
 

 

   

02021  

ـــــــــــــ            ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ    
 

 
987 
 
 
 

 
  

 

The Impact of Digital Marketing Strategies 
on Prospective Students' Enrollment 

Decisions in Egyptian Higher Education 
Institutions 

Researcher: Maram Hussein Al-Qazzaz 

Position: Lecturer, Integrated Marketing Communications, 

Faculty of Communication & Mass Media- The British University in Egypt 

Abstract:  

This research aims to understand and determine how digital 
marketing affects the decision of prospective students to join higher 
learning institutions in Egypt. The study focuses on determining the 
most effective digital marketing tools and approaches, including the 
use of social media, emails, and content to appeal to the targeted 
students. Results of the study indicate that variables such as active 
participation on the social media, timely update of content, and 
consistent branding play crucial roles in the level of interest that 
students develop in an institution. The survey shows that students 
need content that is timely and engaging, though applications such as 
chatbots and virtual tours of the campus are interesting but have 
little influence over students’ decision to learn. It also notes the 
differences in impact by student characteristics suggesting the 
importance of individualized and flexible strategies in student 
marketing to fit their expectations. When universities manage to 
harness technological tools properly, they can foster relationships 
with potential students and, in this way, make the destination more 
appealing to students. 

Keywords: Digital marketing, Student Enrollment, Prospective 
Students, Higher Education 
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الرقني على قرارات التحاق الطلاب المحتنلين تأثير اشتراتيجيات التصويق 

 بمؤشصات التعليه العالي المصرية
 مراو حصين القسازد. 

 لإعلاو بالجامعة البريطاىيةوا الاتصال كلية ٫التصويق بقصه مدرس 
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Introduction: 

The advancement of digital technologies has impacted the 
way institutions of higher learning adapt to the marketing and 
enrollment of prospective students. Marketing has become vital in 
the promotion of higher learning institutions, and digital marketing 
in particular has enabled universities to build relationships with 
students even before they join the institutions (Brown & Lee, 
2020). The above shift has been facilitated by the continued usage 
of digital platforms by the current generations with generation Z 
being more inclined towards digital media as a source of 
information. Leveraging digital marketing to guide enrollment 
decisions has emerged as another significant issue for universities 
that aim to remain relevant and competitive in today‟s evolving 
educational market. 

The competition to attract students has increased 
significantly for universities in the present day both locally and 
internationally. This much competitive environment requires the 
use of complex digital marketing tools that can effectively 
articulate the value proposition of an institution. Some of the 
primary ways that universities use to communicate with the target 
audience are social media, search engine marketing, and content-
based campaigns (Hernandez & Smith, 2021).  

Thus, the main benefits of using social media have been in 
the ability to bring institutions and prospective students together 
and facilitate direct interaction and portrayal of the campus life 
(Gupta & Chang, 2023). Through such channels, universities are 
able to disseminate unique and engaging content that is inline with 
the expectation of students, thus helping them build a cohesive 
foundation even before the individual joins their classroom 
(Johnson & Patel, 2020). 

Another major benefit of using digital marketing is that it 
allows for the targeting of prospective students with specific 
information. Digital marketing techniques also enable the targeting 
of specific audiences unlike conventional marketing techniques 
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that are mostly impersonal and broad. universities can therefore 
segment the audiences and pass messages that can be relevant 
to the different categories of students (Nguyen & Tran, 2021). For 
example, a high school senior intending to apply as an 
engineering major may get information on technical curriculums, 
research, and employment, while a high school senior interested 
in art may get content about studios, alumni accomplishments, 
and creative works (Lee & Tan, 2021). Coming straight to the 
point, this kind of communication is more engaging for students 
and helps them feel cared in university and more likely to open up 
and engage with the institution. 

The importance of new technologies in digital marketing, 
including AI, AR, and VR, has also been emphasized in recent 
years. AI technologies such as the use of chatbots are being 
adopted in universities to quickly respond to requests from 
students, thus enhancing the availability of information (Patel & 
Jackson, 2023). These features allow engagement processes to 
be partly automated, but they remain real-time, a strategy suitable 
for reaching digitally native students.  

Also, through the use of VR, universities are able to offer 
virtual campus tours, enabling the students who w ant to have a 
feel of what it is like being on campus before they physically get 
there (Oliveira & Costa, 2022). This not only increases the 
convenience but also improves the decision-making function by 
presenting more real-life scenarios of the campus. 

However, it is also important to understand that there are various 
disadvantages of using digital marketing in the context of 
promoting higher education. 

Due to the increased dependency on technologies, the 
educational institutions ought to pay attention to their digital 
presence to prevent issues that may ensue, such as privacy 
issues or poor information dissemination. Therefore, there are 
three fundamental requirements that need to be met for digital 
marketing to be effective: The identification of the changing 



 

 

   

02021  

ـــــــــــــ            ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ    
 

 
977 
 
 
 

consumer behaviour patterns of the target audiences, meaningful 
creation of content and ensuring the accessibility of digital 
marketing campaigns for all (Singh & Jha, 2023). Specifically, the 
ethical issues that pertain to the collection of data and the rights of 
privacy should not be overlooked. 

