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Abstract: The increasing competition among Indonesian higher education institutions,
particularly in major cities on Java Island, has prompted universities to pay greater
attention to strategies related to student recruitment. This study presents a literature-
based review of marketing and management approaches reported in previous studies
focusing on universities in Jakarta, Bandung, Surabaya, Yogyakarta, and Semarang. The
review specifically examines discussions related to digital marketing, social media
utilization, institutional branding, and reputation management within the context of
higher education management. Based on the synthesis of the literature, this paper
develops a conceptual framework that brings together elements of digital marketing
effectiveness, social media marketing activities, brand equity development, and
reputation management. The reviewed studies generally indicate that social media
platforms, particularly Instagram, are frequently discussed as channels that may
influence prospective students’ awareness and perceptions of universities. In addition,
digital marketing practices such as content tailored to Generation Z, search engine
advertising, and interactive social media activities are commonly reported as part of
student recruitment efforts. This study contributes to the education management literature
by summarizing existing research on university marketing in Indonesia and offering
directions for future empirical investigation.
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INTRODUCTION

The Indonesian higher education sector has developed rapidly in recent decades.
This development is marked by institutional growth, increased participation of private
universities, and stronger competition in student enrollment. With more than 4,500 higher
education institutions across Indonesia, universities are required to adopt appropriate
strategies to attract prospective students. This condition is especially evident in major
cities on Java Island, such as Jakarta, Bandung, Surabaya, Yogyakarta, and Semarang,
where many public and private universities operate (Kusumawati, 2019).
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At the same time, advances in digital technology and the widespread use of social
media have changed how universities communicate with prospective students. Generation
Z, as the main group in current student recruitment, tends to rely on digital platforms and
social media when seeking information about higher education (Wiryany et al., 2023). As
a result, universities have begun to move beyond conventional promotional methods and
to adopt digital and social media—based approaches.

Previous studies in Indonesia have discussed the use of digital marketing and
social media in university recruitment activities. The literature suggests that social media
use may help increase prospective students’ awareness and shape their perceptions of
universities (Pasaribu & Achmadi, 2024). Platforms such as Instagram, Facebook,
YouTube, and TikTok are commonly used by universities to share information and
interact with potential applicants (Harun et al., 2025; Haryanti et al., 2023).

However, universities in Indonesia still face several challenges in applying digital
marketing strategies. These challenges include limited digital resources, a lack of skills
in managing social media, difficulties in measuring marketing performance, and the need
to maintain institutional reputation while producing engaging content (Harun et al., 2025).
In addition, changes in digital platforms and student preferences require universities to
continuously adjust their strategies.

Based on these conditions, this study conducts a literature review on competitive
strategies for student recruitment among Indonesian universities. The focus is on
institutions located in major cities on Java Island. The objectives of this study are to
summarize existing research on digital marketing, social media use, institutional
branding, and reputation management; to develop an integrated conceptual framework;
and to provide considerations for higher education managers in planning student
recruitment strategies.

METHODOLOGY

This study synthesizes findings from empirical studies, case analyses, and
education policy reports relevant to student recruitment competition in big cities in Java
Island, Indonesia. This study presents a literature-based review of marketing and
management approaches reported in previous studies focusing on universities in Jakarta,
Bandung, Surabaya, Yogyakarta, and Semarang.

RESULTS AND DISCUSSION
1. Digital Marketing in Higher Education

Digital marketing has become a central strategy for student recruitment in
Indonesian universities, including search engine marketing, social media promotion,
content marketing, email campaigns, and website management (Wijaya et al., 2023).
Studies show digital channels strongly influence prospective students. Digital marketing
had a greater impact on student interest than traditional marketing or brand image (Abidin
et al., 2025).
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Google Ads and social media campaigns increased registration interest (Wijaya et
al., 2023), and strategic Facebook, Instagram, and Google Ads campaigns raised brand
awareness, particularly among Generation Z (Wiryany et al., 2023). University websites
provide detailed program and admission information, while social media conveys campus
life; coordinated management of both enhances recruitment outcomes (Kusumawati,
2019).

