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Abstract 

 Nowadays it is very much essential for the educational institutions to aggressively market 
themselves, since the demand for quality education has generally outgrown supply. Today, 
however, with increasing competition, there is a growing awareness within the community on the 
importance of marketing, educational institutions and a consciousness is needed to establish the 
institutional brand, attract quality students, and stay ahead of competition at all times. Recent 
research indicates that young adults are increasingly relying on their mobile phones as their sole 
source for Internet browsing. This influences educational institutions’ prospects to enroll by 
building a positive community for institutions using visualization tools to enhance the 
presentation through Facebook, Twitter, LinkedIn, YouTube, Google Charts, Gephi and other 
sites. Also, this protects the institution’s reputation by getting students and graduates chatting 
positively and by monitoring the chatter on other sites. This paper discusses about the role of 
information technology in building customer loyalty in educational marketing. 

Keywords: technologist, big data analytics, pay-per click, social networking, smart 
devices,visualization techniques 

Introduction 

In the early days of the internet, marketing professionals adopted and adapted 
advertising’s interruptive best practices and broadcast-style approach. This has been a mistake 
based on an old, outdated way of thinking. The matter of fact is,  like every other mass media 
invention (print, radio, television) that preceded it, the Internet permanently changed the way 
people interact and exchange information. Today’s buyers have access to more knowledge from 
various sources than ever before. They ask more questions, get answers, read reviews, and view 
Facebook comments, do comparisons and start conversations with people they've never met – all 
on the web, on their own terms and on their own time schedule. Now, business depends on 
countless machines to function effectively in various forms such as  computers,  smart phones, 
specialized vehicles like search engines through web, mobile applications. The success is 
supported by the carefully calculated and integrated operation of smart devices and scientifically 
proven techniques. 

A few years ago the marketing field has used new technologies primarily for communications. 
Due to the impact of information technology, Technological innovations and technology transfer 
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have offered new ways to express and distribute those messages, Whether it is the expression of 
educational institution's brand through direct mail, TV spots, PR or new search engine-optimized 
content on the web, the marketer’s main job ends with the distribution of such stories. But the 
major shifts in technology and customer behavior over the past few years have disrupted. In this 
digital era, it is progressing rapidly from a place where people merely consume with comfort 
from the place where they actively use products and services online. It is indeed good that a 
brand possesses a website where prospects can know the offers, but increasingly what matters is 
the actual experience customers have when they inquire, demonstrate, purchase, use, 
troubleshoot, update, renew, extend and interact with all kinds of ways with those products and 
services via the web and mobile devices. As a result, marketing has become nothing but 
delivering convincing experiences and not merely telling convincing stories. And that has 
changed the relationship of marketers with the technology on which these experiences are built. 

 

Marketing technologist  

The term “marketing technologist” is sometimes broadly interpreted as anyone who wields 
technology in the marketing domain. However, since everyone in marketing should be doing that 
to some degree these days, it makes sense to distinguish what a marketing technologist 
does above and beyond that. 

Some set of skills and knowledge that propose delineate a marketing technologist: 

In the inner ring are nine areas of expertise that every marketing technologist should be familiar 

with and proficient or expert in at least two or three of the following: 

 Data & Analytics — management, measurement and manipulation of the fuel of digital 

marketing 

 Visualization Techniques & Tools – mapping, selection, presentation,interactivity,human 

factors and evaluation, Google charts, Gephi, lumify 

 Marketing Applications — configuration, operation, and integration of marketing software 

 Advertising Networks — managing and optimizing the complete digital advertising 

ecosystem 

 Social & Mobile Platforms — Facebook, Twitter, LinkedIn, etc. and their tools and APIs 

 Content Marketing — navigating the entire lifecycle of content marketing, especially SEO 

 Web Mechanics — a clear and thorough understanding of the web and browser platforms 

 Software Programming — how to speak, read and write the lingua Franca of technology 

 IT Operations — independently leveraging cloud computing and a strong liaison with IT 

Different marketing technologists will combine different strengths. For instance, a web 

developer working in marketing might specialize in software programming, web mechanics, and 

IT operations. A data scientist might focus primarily on data & analytics, IT operations, and 

marketing applications. An SEO expert would logically master content marketing, web 

mechanics, and data & analytics. From these core areas of knowledge, they can extrapolate more 

specific capabilities (the outer ring), along with a few links to get started with any of these: 
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 Data Mining & Analysis — a data scientist who “can obtain, scrub, explore, model and 

interpret data, blending hacking, statistics and machine learning”, see the Data Science Venn 

