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ABSTRACT 

COVID-19 drove universities throughout the world forcing Higher Education Institutions (HEIs) to go online or virtual. 

Admissions advertising and student recruitment were two of the sectors that were severely hit. Internet-based advertising 

has to entirely replace the old advertising environment. Although certain institutions were still able to conduct virtual tours, 

forums, and information sessions, the amount of involvement differed among colleges and universities. An exploratory 

study was conducted to investigate how effective Internet advertisements were in influencing students' admission 

decisions. During the academic year, 2020-21 at several institutions in India's western region, data were collected using 

the snowball sampling approach on 930 freshly enrolled students. The findings show that the efficacy of Internet ads for 

university admission is negatively correlated with the student's age group. Surprisingly, the study discovered that both rural 

and urban students were equally interested in online ads, and that family background had no impact on receptiveness 

to internet advertisements. 
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1. INTRODUCTION 

The COVID-19 outbreak forced universities and other 

academic organisations to respond quickly to life-

threatening conditions [1][2]. Most universities were 

compelled to shut down almost every element of their 

research and teaching operations as a result of it. [1] [3]  

 

 

Although institutions were able to shift to virtual offerings in 

a very short period and assist students in completing their 

degree programmes online, universities and colleges 

struggled to admit and enrol new students. [4][5][6][7] Due 

to the lockdown scenario during the Covid-19 epidemic, 

university marketers' conventional strategies were 

disrupted. [8] 
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Because the Internet is a more engaging medium, it may 

have a significant influence on students' admissions 

decisions. [8–11] Online channels such as Facebook, 

Twitter, Instagram, YouTube, and email, to mention a few, 

are included in the word "internet". [12] [13] To reach out to 

potential students, schools and universities are increasingly 

employing Internet ads as part of their marketing plan. [7] 

 

The influence of online advertising on students' admissions 

decision-making has been studied by academics. In 

emerging countries, the amount of internet advertising is 

rapidly increasing. [13–15] Marketers have put a lot of 

money into different digital channels that influence 

customer behaviour. [16] [17] Consumer media habits have 

shifted dramatically as a result of the digitization of 

communication channels. [18] As a result, it's crucial to 

understand how young potential students react to the 

different communication channels utilised by higher 

education marketers in India. [19] [20] An exploratory study 

was conducted to determine the influence of Internet 

advertisements on students' admissions decision-making 

process. 

 

2. RESEARCH FRAMEWORK 

In 1981, Chapman conducted a review of the literature on 

college selection and developed a model to “assist 
college administrators responsible for recruitment policy in 

identifying the pressures and influences they must consider 

in developing institutional recruiting policy, as well as to aid 

continued research in the area of student college choice”. 

[21] 

 

FIGURE 1 CHAPMAN, D. W. (1981). A MODEL OF STUDENT COLLEGE CHOICE [21] 

 

 
 

 

According to Chapman's approach, written 

communication, campus visits, and admissions and 

recruitment activities are all major external influencers, with 

the third being the college's attempts to connect with 

students. Below is the proposed model in this study: 

 

FIGURE 2 PROPOSED RESEARCH MODEL 
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3. DATA AND SAMPLE 

A convenience sample of 224 students was used to create 

and administer a structured questionnaire. The respondents 

were undergraduate and graduate students in India's 

western region. The survey was conducted entirely online. 

Only one response per student was taken into account. 

Due to incompleteness, partial replies were not included in 

the study, leaving 24 such responses. Finally, 200 responses 

were deemed to be suitable for further investigation. 

 

4. MEASURES 

The questionnaire had a total of 12 items, all of which were 

written in English. The items in the questionnaire were 

graded on a seven-point Likert scale that ranged from 1-

Strongly Disagree to 7-Strongly Agree. 

 

5. DATA ANALYSIS 

The data was analysed using SPSS software. Cronbach's 

alpha value was used to assess the scales' internal 

consistency. Internal consistency reliability, which is 

assessed by alpha coefficient reliability or Cronbach Alpha, 

is used to assess the instrument's reliability. The Chi-Square 

test was used to evaluate the hypotheses. 

