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1. INTRODUCTION  
The Competition in higher education has increased on a global scale due to commercialization, privatization[1] 

and globalization[2]. For instance, throughout the world, universities are competing to recruit students, especially from 
the developing regions [3].University of developed countries like Australia, the UK, and the USA as government 
funding cuts have forced universities in these countries to market themselves aggressively to attract international 
students[4] . However, a persistent trend exists: students from Asia and the Middle East, despite having strong 
universities in their regions, often seek education in the US and Europe owing to the excellent academic programs in 
their universities[5]. 

On the Saudi national level, the Saudi Vision 2030's aspiration to establish Saudi Arabia as a global education 
leader, the nation's rapidly expanding economy and vibrant young population are driving the development of its higher 
education sector[5]. This expansion, coupled with intensified global competition among educational institutions, 
necessitates innovative approaches to attract and retain both local and international students. However, several 
challenges including fierce competition, the emergence and growth of the digital generation, government regulations, 
and financial constraints represent significant barriers [7]. Universities need innovative and successful ways of 
withstanding such situations, which should also involve a focus on social media marketing to target as many prospective 
students as possible[6]. 

For higher education institutions, social media platforms provide an obvious opportunity to reach their 
potential leads, engage with current students and alumni, and display academic services [7]. A growing body of 
literature has investigated the benefits of social media to educational institutions. Researchers have explored how these 
platforms can revolutionize the communication of higher educational institutions, emphasizing their power to create a 
dynamic, interactive, and personalized environment of learning, [8], [9], [10], [11]. 

 Multiple studies provided experimental evidence that social networking can foster a more collaborative 
educational environment by encouraging teachers to participate actively in the educational process and engage student 
[9], [10], [12], [13].For educators, these platforms provide a digital space to connect with students, gain insights into 
their understanding, and tailor their teaching approaches accordingly[14], [15].  

Additionally, social media offers a versatile platform for enhancing educational experiences[8] . It can be used 
to distribute captivating teaching materials, and personalized content, as well as, to facilitate two-way communication 
among students and university[10], [11] [16].    

 Saudi Arabian universities, like their international counterparts, have increasingly adopted social media to 
enhance the learning experience, to improve their visibility, and attract a diverse student body[17]. Al Awaigat and 
al.[13] highlighted the popularity of social media use among Saudi students and explored the impact of social media 
usage on students’ academic performance. Al-Kahlifa and Garcia [15] have underscored the significant role of social 
media in higher education institutions in Saudi Arabia. They mentioned that social media enables students to share their 
thoughts and experiences and collaborate. Such platforms can help to build communities that facilitate the art of 
learning and reaching out to the students[13] .   

While using social media platforms for educational purposes seems promising, research consistently highlights 
its potential to enhance engagement, communication, and collaboration among students and educators. However, few 
studies have investigated the potential of social media as a marketing and communication tool for universities [11], [18]. 
Particularly, the potential of these platforms to reach and attract new students or customers.  

Nowadays, Saudi private universities have to deal with multiple challenges, mainly fierce competition, 
government regulation, and financial constraints, which have made many HEIs interested in attracting more students. 
[1], [2]. Universities need innovative and successful ways of withstanding such situations, which should also involve a 
focus on social media marketing: to target as many prospective students as possible[19], [20]. The "digital generation" 
of students learn and consume information differently, traditional methods such as advertising, public relations, and 
sales promotions are losing their effectiveness. In response to this changing climate, universities are adopting social 
media marketing to promote their brand and attract new prospects. 

Social media, with its possibilities for branding and recruitment, can be a successful and efficient tool for 
attracting potential leads and converting them into consumers[18], [21]. Despite increased recognition of social media's 
potential in higher education, Saudi universities confront problems in properly leveraging these channels for student 
recruitment.  

There is insufficient research on the use of Twitter, which is one of the important and popular social media, as 
a tool for student recruitment by these schools. This study addresses the need to fill this knowledge gap and provides 
practical recommendations for the use of Twitter in improving students’ recruitment efforts. 

This study examines Twitter’s content published by four leading Saudi universities to assess their suitability 
and effectiveness in recruiting new students. A content analysis approach was used to examine the types of posts, their 
goals, the post frequency, as well as the engagement levels of the targeted audience, to suggest feasible and actionable 
strategies that Saudi private universities can utilize in their student recruitment campaigns through the effective use of 
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Twitter. The results will not only add up to the literature already in existence but also offer university managers some 
concrete strategies so that they apply social media marketing aimed at prospective students more efficiently. 

 
1. Literature review  
1.1 Social media and Higher education marketing 

Social media was defined to include "all activities that involve socializing and networking online through 
words, pictures, and videos"[22]. The advent of social media has greatly changed the way institutions communicate and 
relate with their audiences fundamentally[20]. The likes of Facebook, Twitter, and Instagram have transformed 
communication from being top-down to an interactive and participatory model[23].  

This alone indicates how important a change this is for higher education marketing: off old methodologies and 
on to those that speak to the digital generation of students. Traditional methods such as print ads, TV ads, billboards, 
and radio ads often lack the interactivity and personalization that today's generation craves; hence, more and more 
digital marketing through websites and social media is on the increase today[24].  

On the other hand, social media marketing is about real-time engagement, while universities can reach the 
target groups directly, answer their questions in a much-customized way, build communities, hold conversations, and 
present themselves in a vibrant and interactive manner[25] . In addition to this, Facebook, 
Instagram, and Twitter nowadays offer a wider outreach and great engagement with potential with potential students in 
the marketing funnel[25]. These are ideal channels for inbound marketing by showcasing user-generated content and 
sharing excellent reviews from happy customers to leverage social proof which means attracting more prospects[26]. 
This modern style of communication helps universities identify potential students, build trust, and thus enroll more and 
reach out to more prospects[11], [22]. 

Over the past years, several researchers have suggested that social media is an important recruitment tool for 
universities[11], [21], [24], [27], [28], [29] . By using social media as a means of brand awareness, event promotion, 
content sharing, gathering feedback, and conversing HEIs boost engagement and recruitment[30]. 

  A study by Taecharungroj [31] analyzed 1,394 Facebook posts from six universities in the USA and Thailand, 
identifying 12 content categories used for social media marketing: research, faculty, curriculum, campus, students, 
alumni, industry, events, products, image and reputation, announcements, and others. Their results found that U.S. 
universities primarily emphasized research and faculty achievements, whereas Thai universities focused on events and 
announcements. The overall results provide the basis for the necessity of proactive and strategic uses of social media by 
universities in enhancing university branding and engagement. This study is particularly useful for higher education 
institutions that want to optimize their social media communication strategies[31]. 