Literature Review: 

This review constituted two parts; The first part discusses the 
previous studies about the digital marketing tools and techniques 
adopted by the universities while the second part examines the 
most relevant sources that students use to gather information 
about the universities they plan to join through online media.  

Section 1: Research areas include Digital Marketing Strategies 
and Tools in Higher Education. 

Consequently, the process of recruitment for higher learning 
institutions has been transformed drastically due to the dynamic 
advance in digital marketing.  

The following are some of the factors that students often 
consider when selecting a certain university: The reputation of the 
institutions and programs to be offered are relevant, as students 
will select institutions that offer the best programs in their 
respective fields. Other factors that help include location, campus 
amenities, and atmosphere since learners also prioritize the 
quality of life and culture within the university‟s surroundings. 

Relevant factors include the cost of schooling, Scholarship 
opportunities, and total cost of living in the region will inform the 
decision. However, facilities like counseling services for learners, 
co-curricular activities, and probability of experiencing internships 
or employment further support a university‟s appeal (Kutty, 2014). 
Kutty (2014) adopted the methodology of qualitative analysis of 
factors influencing university selection on a sample of prospective 
students from various universities. 
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Based on word of mouth, online reviews, and success stories 
of alumni, perceptions matter, therefore the need for a positive 
reputation. Finally, the openness and efficiency of a university‟s 
web presence, encompassing their website and other social media 
profiles, are other factors that can influence a student‟s decision-
making in this day and age (Lazanas & De Castilla Urbina, 2023). 
The researchers employed a case study approach analyzing the 
role of online presence in student decision-making on a sample of 
universities with strong and weak digital presences. 

Measures such as the student-to-faculty ratio have an impact 
on the academic environment, which is the extent of the time that 
the students can get individual attention or engage with the faculty 
members. University accreditation and faculty qualifications also 
come into consideration since the students are also concerned 
with the quality of their proposed university and qualifications of 
their future teachers or lecturers (Godlewska et al., 2019). The 
researchers conducted a quantitative study measuring the 
correlation between faculty qualifications, student-faculty ratios, 
and student decisions on a sample of undergraduate students 
from universities in different countries. 

Research experience, internships, and an opportunity to 
connect with potential employers can increase a university‟s 
reputation and recognition by offering real-life experiences and 
affiliations with employers and industries (Anjum, S., 2020).  Anjum 
(2020) used a descriptive survey to analyze the impact of research 
opportunities, internships, and employer affiliations on a sample of 
undergraduate students participating in internship programs.  
Technology including technological support, online resources, and a 
university or college‟s stance on technology affects the decision 
making in the risk society of the contemporary world. Last but not 
least, it is also important to note that the attributes like family 
pressure, the student‟s preferences, and other factors related to the 
compatibility of the student and the university also play a major role 
in the decision-making process (Mukanziza, J., 2022). The 
researcher adopted a mixed-methods study combining structured 
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surveys and in-depth interviews to explore family and personal 
preferences on a sample of university students from diverse cultural 
backgrounds. 

Indeed, technological factors are indispensable in the digital 
age, and students consider a university‟s technology and technology 
implementation as essential elements. This is evidenced by state of 
the art classes, well-equipped ICT laboratories, and reliable internet 
connection, which show the readiness to offer relevant and adequate 
technology support for learning (Amaniampong, A., 2022). The study 
employed an observational study examining the role of technological 
infrastructure in student decision-making on a sample of universities 
with varying technological capabilities. 

Aside from books, e-books, virtual libraries, and other 
multimedia materials are indispensable tools for students who prefer 
open access to material and flexible learning opportunities. The 
ability to access course materials anytime, anywhere can greatly 
influence a student's perception of a university's commitment to 
leveraging technology for educational benefits (Kamraju, M.  et al. , 
2024). Furthermore, how a university adopts technology to support 
the teaching and learning process is an influential factor; this entails 
the learning management system that is adopted, the use of social 
media, and interactive tools in delivery of content among others. As 
such, institutions that adopt and strengthen the role of technology in 
learning are highly responsive and progressive, a concern that will fit 
the learning needs of millennials. The researchers conducted a 
quantitative survey assessing the role of e-books, virtual libraries, 
and multimedia resources on a sample of students engaged in online 
learning environments. 

The incorporation of new forms such as virtual reality, 

artificial intelligence, and online simulations into coursework 

may also improve a university‟s appeal. This is because students 

look for institutions that can help them prepare for a world 

dominated by technology. 



  

  

   

02021   

   ـــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــ            ـــ
  

 
977 
 
 
 

Section 2: Different web-based tools that students utilize in 
attempts to acquire information about the university they wish to 
join. 

