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ABSTRACT

This study reports on findings from a critical literature review, from 2009 to 2019, concerning the role of digital marketing of UK universities for international students. The technological development of Marketing has changed the UK colleges to top benchmarks which show that marketing strategies have changed from traditional attempts. It has further developed and target-oriented. Advanced showcasing is the fundamental source to see how the present marketing functions in a profoundly result-oriented situation. However, research literature in the role of digital marketing for international student admissions in UK universities is not studied extensively with our chosen research philosophy and strategy. The critical review study utilizes thematically drawn structures from highly discussed and relevant literature from the field of digital marketing and international admissions in the last decade of the United Kingdom. A  systematic literature review helped to answer some key questions to guide the critical literature review. Findings of the study showed positive outcomes exposing many of the untouched strands of the international student expectations which can be focused through digital marketing. The study also focuses on bringing out the effective use of the research philosophy used with the right tools to make the critical examination of the existing knowledge addressed by the right epistemological and axiological factors making the research original for business and management. This study with an extensive and advanced research in the future has potential for management and business implications in the education industry focused on digital marketing firms and admission consultants of universities for future, as it will be a  comeback of golden era of UK universities with  implementation of post-study work visa for the international students since it was closed in 2012.


BRANDING higher education FOR digital marketing: critical literature review from 2009-2019

[bookmark: _Toc28605791][bookmark: _Toc28990452]PART 1:CRITICAL REVIEW

[bookmark: _Toc28990453]1.INTRODUCTION

 For the last decade, one of the most popular ideas in business is the digital marketing. Recent theoretical developments in marketing research has helped the businesses to explore more and get their benefits by adding it to every part of the business. This research constitutes a relatively new area of exploration in the education industry focusing on the literature associated with linking digital marketing with the international students of UK. In the past decades several researches are conducted in digital marketing but very few literature is connected with the marketing education and understanding student perceptions to get the right candidates. This area is widely utilized by the outsourced digital marketing companies and the admission agents to fill up the students into universities and charging huge commissions from UK universities.
International students are a great source of income for generating monetary ,cultural and social factors (Foster, 2014). As the government started funding the universities, competition in the education industry galloped thereby using technology to attain competitive edge. After united states of America, British universities ranked second for the most opted destination for International students for their higher education (Higher Education Academy, 2017).The EU and Non-EU comprised of about 20% of the total students enrolled into the UK universities as published by HESA in 2019.Also another report from HESA in 2019 was that the UK domiciled White students have reduced and that the black, Asian and other ethnic groups dominated. With changes in the International education strategy, the secretary of education and the secretary of trade have a new ambition to increase the number of international students by 30% in the next five years which will impact a present revenue of education imports from 25.8 billion to 25 billion (UK Government, 2019). Nowadays, notions of digital marketing and the ethnographic studies are highly contested within the literature. This study gives a critical review of the latest literature which is between 2009-2019.
In this review first we study some theoretical frameworks from theories based on digital marketing literature based with higher education and international student recruitment based on an ethic of global standards. second, we outline how the research methodology helped to arrive with an original critical literature review by asking: (1) how might digital marketing be positioned in social research in higher education? And (2) what gaps are addressed in the literature to understand that branding in digital marketing helps to understand the need for further research in higher education? Finally, we synthesize the methodological considerations to be followed in the digital marketing research in higher education.
[bookmark: _Toc28990454]1.1.THEORITICAL FRAMEWORKS

This section examines the theoretical framework which is drawn from discourses in Digital marketing and the contradictory ways how these literature position with the evolution of digital marketing in higher education considering an ethical guard for promoting the marketing strategies through branding. We draw our literature from the concept of digital marketing and branding in higher education. In both of these cases the extent of literature in the last ten years are limited and it took rigorous effort in finding the most relevant literature for bringing out an original research.

