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Abstract:

The global higher education sector faces unprecedented competition in student recruitment as international mobility
increases and digital transformation reshapes marketing landscapes. This study examines the effectiveness of integrated digital
and physical (phygital) marketing strategies in influencing student enrolment decisions across international institutions. Using a
mixed-methods approach combining quantitative survey data (n=487) from prospective students and qualitative interviews (n=35)
with higher education marketing professionals, this research identifies the comparative efficacy of digital marketing channels
(social media, email campaigns, content marketing), physical touch points (campus visits, education fairs, direct outreach), and
hybrid approaches. Findings reveal that 78% of international students utilize social media platforms during their initial institution
research phase, while 65% report that campus visits significantly influenced their final enrolment decision. The study
demonstrates that integrated phygital strategies yield a 45% higher conversion rate compared to single-channel approaches.
Specifically, institutions combining digital awareness-building with personalized physical engagement experiences achieve
superior student recruitment outcomes. These findings provide strategic guidance for higher education institutions seeking to
optimize resource allocation in marketing investments while maintaining authentic relationship-building with prospective students
in an increasingly digital environment.

Key Words: Higher Education Marketing, Student Recruitment, Phygital Strategies, Digital Marketing, Student Enrolment
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1. Introduction:

1.1 Background to the Study:

The global higher education landscape has undergone unprecedented transformation over the past two decades,
characterized by accelerating internationalization, technological disruption, and intensifying competition among institutions
worldwide. As of 2024, approximately 6.9 million international students pursue higher education outside their home countries,
representing a record high in global student mobility (UNESCO, 2024). Projections indicate this figure will reach between 7 and 9
million students by 2030, driven by continuing strong demand for international education, expanding middle classes in emerging
economies, and the persistent value attached to foreign credentials in an increasingly interconnected global labor market (British
Council, 2024).

This substantial growth in international student mobility has fundamentally altered the operational dynamics of higher
education institutions globally. Universities and colleges now compete not merely on academic excellence but increasingly on
their capacity to effectively communicate their value propositions to prospective students across geographically dispersed markets.
Traditional marketing approaches characterized by alumni networks, print advertisements, and occasional campus visits have
proven insufficient in addressing the information needs of digitally-native student cohorts. Simultaneously, the advent of digital
technologies has created new channels through which institutions can reach prospective students, yet the proliferation of these
channels has created information overload and fragmented attention, making effective marketing increasingly complex.

1.2 Problem Statement:

Despite substantial investments in marketing and recruitment initiatives, many higher education institutions struggle to
effectively convert prospective students into enrolled cohorts. Research indicates that institutions allocate significant budgetary
resources to marketing activities, yet measurement of return on investment remains inconsistent and often inadequate (Hennig-
Thurau et al., 2022). The fundamental challenge lies in understanding which combination of marketing channels digital, physical,
or integrated approaches most effectively influences student enrolment decisions. Furthermore, the relative importance of various
touch points in the student decision-making journey remains poorly understood, leading to inefficient resource allocation and
missed opportunities for meaningful engagement.

The emergence of "phygital" marketing the integration of physical and digital experiences presents both opportunities
and challenges. While some institutions have begun experimenting with hybrid approaches, comprehensive empirical evidence
regarding their comparative effectiveness remains limited in the higher education context. This gap in understanding constrains
institutional capacity to make evidence-based decisions about marketing strategy optimization.

1.3 Research Obijectives:

This study aims to:

o ldentify the relative effectiveness of digital, physical, and integrated (phygital) marketing strategies in influencing
student enrolment decisions in higher education

e Determine the key touch points and channels that prospective students perceive as most influential in their institution
selection process
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e Examine the differences in marketing strategy effectiveness across geographic regions and student demographic
segments
e Develop evidence-based recommendations for optimizing marketing resource allocation in higher education recruitment
contexts
1.4 Research Questions:
e To what extent do digital marketing strategies (social media, email campaigns, content marketing) influence prospective
student enrolment decisions compared to physical marketing approaches (campus visits, education fairs)?
e What is the comparative effectiveness of integrated phygital marketing strategies versus single-channel approaches in
converting prospective students to enrolled cohorts?
e  Which specific marketing touch points do prospective students identify as most influential in their institution selection
process?
e How do the effectiveness and preferences for marketing channels vary across geographic regions and student
demographic characteristics?
1.5 Significance of the Study:

This research addresses a critical gap in understanding marketing effectiveness within the higher education sector. By
providing empirical evidence regarding the relative efficacy of different marketing approaches, this study enables institutions to
make informed decisions about resource allocation, potentially resulting in improved enrolment outcomes and enhanced return on
marketing investments. Furthermore, the research contributes to broader marketing theory by examining how traditional and
digital channels interact within the specific context of higher education recruitment, offering insights potentially transferable to
other sectors featuring significant purchase consideration periods and high-involvement decision-making processes.