As a result of the development of the digital age, prospective 
students increasingly rely on the internet to gather data regarding 
the institution. Thus, among the numerous sources of information, 
there are the certain online resources that play an important role 
for students while they are choosing the type of education that 
they will get. These are the institutional website, social media 
applications, online reviews, third-party educational websites, and 
email marketing. 

In this case, it becomes important to ascertain the preferences 
for information as well as the information seeking behaviors of the 
prospective students to improve on the recruitment strategies that 
have been put in place by the respective institutions. Availability of 
online sources has a huge impact on the way students carry out their 
searches, as Smith & Allen (2021) posited which resulted from 
carrying out a comparative study evaluating the impact of online 
information sources on university enrollment decisions on a sample 
of prospective university students. while Johnson (2020) noted the 
importance of ease of access in the information search process after 
utilizing a cross-sectional survey to measure the ease of access to 
university websites on a sample of students exploring university 
admissions pages.. From a relevance perspective, studies have 
established that peer reviews significantly influence the enrollment 
decisions as identified by Keller et al, (2020) where they performed a 
quantitative study investigating the impact of peer reviews on 
enrollment decisions on a sample of university applicants consulting 
review platforms. 

Whereas Simmons (2021) conducted a content analysis 
exploring the effect of social proof on prospective student 
perceptions on a sample of social media users interacting with higher 
education institutions which led to a closer look at the relationship 
between social proof on students‟ perceptions of learning institutions. 
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Availability of various sources improves learning and fosters informed 
choices as evidenced by Pritchard and Smith (2021) and Robinson 
(2022) illustrating how online participation enhances informed 
choices by carrying out an observational study to investigate the role 
of online participation in enrollment decisions on a sample of 
prospective students attending virtual university events. 

Thus, institutional websites acting as the primary source of 
information to a very large extent, is attributed to the perceived 
credibility as well as thoroughness of the information conveyed. An 
official webpage of any institution delivers crucial data concerning 
course offerings, admissions criteria, tuition, campus amenities, 
and other faculty particulars, which are helpful for learners to 
determine where to enroll (Smith, 2018). This makes them easily 
trusted and considered as authoritative sources hence making 
official channels a staple in the information searching process 
(Allen & Seaman, 2016). The researchers conducted a longitudinal 
study analyzing the credibility and reliability of institutional 
websites on a sample of official websites of higher education 
institutions. 

Social networks have also become widely used as information 
sources by students who are interested in educational organizations. 
Facebook, Instagram, LinkedIn, Twitter, etc., show videos and 

content from existing students at the institutions and allow students 

to interact with the institutions; thus, getting a first-hand experience of 
the institution‟s environment makes the information more appealing 
and relevant. This study used a quantitative analysis to examine the 
use of social media platforms in student marketing on a sample of 
university applicants active on platforms like Facebook and 
Instagram. (Johnson & Christensen, 2019). Modern social networks 
enable peer communication and present real student scenarios, 
which importantly affect perceived student experience (Dawson, 
2020). This user-generated content also acts as a positive signal of 
the institution‟s reputation, which can be useful for prospective 
students. 
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They also get information on their prospective universities 
and colleges through emails that is another source of information 
for them. Universities and other institutions of learning employ the 
use of emails to target specific applicants and relay relevant 
information the prospects, including tuition and class schedules, 
deadlines for application, and invitations to campus events among 
others (Kumar & Rahman, 2019). These results came from 
employing a case study approach to analyze the role of email 
marketing in building trust on a sample of prospective students 
receiving targeted university email communications. This form of 
direct communication to the student shows them that the institution 
is interested in them hence building trust which leads to increased 
enrollment rates (Nguyen, 2020). Furthermore, the content of the 
emails is direct and specific in addressing individual concerns and 
offering timely information. This study adopted a case study 
methodology to analyze the role of email marketing in building 
trust and its impact on enrollment rates. The study was conducted 
on a sample of prospective students receiving targeted university 
email communications.  

Another significant role of search engines is likewise seen in 
the ways through which students seek information on educational 
institutions. The students begin the different search process in 
which, in their basic search queries if they enter in the Google or 
any search engine and get the institutional websites, forums, or 
news. The success of this method depends on the SEO 
techniques that individuals employed to enhance the rankings of 
their organizations (Jansen & Spink, 2006). Since students are 
more likely to click on links that rank higher in search results, SEO 
is a valuable component in the online marketing strategies of 
educational institute. The researchers conducted a transaction log 
analysis to examine online search behaviors for higher education 
on a sample of internet users conducting searches for universities 
and educational programs.' 
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Literature Review Findings: 