In their seminal work, Barnes and Mattisson[32]surveyed 478 admissions officers at accredited four-year U.S. 
universities to investigate their use of social media for recruitment. Their study's findings reported that HEI 
is ahead in utilizing social media in prospecting and recruiting students compared to more traditional Fortune 500 
companies, and the fast-rising Inc. 500 companies. Admission officers 
are already using several platforms, such as blogs, vlogs, and social networking sites to advertise their institutes actively 
[32]. For example, higher education institutes put up videos to showcase their campus, facilities, physical environment, 
and even samples of lecturers as a way of attracting to potential leads[32].  

Empirical evidence has equally indicated that HEI may use advertisement on social media as a cheap way to 
annunciate their programs and engage prospective students[33]. More precisely, the advertisements on Facebook, can 
improve the visibility, and hence position them better online which increases student recruitment[33]. 

In a more recent study, Sandvig[34] surveyed 2,844 admitted freshmen to a mid-size US public university and 
found that over half of respondents used social media to help choose a university. With a clear dominance of Facebook 
as a social platform used when looking for a university, with nearly 90% of respondents checking it regularly[34]. 
Social media are valuable resources for freshmen and prospective students seeking practical information and building 
connections in their new academic environment[35]. 

Another recent study [35] examined the content (type of information shared), the style (How was this 
information presented?), the posting frequency, the fans’ engagement (interaction level with posts (e.g., likes, 
comments, shares)) and the Post promotion content (Did they use paid advertising to promote their posts?) in the 
Facebook activity of the top 10 universities.  

The study[35] established that the top 10 universities were found to post once to twice daily on Facebook, 
which helped in increasing fans. They mostly posted visually stimulating information videos, photos, and links, not text-
only posts. The universities also believed in emotive content by posting stories in the form of success, famous faces as 
well as bright ideas. This strategy shows that they use Facebook as a platform to connect with their audience through 
informative and aesthetically pleasing content, not relying heavily on sponsored promotion. 
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However, there are some challenges to using social media marketing in higher education institutions. HEIs 
need to ensure that all content in social media is relevant, interesting, and authentic besides using appropriate platforms 
to reach the target audience effectively [36]. 

The guiding principles of a successful marketing strategy are personalization, extensive but not intrusive 
outreach, co-engagement and co-participation by customers – this includes user-generated content and high 
interactivity, emotional resonance (based on dreams, desires, beliefs, and experiences), and, last but not least, 
measurability. Actual benefits of using social media and paid advertising effectively could be in the form of enhanced 
customer satisfaction, increased sales, better support, and extended reach[33]. 

Social media sites serve HEI mainly for student recruitment, obtaining information about students, and 
observing online conversations about the institution[36]. Among these sites, Twitter has become am an important tool 
for universities in Saudi Arabia[37].   

While Twitter is a very popular social media platform among Saudi Arabian universities, it does not seem to 
work effectively in recruiting students. By contrast, no literature has been found in the college setting providing data on 
the assessment of the efficacy of Twitter communication for student recruitment in Saudi Arabia. This research seeks to 
identify how such institutions first use Twitter to recruit new students. The following review discusses the specific 
benefits of Twitter for universities, relays the current research related to the use of  Twitter for student recruitment, and 
analyzes research comparing strategies of effective Twitter. 

 
2.1 Twitter and Higher Education Marketing 

Twitter is a microblogging service famous for its instant communication and short content. It has become a 
very crucial tool in social media marketing. As of 2021, it is the 7th most-used social media platform in the world[38]. 
This has remained the case since then, while other competing platforms, such as WhatsApp and Instagram, have seen a 
drop in their popularity[39].  Social media platform X/Twitter is extremely popular in Saudi Arabia, with an estimated 
audience reach of 16.28 million users in the country as of April 2024, which corresponds to approximately 47.67% of 
the population being active Twitter users[38]. 

Many campuses maintain a presence on Twitter and other popular online social media sites[34]. Universities 
have leveraged Twitter for the promotion of their programs, engaging with stakeholders, and also in enhancing their 
brand image[34], [40], [41]. This could be done through tweeting about new programs, courses, and research findings; 
links to articles and other resources; and so on[41], [42].  

Moreover, the immediacy that defines Twitter creates the notion of a connection and thus allows universities to 
respond in due time to any queries. This may be responding to any tweet or messages, retweeting and engaging with 
user-generated content, participating in Twitter chats and other conversations, and so on[43].  

Mogaji et al. [42] adopted a qualitative approach to explore how universities in the UK use Twitter to engage 
with stakeholders in real time. Based on the analysis of followers, tweets, and the content of tweets, this study identified 
three major communication strategies: the recruitment of prospective students, the retention of current students and 
staff, and the reporting of activities and media coverage. The research offered some empirical evidence suggesting that 
most of the universities are very keen on admitting prospective students. In addition, the universities create social media 
content that can be used to allure potential leads along with their parents[42]. 

Linvill and Hicks' study[41] of 113 American universities showed that institutions often use Twitter as a one-
way communication platform, thus failing to harness the power of two-way dialog. This is contrary to the principles of 
dialogic communication and limits Twitter's full potential to market university programs. Li and Li [43] when 
conducting a systematic review of research on social media marketing in higher education, described Twitter as a good 
platform for enhancing the brand image of universities. The platform enables conversations and interactions with 
prospective students through various features such as hashtags, polls, and question-and-answer sessions, which in 
return, allows universities to gain insight into student interests and customize their marketing communications[34] .  

In addition, Twitter is also a good tool to reach specific audiences by using hashtags and Twitter 
advertisements. Hashtags are used in the promotion of events, campaigns, and other types of initiatives, while Twitter 
ads help in reaching a larger audience and increasing engagement. Ohio State University is one example of an 
institution of higher education that uses Twitter to effectively engage with its audience and build relations[22]. 

Universities can also use Twitter to solicit feedback from their audience and improve their programs and 
services. By keeping Tabs on the discussions and sentiment analysis, universities can find areas for improvement and 
take action against issues promptly. This can help universities to better serve their stakeholders while, at the same time, 
helping build a better reputation. 

