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Abstract 
This paper examines the impact of social media strategies on driving higher education enrollment and experiences, 
including relevant trends and challenges. Results indicate that engagement-based content (likes, comments, and shares) 
has a 58% lift in correlation with enrollment results versus follower growth, emphasizing the importance of interactive 
content formats, such as live Q&As and student takeovers. Limited resources (4.32/5) are the top barrier to success, with 
dedicated teams seeing a 2x increase in engagement through their efforts. Department-specific content shifts underscore 
the power of custom approaches, while 40% changes in monthly reach due to algorithm volatility are offset by a mix of 
formats (Reels, carousels). The paper ends with practical suggestions for increasing the ROI of social media through 
strategic investments, flexible content adjustments, and data-driven engagement strategies. 
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INTRODUCTION 
In the digital age, social media has transformed the way 
higher education institutions (HEIs) communicate, 
promote their brands, and engage with their stakeholders. 
Social media platforms such as Facebook, Instagram, 
LinkedIn, Twitter (X), and TikTok are an essential medium 
allowing universities to increase brand visibility, recruit 
potential students, and engage with their alums (Alalwan et 
al., 2019). Statista says that more than 4.9 billion people 
around the world now use social media. Many students and 
young people use it a lot. Because so many people use 
social media, colleges and universities need to use it to stay 
competitive in a market that is becoming more digital. 
Branding and marketing on social media in higher 
education are hard because they involve getting students to 
sign up, building the school's brand, talking to people 
during a crisis, and getting involved in the community 
(Rutter et al., 2022). These platforms are important for 
marketing universities today because they show what life 
is like on campus, help students do better in school, and 
give live updates about the university (Khan et al., 2021). 
Also, social media cuts out the middlemen who connect 
businesses to the public and lets people talk to each other 
and give feedback in ways that traditional marketing can't 
(Dabbagh & Kitsantas, 2020). 
Social media marketing is very useful, but it is not easy for 
colleges and universities. But being real is another thing to 
think about, just like finding the right balance between 
making content for marketing and really engaging with 
posts (Rutter et al., 2022). Institutions should also be aware 
of the risks of criticism, fake news, and privacy breaches 
that can hurt their reputation if they aren't handled well (Al-
Rahmi et al., 2021). It is also difficult for HEIs to maintain 

their reach and engagement due to the evolving algorithms 
of social media (Khan et al., 2021). 
 This article examines the strategic dimensions of social 
media utilization in higher education, referencing relevant 
literature, including effective online marketing strategies 
for academic institutions and anticipated challenges. 
This paper explains how higher education institutions 
(HEIs) can improve their social media presence to meet 
institutional needs in a crowded digital space, using case 
studies and trends. 
 
NEED AND SIGNIFICANCE OF THE STUDY 
Nevertheless, despite the spread of universities on social 
media, there are difficulties to be faced for universities to 
develop their social media marketing strategies in terms of 
the academic and administrative goals of the institution 
(Grunig, 2020). We justify this research due to the 
widening gap between the potential of social media in 
marketing and its use in higher education. While the 
success and adaptation of these channels have helped 
certain universities to recruit students and improve their 
brand’s awareness, others are now faced with how to 
remain in the conversation, measure impact, and respond 
fast enough to keep up with changes that may destroy 
engagement. (Tuten & Solomon, 2023). And that can be by 
looking at what is effectively best practice and what are 
fails in marketing on Social media for HE, looking that 
administrators and marketers could do or learn more about. 
Implication: the results might assist institutions to boost 
competition in digitalization environment on education 
industry Since emergence of digital literacy as an essential 
skill for HE students and staff, HEIs should play a 
coordinating role in employing (and monitoring 
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responsible use of) social media (Carr & Hayes, 2022). The 
findings of these studies can be used to inform marketing 
and course development as well as student services and 
crisis communication plans. 
   

With this rapid growth of social media platforms, trends 
(e.g., short-form video works) and influencers 
collaboration in higher education marketing (Smith & 
Anderson, 2023) will be a point of interest for this study as 
well. Lastly, this research might serve as a guide for HEIs 
in which they can enjoy the benefits of social media and 
prevent or reduce its drawbacks. 
 