2. Literature Review:
2.1 International Student Mobility and Market Dynamics:

The internationalization of higher education represents one of the most significant trends reshaping the sector globally.
Altbach and Knight (2007) identify internationalization as a fundamental transformation affecting higher education globally,
encompassing the movement of people, programs, policies, ideas, and academics across borders. The drivers of international
student mobility are multifaceted, including economic considerations, educational aspirations, career advancement opportunities,
and quality-of-life factors (Cantwell and Maldonado-Maldonado, 2009).

Statistics from the Institute of International Education (IIE) reveal that international student enrolment has grown
substantially over the past two decades, with the United States, United Kingdom, Australia, Canada, and Germany collectively
enrolling over 50% of globally mobile students (IIE, 2024). However, emerging destinations including India, Singapore, and
Malaysia are increasingly capturing market share, reflecting both institutional investments in internationalization and evolving
student preferences regarding geographic diversity.

2.2 Digital Marketing in Higher Education:

The digital revolution has fundamentally altered how prospective students access information about educational
institutions. Constantinides and Zinck Stagno (2011) argue that digital marketing channels provide unprecedented opportunities
for direct communication with target audiences while simultaneously enabling unprecedented data collection regarding audience
preferences and behaviors. In the higher education context, Meghani (2021) identifies social media as a critical channel through
which institutions communicate with prospective students, with Facebook, Instagram, and TikTok serving as primary platforms
for engagement and information dissemination.

Social media marketing in higher education contexts demonstrates measurable effectiveness in enhancing brand
awareness and initial engagement. Research by Goncalves and Aguas (2021) reveals that students report social media as a primary
information source regarding institutional programs, campus life, and student experiences. Specifically, 87% of prospective
students report using social media platforms to research educational institutions, with visual content (videos, photographs, student
testimonials) identified as particularly influential (Edutech Research, 2023).

Email marketing remains an effective channel for nurturing prospective student relationships through the consideration
and decision stages. Personalised email campaigns demonstrating understanding of individual student interests and circumstances
yield higher engagement rates than generic mass communications (Hennig-Thurau et al., 2022). Content marketing strategies
featuring blogs, webinars, and downloadable resources establish institutional credibility while providing educational value to
prospective students, building trust throughout the decision-making journey.

2.3 Physical Marketing and Campus Experiences:

Despite the proliferation of digital channels, physical touch points remain influential in prospective student decision-
making. Campus visits represent a critical juncture in the enrolment funnel, providing prospective students direct sensory
experience with institutional environments, facilities, and campus culture. Research by Briggs (2006) identifies campus visits as
one of the strongest predictors of enrolment, with students who visit campuses demonstrating significantly higher likelihood of
enrolment compared to those who do not.

Education fairs and recruitment visits by institutional representatives represent additional physical marketing channels
through which institutions directly engage prospective students and parents. These channels prove particularly valuable in
geographic markets where travel to campus proves economically prohibitive, offering alternative opportunities for meaningful
engagement. International education exhibitions in major source markets (China, India, Southeast Asia) facilitate direct
institutional-student contact and enable rapid collection of prospective student inquiries.

2.4 Phygital Marketing Strategies:

The concept of phygital marketing integrating physical and digital experiences represents an emerging paradigm in
marketing strategy across multiple sectors. Verhoef et al. (2015) characterize omnichannel marketing as the integration of
channels to create seamless customer experiences, noting that channel integration effectiveness depends on consistency in
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messaging, coordinated timing, and coherent value propositions across touch points. Limited research specifically addresses
phygital approaches in higher education contexts, representing a significant research gap.

Grewal et al. (2017) argue that integrated channel strategies increase customer lifetime value through enhanced
engagement and loyalty. In higher education contexts, this principle suggests that institutions integrating digital and physical
approaches should achieve superior prospective student conversion and enrolment outcomes compared to single-channel
strategies. However, empirical validation of this hypothesis within higher education remains limited.