 

6. RESEARCH CONTEXT 

While extensive research has been done on the factors that 

impact students' educational goals and their decisions to 

enrol or not enrol in college, students' choice of school has 

received less attention. [4] [22] [23] The lack of research is 

due to several issues. During an era when college 

enrolments were soaring, college officials were 

unconcerned about particular consequences on students' 

college choices. [24–26] The emphasis in admissions was on 

selection rather than recruiting. [27] There hasn't been 

much theory to guide study into individual college 

selections. [28] [29] Researchers looked at undergraduate 

and postgraduate students who had recently applied for 

admission to several private universities for the academic 

year 2020-21. 

6.1 SAMPLING 

All domestic students who applied for admission to various 

graduate and undergraduate programmes in the 

academic year 2020-21 were included in the study. This 

study was done entirely in the English language. The study 

questionnaire responses were collected in the third quarter 

of 2020. The survey was distributed to 930 students, and 224 

students answered, accounting for 24.08 per cent of the 

total. 200 replies (n=200) were found suitable for further 

study after a thorough inspection and data cleansing. 

6.2 METHODOLOGY 

The frequency and percentages were used to express the 

analysis of Qualitative Data Variables. The Chi-Square test 

was performed to determine the relationship between 

various demographic factors and the study goal, which is 

University Advertisements on the Internet. Significant p-

values of less than 0.05 were evaluated. 

 

7. RESULTS 

 

7.1 PROFILE OF RESPONDENTS 

Gender 

 n Percentage 

Male 132 66.0% 

Female 68 34.0% 

Socio Economic Status 

   

Upper Class 4 2.0% 

Upper Middle Class 94 47.0% 

Middle Class 89 44.5% 

Lower Middle Class 13 6.5% 

Original Residence 

   

Rural India 24 12.0% 

Urban India 176 88.0% 

Employment Status 

   

Both (Parents) Employed 52 26.0% 

Single (Parent) Employed 148 74.0% 
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Academic Level 

   

Postgraduate 6 3.0% 

Undergraduate 194 97.0% 

Faculty 

   

Commerce 31 15.5% 

Engineering 1 0.5% 

Law 1 0.5% 

Management 167 83.5% 

7.2. STATISTICAL ANALYSIS OF THE IMPACT OF INTERNET ADVERTISEMENTS ON ADMISSIONS DECISION 

 

Have you seen the Advertisement for 

the University you are currently 

studying in before taking Admissions 

 n Percentage 

No 35 17.5% 

Yes 165 82.5% 

How far the content of the 

Advertisement was effective towards 

admission decision 

Not Appealing 2 1.2% 

Somewhat Appealing 6 3.6% 

Moderately Appealing 38 23.0% 

Highly Appealing 61 37.0% 

Extremely Appealing 58 35.2% 

How far the design of the 

Advertisement was effective towards 

admission decision 

Not Appealing 3 1.8% 

Somewhat Appealing 5 3.0% 

Moderately Appealing 40 24.2% 

Highly Appealing 64 38.8% 

Extremely Appealing 53 32.1% 

7.3. HYPOTHESIS TESTING 

Hypothesis No 1: H0 There is no association between the age group of the respondents and their tendency to pay 

attention to internet advertisements of the universities of their interest. 

Age Group of the 

Respondents 

Paid attention to internet advertisements of 

the universities of their interest Total p-value 

No Yes 

≤ 18 15 116 131 

0.999 > 18 3 23 26 

Total 18 139 157 

The p-value of 0.999 indicates that there is no association between the age group of the respondents and their tendency to pay 

attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis is accepted. 

 

Hypothesis No 2: H0 There is no association between the Gender of the respondents and their tendency to pay attention 

to internet advertisements of the universities of their interest. 

Gender of the 

Respondents 

Paid attention to internet advertisements of 

the universities of their interest Total p-value 

No Yes 

Male 7 87 94 

0.073 Female 11 52 63 

Total 18 139 157 

The p-value of 0.073 indicates that there is no association between the Gender of the respondents concerning the tendency to pay 

attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis is accepted. 
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Hypothesis No 3: H0 There is no association between the Socio-Economic Status of the family of the respondents and 

their tendency to pay attention to internet advertisements of the universities of their interest. 

