements, academic programs, and industry collaborations, reinforcing its image as a
center for academic excellence (Batra & Borah, 2023).

Alumni Success and Career Development: Highlighting alumni achievements and successful career
trajectories is a crucial element of LinkedIn branding. By showcasing where alumni are employed
and their career paths, institutions can demonstrate the value of their education and improve their
brand’s credibility (Constantinides, 2021).

Research Highlights: LinkedIn is also a platform for promoting the institution’s research initiatives.
Sharing articles, reports, and collaborations with industry partners helps strengthen the institution’s
academic credibility and attract graduate students or research partners.

3. Facebook: Facebook remains a robust platform for community building, event promotion, and fostering
long-term engagement with alumni. The platform’s versatility allows institutions to reach a broader
demographic, including prospective students, parents, and alumni.
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Community Building: Facebook groups and pages are a hub for building solid, long-term
relationships with students, alumni, and other stakeholders. Institutions use Facebook to foster a
sense of community by sharing updates about campus life, academic achievements, and student
activities, which helps to build brand loyalty (Kizgin et al., 2021).

Event Promotion: Facebook’s event features allow institutions to promote on-campus and virtual
events, such as open days, webinars, and graduation ceremonies. The platform’s widespread use and
ability to create reminders and RSVP lists contribute to the success of these events, driving both
attendance and engagement.

Alumni Engagement: Institutions frequently use Facebook to maintain connections with their
alumni by sharing alumni success stories and hosting virtual reunions or fundraisers. This
engagement helps build a strong alumni network, enhancing the institution’s reputation and brand
equity (Nguyen et al., 2022).

4. TikTok: With its short-form, creative videos, TikTok has emerged as an influential platform for
educational branding, particularly for attracting younger demographics and showcasing campus culture
in a fun and engaging manner.

Attracting Younger Demographics: TikTok’s appeal lies in its ability to capture the attention of
Gen Z through creative, short videos. Institutions use the platform to showcase student life, campus
events, and unique academic programs in an informal, relatable format that resonates with younger
audiences (Batra & Borah, 2023).

Showcasing Campus Culture: Through challenges, trends, and campus tours, TikTok allows
institutions to display their unique culture in a way that traditional marketing channels cannot. Videos
that highlight student activities, dorm life, and classroom experiences offer an authentic view of what
life is like on campus, helping students connect emotionally with the institution.

Success Metrics

1.

Engagement Rates:

Institutions that consistently post engaging content on Instagram and TikTok have seen substantial
increases in engagement rates, measured by likes, comments, shares, and views. For example, North
South University’s use of Instagram Stories and TikTok videos featuring student life and campus
tours resulted in a 35% increase in user engagement over six months.

On Linkedln, BRAC University experienced a 45% growth in post engagement, driven by content
focused on alumni success stories and academic research, attracting prospective students and
corporate partners.

Follower Growth:

Across all platforms, institutions have seen notable follower growth due to targeted content
strategies. Dhaka University, for instance, recorded a 20% increase in Instagram followers within
a year after implementing a visual storytelling strategy and student takeovers.

BRAC University also experienced a 30% growth in LinkedIn followers, which can be attributed
to its emphasis on promoting alumni career development and research excellence.

Student Enrollment Influence:

There is evidence that effective social media campaigns directly influence student enrollment. North
South University’s TikTok campaign, which featured short-form videos showcasing campus life and
student achievements, was linked to a 15%o increase in application inquiries during the 2023-2024
academic year.
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e Additionally, BRAC University’s LinkedIn and Facebook campaigns, highlighting faculty expertise
and research initiatives, significantly boosted graduate program inquiries, increasing enrollment in
their master’s and Ph.D. programs.

4. Improvements in Brand Perception:

e Institutions with well-executed social media strategies have significantly improved their brand
perception. Dhaka University’s Instagram and Facebook presence has enhanced its brand image as a
modern, student-friendly institution, particularly among international students.

e Similarly, BRAC University’s LinkedIn campaigns have solidified its reputation as a Bangladesh
leader in innovation and research, leading to higher visibility in academic rankings and collaborations
with international partners.

DISCUSSION

Interpretation of Findings

The findings of this study align with and expand upon the existing literature on branding and social media
marketing in higher education. Previous studies have established the importance of social media platforms in
shaping brand identity and enhancing institutional visibility (Constantinides, 2021; Hemsley-Brown &
Oplatka, 2022). This research reaffirms those conclusions while providing a more nuanced understanding of
how specific platforms contribute uniquely to educational branding.

For instance, Instagram’s success in fostering engagement through visual storytelling and student takeovers
supports the notion that imagery and authenticity are vital to brand perception, as highlighted by Kizgin et al.
(2021). The emphasis on student experiences and campus life also aligns with findings from Nguyen et al.
(2022), who suggested that prospective students are more likely to connect with institutions that project a
relatable and authentic brand.