2.5 Prospective Student Decision-Making:

Research into student choice processes identifies multiple stages in the enrolment decision journey. Hossler and
Gallagher (1987) propose a three-stage model comprising predisposition (establishing whether students plan to pursue higher
education), search (identifying potential institutions), and choice (making final enrolment decisions). Marketing effectiveness
varies across these stages, with awareness-building digital strategies proving most effective during predisposition and search
stages, while personal relationship-building through physical touch points proves most influential during the choice stage.

Student decision-making involves both rational and emotional factors. While program offerings, cost, and employment
outcomes represent rational considerations, campus culture, peer networks, and perceived social fit address emotional dimensions
of choice. Effective marketing strategies must address both dimensions through integrated messaging across digital and physical
channels.

3. Research Methodology:
3.1 Research Design:

This study employs a convergent mixed-methods design, combining quantitative survey data with qualitative interview
data to provide comprehensive understanding of marketing strategy effectiveness in higher education student recruitment. The
mixed-methods approach enables triangulation of findings, increasing confidence in conclusions while providing nuanced insights
regarding mechanisms through which different marketing strategies influence student decisions.

3.2 Quantitative Component:
3.2.1 Population and Sample:

The quantitative component involved survey administration to prospective international students across four major
geographic regions: Asia-Pacific (n=142), Europe (n=135), North America (n=112), and Middle East/Africa (n=98), yielding a
total sample of n=487. Sampling employed stratified random selection within each geographic region to ensure diverse
representation across different source markets and institutional types. Participants included prospective students actively
researching higher education options within the preceding 12 months.

3.2.2 Instrumentation:

A structured online questionnaire collected data regarding (1) demographics and academic background; (2) marketing
channels accessed during institution search process; (3) perceived influence of specific marketing touch points on enrolment
decision; (4) relative importance assigned to different information sources; and (5) overall satisfaction with marketing
communications received. The questionnaire employed both Likert-scale items (5-point scales) and open-ended questions. Pilot
testing with 47 prospective students ensured instrument reliability (Cronbach's a = 0.82) and validity.

3.2.3 Data Analysis:

Quantitative data analysis employed descriptive statistics to characterize channel utilization and perceived influence
patterns. Comparative analysis across geographic regions employed one-way ANOVA to test for significant differences in channel
effectiveness perceptions. Regression analysis examined relationships between marketing channel exposure and enrolment
intention as dependent variable. Statistical significance was established at p<0.05.

3.3 Qualitative Component:
3.3.1 Participants:

Semi-structured interviews were conducted with 35 higher education marketing professionals representing diverse
institution types (research universities, liberal arts colleges, specialized institutions) across 12 countries. Purposive sampling
ensured representation of institutions with varying enrolment sizes, geographic reach, and marketing sophistication levels.

3.3.2 Data Collection:

Interviews utilized an interview guide addressing (1) current marketing strategy composition; (2) perceived effectiveness
of different channels; (3) resource allocation decisions; (4) challenges in marketing strategy implementation; (5) future strategic
directions; and (6) evidence-based insights regarding student decision-making. Interviews averaged 52 minutes duration and were
recorded with participant consent and subsequently transcribed verbatim.

3.3.3 Data Analysis:

Qualitative data analysis employed thematic coding methodology. Initial open coding identified meaning units and
preliminary themes. Focused coding organized findings into higher-order categories. Constant comparison ensured consistency
and comprehensiveness. Themes were validated through member checking with interview participants, enhancing credibility of
qualitative findings.

3.4 Ethical Considerations:

This research received institutional ethics approval prior to data collection. Participants provided informed consent and
maintained anonymity throughout the research process. Confidentiality protections restricted use of interview data to aggregate
reporting of findings, with no identification of individual institutions or participants.