Content quality is crucial. Creative, consistent posts across Instagram, TikTok,
Facebook, and blogs increase visibility, while cultural and institutional values should be
integrated into strategies (Harun et al., 2025; Haryanti et al., 2023). Digital marketing
offers cost-effective solutions, especially for private universities, but challenges include
limited staff skills, budget constraints, and rapidly evolving technology, requiring
institutional support (Harun et al., 2025; Malika, 2024).

2. Social Media Marketing Strategies

Social media platforms, such as Instagram, Facebook, YouTube, and TikTok play
a key role in recruitment, enabling interaction, experience sharing, and informal
communication (Pasaribu & Achmadi, 2024). Instagram is particularly effective due to
its visual and interactive features. Strategies such as influencer collaboration, broadcast
channels, and targeted hashtags enhance visibility and engagement (Ma’ady et al., 2025).
Alignment with institutional values improves brand awareness (Rahmawati et al., 2024).

Content strategy affects engagement; creative visuals and interactive posts attract
higher student attention. Multi-platform use, including alumni networks and institutional
websites, increases recruitment effectiveness and public trust (Haryanti et al., 2023).
Social media activities such as entertainment, interactivity, trends, customization, and
electronic word-of-mouth influence decision-making at different stages. Brand
perception mediates impact, and trust built through consistent, personalized content
enhances enrollment intentions (Pasaribu & Achmadi, 2024; Sriyanto & Muttaqin, 2025).

3. Institutional Branding and Brand Equity

Institutional branding is crucial in Indonesia due to growing competition. Brand
equity consists of awareness, associations, perceived quality, and loyalty (Lim et al.,
2020). The related factors of higher education marketing mix, such as programs, tuition,
location, promotion, staff, processes, and facilities supports brand management (Lim et
al., 2020).

Brand image strongly influences enrollment. It moderated marketing and social
media effects on student interest (Yuliana & Pravitasari, 2023). Consistent marketing
builds image and affects university choice (Lestari et al., 2022). Brand awareness affects
enrollment at universities (Nuryadin et al., 2023). Digital channels enhance visibility and
recognition (Wiryany et al., 2023).

Alignment of identity and marketing ensures effective brand development
(Wahyu et al., 2023). Trust and credibility strengthen brand equity, providing competitive
advantages in recruitment and stakeholder engagement (Gebriella & Sugiat, 2025).
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Cultural, religious, and regional factors influence branding strategies in Indonesia
(Haryanti et al., 2023).

4. Reputation Management in Higher Education

Reputation influences enrollment, faculty recruitment, partnerships, and
resources, and is increasingly shaped by online presence and social media. Digital
marketing can enhance trust and engagement (Haryanti et al., 2023). Social media allows
interaction, sharing achievements, and fostering community, with creative content
increasing engagement; student-managed accounts can sometimes be more effective than
official channels.

Multi-channel communication and alumni networks strengthen reputation
(Haryanti et al., 2023). Transparency and responsiveness build trust, while unresponsive
communication can harm reputation. Reputation also affects enrollment, with trust
mediating student decisions (Sriyanto & Muttaqin, 2025). Crisis management and
monitoring indicators of quality, credibility, and social responsibility are critical for
effective reputation management.

5. Competitive Strategies Application to Indonesian Universities on Java Island
5.1. Digital Marketing Practices

Digital marketing strategies differ across Java Island due to market competition,
institutional resources, and regional characteristics. Jakarta universities, facing high
competition, adopt advanced approaches such as Google Ads, SEO, content marketing,
and analytics, effectively increasing student registration and enrollment (Pasaribu &
Achmadi, 2024; Wijaya et al., 2023). Private universities leverage digital channels to
build awareness, while public universities rely more on established reputations.

Universities in Bandung highlight academic quality and creativity, reflecting the
city’s educational and cultural positioning. Semarang institutions balance modern digital
techniques with local market characteristics, with digital marketing strongly influencing
student interest (Abidin et al., 2025).