Compared to traditional forms of advertising, Twitter is a relatively low-cost channel. Universities can 
establish  a strong organic presence on Twitter by sharing quality content and engaging in focused conversations [33]. 
Moreover, universities can showcase these different aspects using the various content types available on Twitter, which 
provide text, images, videos, and live-streaming capabilities[26]. 
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Twitter was described in many academic researches as one of the most relevant online channels any higher education 
institution can take leverage from it to spread awareness about their academic programs and resources, improve 
institutional branding, and interact with their stakeholders, mainly their prospective students.  

 
2.2 Twitter and Student Recruitment: 
Mogagi et al. [40] conducted a study to explore how UK universities use Twitter as a strategic communication tool to 
reach their stakeholders. Their research focused on the Twitter content of these universities and other factors like the 
size of their followers and the frequency of sending tweets to understand their communication strategies. The results 
showed three principal communication strategies used by UK universities:  

 Recruiting Prospective Students: Through Twitter, universities try to attract potential students by 
sharing information about their programs, campus life, and application processes. 

 Retain Current Students and Staff: Universities also use Twitter to share news and announcements, 
opportunities, and help build community. 

 Reporting Activities and Media Coverage: It is through such channels that universities showcase their 
research, events, achievements, and media coverage. 

Junco et al.[12] detected the following crucial tactics universities use on Twitter to attract prospective students. These 
tactics can be summarized into four focus areas: Event Promotion, News and Updates, Campus Culture Showcasing, 
and Connecting with Current Students. 

 Universities use Twitter to inform prospective students about the various events occurring at the campus, 
which include open houses, campus tours, and virtual information sessions. These events give a firsthand view of the 
university and the various programs offered. Furthermore, Twitter enables universities to share news and updates on 
academic programs, achievements of faculty, and success stories of students [7], [34], [42] . 

By posting pictures and videos depicting campus life, student activities, and university facilities, universities 
let prospective students glimpse into the culture and atmosphere of the university [35].Engaging current students on 
Twitter allows universities to draw from their experience. Testimonials about the university and how a student lives his 
life can be quite convincing, coming from current students themselves[12]. 

Despite the potential benefits, research by Mogagi et al. [40], are the difficulty in reaching the target Audience, 
and the lack of engagement that may occur. Twitter's broad user base can be a challenge. This may entail targeted 
advertising campaigns universities must fund to ensure their message reaches certain demographics of future students. 
Second, Content Engagement: Planning and resourcing the creation of consistent and engaging content requires a 
focused strategy that speaks to a younger audience. Universities need to develop a compelling voice and tailor their 
content to be relevant and interesting to potential students. 

Other challenges when prospecting via Twitter, according to some researchers [34], [35], [41] highlighted 
other challenges when prospecting via Twitter like the difficulty of reaching the target audience and the lack of 
engagement that may occur. Twitter's broad user base can be a challenge. To ensure their message reaches specific 
demographics of potential students, universities may need to invest in targeted advertising campaigns. Secondly, content 
Engagement: Creating consistent and engaging content that resonates with a younger audience requires strategic 
planning and resource allocation. Universities need to develop a compelling voice and tailor their content to be relevant 
and interesting for potential students. 

Therefore, Twitter provides an interactive tool for universities to reach out to their potential students. However, 
it is important to realize the limitations that come with this approach. By using the identified methods of recruitment 
highlighted in this proposal and overcoming challenges regarding audience targeting and content engagement, the 
university will maximize the effectiveness of Twitter in its efforts of student recruitment. 

 
2.3  Comparative Studies of Successful Twitter Strategies in Higher Education Institutions 

While there is much research about using Twitter in higher education, there are relatively limited studies that 
compare, across universities, what works well. However, we can review some existing research that tries to light up best 
practices and identify areas for further comparative analysis. 

Various studies have been conducted on the efficacy of Twitter usage as a recruitment tool in higher education 
institutions. Most of these studies were conducted within North American and European higher education contexts. 
Kelly[44]used a descriptive approach in which to collect data on Twitter usage for college admissions. While Twitter is 
not used extensively to receive admission information, findings indicated a positive correlation between the number of 
tweets per week and the number of college admission offices followed on Twitter. This suggests that increased Twitter 
activity may attract more prospective students. The study recommended Twitter as an effective communication tool to 
increase college enrollment and advised to utilize time and resources using Twitter for recruitment purposes[44].  
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From their side, Kimmons et al.[45] employed a data mining approach to analyze 5.7 million tweets from 
2,411 U.S. higher education institutions. The results of their study showed that most institutional tweets are: 1) one-way 
broadcasting tweets, 2) focused on information sharing rather than prompting an action, 3) not linked to external 
websites or linked to social media services such as Facebook, Instagram, Pinterest, or YouTube, and 4) express mainly 
neutral or positive sentiment. The study reported that while the potential for dialogue, debate, and community outreach 
on Twitter exists, the verified usage of the platform indicates that this potential is not fully realized. 

In the Lebanese context, Vrontis et al. [6] provides insight into how international students expect universities 
to use social media with prospective leads. Three primary uses of social media by universities were recommended to 
engage with prospective international students:1) Promote the Educational Opportunities (academic programs, courses, 
and research opportunities offered by the university), 2) disseminate the latest University News and Activities (real-time 
updates on-campus events, cultural activities, and general university news) and, 3) publish visual content mainly videos 
to reflect a more immersive experience of university life. 

Other articles underlined the requirement for focused communication[6] [4] such as targeting specific groups 
of students or their needs, which can be achieved by using specific hashtags or referring to specific student interests. 
There is also a need to create a two-way communication channel, as successful universities actively engage with their 
audience through responses, retweets, and polls[12]. User-generated content like testimonials and pictures of current 
students help to present authentic information about campus life, which strikes a chord with prospective student[5]. 

Although the previous research in the literature review did not provide a definitive approach or plan for using 
Twitter in the context of student recruitment, some of the findings suggested successful Twitter methods that can help 
improve the effectiveness of student recruitment via the platform. Several studies emphasized the importance of 
interactivity (mutual engagement)[40], [44], [45] highlighting the need for diversity in content, targeted communication, 
and user-generated input[6], [43] .By incorporating these elements, learning institutions can effectively use Twitter to 
communicate with and recruit potential applicants. 