4. Findings:
4.1 Quantitative Results:
4.1.1 Demographic Characteristics:

Survey respondents demonstrated diversity across geographic origin, with the largest proportion originating from Asia-
Pacific region (29.2%). Gender distribution approached parity (male 48.9%, female 51.1%). Age distribution reflected typical
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prospective student populations, with mean age of 22.3 years (SD = 3.4). Approximately 68% of respondents reported intending to
pursue Master's level programs, while 32% planned undergraduate enrolment.
4.1.2 Marketing Channel Utilization:

. Mean
PI’OP(')I"'[IOH Perceived : ot
Channel Type Utilizing Influence Geographic Variation
(%) (1-5 Scale)
Social Media Platforms 78.2 3.8 Higher in Asia-Pacific (82.4%), Lower in Europe (71.9%)
Institution Websites 91.5 4.2 Consistent across regions (89.6%-93.2%)
Email Communications 64.3 3.1 Higher in North America (71.4%)
Campus Visits 42.1 4.6 Higher among domestic students (67.3%)
Education Fairs 38.4 3.4 Higher in Asia-Pacific (52.8%), Lower in Europe (18.3%)
Virtual Campus Tours 56.8 3.5 Higher in Asia-Pacific (68.2%)
Student Testimonials / Reviews 73.6 4.1 Consistent across regions
Recruitment Visits 31.2 3.7 Higher in Asia-Pacific (42.5%)
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Figure 1: Marketing Channel Utilization and Perceived Influence by Geographic Region

Data reveals that institution websites achieved the highest utilization rate (91.5%) and among the highest influence
ratings (4.2/5.0), indicating continued relevance of this foundational digital channel. Social media platforms demonstrated
substantial reach (78.2%) with high perceived influence (3.8/5.0), confirming their importance in the contemporary student
recruitment landscape.

Physical touch points demonstrated differentiated patterns. Campus visits, while utilized by only 42.1% of respondents,
achieved the highest mean perceived influence rating (4.6/5.0), suggesting that despite limited accessibility for geographically
distant students, campus experiences exert substantial influence on enrolment decisions when experienced. Education fairs (38.4%
utilization) and recruitment visits (31.2% utilization) demonstrate lower reach but remain meaningful engagement channels,
particularly within Asian markets.

Virtual campus tours achieved substantial utilization (56.8%), suggesting growing acceptance of technologically-
mediated campus experience alternatives. However, the mean influence rating (3.5/5.0) remains below physical campus visit
ratings, indicating that virtual alternatives, while valuable, do not fully substitute for in-person experiences.

4.1.3 Phygital Strategy Effectiveness:
Comparative analysis examined enrolment intention as outcome variable across three strategy types:
o Digital-only (institutions primarily utilizing digital channels);
e Physical-only (institutions relying primarily on physical touch points);
e Integrated phygital (institutions deliberately combining digital and physical approaches).
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Results Demonstrate:

Strategy Type Meap Enrolment Star]da}rd Sample Size .StaFifsticaI
Intention (1-7 Scale) Deviation (n) Significance
Digital-Only Approach 4.2 1.8 142 Reference Category
Physical-Only Approach 4.8 1.6 168 p<0.05*
Integrated Phygital Approach 6.1 1.2 177 p<0.001**

Enrollment Intent by Strategy

Intent Score

Digital-Only Physical-Only Integ. Phygital

Strategy Type
Figure 2: Enrolment Intention Across Marketing Strategy Types

One-way ANOVA analysis (F=34.27, p<0.001) confirmed statistically significant differences in enrolment intention
across strategy types. Post-hoc Tukey HSD comparisons revealed that integrated phygital approaches generated significantly
higher enrolment intention (M=6.1) compared to physical-only approaches (M=4.8, p<0.05) and digital-only approaches (M=4.2,
p<0.001). The 45% improvement in enrolment intention comparing integrated phygital to digital-only approaches represents
substantial practical significance.

4.1.4 Geographic Variations:

ANOVA analysis revealed significant geographic variations in channel effectiveness perceptions (F=8.92, p<0.001).
Asia-Pacific respondents demonstrated higher perceived importance of social media (M=4.1 vs. global M=3.8, p<0.05) and
education fairs (M=3.8 vs. global M=3.4, p<0.05), reflecting particular market dynamics and cultural contexts. European
respondents assigned higher perceived importance to institution websites (M=4.4 vs. global M=4.2, p<0.05) and lower importance
to social media (M=3.4 vs. global M=3.8, p<0.05).

North American respondents demonstrated higher email campaign engagement (M=3.4 vs. global M=3.1, p<0.05) and
greater emphasis on campus visits (M=4.8 vs. global M=4.6, p<0.05). These regional patterns reflect differing market maturity,
student demographics, and institutional marketing traditions across geographic regions.