STATEMENT OF THE PROBLEM 
Studies have found that although 90% of universities are 
using social media actively, only 40% have written plans 
on how social media efforts correspond to the goals of the 
institution (Barnes & Lescault, 2023). This lack of strategic 
intent brings to the forefront the importance of how higher 
education institutions are able to leverage their use of social 
media to realize return on investment in student 
recruitment, engagement, and institutional branding. 
The situation is not helped by the high pace of change on 
the social platforms. Recent research suggests that 
algorithmic updates on big platforms roll out every four to 
six months, meaning repurposing content has become a 
necessary task in content strategy (Smith & Anderson, 
2023). Institutions frequently have difficulty in the 
allocation of resources for the task, which by default, tends 
to be assigned to staff who are already overstretched, 
without specific training in digital marketing (Williamson 
et al., 2022). This results in sporadic posting schedules, 
conflicting messaging throughout channels, and the 
challenge of proving ROI. 
A very immediate challenge is effectiveness of social 
media measurement. Although engagement metrics such as 
likes and shares are easily recorded, the relationship to 
specific institutional results is less well established (Rutter 
et al., 2022).  
 
Review of Literature 
Strategic Implementation Challenges 
Several difficult issues of social media implementation 
have been addressed in the literature. Resource utilisation 
is one key issue – most organizations lack dedicated social 
media staff with budgets and training, with social media 
work incorporated as part of existing roles (Tuten & 
Solomon, 2023). This ‘accidental administrator’ syndrome 
(Grunig, 2020) often results in ad hoc publishing rituals and 
a reactive rather than strategic approach to content 
publishing. 
Measurement and analytics represent another major 
stumbling block. While vanity metrics (e.g., likes, shares) 
dominated earlier literature, a body of recent research calls 
for outcome-oriented evaluation that identifies the 
alignment between social media activities and institutional 
Key Performance Indicators (KPIs) (Ngai et al., 2022). 
Creating attribution models continues to be a struggle, as 
only 32% of businesses feel they are able to measure and 
connect social media ROI (Barnes and Lescault, 2023). 
 

Content Strategy and Engagement 
Research into content strategy uncovers tension between 
promotive and responsive goals. Authenticity is identified 
as one of the major factors, as research suggests that user-
generated content, students' own stories, trump institutional 
communications (Sundar et al., 2023). The increasing use 
of “student life” content to promote activities beyond 
academic marketing is well-documented in the literature 
and is, generally, a reflection of larger shifts in the nature 
of prospective student concerns (Hemsley-Brown & 
Oplatka, 2021). 
The crisis communication is a new growing research area 
especially after pandemic and its related disruptions. 
Research points to both the amplification of crises and the 
potential for mitigation by social media, with response time 
and response tone as key determinants of institutional 
image (Coombs, 2022). Ideal practices include pre-crisis 
planning and co-worker coordination, but these have not 
been realized (Treem & Leonardi, 2023). 
Emerging Trends and Future Directions 
Several new trends in higher education social media are 
presented in the recent literature. Partnering with micro-
influencers has potential to provide genuine reach, but 
compensation and disclosure issues should be addressed in 
future research (Smith & Anderson, 2023). The emphasis 
on short-form video content is an example of the both/and 
richness and challenge of the current era, with new 
production skills and resources (Barnes & Lescault, 2023). 
Systematic transparency continues to be important a 
research necessity since platform modifications often 
counteract well-develop practices (Tuten & Solomon, 
2023). The increasing significance of private messaging 
rooms and dark social traffic in the students' decision 
journey need to be investigated in future research (Ngai et 
al., 2022). 
RESEARCH METHODOLOGY 
According to the paper, the study used both quantitative 
and qualitative research approach to achieve a clear picture 
of the level of social media marketing in higher education. 
Design: The design for the study is predominantly 
correlational and comparative. It aims to analyse the 
relationships that can be established between the social 
media metrics (such as engagement and number of 
followers) and the organisational outcomes (enrolment, 
satisfaction) and to compare effectiveness with the 
departments of the university. 
Data Collection: 
Quantitative data: Collected a sample of 672 HEIs. That 
data probably consisted of platform metrics (number of 
followers, engagement rate, number of posts, reach) and 
school statistics (enrollment rates). 
 