[bookmark: _Toc28990455]1.1.1.DIGITAL MARKETING IN HIGHER EDUCATION

Marketing was very less spoken in the area of education industry (Edmiston-Strasser, 2009, p. 146) as there were very less competition and the term was coined too much with other fields of business .The strategies used in the marketing of higher education did not get enough support from the academic world. In 2008 Anderson came up with an objective study against the practices followed in the academic world with standards on quality and assurance. Regulations from governing bodies and competing universities (Helmsley-Brown & Oplatka, 2006; Jongbloed, 2003; Maringe, 2006) convinced the academic world to accept the notion that marketing is one of the most relevant fields to have a competitive edge during globalization. They also came up with the notion that the literature in the education marketing was irrational, muttered and lacked the right frameworks of theory. This was a great disadvantage to the higher education industry as they lacked the right marketing approaches to focus on the diverse group of students and to expose the quality of education as most of them were based on consumptive models(Gibbs, 2002).Higher education relationships always exists between a value of exchange of relationships between the university and the students. In 2009,Gibbs with Murphy suggested that the marketing efforts of the university can be best regarded if its ethical safeguards are taken care. The utilization of the digital media by marketing specialists helps to market resources with a goal of attracting the right customers through brand building which is referred a Digital Marketing(Yasmin et al., 2015).Social media marketing is the most known form of digital marketing(Chaffey, 2011).The digital marketing media uses websites, advertisements through online, email marketing, chat box and several new technological resources with the help of the emerging technology of artificial intelligence. Mandal et al. (2016) refers to the digital marketing as the marketing of resources using advertisements in social media and electronic resources. The increasing number of academic literature and its practice has led to rapid development of technological advancements and it inspired technological innovations. Digital Marketing has moved from market specific products and services towards channels of digital activities for every business in the world whether it be profit or non-profit seeking.
[bookmark: _Toc28990456]1.1.2. BRANDING HIGHER EDUCATION THROUGH  DIGITAL MARKETING

 Present day challenges in the digital age is that universities cannot be differentiated among themselves with their competitive age, which can be made possible only through ‘branding’. This is an age where students are relying on technology especially the internet and social media for the decision making process. Digital marketing with strong strategies generate contents that attract students and convey strong messages about the face of the services and the standards which helps them to take decisions quickly (Pharr2018).Digital branding expert and best-selling author David Meerman Scott conveys that the days when institutions outsourced marketing activities like mass-media promotions to convince the target customers are gone (Scott 2015).Digital marketing as a new virtual reality have a dramatic impact to develop brands by using efficient marketing strategies (Murthy 2011).Marketing has moved away from outbound marketing to inbound marketing especially in higher education where more research is done through the internet and social media. Nowadays institutions are working towards co-creation for building their brand recognition through social media and the internet to get efficient results which are oriented to target groups and goals ((Fournier & Avery 2011). Branding thus helps universities in higher education to concert with the trends (Girard et. al. 2016). When it comes to the international students, complex external factors are to be considered for marketing higher education especially where Branding is more concerned (Connick 2017). External factors like the rankings of the institution along with the tuition fee which attracts attention towards value and quality are driving high student expectations through technological advances have attracted higher education institutions to focus on increasing their target oriented goals by creating competitive edge as well as their own strong brand profiles (Girard 2016).
[bookmark: _Toc28990457]1.2.SYSTEMATIC  REVIEW

The systematic literature review attempts to provide evidence for the best resources of data based on our specific research questions .The evolution of systematic research came through the field of medicine especially the work of the Cochrane collaboration (Sheldon & Chalmers, 1994) but it’s still used in social sciences especially in the case of education. The key features using this systematic review in education was identified by Evans and Benefield (2001) and Hemsley Brown –sharp used this approach to highlighting the quality of research by asking specific research questions and therby documenting the research through particular methods for assessing the quality of data to be included and excluded in the research.
The critical literature review was guided over by the key research questions:
(1) How has traditional marketing evolved towards digital marketing through a bibliometric analysis? And
(2) How branding has helped digital marketing to set target oriented goals for higher education?
The electronic data selection was done using peer-reviewed journals via British library and UWTSD online library resources. The databased used in the research was identified based on relevance in social sciences and education. The included databases are ERIC, PROQUEST, EXLIBRIS PRIMO (British Library) and grey literature from Google scholar. The steps are represented in Table 1.
	Table 1.ELECTRONIC DATABASE LITERATURE SELECTION