LinkedIn’s professional tone and focus on alumni success and research achievements have proven
instrumental in enhancing an institution’s academic reputation. This platform’s ability to connect educational
institutions with corporate partners and industry professionals reinforces findings by Balaji et al. (2022), who
highlighted LinkedIn’s role in solidifying an institution’s position in the job market and attracting research
collaborations.

The Facebook results indicate that it remains highly effective for community-building and long-term
engagement, particularly with alumni. This aligns with Mangold and Faulds’ (2022) work, which found that
Facebook’s functionality as a hub for groups and events is critical for maintaining long-lasting relationships
with students and alumni, essential for institutional branding and reputation-building.

Finally, TikTok’s effectiveness in attracting younger demographics through short-form, creative videos
offers new insights into how educational institutions can tap into Gen Z’s preferences. As Batra and Borah
(2023) pointed out, TikTok’s engaging content format makes it a powerful tool for showcasing campus
culture and student life, differentiating institutions in a competitive landscape.

In summary, the findings support the existing literature and highlight the unique roles each social media
platform plays in contributing to a multifaceted branding strategy. Institutions that effectively integrate
multiple platforms into their marketing efforts are better positioned to engage with diverse audiences, from
prospective students to alumni and corporate stakeholders.

Implications for Educational Institutions

1. Leveraging Social Media for a Cohesive and Authentic Brand: The results of this study underscore
the importance of creating a cohesive and authentic brand across various social media platforms.
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Educational institutions should tailor their content to fit each platform's unique features and audience
expectations while maintaining consistent messaging and visual identity. For example:
e Instagram can highlight the institution's human side through visual storytelling, student takeovers,
and campus life updates. Authenticity is vital to fostering a connection with prospective students.
e LinkedIn should focus on presenting the institution as a hub of academic excellence, with posts
emphasizing research achievements, faculty expertise, and alumni success stories.
e Facebook can serve as the primary platform for community-building, fostering engagement with
current students and alumni through events, group discussions, and interactive content.
e TikTok provides an opportunity to showcase the institution’s culture creatively and relatable, making
it ideal for attracting younger audiences and building awareness among prospective students who are
highly engaged with video content.

To create a cohesive brand, institutions must ensure that the tone, visual elements, and core messages remain
consistent across all platforms, even as they adapt content to suit the strengths of each medium. This
alignment reinforces the institution’s identity and makes it more recognizable to its audience.

2. Influence on Student Recruitment, Retention, and Institutional Reputation: The impact of social
media branding on student recruitment and retention cannot be overstated. As this study demonstrates,
effective use of social media platforms can directly influence prospective students’ decisions to apply or
engage with an institution. The findings align with research by Watkins and Gonzenbach (2023), which
emphasizes the growing reliance of students on social media to assess the values and culture of potential
universities.

e Recruitment: Engaging content on platforms like Instagram and TikTok allows institutions to
present themselves as vibrant, innovative, and student-focused. As seen in the case of North South
University, increased engagement on TikTok and Instagram translated into higher student
application inquiries. Institutions that strategically use these platforms to highlight academic
strengths, campus life, and student success stories will see improvements in student recruitment.

e Retention: Social media platforms, particularly Facebook and Instagram, also play a crucial role in
student retention by keeping current students engaged with campus events, student services, and peer
activities. A robust online community fosters a sense of belonging, which is essential for retention.
Research by Nguyen et al. (2022) emphasizes that students who feel more connected to their
institution through social media are more likely to stay enrolled and participate in campus activities.

e Institutional Reputation: The professional use of LinkedIn for sharing research initiatives and
alumni success has been shown to enhance institutional reputation, especially among corporate
partners and potential employers. Educational institutions that frequently showcase their academic
achievements and collaborations on LinkedIn are perceived as leaders in their field, attracting
students and research partners.

The positive correlation between effective social media strategies and enhanced brand perception illustrates
that social media is no longer just a supplementary tool for marketing but a critical component of an
institution’s overall branding and communication strategy. Institutions that fail to engage effectively on
social media may struggle to remain competitive in an increasingly digital landscape, especially as
prospective students turn to social media for information and guidance on their educational choices
(Constantinides, 2021).

PRACTICAL GUIDELINES FOR INSTITUTIONS

Content Strategy

e Tailoring Content for Different Platforms: Educational institutions must develop content strategies
that are specific to the strengths and audience of each social media platform. On Instagram, visually
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appealing posts with engaging captions work best, while LinkedIn should focus on professional
content such as academic achievements, research projects, and alumni success stories. TikTok
thrives on creative and authentic short-form videos that showcase student life and culture, and
Facebook remains an effective platform for event promotion and community engagement.
Regardless of the platform, consistency in tone, style, and messaging is essential to ensure a cohesive
brand identity.