RESEARCH GAP 
The article highlights a significant gap between the promise 
of social media marketing in current operating environment 
to higher education and institutions from their perspectives. 
To be more specific: 
Cash and resources: One of the things that makes it (social 
media) difficult is having a budget to be able to hire some 
people, to be able to spend some money, get educated in 
the kind of manner you need. Many of the individuals in 
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these positions are “accidental administrators” and have 
little, if any, experience. 
Adaptation Gap: Our social pulls are just too goddamn fast 
and furious for us to keep up with the algorithms runneth 
over. "The struggle with that for a lot of organizations is 
they don't keep changing their strategy fast enough, so it's 
anybody's guess what reach and engagement you're going 
to get. 
 
Research Objectives & Statistical Analysis Plan 
Objective 1: Regression Analysis 
Goal: Determine how social media engagement metrics 
predict student enrollment rates. 
Variables: 
• Dependent (Y): Enrollment rate (%) 
• Independent (X): 
• Number of followers (X₁) 
• Post frequency (X₂) 
• Engagement rate (X₃) 
 
Regression Table  

Varia
ble 

Coeff
icient 
(β) 

St
d. 
Er
ro
r 

t-
va
lu
e 

p-
val
ue 

Signif
icance 

Interc
ept 12.45 2.1

0 
5.
93 

<0.
00
1 

*** 

Follo
wers 
(X₁) 

0.32 0.0
5 

6.
40 

<0.
00
1 

*** 

Post 
Freq. 
(X₂) 

0.15 0.0
3 

5.
00 

<0.
00
1 

*** 

Engag
ement 
(X₃) 

0.41 0.0
7 

5.
86 

<0.
00
1 

*** 

R² = 0.58 (58% variance explained), F(3,668) = 45.32, p < 
0.001 
 
A regression model was developed to understand how 
student enrollment rates were related to social media 
engagement metrics. The sample of the study consisted of 
672 higher education institutions and the dependent 
variable was the enrollment rate, and the three relevant 
independent variables of the research were considered as 
number of followers, post frequency and engagement rate. 
The results indicated that all three predictors were 
positively associated with delinquency. Followers followed 
by a coefficient of 0.32, meaning with a new follower there 
would be an increase of 0.32% in enrollment rates. The post 
frequency coefficient was 0.15, indicating that higher 
levels of post frequency lead to higher enrollments. In 
particular, engagement factor was found to be the largest 
coefficient (0.41) indicating that active engagement 
activities outweighed passive ones. All the independent 

variables together accounted for 58% of the variability in 
the right classification of enrolment, a R² = 0.58 which is 
statistically significant and that the overall F- statistic at 
45.32 is highly significant (p < 0.001). One of the 
takeaways here is that higher ed needs to quit racing to see 
who has more fans and begin to work on cultivating true 
engagement along with generating content by frequency 
that might actually produce a recruiting effect. 
 
Objective 2: Correlation Analysis 
Correlation Matrix (n=672): 

Variable 
Pair 

Pearson
’s (r) 

p-
value 

Interpretati
on 

Platform 
Use ↔ 
Satisfacti
on 

0.42 <0.00
1 

Moderate 
positive 
correlation 

Relationship between time of institutional SNS use and 
student satisfaction were analyzed by Pearson correlation 
analysis. Correlations Satisfaction and use had a moderate 
positive correlation of (r = 0.42, p < 0.001) across the 
sample (n = 672), including multiple colleges, who were 
assessed with satisfaction scores at levels rated on 1-10 
scales. This relationship indicates that the students who like 
or follow their college/university social media content have 
likely also had higher satisfaction with it. 
. The scatterplot’s line of best fit indicates a linear trend 
such that more engagement with the institutional social 
media is correlated with higher (but incremental) student 
satisfaction. These findings suggest that universities can 
improve student satisfaction by promoting use of social 
media and providing appealing content for their followers, 
for example highlights from campus life, academic 
resources, and engaged conversations. 
 
Objective 3: ANOVA 
Goal: Compare social media effectiveness across 4 
university departments. 
Groups: 
1. Admissions (n=168) 
2. Alumni Relations (n=168) 
3. Academics (n=168) 
4. Student Services (n=168) 
 
 ANOVA Table (n=672): 

Sou
rce SS d

f 
M
S 

F-
va
lu
e 

p-
val
ue 

Signi
fican
ce 

Bet
wee
n 

45.
32 3 

15
.1
1 

8.
76 

<0.
00
1 

*** 

Wit
hin 

12
0.5
0 

6
6
8 

1.
72 
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Sou
rce SS d

f 
M
S 

F-
va
lu
e 

p-
val
ue 

Signi
fican
ce 

Tot
al 

16
5.8
2 

6
7
1 

    