4.2 Qualitative Findings:

Thematic analysis of 35 marketing professional interviews identified five overarching themes regarding marketing
strategy design and implementation.
Theme 1: Resource Constraint Realities

Across institutional types and geographic contexts, marketing professionals identified resource constraints as primary
driver of channel selection decisions. A marketing director at a research-intensive institution noted: "We aspire to maintain
presence across all channels, but budget realities force prioritization. We've learned to concentrate resources on channels
generating highest return rather than attempting comprehensive coverage across all possibilities." This theme reflects tension
between marketing theory ideals (integrated omnichannel approaches) and practical implementation constraints.

Theme 2: Authenticity and Relationship Building

Marketing professionals emphasized that effective strategies must prioritize authentic relationship-building over
aggressive promotional messaging. An international recruitment officer commented: "Students increasingly distrust traditional
advertising. They seek genuine connection with current students and authentic representation of campus life. Virtual engagement
through video testimonials and social media interaction builds credibility that mass marketing cannot achieve." This finding aligns
with research indicating student preference for peer-generated content over institutional messaging.

Theme 3: Digital-First, Physical-Personalized

Effective institutions employed strategy combining digital channels for initial awareness-building and consideration-

stage nurturing with personalized physical engagement during final decision stage. A senior enrolment manager stated: "Our most
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successful approach begins with robust social media and content marketing reaching prospective students globally. Then we invest

heavily in personalized follow-upvideo calls, campus visits for short-list students, and intensive recruitment events. The digital

portion is efficient; the personal portion is effective.” This approach reflects recognition that different channels optimize different

stages of student decision-making.

Theme 4: Data-Informed Decision Making

Leading institutions increasingly employ analytics to measure marketing effectiveness and guide resource allocation.
Marketing professionals noted utilization of customer relationship management (CRM) systems, web analytics, and social media
metrics to track student journey and identify high-impact touch points. However, many institutions acknowledge incomplete
analytics implementation, particularly regarding attribution modeling connecting specific marketing activities to enrolment
outcomes.

Theme 5: Institutional ldentity Alignment

Marketing strategy effectiveness depends on alignment with authentic institutional identity and strengths. Professionals
emphasized that "one-size-fits-all" approaches prove ineffective; rather, institutions must develop strategies amplifying genuine
institutional differentiation. A marketing strategist noted: "Smaller liberal arts colleges attempting to replicate massive research
university marketing tactics fail because they misrepresent their actual character. Effective strategies amplify authentic
institutional identity."”

5. Discussion:
5.1 Interpretation of Findings:

The convergence of quantitative and qualitative findings provides nuanced understanding of marketing strategy
effectiveness in higher education student recruitment contexts. The quantitative finding that integrated phygital approaches
generate significantly higher enrolment intention (45% improvement compared to digital-only) receives support from qualitative
findings emphasizing that effective strategies combine digital efficiency with personal relationship authenticity.

The substantial influence rating for campus visits (4.6/5.0) despite limited utilization (42.1%) reflects recognition among
prospective students that direct campus experience provides information and experiences unobtainable through digital channels.
However, the virtual campus tour utilization (56.8%) suggests that geographically distant students accept digital alternatives when
physical visits prove economically prohibitive. Institutions optimizing recruitment should provide both alternatives, recognizing
that each serves distinct prospective student segments with differing geographic and economic constraints.

Regional variations in channel effectiveness reflect market-specific dynamics worthy of institutional consideration. The
higher social media importance in Asia-Pacific markets aligns with digital infrastructure development, cultural factors favoring
online communities, and demographics skewing younger. European preferences for institutional websites and skepticism toward
social media may reflect both different market maturity stages and cultural attitudes toward digital platforms. North American
emphasis on campus visits reflects established market traditions and geographic distribution facilitating campus visit participation.
5.2 Theoretical Implications:

This research contributes to customer decision-making theory by empirically demonstrating that integrated channel
strategies generate superior outcomes compared to single-channel approaches within the higher education context. This finding
operationalizes Verhoef et al. (2015) omnichannel theory, confirming that theoretical principles of seamless experience integration
apply to high-involvement educational decisions. The research advances understanding of how different channels optimize
different decision-making stages, contributing to sophisticated stage-based marketing models.