 
2.4 Twitter's Potential in Saudi Universities: Promotion, Engagement, and Challenges 

Even though there is an increasing body of research on the impact of social media on higher education, there 
remains a literature gap about the use of Twitter by universities in Saudi Arabia. Nevertheless, some literature 
associated with the general use of social media within Saudi universities may be applicable and result in meaningful 
information[15], [18], [19], [21], [46] 

Many universities in Saudi Arabia have active Twitter accounts that the institutions use for program 
promotion, content dissemination, audience engagement, and showcasing their achievements. This is especially evident 
at Al Yamamah University, King Faisal University, and Prince Sultan University, where the mentioned universities use 
Twitter for sharing news, advertising their programs and courses, and connecting with followers. 

Notwithstanding Twitter's capabilities, there are challenges linked to its usage in the context of Saudi Arabia. 
Educational institutions must balance the need to adhere to the country's cultural and religious norms while creating 
content that resonates with its target users, particularly the youth. Existing studies by Al-Debei & Al-Hujran[19] and Al 
Taghafi et al. [21]are quite important; However, there is a gap in understanding the way Saudi universities, in particular, 
are leveraging Twitter. More research should completely examine the content types, engagement strategies, and general 
impacts of tweeting on Saudi universities and their audiences. For instance, the influence of social media marketing on 
the general higher education environment in Saudi Arabia is a problem that would be widely useful to investigate. The 
following study will look to add to the literature review to understand social media marketing used in higher education, 
mainly on Twitter (how universities use X platform), to enhance their brand image and attract students. A content 
analysis will be applied for the achievement of our research goal and to answer our research questions. 
 

2. Methodology 
2.1 Research design  

A content analysis approach was used to investigate Twitter’s posts published by four leading private 
universities in Saudi Arabia [47]. Tweets from these universities were analyzed to identify content types and evaluate 
their suitability for student recruitment purposes as well as their effectiveness based on audience engagement. A 
judgmental sampling approach was adopted to select four private universities located in different regions of Saudi 
Arabia (Riyadh, Jeddah, Khobar). This non-probability sampling was used mainly to guarantee a degree of variation in 
the sample. To maintain anonymity while facilitating potential future research replication, the universities have been 
designated as University A, University B, University C, and University D. A total of 1412 posts were examined from 
the official Twitter accounts of these universities from March 2021 to March 2022. This timeframe was selected to 
reflect a representative sample of Twitter’s communication practices and seasonal variations in content. Table 1 
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shows the number of tweets collected from each official Twitter account of the four universities during the period of the 
study.  
 

Table 1 Universities and the number of Posts studied (From March 2021 to March 2022) 

University Number of total posts in studied Period 

University A 320 

University B 419 

University C 165 

University D 508 

 

2.2 Data Analyses Strategy 
The literature lacks any studies that explore social media activities in Saudi Arabian universities, and even less 

so in terms of types of content. This restricts the possibility of applying or adapting categories already developed in 
former studies. To address this gap in the current study, a double-layered approach was taken to develop a content 
categorization framework. 

First of all, the study carried out a comparative analysis of categories that already existed from other studies. In 
this regard, Chapleo et al.[48] used content analysis to examine UK university websites. Here, categories such as 
"research," "faculty," and "campus" were identified. In this process, the study took into consideration factors through 
which universities try to appear attractive to external audiences to attract more students. According to various studies, 
each university tends to emphasize what seems important for making student choices, instructor quality, administration 
quality, and curriculum quality. Universities highlight these factors in communication practices - including content 
marketing in social media content - to attract prospective students. 

By comparing these approaches and looking at samples of content, the categories relevant to the existing 
literature were identified and adapted for use in the present study. These categories were: "research," "faculty," 
"campus," "curriculum," "students," "alumni," "industry," "events," "announcements," and "image and reputation." The 
categorization "products" was excluded because that may not apply directly to university social media content. This 
study, therefore, adopted the 11 content types from the work of Taecharungroj[31]who compared content published by 
universities on Facebook. These categories were then applied to the analysis of Twitter content within Saudi Arabian 
private universities. 

 
3. RESULTS  

This study examined the content categories utilized by universities on social media platforms to promote their 
various offerings and cultivate a positive image [31]. The analysis revealed eleven distinct categories, each serving a 
specific purpose in the university's social media communication strategy. These categories are detailed in Table 2. 
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Table 2. Content Categories of University Social Media Posts 

Category Description Example 

Research 

Highlights novel research findings, 
innovations, or studies conducted by the 
university. 

- Image of a research lab with a caption about a recent 
breakthrough.  - Announcement of a published research 
paper. 

Faculty 
Showcases university faculty members 
and their activities. 

- Photo of a professor with a quote and link to their 
profile.  - Video of a faculty member delivering a 
lecture. 

Curriculum 

Promotes specific courses, programs, or 
educational content offered by the 
university. 

- Video of a guest lecture in a specific program. - Post 
highlighting the university's online learning 
opportunities (MOOCs). 

Campus 
Features visuals of the university's 
physical environment. 

- High-quality photo of a scenic location on campus.  - 
Images showcasing university facilities or surrounding 
areas. 

Students 
Promotes student activities, achievements, 
and campus life. 

- Post about a student club event with photos of 
participants.  - Post highlighting a student's academic or 
extracurricular accomplishment. 

Alumni 

Shares stories and achievements of 
university graduates, and promotes alumni 
activities. 

- Post highlighting an alumnus's current success with 
their graduation year.  - Announcement of an alumni 
networking event. 

Industry 
Promotes the university's connections with 
reputable organizations or individuals. 

- Announcement of a partnership with a company to 
provide internship opportunities. - Post featuring a 
prominent figure who graduated from the university. 

Events 

Promotes university-organized events, 
including sporting events, artistic 
performances, and academic conferences. 

- Information about an upcoming sporting event with 
time and venue. - Announcement of a guest lecture or 
seminar. 

Products (if 
applicable) 

Advertises university-produced goods or 
services (less common). - Not applicable (if not present in your data) 

Image & 
Reputation 

Promotes the university's reputation, 
history, mascot, or societal role. 

- Post celebrating a university ranking or achievement. - 
Post featuring the university mascot participating in a 
community event. 

Announcements 

Disseminates official university 
information, including messages, 
programs, and recruitment campaigns. 

- Message from the administration about a new 
scholarship opportunity. - Post promoting student 
recruitment with information about application 
deadlines. 