The literature review covers the understanding of the significant 
digital marketing techniques and trends employed by universities to 
reach potential students and the main online sources that students 
rely on when searching for information about universities. The review 
underscores the importance of digital marketing for university 
recruitment, and how it has altered the ways through which 
institutions connect with prospective learners. Other factors such as 
the reputation and ranking of the university, courses and programs 
offered, cost of tuition fees and other associated expenses, and other 
such physical features like geographical location- housing, and other 
amenities that are important to the students, are also very vital in the 
decision making process. As these tools include content marketing, 
SEO, virtual tours, and personalized e-mail campaigns the 
informational, social, and entertainment needs of the prospective 
students are met adequately. Moreover, the students appreciate the 
use of platforms such as social media and virtual reality as these 
provide the audience with an exciting experience while effectively 
promoting campus life. These technologies also promote one-to-one 
communication thus enabling institutions to use individual customers‟ 
preferences and behaviors when marketing their products. This 
serves not only the purpose of enriching the students‟ experience but 
also improving the effectiveness of marketing strategies, 
guaranteeing that the available resources will be spent on efforts that 
result in the desired engagement level. The review also examines 
the role of digital marketing in influencing university enrollment 
decisions using various methodologies, including qualitative analysis, 
case studies, surveys, and content analysis. Samples include 
prospective and undergraduate students, social media users, and 
institutional websites. 

The review highlights that the main sources of information 
include official websites of the universities, social networks, online 
ratings, other educational websites, and emails sent to students. 
Official websites are trusted as they contain exhaustive 
information regarding the programs and admission process; social 
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media allows students to connect with other students and learn 
about the university‟s climate. Furthermore, leveraging relatively 
new technologies like VR leads to captivating experiences that 
students enjoy; especially those who cannot attend in person. All 
in all, it can be stated that universities which both adopt various 
forms of digital marketing tools and provide accurate, easily 
accessible, and appealing information are likely to achieve higher 
levels of prospective students‟ perception to make effective 
enrollment decisions. 

Research problem: 

Higher education institutions in Egypt face significant 
challenges in attracting prospective students amidst growing 
competition and a digitally transforming environment. While digital 
marketing strategies, such as the use of social media, email 
marketing, and AI-driven tools like chatbots and virtual reality 
tours, are increasingly used to influence students' enrollment 
decisions, their actual effectiveness remains unclear. Additionally, 
the individual characteristics of prospective students and the need 
for personalized and targeted marketing strategies highlight gaps 
in how universities effectively leverage digital tools. There is also a 
need to address potential limitations, such as privacy concerns 
and accessibility issues, in implementing these strategies. 
Therefore, the study seeks to explore how digital marketing 
tools influence prospective students' enrollment decisions 
and to identify the most effective approaches for Egyptian 
higher education institutions to optimize their recruitment 
efforts. 

Research Objectives and Hypotheses: 

This research paper aims to investigate the impact of digital 
marketing on university students' enrollment decision-making 
process. 

Hypotheses include the correlation between a strong online 
presence and increased student inquiries, the influence of 
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personalized digital marketing on students' perceptions, the impact 
of emerging technologies on decision-making and gratifications, 
and the significance of social media engagement in fostering 
connections. As well as examining how digital marketing strategies 
their evaluation of the digital marketing experience. These 
hypotheses provide a foundation for investigating the impact of 
digital marketing on university student recruitment. 

Research hypotheses are as follows: 

H1: There is a statistically significant correlation between the 
motives of university youth's exposure to university social media 
platforms and the gratifications achieved from them. 

H2: There is a statistically significant correlation between 
respondents' confidence in the information provided through the 
university's digital marketing tools and their evaluation of the 
digital marketing experience. 

H3: There are statistically significant differences between the 
university youth of the study sample in the gratifications achieved 
from their exposure to digital marketing tools for universities 
according to demographic variables (gender - secondary 
education system). 

H4: There are statistically significant differences between the 
university youth of the study sample in their evaluation of the 
Internet marketing experience according to demographic variables 
(gender - Secondary educational system - university degree level-- 
university to which they belong). 

Research tool and sample: 

This study uses a quantitative approach to obtain primary 
data from the allocated sample by a questionnaire of (14) 
questions that was formulated and disseminated to the study 
sample. The sample for this study consists of 400 university 
students from multiple private higher education institutions in 
Egypt. The sample includes students at different levels of their 
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academic journey (e.g., first-year, second-year, etc.), which allows 
the study to explore whether perceptions of digital marketing 
effectiveness differ based on academic progression. The sample 
includes both male and female students, as well as individuals 
from different socio-economic backgrounds, to provide a 
comprehensive understanding of how digital marketing strategies 
influence diverse groups within the student population. The 
selection of private universities is specifically to analyze how 
institutions in a competitive market use digital marketing to attract 
prospective students. 

Research Methodology and procedures: 

Uses & Gratifications theory of social media (UGT): 

The uses and gratifications theory is appropriate if one has to 
try and understand how students use and make decisions about 
universities in the era of technology and media. This 
communication theory emphasizes the role of the audience; media 
users select media according to what they want and need, thus 
actively seeking out the media content that satisfies their need. 