Digital tools vary in effectiveness. Search engine marketing targets actively
searching students, content marketing builds engagement over time, and email allows
personalized communication. Limited resources in smaller institutions necessitate
prioritization of high-impact channels (Harun et al., 2025), while measurement challenges
persist, particularly in linking digital activities to enrollment outcomes.

5.2. Social Media Effectiveness

Instagram dominates Indonesian university marketing due to its visual, interactive
nature and popularity among Generation Z (Ma’ady et al., 2025; Rahmawati et al., 2024).
Strategic use, aligned with institutional values and including student-generated content,
enhances engagement and brand awareness.

Other platforms remain important: Facebook reaches parents and older audiences;
YouTube provides long-form content like campus tours and testimonials; TikTok engages
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younger audiences through creative short-form videos; WhatsApp enables personal
communication with prospective students (Haryanti et al., 2023). Platform-specific
strategies, integrated with broader marketing channels, maximize reach and recruitment
effectiveness.

5.3. Branding and Institutional Identity

Branding reflects institutional type, history, location, and target markets. Public
universities leverage prestige, while private institutions emphasize innovation, industry
links, and specialized programs (Lestari et al., 2022). Regional identity shapes strategies:
Yogyakarta emphasizes culture and affordability, Bandung highlights creativity, and
Surabaya emphasizes economic opportunities.

Brand image strongly moderates marketing effectiveness, while brand awareness
alone may be insufficient to drive enrollment (Anam et al., 2025; Nuryadin et al., 2023;
Yuliana & Pravitasari, 2023). Authentic content, alumni success stories, and consistent
communication build credibility and engagement, particularly with Generation Z
(Wiryany et al., 2023).

5.4. Challenges and Success Factors

Challenges include limited resources, digital literacy gaps, ROI measurement
difficulties, technological change, and balancing credibility with engaging content (Harun
et al., 2025). Success factors include consistent quality content, integrated multi-channel
strategies, audience-centered approaches, leadership support, and data-driven decision
making (Sriyanto & Muttaqin, 2025). Universities combining professional management
with authentic student voices and alumni engagement achieve stronger recruitment
outcomes.

6. Implications for Practice
6.1. Strategic Recommendations

Universities should adopt integrated digital marketing strategies aligned with
institutional goals, prioritizing social media platforms like Instagram for Generation Z
engagement (Rahmawati et al., 2024). Building trust and reputation through transparent,
responsive, and authentic communication is critical (Sriyanto & Muttaqin, 2025).
Audience segmentation enables targeted messaging, while professional staff development
ensures effective execution. Alumni networks, student-generated content, and authentic
storytelling strengthen branding, engagement, and recruitment.

6.2. Platform-Specific Strategies

The following are strategies for specific platforms: a. Instagram: Visual
storytelling, Reels/Stories, broadcast channels, influencers, and optimized hashtags; b.
Facebook: Community building, detailed information, and parent engagement; c.
YouTube: Long-form videos showcasing campus life, programs, and faculty; d. TikTok:
Creative short-form videos highlighting culture and programs; e. WhatsApp:
Personalized, responsive communication for prospective students.
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Content should address the full student journey, combining awareness,
consideration, and decision-stage information, with diverse formats, such as photos,
videos, blogs, infographics optimized for mobile-first, Generation Z preferences.
Interactivity and student involvement enhance authenticity and engagement.

CONCLUSION

This literature review has examined competitive strategies for student intake
among Indonesian universities, focusing on digital marketing, social media engagement,
institutional branding, and reputation management in Java Island’s major cities. Through
systematic analysis, the paper has synthesized current knowledge and provided practical
recommendations for university administrators.

Practical implications for university administrators include prioritizing social
media marketing, particularly Instagram; focusing on trust and reputation building;
adopting audience-centered approaches; investing in staff capabilities; implementing
robust measurement systems; balancing reputation with engaging content; and leveraging
alumni networks. Platform-specific strategies for Instagram, Facebook, YouTube,
TikTok, and WhatsApp provide tactical guidance for implementation.
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