	STEP 1
	Using an assigned database , Input the agreed search terms (Digital Marketing) (Branding) AND (Higher education) or (Universities in UK)


	STEP 2
	Inclusion criteria (Peer reviews, date between 2009-2019, empirical evidence) 
Exclusion criteria (Documents other than peer reviews ,date before 2009)


	STEP 3
	Relevant articles and abstracts are to be read

	STEP 4
	Repeated reading of abstracts and scanned contents and selecting based on relevance to the research.


	STEP 5
	Finalizing data  for critical literature review.




Critically analysing the last decade from 2009 – 2019 focusing on a systematic literature review research on digital marketing and branding in the higher education industry. This section outlines how the key features of the review by describing the process of selecting literature by agreed word search with exclusion and inclusion factors and explaining the methodology of the review of critical literature addressed in the research.

1.2.1. Data management and extraction 

For a cumulative review of literature I used Endnote x9 to filter the references without repetition. There were several forms used to manually update literature associated with digital marketing and branding in higher education to collaboratively use with endnote x9.

1.2.2. Data synthesis 

To synthesize the collected data content analysis was used. It helped in bringing out an empirical chain of data by finding out the correlations in breaking the literature and connecting it with the right patterns with similarities and dissimilarities.




1.2.3. Study characteristics

The cumulative review identified almost 61 records from all databases specifically from the keywords in different areas of research. Out of which ,23 repetitions were excluded. Analysing the eligibility with the key research ,36 records were further excluded and 22 articles were reviewed suitable for the study. Out of the 22 selected 16 of them had been based of qualitative methods. Those 16 articles based on qualitative method was finally used in this critical review.

[bookmark: _Toc28990458]2. CRITICAL LITERATURE REVIEW

The critical review of literature was based on reading and rereading almost 16 peer reviewed which was relevant and some less relevant papers based on the theoretical frameworks. A guiding rubric was used to select the literature out of the selected database on digital marketing and branding in higher education or universities in UK. The critical theory explains the ideological way of reasoning and not just reveals meaning from the apolitical texts(Apple, 2012).The search guaranteed that the selected literature focused on the key terms associated with the higher education digital marketing through branding expressing social and political concerns according to the addressed policy.

[bookmark: _Toc28990459]2.1.BIBLIOMETRIC ANALYSES OF DIGITAL MARKETING 

The bibliometric analyses in this section helps  to identify patterns and characteristics of the research works which are already published which helps us to maintain the exploring quality, organizing the work and articulating the tasks that has been undertaken in the particular topic area (Diodato, 1994; Ferreira, Santos, Almeida, & Reis, 2014). The  potential of the analyses to focus on research scholarship is highly taken into account for the specific research area(Lewis & Alpi, 2017).This study is highly considered for scholarly communication and original written works on scholarship (Ferreira et al.,2014).Especially in the investigation of written records like academic journals , we need highly objective methods for investigating the originality of the scholarship. It helps to understand the reflexivity of the intellectual structure especially in the field of social research based on marketing in the virtual world.(Ribeiro-Soriano,2015) and marketing communications (McMillan, 2008).
With the evolution of the internet, Digital marketing exploded through various sources of the internet especially the social media and started gaining importance through generating consciousness in public. Corporates and their stakeholders started following the trend thereby attracting the potential of the research from academic world to explore management and business implications. Within two decades the research world started to focus on the transition of traditional marketing towards digital marketing. Thus over a 10-year period (2009-2019), this key research help to bring forward a critical review of the approaches of effective evaluation to identify meaningful and value based impact towards the digital marketing world. It also helps to review how the current scenario helps to evaluate the research in digital marketing and how the academic research has changed over a decade.
[bookmark: _Toc28990460]2.2.NEED FOR BRANDING IN HIGHER EDUCATION