Even if choosing a university, students engage in the active 
search of related information through digital platforms to gain 
gratification for different needs. For instance, in order to fulfill the 
informational needs related to academic programs, the facilities 
available at the campus, or the background of professors, students 
may opt for browsing the internet. Through social media platforms 
and university websites, the social and entertainment needs can 
be address in subjects due to their ability to relay information 
about campus life and student experience (Chand, P., 2024). 

Recognizing how students access and engage with information 
through digital media reflects the main postulates of the Uses and 
Gratifications Theory. It recognizes the autonomy of students who 
choose universities to satisfy their LASSIE needs – Informational, 
Social, and Entertainment, made possible using digital media. 
Furthermore, the Uses and Gratifications Theory can be used to 
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explain how students employ digital media to seek social comparison 
and assurance in the university decision-making process. Finally, 
even social media platforms, online forums, review websites allow 
students to evaluate universities, read reviews, and seek 
confirmation from other students – current or past. The theory also 
addresses the significance of digital media in generating a sense of 
identity and belonging. Universities 

Table (1) 

Sample of Private Universities 

Private Universities  No.  

The British University in Egypt, BUE  286 

German University in Cairo, GUC 51 

Ahram Canadian University, ACU 63 

Statistical and Descriptive Analysis: 

H1: There is a statistically significant correlation between the 
motives of university youth's exposure to university social media 
platforms and the gratifications achieved from them. 

Table (2) 

Pearson's correlation coefficient to measure the relationship between the 
motives of university youth's exposure to university social media platforms and 

the gratifications achieved from them. 

N 

Motives for university youth exposure to university social 
media platforms 

P Sig. link variables 

400 072.0 07000 
Weak 
positive 

Gratifications achieved 
from university youth's 
follow-up to university 
digital platforms. 
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• Analyzing the data that has been shown in the table, 
moreover, four of the five motives of university youth‟s exposure to 
university social media platforms are moderately and positively 

correlated with the gratifications achieved from them with the use of 
Pearson correlation coefficient that reached .270 (Sig.000) which 
though is a sign of weak positive relationship but conforms to the 
hypothesis, meaning that the more motivation for university youth to 
be exposed to the university social media platforms Therefore, the 
scientific hypothesis stating that there is a significant relationship 
between motives for university youth to engage in university social 
media platforms and gratifications received from these platforms is 
also accepted. The research indicates that increasing the quality of 
content and interaction could result in higher gratification levels and 
improve the existing relationship with university social media 
platforms. These results are in line with the findings of the study 
conducted by Kaur, P., Dhir, A., Chen, S., & Rajala, R. (2021). 

H2: The analysis has found that the overall confidence of the 
respondents in the information disseminated through the tools used 
by the university for digital marketing is significantly related to the 
assessment the overall digital marketing experience. 

Table (3) 
Pearson‟s correlation coefficient test to determine the extent of the relationship 

where confidence in the information disseminated through the university 
marketing tools is the independent variable, and the overall evaluation of 

Internet marketing experience is the dependent variable. 

N 

Respondents' confidence in the information provided 
through the university's digital marketing tools 

P Sig. link variables 

400 07221 07000 
Weak 

positive 

Young people evaluate the 
study sample for the 
online marketing 
experience. 
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The information shown in the previous table suggests that it 
is possible to establish a statistically significant relationship 
between the respondents‟ confidence in the information provided 
via the university digital marketing tools and the respondents‟ 
overall assessment of the Internet marketing experience, where 
Pearson correlation coefficient was equal to (0.221), at the 
significant level of (0.000), which means a weak positive 
relationship, which may be interpreted as that the higher degree of 
the respondents‟ confidence in the Therefore, accepting the 
hypothesis of the existence of a statistically significant connection 
between the respondents‟ trust in the provided information through 
the digital marketing placed by the University and their 
assessment of the online marketing experience. Consequently 
findings imply that although the digital marketing tools do help 
build confidence and affect the respondents‟ evaluation of their 
marketing experience, there are other factors that mediate the 
results affirmed by Ahmed, R., & Iqbal, M. (2020) who also 
indicated that while the perception was slightly shaped by the 
digital tools, it was moderately influenced and other considerations 
such as campus visits and word-of-mouth contributed to the 
students‟ decisions. 

H3: The findings indicate that there are statistically significant 
differences in the gratifications obtained by the university youth of 
the study sample through the use of digital marketing tools for 
universities based on demographic factors (gender, secondary 
education system). 
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Table (4) 

T.Test used to test the significance of the difference between the means of the 
respondents under study on the scale of gratifications attained with regards to 
their exposure to the digital marketing tools for universities through gender and 

secondary education system variables. 

 Gender N Mean 
Std. 

Deviation 
t df Sig. 