 
1. Research (Highlighting Intellectual Achievements): Posts in this category present new research findings or 

inventions made at the university; for example, a picture of a research lab captioned with news of a recent discovery. 
This kind of content is consistent with the role that society has traditionally come to expect from universities as hubs of 
knowledge creation stimulates public interest in their academic output[49] 

2. Faculty (Showcasing Expertise and Credibility): Every university would use this account to highlight its 
faculty expertise and activities. This usually comprises a photo of the faculty, name, institution, and link to the profile, 
quote added to personalize the post, such as a professor's photo quote with a link to their webpage. This is a method 
through which the faculty credentials and achievements can be brought into view and contribute to the general academic 
reputation of the university[50]. 

3. Curriculum (Presenting Academic Content): Posts tagged as "curriculum" present the academic content 
taught in certain courses or programs; for example, a video of a guest lecture in a program. Images or videos of in-class 
activities can be published to show what happens inside the classroom. Highlighting curriculum allows universities to 
show the depth and breadth of their academic offerings, which may influence student choices[51]. 

4. Campus: This category provides a virtual tour by showing the physical university environment and campus 
life. It may contain photos of the beautiful spots in the university. The aesthetic campuses usually get a high level of 
engagement. The universities could show off their facilities and community, which may help to attract students[6]. 
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5. Students-Enriching University Experience: This topic represents the students' activities and achievements in 
addition to on-campus life, such as posting any event or club activity that took place at the university and attaching 
pictures of participants. In this category could fall posts about volunteer possibilities or student club activities. 
Highlighted student life allows universities to connect with future students and show the dynamic and enriching 
university experience that they offer[6]. 

6. Alumni (Demonstrating Success Stories): Universities leverage this category to share alumni stories and 
achievements (e.g., posts highlighting an alumnus's current success with their graduation year). Posts typically include 
an alumnus's name, graduation year, relevant picture, and a link to further information, emphasizing their current 
positions or accomplishments. This strategy aims to connect past successes with the university, demonstrating its role in 
shaping graduates' futures. 

7. Industry: This is equipping students for the job market. This category advocates for the university's 
relationships with well-established organizations and individuals; for instance, an announcement of a partnership with 
an organization to offer students internship opportunities. Posts usually demonstrate partnerships, agreements, and other 
forms of collaboration targeted at helping students acquire relevant professional skills for the job market. By showing 
relationships with industries, universities show career preparation and professional development for students. 

8. Events: In this category, events at the university include sports-related events, artistic performances, and 
academic conferences or seminars. For example, information about a sportive event that is to occur with time and venue 
details. Commonly, the post would include details of the event and a link for more details. By promoting events, 
universities could involve diverse audiences in their interests and showcase campus life. 

9. Products-Less Common Category: This category, although less common, is used by some universities to 
endorse commercial or non-commercial products, for example, advertising professional training programs for alumni 
and professionals. 

10. Image and Reputation To Increase Brand Perception: Posts in this category aim to promote the reputation 
of a university regarding its history, mascot, or role within society. A typical example includes posts celebrating 
rankings or achievements of any form of the university. Posts may name the university with the specific reputation 
aspect they are trying to promote. Based on such emphasis, universities try to create an image and reinforce brand 
perception accordingly[44] 

11. Announcements (Disseminating Official Information): Universities use this category to make official 
information about the university known. This can also involve messages from the administration on official programs, 
student recruitment campaigns, scholarship opportunities outside, and university surveys. Announcements help to keep 
audiences informed, promote university initiatives, and engage audiences. 

Combined, these various content categories illustrate the differential communication strategy that universities 
have adopted for social media platforms. Through this range of categories, universities can reach and engage multiple 
stakeholder groups, communicate their academic and social offerings, and finally, enhance their overall brand and 
standing in education. 

 
2.3 Descriptive Analysis of Tweets 

A total of 1412 tweets were analyzed from the four universities. This is indeed a large enough sample size to 
assume a representative nature of the pattern distribution of the content shared. Table 3 offers an overview of 
the different kinds of content each university has shared on Twitter during the period under consideration as well as 
their frequency. The most common post type was "Events" (21.5% of all posts), followed by "Curriculum" (12.8%), 
"Industry" (11.7%), and "Announcements" (11.6%). Due to their relatively low frequencies, the "Image and Reputation" 
and "Products" categories were combined, accounting for 7.0% of posts collectively. The least frequent post types were 
"Faculty" (2.6%), "Research" (1.7%), "Students" (1.1%), "Campus" (0.9%), and "Alumni" (0.6%). A comprehensive 
analysis of the various types of content across universities is presented in Table 3. 
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Table 3. Distribution of Content Types Across Universities 

Post Type Total (%) University A (%) University B (%) University C (%) University D (%) 

Research 25 (1.7%) 3 (7.8%) 12 (2.8%) 3 (1.8%) 7 (1.3%) 

Faculty 38 (2.6%) 16 (5.0%) 7 (1.6%) 3 (1.8%) 12 (2.3%) 

Curriculum 182 (12.8%) 61 (18.8%) 25 (5.9%) 12 (7.2%) 84 (16.5%) 

Campus 13 (0.9%) 6 (1.8%) 3 (0.7%) 0 (0.0%) 4 (0.78%) 

Students 16 (1.1%) 33 (10.3%) 60 (14.3%) 18 (10.9%) 51 (10.0%) 

Alumni 9 (0.6%) 7 (2.1%) 14 (3.3%) 21 (12.7%) 17 (3.3%) 

Industry 166 (11.7%) 28 (8.7%) 46 (10.9%) 22 (13.3%) 70 (13.7%) 

Events 304 (21.5%) 119 (37.2%) 95 (22.6%) 46 (27.8%) 145 (28.5%) 

Image & Reputation 100 (7.0%) 18 (5.6%) 37 (8.8%) 7 (4.2%) 47 (9.2%) 

Announcements 164 (11.6%) 20 (6.2%) 89 (21.2%) 27 (16.3%) 28 (5.5%) 

Total Posts 1412 (100%) 320 (100%) 419 (100%) 165 (100%) 508 (100%) 
 
The most frequent types of content for each university are given in Table 4. "Events" became the top category 

in Universities B, C, and D, followed by announcements, industry-related content, and for University C, alumni content. 
University A differed somewhat, having "Announcements" in the leading position, followed by "Events," "Students," 
and notably, "Research" in the fifth place. The latter result may indicate a greater focus on communicating research 
compared to the other universities. 