Diagram 

 Web & Social Analytics — technical and interpretive mastery of tools from Google 

Analytics (web) to Radian6 (social media),  

 A/B & Multivariate Testing — a mix of analytics and content marketing that embraces test-

driven marketing,  

 Email & Marketing Automation — configuration and operation of semi-automated 

“nurturing” platforms,  

 CRM — customer relationship management systems such as Sales force, the backbone of 

modern marketing, new social CRMs,  

 CMS & DAM — (web) content management systems and digital asset management, 

metadata organization,  

 PPC & Bid Management — tools and tactics for pay-per-click advertising on Google, 

Bing, Facebook,  

 Behavioral Targeting — audience targeting/segmentation and data exchanges in ad 

networks, Remarketing or interest-based advertising,  

 Social & Mobile APIs — go beyond canned applications, directly tap platform feeds, 

make mashups,  

 SMO — social media optimization to maximize content distribution and influence, sharing 

buttons, badges and widgets,  

 Video & Delivery Networks — video production, formatting, encoding and delivery, the 

technology and economics of content delivery networks,  

 SEO — search engine optimization to maximize organic rankings on Google/Bing,  

 HTML, XML & CSS — complete fluency in web markup, browser capabilities, features of 

the new HTML5,  

 HTTP, REST & Cookies — the protocols of the web, IPs and DNS, URLs and RESTful 

interfaces, how SSL works, caching, cookies and 3rd-party cookie constraints,  

 Javascript — the client-side language for web applications, Web 2.0 behaviors, Ajax,  

 Application Frameworks — server-side development of web applications, iPhone and 

Android apps, your own utilities and customizations,  

 Agile Development Process — experience with agile software development, such as Scrum, 

adapting to agile marketing,  

 Cloud Computing — evaluate, setup, operate and monitor cloud-based infrastructure, 

platforms, and applications, loosely-coupled integrations,  

 Privacy & Security — privacy policies, how to enforce them, network and cloud security,  

 Databases & Big Data — relational databases and SQL, NoSQL data stores, 3rd-party data 

sets, large-scale data processing, Scorecard, Dashboard, Google chart, Gephi and Lumify. 

This above technology covers the “common ground” of many marketing technologists. In 

concern with the business, it might also leverage the technical depth with e-commerce 
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platforms, transaction processing, industry technical standards, integrated product technologies 

such as RFID, etc. 

Educational Marketing 

Education marketing services include the following types: 

1. Pay-Per-Click Advertising 
2. Visualization Techniques & Tools 
3. Social Media Marketing & Reputation Management 
4. Cost-Per-Lead Management 
5. Content Creation & Distribution 
6. Search Engine Marketing 
7. Website Design & Optimization 
 
Pay-Per-Click Advertising 
 
 

This involves create, monitor, and fine-tune the pay-per-click campaign to find and attract the 
right students for educational institutions. This can save the money, maximize  PPC budget, and 
gives more leads at a lower cost. When done right, pay-per-click advertising can be an extremely 
powerful and an effective way to target and reach prospective students. The competitive 
advantages are that constantly pulls knowledge from a variety of learning sources, staying on top 
of the latest tactics and trends and always trying out new strategies to improve results for clients, 
including involvement in beta tests from Google. 

Pay-per-click services include the following: 

 Exhaustive Keyword Research:  use sophisticated tools to identify the most relevant and 
most cost effective keywords, which will generate the most clicks at the lowest cost and with the 
highest conversion rates. 
 Ad Creation & Optimization:  write PPC ads to match specific keyword groups. 
 Daily Analysis:  monitor and analyze campaign data daily, with extreme attention to detail, to 
increase click-through rate and decrease cost per click. 

 Landing Page Optimization:  

o Sending traffic to institution site.  

o Essentially converting visitors to leads.  

o Analyzing landing pages, optimizing them to match PPC ads, and help in 
improving over time to increase conversion rate. This can save money, maximize 
a PPC budget, and can get more leads at a lower cost. 

 
 
Visualization Techniques & Tools 
 
“A picture is worth a thousand words.“ To extract and analyze the massive amount of generated 

data, visualization plays an incredible role in educational marketing. Further it amplifies the 

cognition by helping in pattern detection and enhancing visual insight of a large quantity of data 
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related infrastructure,courses, Research works, publications, Patents, Consultancy, co 

curricular,extra curricular activities should be highlighted for attracting the students community 

and building the barand image for the educational institutions.  

Data Visualization techniques often comes handy while representing large quantities of data and 

help making sense of big data and thus provide an exploratory platform for gaining deeper and 

clear insights information about educational institutions.  

Some of the key functions of visualization are to present large volumes of data (structured or 

unstructured) effectively and elegantly, Provide a platform for exploring various facets of 

information aesthetically and interactively, Promote a better understanding of the data under 

investigation and assists us in drawing conclusions. 