Gratifications 

Male 90 2.3571 0.35465 
1.080 398 0.281 

Female 310 2.3101 0.36615 

Secondary Educational System 

National 155 2.3346 0.38506 
0.605 398 0.545 

International 245 2.3120 0.35001 
        

Regarding the gender dimension, the data in the above table 
show that the T value is equal to (1.080), which is not significant at 
a significant level of (0.281), meaning that there are no significant 
differences between males and females in the gratifications they 
gain from the use of digital marketing tools for universities. 

The findings presented in the preceding table reveal that, 
there was no significant difference in gratifications experienced 
regarding their exposure to the various tools of digital marketing 
for universities based on secondary educational system variable 
because the value of „T‟ was (0.605) and not significant at 
significant level (0.545) Hence, there is no difference between the 
national and the international educational systems regarding 
gratifications experienced when exposed to tools of Digital 
marketing for universities. 

Since gender and type of educational system do not affect 
gratification in a significant manner, perhaps these or similar 
factors could influence gratification levels and universities should 
explore other elements like content information, motivation, and 
student profiling. This is in agreement with the study conducted by 
Khadim, S., Zafar, A., & Saleem, Z. (2019). 
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Table (5) 

The F-test for using the ANOVA technique to assess the degree of statistical 
differences of the respondents in the gratifications they received from their 

exposure to the DM Ts for Universities based on the variable; university degree 
level –University to which the respondents belong to. 

university 
degree 
level 

N Mean 
Std. 
Deviatio
n 

F df Sig. 

Year 1 101 2.3225 0.36514 

1.184 
4 
395 

0.317 

Year 2 163 2.3479 0.36232 

Year 3 62 2.3318 0.38868 

Year 4 57 2.2707 0.34435 

Year 5 17 2.1765 0.32549 

Total 400 2.3207 0.36369 

University 

Bue 286 2.3252 0.36975 

4.476 
2 
397 

0.000 

Ahram 
Canadian 

63 2.3764 0.36404 

Guc 51 2.2269 0.31451 

Total 400 2.3207 0.36369 

The data for the previous table provide information about the 
findings of the “F” test to compare the means of gratifications 
achieved from the exposure of university youth in the study 
sample to the digital marketing tools for universities based on the 
type of secondary system „There was no significance of the “F” 
value of (1.184) while the significant level was (.317) As it 
indicates that “F” was not significant, this implies that there is 

The “F” test also gave an indication of the fact that there are 
significant differences in the gratifications derived from the 
exposure of university youth of the study sample to the digital 
marketing tools for universities based on the degree of the 
university level-, where the “F” value was (4.476), which is 
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significant at the level of (0.000), thereby indicating that there is a 
difference between the study sample depending on the number of 
years they In the same way, it was also proved by the L. S.D. test 
that this difference for the benefit of the sample members of the 
students of Al-Ahram Canadian University with average = 2.3764. 

These findings are in line with Chen, H., & Li, X. (2022), 
noting that the correlation between why students follow social 
media and satisfaction is not very high: it is possible to further 
improve satisfaction by increasing content quality and fostering 
more engagement. 

H4: This study found significant differences at p < 0.05 between 
the university youth of the study sample in their evaluation of the 
Internet marketing experience by gender, secondary educational 
system, and university degree level, as well as their affiliation to a 
particular university. 

Table (6) 

To determine the t-test on the differences, significance set of the 
respondents under study on the scale of assessment of digital 

marketing experience as per the variables (Gender – Secondary 
Education System). 

 Gender N Mean 
Std. 

Deviation 
t df Sig. 

Evaluation 
to digital 

marketing 
experience 

Male 90 2.5111 0.37915 
2.114 398 0.035 

Female 310 2.4323 0.28911 

Secondary educational system 

National 155 2.4548 0.32348 
0.246 398 0.806 

International 245 2.4469 0.30659 

The data for the previous table show that there is 
significance of the gender factor in their evaluation of the Internet 
marketing experience where the value of “T” was (2.114), while 
the significant level was (0.035), it can be used to conclude that 
there are differences between males and females in the study 
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sample in the evaluation of the digital marketing experience, 
where the arithmetic average of the study sample was higher for 
males (2.5111 

Regarding the secondary educational system variable, there 
were no significant differences in the evaluation score, with the “T” 
value being equal to 0.246, which is insignificant at a 0.6806 level, 
meaning that there is a difference between students from 
national/international school education in the evaluation score of 
the digital marketing experience. 

This concurs with Park, H., & Lee, J. (2022) and Singh, R., & 
Sharma, A. (2021) arguing that the motivated students feel 
accomplished if they apply and utilize the university digital tools. 

Table (7) 

The results of the ANOVA test that measures the significance of 
the differences between the groups of the respondents under 

study concerning the extent of their evaluation Internet marketing 
experience based on the variable; secondary education system – 

university. 