 
 

Table 4 Most Common Post Types by Universities 

University 1st 2nd 4th 5th 

University A Announcements Events Students Research 

University B Events Announcements Industry Image /Reputation 

University C Events Announcements Industry Alumni 

University D Events Curriculum Industry Students 

 

2.4 Engagement by Content Category 
A "like index" was developed to account for the differences in follower base size among universities; an index 

that divides the number of likes received by a post by the median of the University. This approach would permit, in a 
more meaningful way, a comparison of engagement across universities. The median number of likes varied 
considerably; University A (Riyadh) received the highest median of 892, followed by University C in Jeddah with 374, 
and then University B with 287 and University D with 245. 

Figure 1 shows the average like index for every post type. The "Campus" and "Image & Reputation" posts had 
the highest averages of likes with an index of 3.35 and 2.78, respectively. That means that contents reflecting the 
university's physical environment and creating identity have a better chance of being noticed. On the other hand, 
"Industry" and "Events" posts had the lowest average of like indices: 1.10 and 1.15, respectively. This would suggest 
that users are less engaged with content relating to external collaborations or general announcements than with posts 
that are visually interesting or related to identity. 
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Figure 1. Average Like Index by Post Type 

 

3 Discussion  
Results of the study of marketing content strategies employed by Saudi private universities on the X platform 

indicate a host of strategic approaches in eleven different categorizations of content, each for certain kinds of 
engagement. This thus all-around approach supports the work of Taecharungroj[31], who identified two sides of social 
media in higher education: one for marketing and one for building community.  

In this regard, event-related topics became the most frequent category-27.5% of the total number of posts-
emphasizing that displaying vivid university life is crucial for attracting and maintaining the interest of a wide range of 
audiences: current students, alumni, and prospective students alike. This finding supported research indicating that 
promoting events creates a sense of belonging, an important aspect of marketing higher education [6]. 

Also, in line with the events as core content strategy was to develop a vibrant campus image to enhance 
engagement and student involvement, as suggested by Mogagi et al. [40]. Events can be further improved by 
universities through real-time updates, live coverage, and even interactive elements such as polls or question-and-
answer sessions, according to Azzolini et al. (2020), to enhance engagement on the X platform. 

The study also highlighted the significant use of curriculum and industry-focused content, bridging education 
and career pathways. The presence of ‘Curriculum’ (12.2%) and ‘Industry’ (11.7%) content underscores a strategic 
effort to communicate educational offerings alongside career-oriented opportunities, reflecting the growing emphasis on 
employability-focused education in higher education marketing [51][45]. By emphasizing academic rigor and career 
pathways, universities position themselves as leaders in academic excellence and job market preparation. Thus, to 
enhance this strategy, universities could benefit from more integrated communication approaches, such as weekly 
curriculum highlights or alumni success stories, which could strengthen the link between academic programs and their 
practical applications [45]. Additionally, showcasing student achievements in internships and industry collaborations 
could enhance the perception of universities as providers of practical value. 

Furthermore, a noteworthy finding from the study is the low engagement with ‘Research’ (3.8%) and 
‘Students’ (9.3%) content categories, indicating that universities may not be fully utilizing social media to promote 
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research accomplishments and student life. This aligns with science communication literature, which identified 
challenges in making complex academic topics engaging for broader audiences [49]. Similarly, the limited visibility of 
student-centered content suggests a missed opportunity for enhancing student recruitment and brand identity. Prior 
research underscores that representing student life is crucial for attracting prospective applicants, as it offers an 
indication of the authentic university experience [12]To address this, universities might implement more interactive 
formats, such as student takeovers of social media accounts, which could provide a more relatable perspective of 
campus life, potentially through student club activities and day-to-day engagements. 

The results further revealed that content showcasing campus visuals and elements of university identity, such 
as mascots and historical milestones, achieved different engagement rates, with indices of 0.83 and 6.96, respectively. 
These results suggested that Saudi private universities are not fully leveraging these content types, missing an 
opportunity to utilize the benefits of visually appealing content. Such content can effectively capture audience attention, 
enhance emotional engagement, and foster a sense of institutional pride. The importance of visual elements in social 
media strategies is well-documented in the higher education marketing literature [30]. To optimize engagement, 
universities could focus on aesthetic appeal and authenticity in content creation. Regularly scheduled posts featuring 
campus views, historical achievements, and community celebrations could reinforce institutional identity and strengthen 
emotional connections with followers. 

The variation in content focus and engagement levels across universities reflects differing institutional 
priorities and communication styles. For example, universities in major cities posted higher volumes of content with 
superior visual quality compared to those in smaller cities, a finding consistent with Chapleo et al. [48]on institutional 
communication strategies. This difference may be attributed to variations in institutional culture, strategic goals, and 
resource availability. On this basis, to refine their strategies, universities should align their social media content with 
their specific institutional goals. For research-intensive universities, simplifying the presentation of research through 
infographics or concise threads could enhance engagement. Conversely, institutions focused on community-building 
and professional development could emphasize student life, industry connections, and alumni success stories, which 
resonate well with X platform audiences[12]. 

 
3.1 Implications for Higher Education Marketing on the X Platform 

This provided a voice to the larger discussion of marketing strategies in higher education, emphasizing that 
social media strategies need refinement to balance out the traditional academic content with more visual and student-
centric posts. By aligning such content with audience preferences and engagement trends, universities will be better 
positioned to reinforce their community-building initiatives, relationship-building processes with stakeholders, and 
overall engagement on the X platform. 

The categories analyzed in this study are those that are most significant and will provide the best possibility for 
universities to rethink their presence and develop a more strategic approach to content on the X platform. Based 
on these findings, we have formulated various approaches and content categories 
to help universities effectively hone their approach and maximize their engagement.  

First, curriculum and industry-focused content by highlighting employability-focused education and skills-
based training can position universities as leaders in preparing students for the Saudi labor force. Thus, regular posts 
featuring curriculum updates, graduate success stories, and partnerships with industry leaders offering internships, co-op 
programs, and training opportunities can showcase the tangible pathways from education to employment. Lifelong 
learning and professional development are also important content in both curriculum and industry-focused content. 
Enhancement programs and initiatives in educational outcomes and continuous learning can certainly show that 
universities are committed to flexibility and accessibility. Online learning options, short courses, and professional 
development opportunities mentioned in the posts can attract a wide range of learners interested in skill enhancement. 

Second, research and innovation-centric content; through this type of content, universities can uplift their 
research and innovation projects in a way that includes better and more interactive content. Simplified threads, 
infographics, or short videos of major research breakthroughs may attract a larger audience. This would also reflect the 
academic credibility of universities aside from proving their contributions to innovation. 