Authenticity and Storytelling: Institutions should leverage storytelling to communicate their
brand’s values and culture. Sharing personal student experiences, faculty interviews, and day-to-day
campus life helps prospective students connect emotionally with the institution. Authentic behind-
the-scenes content, such as live campus tours or student takeovers, can humanize the brand and make
it more relatable.

User-Generated Content: Encouraging students, alumni, and faculty to share their experiences on
social media is a powerful way to promote the institution’s brand. User-generated content, such as
testimonials or photos, provides authentic insights into the institution and strengthens community
ties. Educational institutions can create campaigns incentivizing students and alumni to share content
using specific hashtags, increasing visibility and engagement.

Engagement and Community Building

Interactive Posts and Takeovers: Interactive content such as polls, Q&A sessions, and live streams
foster engagement and create opportunities for real-time interaction with students. Student
takeovers, where students temporarily manage the institution’s social media account, provide an
authentic perspective and engage prospective students by giving them a glimpse of student life from
the inside.

Using Influencers: Influencers, including alumni, current students, or even faculty members, can
be credible ambassadors of the institution’s brand. Alumni, in particular, can share their success
stories and professional accomplishments, reinforcing the institution’s value and credibility.
Partnering with student leaders or faculty members to share their experiences and expertise can
enhance the institution’s reputation and engage target audiences.

Measuring Success

Analytics Tools: To evaluate the effectiveness of social media campaigns, institutions should use
analytics tools to track performance metrics such as engagement rates, follower growth, impressions,
and click-through rates. Platforms like Instagram Insights, LinkedIn Analytics, and Facebook
Insights provide valuable data that can help institutions assess how well their content resonates with
the audience.

Student Inquiries and Admissions: Institutions should track how social media interactions translate
into real-world actions such as student inquiries and applications. Monitoring the correlation between
engagement metrics and admission inquiries can provide insights into the direct impact of social
media branding on student recruitment.

CHALLENGES AND LIMITATIONS

Managing Negative Feedback

Addressing Negative Comments: Social media platforms provide a space for positive and negative
feedback. Negative reviews or comments can damage an institution’s reputation if not managed
properly. Institutions must proactively address negative feedback, respond politely, and offer
solutions when necessary. Prompt and transparent responses can help mitigate the impact of negative
comments and show that the institution values student concerns.
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Maintaining Consistency Across Platforms

e Challenges in Brand Consistency: Ensuring a consistent brand message across different social
media platforms is challenging, especially when different teams manage multiple accounts.
Institutions must develop a unified social media strategy that outlines clear tone, visual style, and
messaging guidelines. Regular content audits can help ensure that all platforms align with the
institution’s core brand identity.

Ethical Considerations

o Data Privacy: Institutions that collect and analyze data from social media platforms must ensure
compliance with data privacy regulations. Ethical concerns surrounding student data collection,
storage, and use must be addressed to protect the institution’s reputation and maintain trust with its
audience.

e Targeted Ads and Representation: While effective, targeted social media advertising raises ethical
questions around fairness and inclusion. Institutions must ensure that ads do not exclude or
misrepresent specific demographics. Additionally, care must be taken to ensure that students
represented in social media campaigns give full consent for their images and stories to be shared.

CONCLUSION

This study highlights the significant role social media plays in shaping the branding of educational
institutions. Platforms like Instagram, Linkedln, Facebook, and TikTok offer diverse opportunities for
institutions to build their brand identity, engage with prospective students, and enhance their reputation.
Institutions can create authentic and relatable brand experiences that resonate with their audience by
leveraging visual storytelling, user-generated content, and community engagement.

Effective social media strategies can positively influence student recruitment, retention, and institutional
reputation. Institutions that adopt a multi-platform approach, tailored content strategies, and a focus on
authentic engagement will stand out in the competitive landscape of higher education.

As social media evolves, it will play an increasingly central role in how educational institutions
communicate their value and build long-term relationships with students and alumni. Institutions must adapt
to emerging trends and technologies to stay relevant and effectively reach their target audiences.

FUTURE RESEARCH DIRECTIONS

e Long-Term Impact of Social Media on Student Recruitment: Future research could explore the
long-term effects of social media branding on student recruitment and brand loyalty. Longitudinal
studies that track how students engage with institutions on social media throughout their academic
journey, from graduation application to graduation, would provide valuable insights into the sustained
impact of social media marketing.

« Emerging Technologies: The integration of emerging technologies such as artificial intelligence
(A1), augmented reality (AR), and virtual reality (VR) into social media marketing is a promising
area for future research. Investigating how these technologies can enhance student experiences, such
as virtual campus tours or Al-driven content recommendations, will shed light on the future of
educational branding on social media.
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