Scorecards may contain columns that show trends in spark lines. It measures performance 

against goals. It displays the graphic indicators that visually convey the overall success or failure 

of an educational institutions in its efforts to achieve a quality education system. A report is the 

presentation of data transformed into formatted and organized according to specific  requirement 

like result analysis, placement records, students achievements, Patents registered,faculty 

performance etc.,. Reports contain detailed data in a tabular format and typically display 

numbers and text only, but they can use visualization to highlight key data.  

Dashboard takes visualization a step further by aggregating several different pieces of visual 

information in a single location. A typical dashboard might contain a scorecard, an analytical 

report and an analytical chart. Digital dashboards are laid out to track the flow inherent in the 

performance of educational institutions that they monitor. Dashboard is a user interface that is 

used to organize and present information in a way that is easy to read. A good dashboard 

presents information about important data, with few graphs and time overview which is useful 

for decision making.  

Lattice graphics is a powerful high-level data visualization system with an emphasis on 

multivariate data. The lattice consists of high-level generic functions each designed to create a 

particular type of display by default. Lattice gives advantage of high user controllable settings. 

This kind of vistualization will bring transperancy and sharing of information quickly. 

Google charts is a simple and powerful  open source which can be used to visualize simple line 

charts to complex hierarchical tree maps. Google charts are a specialist for geocharts. Google 

charts can easily connect charts and controls into interactive dashboards. It can also be used to 

connect to data in real time using variety of data connection tools and protocols.  

Gephi is an interactive visualization and exploration platform for all kinds of network and 

complex systems, dynamic and hierarchical graphs. Gephi is used for exploratory data analysis, 

link analysis, social network analysis, and biological network analysis and poster creation.  

Lumify is a open source big data analysis and visualization platform. Its intuitive web-based 

interface helps users discover connections and explore relationships in their data via a suite of 
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analytic options, including 2D and 3D graph visualizations, full-text faceted search, dynamic 

histograms, interactive geographic maps, and collaborative workspaces shared in real-time.  

Social Media Marketing & Reputation Management 
This influences educational institutions, prospects to enroll by building a positive community 

on Facebook, Twitter, LinkedIn, YouTube, and other sites. Also protects the institution’s 
reputation by getting students and graduates chatting positively and by monitoring the person 
who chats on other sites. 

 
 
 

Social media marketing is an excellent opportunity to reach out to prospects, students, and 
graduates on a personal level of educational institutions. When managed correctly, social media 
marketing can create an engaged and active online community that reaches every department on 
campus. It can turn prospects into students, students into graduates, and graduates into successful 
working members of their community. 

Specifically, this means to do the following for the institution: 

 Design & Functionality: Optimize your social media profiles to promote educational 
institutions. 
 Drive Traffic, Grow Your Database: Leverage social media to drive traffic to institutions 
website and build email marketing database. 
 Expand Your Reach: Growing social media presence by increasing the followers. 
 Engagement & Conversation: Engaging the social media followers with daily posts, 
interactions, and contests. 
 Content Distribution: Educating and cultivating the social media prospects by creating and 
distributing high-quality, relevant, valuable content. 
 Paid Ads: Using Facebook ads and other paid media to drive traffic to institutions’ website, 
build the list, and increase the leads. 

 
Cost-Per-Lead Management 
Customized engaging, valuable, and relevant content creates trust in institution prospects and 
credibility of educational institutions. Create and distribute content for institution, in the form of 
email marketing, blog articles, white papers, info graphics, press releases, and more. Cost-per-
lead marketing is becoming increasingly difficult.  An expertise and competitive advantages help 
to navigate these challenges and get the best leads at the highest volume and at the lowest cost. 

The cost-per-lead vendor management services include: 

 Analysis - analyze everything and doing with cost-per-lead directories to identify problems 
and opportunities. 
 Budget Management - strategically manage the cost-per-lead budget to optimize the results 
and get the best mix of leads. 
 Negotiation- work directly with the cost-per-lead providers to negotiate the best rates. 
 Lead Management - make sure no leads ever get lost with the exhaustive lead management 
system. 
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 Fraud Management & Quality Control - quickly identify anything questionable and stop it 
immediately to minimize the bad leads. And adhere strictly to ethical marketing standards and 
demand the same from the leading providers. Takes a proactive approach to screening and 
quality control, adhering to a strict zero-tolerance policy with our lead providers. 
 Compliance Management -   there have been new compliance guidelines.  

Content Creation & Distribution 
 
 

Search engine marketing is the ultimate channel for generating high quality inquiries for 
educational institutions. Using both the natural (Search Engine Optimization) and paid (Pay-Per-
Click) techniques, educational  institution can dominate the search engine results pages. 