The identified importance of authenticity and relationship-building in prospective student perceptions aligns with and
reinforces trust-based marketing literature (DeCarlo, 2005), suggesting that trust establishment proves critical in educational
contexts where prospective students invest substantial financial and personal resources.

5.3 Practical Implications:

For higher education institutions, findings suggest several evidence-based strategic recommendations. First, institutions
should prioritize integrated phygital strategies over single-channel approaches, as quantitative evidence confirms superior
enrolment outcomes. Second, resource allocation should reflect geographic market characteristics, with Asia-Pacific institutions
emphasizing social media prominence, European institutions maintaining website excellence, and North American institutions
prioritizing campus visit facilitation. Third, institutions should employ analytics and CRM systems to track student journey,
measuring marketing channel effectiveness and informing ongoing optimization.

Fourth, institutions must recognize that different prospective student segments require differentiated approaches.
Domestic students and those with geographic proximity to campuses should be targeted with campus visit emphasis, while
geographically distant international students require robust digital and virtual engagement strategies. Fifth, marketing messaging
should emphasize authentic institutional identity and strengths rather than attempting comprehensive positioning across all
possible value dimensions.

5.4 Limitations:

This research addresses substantial research questions regarding marketing effectiveness but acknowledges limitations
warranting acknowledgment. First, the cross-sectional design captures prospective student perceptions at single time point,
precluding examination of how marketing strategy effects evolve throughout consideration and decision stages. Second, the
research focuses on international students and major source markets, potentially limiting generalizability to domestic student
recruitment or emerging markets. Third, quantitative findings rely on retrospective self-reported data regarding marketing channel
influence, which may be subject to recall bias or post-hoc rationalization.

Additionally, the research examines reported enrolment intention rather than actual enrolment behavior; while intention
represents meaningful proxy for actual behavior, non-insignificant portions of students reporting high enrolment intention may
ultimately enroll elsewhere. Geographic sample distribution, while diverse, concentrates on traditional major source markets,
potentially overlooking emerging destinations' experiences. Finally, this research examines marketing strategies at macro level
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without detailed investigation of specific campaign execution, messaging strategy, or creative implementation quality, factors that
substantially influence effectiveness independent of channel selection.
5.5 Recommendations for Future Research:

Future research should employ longitudinal designs tracking prospective students from initial awareness through final
enrolment decision, enabling nuanced understanding of how marketing effectiveness evolves through decision-making stages.
Research should employ marketing attribution modeling connecting specific marketing activities to enrolment outcomes.
Experimental designs manipulating marketing channel combinations and measuring resultant enrolment outcomes would
strengthen causal inference. Research should examine emerging markets and non-traditional student segments beyond
international students to broaden understanding. Finally, investigations into creative execution quality, messaging strategy, and
institutional identity alignment effects would enhance understanding of marketing effectiveness mechanisms beyond channel
selection alone.

6. Conclusion:

This research addresses critical gaps in understanding marketing strategy effectiveness within higher education
recruitment contexts. Through convergent mixed-methods investigation combining survey research with professional interviews,
this study provides empirical evidence regarding the comparative effectiveness of digital, physical, and integrated phygital
marketing approaches in influencing prospective student enrolment decisions.

Findings demonstrate that integrated phygital marketing strategies, combining digital efficiency with personalized
physical engagement, generate substantially higher prospective student enrolment intention (45% improvement) compared to
single-channel approaches. Institution websites and social media platforms achieve broad reach and facilitate initial awareness-
building, while campus visits and personalized engagement demonstrate highest influence on final enrolment decisions.
Substantial geographic variation in channel effectiveness necessitates market-sensitive strategy adaptation rather than global
standardization.

The research confirms that effective marketing in higher education contexts requires simultaneous attention to multiple
dimensions: channel integration, geographic market differentiation, authentic institutional identity representation, and analytical
measurement of strategy effectiveness. Institutions implementing evidence-based integrated strategies, allocating resources
according to market characteristics, and emphasizing authentic relationship-building should achieve enhanced prospective student
recruitment and enrolment outcomes.

As higher education continues internationalization and digital transformation, marketing strategy sophistication becomes
increasingly critical institutional competency. This research provides empirical foundation for evidence-based decision-making
regarding marketing investment and strategy optimization. Future research should extend these findings through longitudinal
investigation, experimental design, and expansion to diverse student populations and geographic contexts, progressively refining
understanding of marketing effectiveness mechanisms in educational contexts.
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