Thirdly, it can focus on instilling an entrepreneurial attitude among students and faculty alike. The X platform 
can be used to highlight programs, events, and success stories related to entrepreneurship at the university. This may 
include startup accelerators, incubators, alumni achievements in entrepreneurship, and collaborations with venture 
capital firms that outline their role in nurturing a start-up ecosystem. 

Fourth, captivating and real student-centered content can benefit brand identity and attract prospective 
students. Day-to-day student activity, club events, and personal stories highlighted through takeovers or in a question-
and-answer format can enhance a more relatable understanding of life on campus. Furthermore, showcasing the 
achievements and accomplishments of female students and faculty bolsters this perception of universities as inclusive. 
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Also, visually catchy campus sceneries, historical achievements, and celebrating community can create emotional 
engagement and institutional pride. On-schedule visual content with reflections on the university's identity strengthens 
the emotional contact with followers. 

Finally, to enhance their engagement and visibility on the X platform, universities should adopt strategic 
approaches to content development that cater to diverse audiences and align with institutional goals. One effective 
strategy is creating a dedicated thematic series that focuses on key areas such as curriculum, research, innovation, and 
entrepreneurship. These series can provide structured, engaging content that resonates with target audiences. 
Additionally, leveraging campaign-specific hashtags, such as #Innovation, #StudentLife, and #EducationForAll, can 
increase the discoverability of posts and foster participation in broader conversations. Furthermore, collaboration with 
key partners, including industry leaders, alumni, and media outlets, is another essential strategy. Co-created content 
enriched with diverse perspectives can expand reach and deepen engagement. Universities should also prioritize 
community interaction by hosting interactive campaigns that encourage users to share their experiences and stories, 
fostering a sense of belonging and building stronger community ties. Furthermore, partnering with influencers and 
alumni who align with the target audience can amplify the reach and impact of key campaigns. 

By implementing these strategies, universities can diversify and refine their content, ensuring it aligns with 
audience expectations while strengthening institutional branding. This balanced approach makes universities more 
appealing and relevant to both current and prospective stakeholders, ultimately enhancing their overall presence on the 
X platform. The eleven content categories identified in this research represent a comprehensive and valuable framework 
for universities to build their social media strategies. Each category holds distinct potential for engaging different 
segments of the audience, from current students and alumni to prospective applicants and external stakeholders. While 
the categories identified—such as curriculum, research, industry events, and student—are strong and effective types of 
content, universities must maintain a strategic balance across all categories.  

Saudi private universities should focus on ensuring that no content category appears underutilized or less 
attractive. Every piece of content should be thoughtfully connected to a broader strategic vision for the university’s 
communication goals. For instance, less visually appealing or seemingly less engaging content, such as research or 
institutional updates, can be made more compelling by presenting it within a well-thought-out strategy that ties it to 
larger themes, such as innovation, academic excellence, or societal contributions. By doing so, universities can ensure 
that even traditionally "less attractive" content echoes with the audience and aligns with their institutional identity. 

 
3.2 Limitations and Future Research Directions: 

This study identifies a potential weakness in the content focus of university social media posts. The major issue 
seems to be a relative lack of emphasis on strategic communication in comparison with engagement-driven content. 
Further research is needed to explore the underlying reasons for this disparity. 

Moreover, the effectiveness of different post types in fulfilling certain objectives of communication, such as 
brand awareness and student recruitment, would have formed a very valuable output for universities. 

More in-depth exploration of these areas in future research will help establish balanced and strategic social 
media communication for universities in the digital era. 
 

4. Conclusion  
This study implemented content analysis to determine how universities in Saudi Arabia utilize X platform-the 

country's most popular social media platform to enhance brand image and recruit students. Our results showed that there 
were 11 different types of posts used by the universities, and all had a particular purpose for communication. The 
typology also offers some rich insights for university administrators to audit their existing social media presence and 
develop a strategic content plan that leverages the entire breadth of post types. On the other hand, limitations abound: 
the small sample size of four universities from a limited geographic scope may not give a comprehensive view 
representative of all HEIs or even capture regional nuances in their social media marketing strategies. Additionally, the 
dynamic nature of social media dictates continuous evolution in post characteristics. Future research should track these 
changes to gain a deeper understanding of evolving trends and HEI social media practices. 

 
 
 
 
 
 
 
 



ISSN: 2411-5681                                                                                                   www.ijern.com 
 

58 
 

References  
 
[1] S. Marginson, “The Global Construction of Higher Education Reform,” The Handbook of Global Education 

Policy, pp. 291–311, Apr. 2016, doi: 10.1002/9781118468005.CH16. 
[2] M. A. Larsen, “Internationalization of higher education: An analysis through spatial, network, and mobilities 

theories,” Internationalization of Higher Education: An Analysis Through Spatial, Network, and Mobilities 
Theories, pp. 1–196, Jan. 2016, doi: 10.1057/978-1-137-53345-6/COVER. 

[3] “Technology in education | Global Education Monitoring Report.” Accessed: Sep. 26, 2024. [Online]. 
Available: https://www.unesco.org/gem-report/en 

[4] T. Scott and N. Mhunpiew, “Impact of Government Policies and International Students on UK University 
Economic Stability,” International Education Studies, vol. 14, no. 5, p. p1, Apr. 2021, doi: 
10.5539/IES.V14N5P1. 

[5] B. Abdulaziz Hamoud Alanazi and R. Doherty Alanazi, “Achieving Global Recognition: Higher Education 
Rankings and the Commitment to Quality in Saudi Arabia’s 2030 Strategic Vision.” 

[6] D. Vrontis, S. El Nemar, A. Ouwaida, and S. M. R. Shams, “The impact of social media on international student 
recruitment: the case of Lebanon,” Journal of International Education in Business, vol. 11, no. 1, pp. 79–103, 
2018, doi: 10.1108/JIEB-05-2017-0020. 

[7] Y. Ahmadi, “THE IMPACT OF SOCIAL MEDIA ENGAGEMENT ON UNIVERSITY STUDENT 
RECRUITMENT,” 2019. 

[8] M. J. Magro, J. H. Sharp, K. Ryan, and S. D. Ryan, “Investigating Ways to Use Facebook at the University 
Level: A Delphi Study,” Issues in Informing Science and Information Technology, vol. 10, pp. 295–311, 2013, 
doi: 10.28945/1812. 

