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Abstract

In an increasingly digitalized landscape, higher education institutions (HEIs) and schools must
strategically leverage digital marketing to enhance brand building, engagement, and brand
equity. This research explores the digital marketing's utility in creating educational brands,
focusing on the factors influencing platform selection and their impact on engagement, word
of mouth and brand equity.

Using a combination of systematic literature review, expert opinions, and empirical analysis,
the study examines how digital platforms and content strategies shape brand perceptions.
Exploratory and confirmatory factor analyses are used in conjunction with Structural Equation
Modeling (PLS-SEM) for assessment of platform choice, content engagement, and branding
outcomes. The results offer understanding of the correlation among digital marketing
approaches and institutional brand strength, highlighting key drivers that enhance engagement
and influence brand equity.

Present study extends the literature on digital marketing in education by offering strategic
recommendations for schools and HEIs to optimize their digital presence. The study
underscores the importance of data-driven platform selection and content strategies in fostering
brand differentiation, enhancing visibility, and strengthening institutional reputation.
Keywords: Digital Marketing, Brand Building, Higher Education Institutions, Brand Equity,

Word of Mouth, Engagement, Social Media Marketing, PLS-SEM.
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