The literature indicates that the internally approaching the branding policies from within the management of the higher education institutions generates only very limited success. Many researchers have worked on universities which have worked rigorously on their marketing departments and have not gained much to gain the trust among students or brand building. Many researches  works are done in this area to explain the poor results where universities fail to understand what drives the brand in higher education (Ng & Forbes 2009); also some studies also try to reveal the reason why the ecosystem of an identified brand failed due to the interdependencies of the drivers of branding (Pinar et. al. 2011). The major criticism in this is that the vision of brand building is always internal especially the administrators without taking into account  perceptions of students, alumni and other interdependencies to be considered. Another approach called the consumer based approach is considered by higher educational institutions(Pinar et. al. 2011) which helps to manage the issue raised previously. It studies the fact that the issues are grounded on the reality and not with the aspirations of the management or administrators. Thus it has led to the study of brand equity by researching the perception of students. The important factors in improving institutions brand equity is to sub-divide the driving factors into core and supporting factors where the core dimensions focused on intangible  benefits and supporting focused on tangible assets of benefits .The study helped to uncover the interdependencies that the universities were facing and it helped to develop new frameworks of focus for bringing out the best branding strategies. 









[bookmark: _Toc28990461]PART 2:METHODOLOGY,DISCUSSION & CONCLUSION

[bookmark: _Toc28990462]3. METHODOLOGY

[bookmark: _Toc28990463]3.1 QUALITATIVE METHODS

The thematic analysis of the articles helped to identify various qualitative methods in digital marketing research. As it’s based on the scenario of higher education, it is  necessary to consider some methodological factors to identify the key issues in the field of study. The   majority of the study focused on the research paradigm as Interpretivism as the study mainly focused on the experiences of students and their actions. The study suggested that the interpretive qualitative methods to be used are ethnography which can be expanded as multi-site ethnography and virtual or online ethnography. This helped to describe the research phenomenon under social and cultural aspect of the diverse group of students and administrators with focus on real life experiences. Many of the qualitative studies examined the need for using qualitative method for giving out the best results in digital marketing study based on ethnography. Some studies emphasized the significance through naturalistic enquiries and discovery oriented approach when it focused on branding. In many cases ,pilot study should be done which can be effectively done only with the help of qualitative data when there is very limited information or no previous researches or exploratory studies which defines a theory or no research is done previously. Some of the papers stressed the importance of sensitive issues in higher education branding strategies to overcome the challenges in student decision making process. On the whole it make a clear picture that the subjective experience is to be highly regarded for the efficiency of digital marketing research.
[bookmark: _Toc28990464]3.2. SAMPLING  

This section explains the approaches of sampling in considering the methods while sampling participants in digital marketing research. This is important because the research done on the internet is invalid if the researcher cannot bring out the essence from people and perceptions and to use the information of the interactions made to make sense. The study suggests that digital marketing research should always comply with the social and cultural experiences or particularly a shared concern should be studied to get an original answer to the research through a diversity in the participants. When doing these research, it is very necessary to consider the ethical as well as the sensitivity issues.
[bookmark: _Toc28990465]3.3. DATA COLLECTION 

The section highlights the data collection method for collecting qualitative data. It helped to identify that focus group, in-depth interviews, participant observation and field notes are mainly the most important factors to be considered specifically for the focused area of study in higher education. These are mainly used to gather data directly from the people involved in the research such as students and stakeholders which can be tangible and intangible. Although these helps to get the best results very necessary to understands there are some limitations to the study that needs very critical consideration especially when its direct participant observation. The use of field notes stresses on certain situations where sensitivity of specific content to be analysed through descriptive or interpretive means. In-depth interviews in the study helps to understand participant behaviour, subjectivity and psychology through their opinions and perceptions. There are cases to be given important considerations in data collection where the researcher has to find confidence and trust for completing the data collection ethically to get valid data. Diversity should be given consideration as it influences the participant perception and interpretations of ethical factors in the study.