Degree year N Mean 
Std. 

Deviation 
F df Sig. 

Year 1 101 2.4447 0.34121 

1.709 
4 

395 
0.147 

Year 2 163 2.4928 0.28060 

Year 3 62 2.4207 0.31269 

Year 4 57 2.3787 0.33669 

Year 5 17 2.4167 0.32409 

Total 400 2.4500 0.31286 

University 

BUE 286 2.4624 0.32485 

0.791 
2 
397 

0.454 

Ahram 
Canadian 
University 

63 2.4206 0.27248 

GUC 51 2.4167 0.29059 

Total 400 2.4500 0.31286 
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The data for the previous table indicate the following:  

Analysis of the study sample regarding the variable of degree 
year level at university using the “F” test revealed that there is no 
likely hood of significant difference where the value of “F” is (1.791) 
and the level of “F” is (0.147) which means that there is no difference 
in the way students are being evaluated to the digital marketing 
experience across degree year level at university. These findings 
imply that students get a slightly higher amount of gratification in 
following university social media accounts as they progress in their 
year of study at the university. This could be because senior students 
are more acquainted with the social media platforms or are more 
dependent on them to get relevant university information like event 
calendar, job postings or research opportunities. This affirms the 
findings by Johnson, T., & Patel, R. (2020). 

Therefore, the analyzed “F” test for the variable of the university 
the respondents belong to in relation to the result of the evaluation of 
the study sample for digital marketing experience did not yield 
statistically significant differences, having an F = 0.791 which is 
insignificant at the 0.457 level of significance, which suggests that the 
authors do not differ in their evaluation of students for Digital 
Marketing experience depending on the university they belong to. 
Hence, there is the variation that implies that those with lower 
evaluations require to improve their digital engagement strategies by 
seeking to offer higher quality content, more responsiveness on 
social media platforms, as well as offering appropriate campaigns 
that would be of value to students. These results are in line with the 
findings of Lee, M., & Tan, R. (2021). 

Table (8) 

Online sources of information impacting the students‟ decision to join the 
university 

  Frequency % 

University Website 206 51.50 

University Facebook Page 122 30.50 

Instagram Account 72 18.00 

Total 400 100.00 
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Pertaining to the given statistics, the most common option 
identified was the „university website‟ which was cited by 51.50% 
of the participants. This concurs with studies conducted by (Erdil 
et al., 2021) which posited that university websites are among the 
most popular sources of information used by prospective students 
in their search for institutions of higher learning.  

The next contender in the list of influential factors was 
identified as the „university‟s Facebook page‟ with 30.50% of 
participants acknowledging its impact. This underlines the 
increasing role of social media tools in student recruitment and 
enrollment processes. However, the university‟s account on the 
Instagram social media platform, although not as popular and 
effective as its website or Facebook page, had some impact on 
the choice of 18 percent of the participants as pointed out by 
(Peruta & Shields, 2018). 

This makes sense and aligns with other scholars‟ work that 
has been done on the subject. Research studies like the one by 
(Wut et al., 2022) have also noted that students‟ friends and 
families help them decide which university to attend, and their 
networks inform them about universities.  

Table (9) 

How much confidence do you have in the information disseminated through the 
official university website and social media accounts? 

  Frequency % Mean Std. Deviation 

I trust a lot 202 50.50 

2.4775 0.48197 

I trust 
moderately 

187 46.75 

I trust 
weakly 

11 2.75 

Total 400 100.00 
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- The data shows that 50.5% of respondents trusted the 
information provided through their university's channels a 
lot, while 46.75% trusted it moderately. Only a small 
percentage (2.75%) indicated that they had weak trust in 
the information. These findings suggest that the majority of 
students have a high level of confidence in the credibility 
and reliability of the information disseminated by their 
university. 

- However, it is important to consider these results in light of 
existing research on students' perceptions of digital 
information sources. Previous studies have found that 
university students often express apprehension about the 
trustworthiness of information found on the internet and 
social media, contradicting the high levels of trust observed 
in the present study. (Hassoun et al., 2023). This 
discrepancy may be due to the unique context of university-
provided information, which students may perceive as more 
reliable and credible compared to general online sources. 

- Several factors have been identified in the literature as 
influencing individuals' trust formation in digital information. 
These include the perceived authority and expertise of the 
source, the quality and style of the content, the usefulness 
and ease of use of the information, and the degree of 
verification and recommendation from trusted third parties 
(Rowley et al., 2014). The high levels of trust in university 
information channels observed in this study may reflect 
students' assessment of these factors. 
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Table (10) 

What attracted you to the university's website? (More than one 
alternative can be selected) 

statement  Frequency % 

Easy to use by mobile phone 188 47.00 

Attractive appearance (photos, videos, ...) 164 41.00 

Easy to navigate 155 38.75 

Up-to-date content 141 35.25 

Active hyperlinks (enrolling in orientation, applying to 
classes...) 