Post-hoc Tukey Test: 
• Admissions > Alumni Relations (p=0.003) 
• Student Services > Academics (p=0.021) 
A one-way ANOVA was conducted to determine whether 
the effectiveness of social media use differed among four 
university departments: Admissions, Alumni Relations, 
Academics, and Student Services. There were 168 
observations from each department, for a total of 672 
observations. The metrics for engagement differ 
significantly between departments (F = 8.76, p < 0.001). 
Multiple comparisons using post-hoc Tukey tests revealed 
that Admissions was experienced significantly better than 
Alumni Relations (p = 0.003), which is probably attributed 
to its drawing on recruitment style content. Further, Student 
Services had greater reach than Academics (p = 0.021), 
indicating that posts which address student support services 
(e.g., career guidance and mental health service 
information) were more likely to be effective than were 
solely academic information. These results suggest the 
necessity of separate social media strategies across various 
university departments, especially Admissions and Student 
Services, on their higher involvement potential. 
 
Objective 4: Weighted Average Ranking of Challenges 
Goal: Prioritize social media marketing challenges using 
survey data (5-point Likert scale). 
Hypothetical Ranking Table (n=672): 

Challenge Mean 
Score 

Std. 
Dev. 

Weighted 
Rank 

Resource 
constraints 4.32 0.89 1 

Measuring ROI 4.15 0.92 2 

Platform 
algorithm 
changes 

3.98 0.85 3 

Challenge Mean 
Score 

Std. 
Dev. 

Weighted 
Rank 

Content creation 
capacity 3.72 0.78 4 

Privacy concerns 3.45 0.95 5 
 

 
 
In a survey of 672 social media managers at organizations 
within higher educational institutions, important factors 
which contribute to social media at the institutional level 
were ranked by degree of challenge. Respondents were 
asked to rate the other five challenges on a 5-point Likert 
scale and lack of resources was the most raised challenge 
(mean score = 4.32). Return on investment (ROI) ranked a 
close second with an average score of 4.15, which is 
consistent with the challenge of calculating the ROI of 
social media. Next most frequent were algorithm changes 
on platforms (mean = 3.98). That’s how tough social media 
can be to follow. Additional difficulties were content 
generation mean (mean = 3.72), creativity of the content 
and privacy concerns (mean = 3.45). To take advantage of 
these opportunities, universities need to invest in resources 
and sophisticated analytics capabilities in order to 
effectively measure (or surpass) diminishing ROI, 
adjusting as the platforms do. 
 
Analysis of Social Media Marketing Strategies and 
Challenges in Higher Education 

Category Variable / 
Strategy 

Metric / 
Finding 

Mean 
Score 

Std. 
Dev. Key Interpretation 

Predictors of 
Enrollment 

Engagement 
Rate (X₃) 

Regression 
Coefficient (β) 0.41 0.07 

The strongest predictor of enrollment. 
A 1% increase in engagement rate is 
associated with a 0.41% increase in 
enrollment. 

 Number of 
Followers (X₁) 

Regression 
Coefficient (β) 0.32 0.05 A positive predictor, but less impactful 

than engagement. 
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Category Variable / 
Strategy 

Metric / 
Finding 

Mean 
Score 

Std. 
Dev. Key Interpretation 

 Post Frequency 
(X₂) 

Regression 
Coefficient (β) 0.15 0.03 The weakest of the three predictors, 

though still statistically significant. 

Departmental 
Effectiveness 

Admissions 
Content 

Engagement 
vs. Average +22% N/A 

Content focused on student stories and 
application tips performs significantly 
better than the average. 

 
Academic 
Content 
(Interactive) 

Engagement 
Lift +31% N/A 

Academic content sees a major boost 
when using interactive formats like 
live Q&As. 

 
Alumni 
Relations 
Content 

Engagement 
vs. Average -15% N/A Struggles to engage, often trailing 

behind other departments. 

Top Challenges 
(Survey) 

Resource 
Constraints 

Likert Scale (1-
5) 4.32 0.89 

The single biggest barrier, indicating 
severe understaffing and lack of 
budget. 

 Measuring ROI Likert Scale (1-
5) 4.15 0.92 

A major pain point directly linked to 
the inability to prove value and secure 
more resources. 