[bookmark: _Toc28990466]3.4. QUALITY ASSURANCE 

This section of the review helps to identify the importance of seeking informed consent and the procedure for ensuring quality assurance in qualitative methods. The cumulative review clearly explains the participants rights are to be safe guarded and that they should be informed about the outcome of the research to have a clear consent which makes the research work original. The potential discomforts if any should be addressed. The process of getting consent gives assurance on confidentiality to the participant. There are also studies which explains the principles of credibility, dependability, and reflexivity in quality assurance. Some have determined  based on the research phenomenon under investigation . If sampling, data collection and analysis are addressed well, the study can be assessed as open and honest or otherwise transparency is met. Other factors to avoid research bias is to understand the researchers positionality to the study is also addressed in another article.
[bookmark: _Toc28990467]3.5. VALIDITY & GENERALIZATION

The selected study described  the approach used to confirm that validity is met in qualitative research in digital marketing which comprises of coding, identifying non-confirmatory cases and saturation which makes a research complete through relevant data collection, coding and thematic analysis of the research questions are met. The generalization of the study helps to provide enough information for the readers to identify the repetition of the findings of the study by correlating the context.







[bookmark: _Toc28990468]4.Discussion
The critical review was conducted to identify the methodological factors where the findings suggested that the qualitative methods are used where there a very limited availability of existing data and no theoretical representations are available. This is helpful in pilot study. Sensitive issues related with perceptions of students in higher education are best studied through qualitative methods to gather sensitive issues and experiences. These experiences helps business and management to develop the best strategies especially for value creation and value capture. The use of ethnography study in qualitative method is most essential to get valid data from diverse groups from different platforms and reality of life. The approaches to qualitative methods also need to consider ethical considerations when dealing with students and administrators in higher education. The review also addresses different approaches to consider quality assurance in digital marketing  by gathering informed consent from the participants. This helps to get the best possible reliability ,validity and ethical safeguards of the study. Researchers should always focus to gain the required consent to get the most out of the study conducted. This can be ensured by applying the concepts of credibility, dependability and reflexivity. This can be clearly achieved by addressing methodological and interpretive rigour to the participants in the study. Transparency should be met to make sure that the researcher gives the right interpretation and intention of the original study conducted through authenticity, coherence and reciprocity.
[bookmark: _Toc28990469]5.Conclusion

The study identified a few methodological issues that need basic consideration when leading digital marketing research. The collected data affirms that reviews that tended to methodological contemplations in leading digital marketing research generally centers around subjective examinations in a transcultural setting, notwithstanding exercises from multi-site studies in digital marketing showcasing research. In particular, the methodological issues identified with the research design, sampling, data collection-analysis and assurance on qualitative data are basic to the study design selected for a particular research. The study featured that researchers directing digital marketing research can set up early coordinated effort, familiarise themselves with the subject, share data of the study area, resolve any upcoming problems and look for the commitment of participants on the ground. Also, while selection of participants who use digital marketing services the researcher needs to think about the fittingness and sufficiency of examining approaches, diveristy of stakeholders of different segments, their social or cultural background, technical and practical knowledge, as well as the ethical safeguards which ensures research assurance. The research  affirms that while trying to effectively enroll and gather information from participants of the research, there is the need to construct confidentiality and trust between the researcher and participants; and to gain the confidence of digital marketing organizations. Moreover, looking for ethical approval from the pertinent authorities, meeting with participants before data collection, arranging a commonly suitable platform for the meetings, are largely further import important implications. The study discovers that researchers in digital marketing research should consider a few ethical and assurance issues. Issues, for example, providing sufficient information before data collection, looking for infomed consent from participants and stakeholders utilizing digital marketing, pre-testing of tools used, limiting non-responsiveness and observing the data collection with rigour. Explicitly, quality assurance for qualitative research can be accomplished by applying the standards of validity, trustworthiness, and reflexivity. 

In light of the finding from this study, it is suggested that digital marketing research should sufficiently consider the methodological issues with respect to research design, sampling, data collection methodology and quality assurance issues to viably lead an original research.
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