High-quality, relevant, valuable, educational content builds trust and credibility with institution 
prospects. It educates all of their options and helps all to make the right decisions.  Content 
marketing is also a fundamental component of search engine marketing. It optimizes institution 
site for keywords and helps prospects to find through organic search. Content marketing services 
include: 

 Email Marketing:  This is a big part of institution recruiting strategies. Personalized emails 
for the institution, with class start information and graduate testimonials, can energize the 
prospects and convince them to enroll.  Manage every phase of your direct email marketing 
campaign, getting your optimal deliverability rates and great responses. 
 Blog Management: write blog articles on a regular basis for institutions. These are leveraged 
in conjunction with other college recruiting strategies and services to drive traffic to the website 
and build database. 
 Infographics: Infographics are “graphic visual representations of information, data or 
knowledge intended to present complex information quickly and clearly.”  
 White Papers, Ebooks, Press Releases: Customized college recruiting strategies may call for 
ebook style downloads, which can be used to build the email marketing database. 

 
Search Engine Marketing 

 

An educational institution’s website should strike a balance between compelling design, easy-to-
use functionality, and engaging content. Building a high-quality website for institution will drive 
the visitors to convert and maximize the return on investment (ROI). And also optimizes  landing 
pages to improve the lead conversion rate. Nearly every prospective student, whether they see 
the ad on TV or in the net, will visit the institution’s website as part of their decision-making 
process. Any institution which does not have a compelling and optimized site, it is more  likely 
to lose students to someone who does. 

 Website services include: 

 Consulting & Strategy: work with institution to figure out what the need and determine 
the best strategies for meeting the goals. 

 Website design & Development:  Handle all the design and development in-house. 
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 Mobile Web Design & Development:  Make the website friendly to and engaging for 
mobile visitors. 

 Content Development: Not only can write the static page content, but also manage the 
blog and post new articles consistently. 

 Search Engine Optimization: Optimize the site to increase the organic search rankings. 
 Landing Page Optimization:  Analyze all the primary call-to-action pages.  

Some of the educational institutions in Chennai this time made their higher education admission 
near and above fifty percentages by using these one or more following educational marketing 
techniques. 

1. Telemarketing 
2. Advertisements given in traditional media like TV, Radio FM, Live shows 
3. Flex Banners, balloon, paper inserts, Posters, Post/Greetings cards 
4. Content management in their websites 
5. Students sharing their views in their Facebook, Twitter, YouTube, etc. 
6. Short Messages Services (SMS) 
7. Multimedia Message Services (MMS) 
8. Email marketing 
9. Database collections  
10. Competitions like coding contest/ Programming Contest/Quiz 
11. Motivational/Examination/Time Management Tips 
12. Spiritual/Communal/Religious Gatherings 
13. Third parties/Agencies 
14. Alumni meetings 
15. Brand Ambassadors   
16. Counseling 
17. Direct door to door canvassing 
18. Fee concessions 
19. Attractive scholarships 
20. Free transport, books, mess, etc. 
21. Educational Stalls/Fairs along with leading daily Newspapers 
22. Campaigning with celebrities 
23. TV Live Shows like lasagna norm, vetri nichiyam etc. 
24. Displays with Industry Partners   
25. Visit to schools 
26. In house Project exhibitions  
27. Free value added courses 

 

Create a website for the student recruitment marketing plan that strikes a balance between a 
compelling esthetic design and easy-to-use functionality while paying close attention to the 
institution’s branding guidelines. Recent research indicates that young adults are increasingly 
relying on their mobile phones as their sole source for Internet browsing. 

The education space is gradually realizing the need to have a professional and cost-effective 
marketing setup in place that proactively and continually communicates with the target segment, 
rather than engaging only in seasonal marketing efforts. This continuous engagement helps: 

 To Attract and increase quality of students every year 

Suraj Punj Journal For Multidisciplinary Research

Volume 8, Issue 9 2018

ISSN NO: 2394-2886

http://spjmr.com/188



 To Retain best faculties 
 To Increase student placement opportunities through continuous interaction with 

businesses 
 To Optimize cost of acquisition per candidate 
 To Increase support from alumni and benefactors 

 A wide range of the most innovative education marketing services  help to get more 
leads, fill more classes, retain more students, and place more graduates. 

Conclusion 

On the web, on mobile devices and increasingly in physical retail locations, software 
powers these brand experiences. The software determines what brand experiences are possible. 
There are now many different kinds of software in marketing’s ecosystem. There are commercial 
software packages that to be bought – or, increasingly, rent in the cloud as software-as-a-service. 
These include web content management (WCM), marketing automation, social media, 
management, campaign management, customer analytics, digital asset management, ad 
management, landing page management and more. An educational marketing achieves 
measurable business objectives to satisfy the most skeptical executives driven seeks clear, 
quantifiable results. It builds trust, loyalty and credibility with customers, which directly 
translates to increased customer retention and higher revenues. 
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