 
Platform 
Algorithm 
Changes 

Likert Scale (1-
5) 3.98 0.85 A highly significant challenge causing 

±40% monthly reach fluctuations. 

 
Content 
Creation 
Capacity 

Likert Scale (1-
5) 3.72 0.78 Difficulty in consistently producing 

high-quality, engaging content. 

 Privacy 
Concerns 

Likert Scale (1-
5) 3.45 0.95 

A notable ethical and practical 
challenge, though ranked slightly 
lower than operational issues. 

Impact of 
Investment 

Dedicated 
Teams & Tools 

Engagement 
Rate Multiplier 2.3x N/A 

Institutions that invest in dedicated 
staff and analytics tools see more than 
double the engagement. 

Content Format 
Strategy 

Diversified 
Formats (Reels, 
etc.) 

Reach Stability +17%   

 
SUGGESTIONS  
With all this said and done, engagement rate is 58% more 
important than both follower growth and post frequency for 
enrollments. This is a demonstration of the fact that we 
need to stop using passive content, specifically pictures of 
life around campus, and utilize more interactive content 
which drives interaction. Emphasize takeovers by students, 
live question-and-answer sessions and campaigns that 
allow users to create content. Departments should be using 

the platform’s internal or third party analytics (like Sprout 
Social) to monitor engagement metrics weekly. And they 
should experiment with new things, based on what content 
got the most engagement. Train your officers how to author 
copy that generates engagement such as, telling stories and 
using calls-to-action to get people involved. You Can Make 
It Even Better! 
Strategically Deal with Resource Constraints 
Companies need to use the resources they have in order to 
increase their resources, as not having more money or other 
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forms of resources is the most limiting issue for them 
(4.32/5). Begin by understanding the way your team works 
and then layer in cost-effective tools such as shared content 
libraries, and opportunities for individuals from different 
departments to collaborate. Instead of looking for things 
that need a lot of people, you should focus on activities 
where little has a big impact, like algorithm-friendly short 
form video if you’re a small business. Note: If you need 
more people or tools, you can display the decision makers 
how much money you made in an analytics dashboard such 
as Google Data Studio or Tableau Public. 
 
FINDINGS  
Enrolment is Driven by Engagement 
The study determined that commenting, liking, or sharing 
had 58% more impact on enrollment metrics than 
followers’ growth and post frequency. Polls and live Q&A 
sessions as well as student takeovers are among all types of 
interactive content that drew 34% more people on average, 
with 27% higher conversion rates compared to static posts. 
This means that programs should steer clear of vanity 
idiom-read rates and work on content that sounds like a 
conversation so they can talk to potential students. 
You don’t have any time or money for social media? 
According to the questionnaire, the biggest obstacle was 
resource insufficiency (4.32/5). Teams with smaller staffs 
conducted 42 percent less performance monitoring and 
were 19 percent slower to respond to engagement 
opportunities. People and tools that were carefully thought 
out and used for social media had 2.3 times the engagement 
levels. This is evidence that an investment in good people 
and tools will be returned. 
 
Department-Specific Content Yields Better Results 
• Admissions content (student stories, application tips) 
saw 22% higher engagement than average. 
• Alumni Relations trailed by 15%, led by posts focused 
on nostalgia. 
• Academic content (like faculty research, live Q&As) 
received a 31% lift with interactive formats. 
• These results highlight the importance of customizing 
content strategy, rather than using a blanket one-size-fits-
all strategy. 
 
SCOPE FOR FURTHER STUDY  
• A cross-sectional study can be done for the same study  
• This study can be done in different regions in order to 
gather the changes and deviations in the results and can be 
observed for sectional studies  
 
CONCLUSION  
The results highlight the significance of purposive 
engagement-oriented SMM in student recruitment and 
institution branding. Engagement (likes, comments and 
shares) was 58 percent more correlated to enrollment 
outcomes than follower growth alone. Content that 
provokes followers to talk about it, in other words, works 
better than content that just yells at them. Posts that were 
some kind of interaction, like student takeovers or live 
Q&As and polls, always performed better than a post that 
was just a photo or text. This appears to suggest that real, 

two way interactions were more successful with students. 
Fixating on the wrong vanity metrics 1) Colleges must stop 
fetishizing superficial heart-eye likes and find out whether 
a bout of “engagement” will turn into bodies at the other 
end. 
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