Socio-Economic Status of the 

family of the respondents 

Paid attention to internet 

advertisements of the universities of their 

interest 
Total p-value 

No Yes 

Lower Middle Class 0 2 2 

0.754 

Middle Class 10 60 70 

Upper Middle Class 7 67 74 

Upper Class 1 10 11 

Total 18 139 157 

The p-value of 0.754 indicates that there is no association between the Socio-Economic Status of the family of the respondents 

concerning the tendency to pay attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis is 

accepted. 

 

Hypothesis No 4: H0 There is no association between the Original Location of the respondents and their tendency to pay 

attention to internet advertisements of the universities of their interest. 

Original Location of the 

Respondents 

Paid attention to internet advertisements of 

the universities of their interest Total p-value 

No Yes 

Rural India 0 19 19 

0.131 Urban India 18 120 138 

Total 18 139 157 

The p-value of 0.131 indicates that there is no association between the Original Location of the respondents concerning the tendency 

to pay attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis is accepted. 

 

Hypothesis No 5: H0 There is no association between the Earning Status of the Parents of the respondents and their 

tendency to pay attention to internet advertisements of the universities of their interest. 

Earning Status of the Parents of the 

respondents 

Paid attention to internet 

advertisements of the universities of 

their interest 
Total p-value 

No Yes 

Both Parent Earning 2 38 40 

0.163 Single Parent Earning 16 101 117 

Total 18 139 157 

The p-value of 0.040 indicates that there is an association between the Earning Status of the Parents of the respondents concerning the 

tendency to pay attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis cannot be 

accepted. 

 

Hypothesis No 6: H0 There is no association between the Academic Level of the respondents and their tendency to pay 

attention to internet advertisements of the universities of their interest. 

Academic Level of the respondents 

Paid attention to internet 

advertisements of the universities of 

their interest 
Total p-value 

No Yes 

Postgraduate 1 0 1 

0.115 Undergraduate 17 139 156 

Total 18 139 157 

The p-value of 0.115 indicates that there is no association between the Academic Level of the respondents concerning the tendency 

to pay attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis is accepted. 
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Hypothesis No 7: H0 There is no association between the Academic Stream of the respondents and their tendency to 

pay attention to internet advertisements of the universities of their interest. 

Academic Stream of the respondents 

Paid attention to internet 

advertisements of the universities of 

their interest 
Total p-value 

No Yes 

Commerce 1 26 27 

0.295 
Engineering 0 1 1 

Management 17 112 129 

Total 18 139 157 

The p-value of 0.295 indicates that there is no association between the Academic Level of the respondents concerning the tendency 

to pay attention to internet advertisements of the universities of their interest. Hence, the Null Hypothesis is accepted. 

 

 

8. DISCUSSION AND CONCLUSIONS 

After assessing all seven assumptions, researchers 

determined that the student's age had no effect on the 

effectiveness of Internet marketing for university enrolment. 

Graduate and postgraduate students had an interest in 

internet advertisements. As a result, while establishing 

higher education marketing strategy, bear in mind that 

whether you're advertising graduate-level or 

postgraduate-level material, your message will have the 

same impact. 

 

Similarly, it was revealed that prospective students' gender, 

as well as their family's financial status, had no influence on 

their acceptance of internet advertising. Male and female 

students were equally interested in their ability to respond 

to internet advertisements. University adverts on the 

Internet were ecstatically received by families from the 

Lower Middle Class, Middle Class, Upper Middle Class, and 

Upper Class. 

 

Researchers also looked into whether applicants' location 

in India (rural vs. urban) influenced their willingness to 

respond to university advertisements on the internet. Online 

advertisements piqued the interest of students in both rural 

and urban locations. Researchers also looked examined 

whether the financial status of the applicants' parents, 

whether both earn or one parent is the family's sole earner, 

had any influence on their receptivity to internet marketing. 
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