138 34.50 

Use of AI tools (chatbot.. 111 27.75 

N=400 

- The most attractive feature of the university's website 
appears to be its “ease of use on mobile devices”, with 47% 
of respondents indicating this as a key factor (Simões & 
Soares, 2010). This aligns with research suggesting that 
the mobile-friendliness of university websites is becoming 
increasingly important, as more students use smartphones 
to research and interact with higher education institutions 

(Al‐Khalifa, 2014).  

- The “website's attractive appearance”, including photos and 
videos, was also a significant draw, with 41% of 
respondents citing this as an important consideration. This 
underscores the importance of visual design and 
multimedia content in creating an engaging and memorable 
online presence. 

- Another key factor was the “ease of navigation”, which 
38.75% of respondents found appealing. This emphasizes 
the need for intuitive and user-friendly website structures 
that allow prospective students to easily find the information 

they need (Al‐Khalifa, 2014). 
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- The timeliness and relevance of website content was also a 
draw, with 35.25% of respondents valuing up-to-date 
information. This suggests that universities should regularly 
review and update their website content to ensure it 
remains current and relevant to their target audience. 

Table (11) 

What attracted you to the university's social media pages?  

(More than one alternative can be selected) 

  Frequency % 

Active and fast interaction with users 223 55.75 

New content 174 43.50 

Show the identity of the university (logo, ....) 156 39.00 

Use of AI tools (chatbot...) 69 17.25 

N=400 

It was also noted that the attribute “Active and fast interaction 
with users” was chosen by 55.75%, this highlights that the 
responsiveness factor greatly influences users‟ attraction rates. 
This means that over 50% of the respondents consider this 
particular type of engagement and this implies the students want 
immediate responsiveness and engagement from the university on 
the social media platforms, a sign indicating that they wish to 
receive individual attention. 

Other interesting aspects that garnered an impressive 
number of hits included „New content‟, „Show the identity of the 
university‟, „Innovativeness‟, and „Brand recognition‟, which also 
GO= indicate that other priorities are creativity, branding, and 
identity in strategic framing of university social media content. 

Of the respondents, only 17.25% were attracted by the „ use 
of AI tools needed‟ which suggests that while technology might be 
preferred, other factors may remain more important. 
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Such results are in line with the findings of Hernandez, A., & 
Smith, J. (2021) as well as Gupta, P., & Chang, L. (2023) which 
state that active response and constant content posting are 
essential to ensure students engage with university social media. 
Findings also revealed that use of AI tools was still somewhat in its 
growth phase and could therefore be used as a means of 
enhancing the level of engagement. 

 

Conclusion: 

The study sought to establish the effect of digital marketing 
on students‟ enrolment behaviour when selecting higher learning 
institutions in Egypt. So, the studies reveal that digital marketing is 
now a tool that significantly affected the process of information 
search and choice by students about the enrollment in universities. 
Social media content, timely and direct communication, and the 
application of modern technologies, including a chatbot and a 
virtual tour of the campus, improve the image of universities and 
attract more students. 

The use of interactive features and having well-developed 
web sites promotes the interaction between learners and 
institutions before they join an institution, showing that building an 
emotional bond and trust through online resources is key even if 
the potential learners are not yet enrolled. This study underscores 
that promptly responding to posts, updating the content, and 
adopting a coherent branding approach positively influence 
student appeal and satisfaction. 

However, the efficiency of these digital marketing strategies 
depends on the students‟ characteristics, meaning that one-size-
fits-all marketing is not effective. These universities are uniquely 
suited for aggregating various student populations and providing 
extensive, targeted content based on emerging technologies. 

This work stresses the need to remain genuine in 
interactions on social media and reveals the extent to which Gen-Z 
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students rely on technological resources in their learning choices. 
From this, it can be highlighted that universities should regularly 
update their marketing strategies corresponding to newer trends in 
an educational environment that is becoming more digitalized. 

Recommendations: 

The researcher suggests some areas of future research that 
could further contribute to understanding the impact of digital 
marketing on university student recruitment: 

1- Future research could investigate the topic as it relates to the 
long-term usage of digital marketing strategies by institutions 
not only for enrolling new students but also for ensuring that 
these enrollments are retained. Determining how the various 
forms of engagement affect students as they progress through 
their university experience can help in future communication 
with the students after admission. 

2- As marketing technologies like artificial intelligence, augmented 
reality, and virtual reality improve in the future, potential 
research areas could focus on understanding how to utilize 
them in digital marketing.  

3- Research could also be directed towards understanding the 
applicability of social media marketing in trying to attract 
students from different social and cultural backgrounds. 
Awareness of these differences would assist in the 
development of appropriate targeted digital marketing 
strategies for each category. 

4- Future studies can focus on the involvement of alumni when it 
comes to the decisions made on the development of their 
universities.    
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