[9] K. D. Dougherty and B. Andercheck, “Using Facebook to Engage Learners in a Large Introductory Course,” 
http://dx.doi.org/10.1177/0092055X14521022, vol. 42, no. 2, pp. 95–104, Feb. 2014, doi: 
10.1177/0092055X14521022. 

[10] R. Chugh and U. Ruhi, “Social media in higher education: A literature review of Facebook,” Mar. 01, 2018, 
Springer New York LLC. doi: 10.1007/s10639-017-9621-2. 

[11] E. Constantinides and M. C. Z. Stagno, “Potential of the social media as instruments of higher education 
marketing: A segmentation study,” Journal of Marketing for Higher Education, vol. 21, no. 1, pp. 7–24, Jan. 
2011, doi: 10.1080/08841241.2011.573593. 

[12] R. Junco, G. Heiberger, and E. Loken, “The effect of Twitter on college student engagement and grades,” J 
Comput Assist Learn, vol. 27, no. 2, pp. 119–132, Apr. 2011, doi: 10.1111/j.1365-2729.2010.00387.x. 

[13] E. Alwagait, B. Shahzad, and S. Alim, “Impact of social media usage on students academic performance in 
Saudi Arabia,” Comput Human Behav, vol. 51, pp. 1092–1097, Oct. 2015, doi: 10.1016/J.CHB.2014.09.028. 

[14] E. Alwagait, B. Shahzad, and S. Alim, “Impact of social media usage on students academic performance in 
Saudi Arabia,” Comput Human Behav, vol. 51, pp. 1092–1097, Oct. 2015, doi: 10.1016/j.chb.2014.09.028. 

[15] H. S. Al-Khalifa and R. A. Garcia, “The State of Social Media in Saudi Arabia’s Higher Education,” 
International Journal of Technology and Educational Marketing, vol. 3, no. 1, pp. 65–76, Jan. 2013, doi: 
10.4018/ijtem.2013010105. 

[16] E. A. Ahmad1, “Revolutionizing Learning: Leveraging Social Media Platforms for Empowering Open 
Educational Resources,” Revolutionizing Learning: Leveraging Social Media Platforms for Empowering Open 
Educational Resources International Journal on e-Learning and Higher Education, vol. 19, no. 1, 2024. 

[17] N. K. Alsufyan and M. Aloud, “The state of social media engagement in Saudi universities,” Journal of Applied 
Research in Higher Education, vol. 9, no. 2, pp. 267–303, Apr. 2017, doi: 10.1108/JARHE-01-2016-0001. 

[18] N. K. Alsufyan and M. Aloud, “The state of social media engagement in Saudi universities,” Journal of Applied 
Research in Higher Education, vol. 9, no. 2, pp. 267–303, 2017, doi: 10.1108/JARHE-01-2016-0001. 

[19] M. M. Al-Debei and O. Al-Hujran, “Social media use for educational purposes: Systematic Literature Review in 
higher education of Middle East Countries (MEC),” 2019. 

[20] . IEEE Staff, 2011 National Postgraduate Conference. IEEE, 2011. 
[21] A. Al-Thagafi, M. Mannion, and N. Siddiqui, “Digital marketing for Saudi Arabian university student 

recruitment,” Journal of Applied Research in Higher Education, vol. 12, no. 5, pp. 1147–1159, Dec. 2020, doi: 
10.1108/JARHE-05-2019-0119. 

[22] R. Reuben, “The Use of Social Media in Higher Education for Marketing and Communications: A Guide for 
Professionals in Higher Education”. 

[23] A. M. Kaplan, “Social Media, the Digital Revolution, and the Business of Media,” JMM International Journal 
on Media Management, vol. 17, no. 4, pp. 197–199, Oct. 2015, doi: 10.1080/14241277.2015.1120014. 



International Journal of Education and Research                      Vol. 13 No. 11 November 2025 
 

59 
 

[24] S. Scholarship@western and L. Carrocci, “Representing the Promotional University: Undergraduate Student 
Recruitment Strategies in Ontario, 1997- 2007,” 1997. [Online]. Available: 
https://ir.lib.uwo.ca/digitizedtheseshttps://ir.lib.uwo.ca/digitizedtheses/3920 

[25] R. Rutter, S. Roper, and F. Lettice, “Social media interaction, the university brand and recruitment 
performance,” J Bus Res, vol. 69, no. 8, pp. 3096–3104, Aug. 2016, doi: 10.1016/j.jbusres.2016.01.025. 

[26] Shama Hyder, The zen of social media marketing: An easier way to build credibility, generate buzz, and 
increase revenue. BenBella Books, Inc.. 2016. 

[27] “Sci-Hub | Digital marketing for Saudi Arabian university student recruitment. Journal of Applied Research in 
Higher Education, 12(5), 1147–1159 | 10.1108/JARHE-05-2019-0119.” Accessed: Sep. 26, 2024. [Online]. 
Available: https://sci-hub.st/10.1108/JARHE-05-2019-0119 

[28] C. M. Martin, “TopSCHOLAR® Social Media Engagement and Collegiate Recruitment: An Examination of the 
Use of Social Networks in the College Recruitment and Student Choice Processes”, Accessed: Oct. 01, 2024. 
[Online]. Available: http://digitalcommons.wku.edu/diss/93 

[29] D. Vrontis, S. El Nemar, A. Ouwaida, and S. M. R. Shams, “The impact of social media on international student 
recruitment: the case of Lebanon,” Journal of International Education in Business, vol. 11, no. 1, pp. 79–103, 
2018, doi: 10.1108/JIEB-05-2017-0020/FULL/XML. 

[30] A. M. Kaplan and M. Haenlein, “Users of the world, unite! The challenges and opportunities of Social Media,” 
Bus Horiz, vol. 53, no. 1, pp. 59–68, Jan. 2010, doi: 10.1016/j.bushor.2009.09.003. 

[31] V. Taecharungroj, “Higher education social media marketing: 12 content types universities post on Facebook,” 
International Journal of Management in Education, vol. 11, no. 2, p. 111, 2017, doi: 
10.1504/IJMIE.2017.083350. 

[32] N. G. Barnes and E. Mattson, “Social Media and College Admissions: Higher-Ed Beats Business in Adoption of 
New Tools for Third Year.” 

[33] R. Cordero-Gutiérrez and E. Lahuerta-Otero, “Social media advertising efficiency on higher education 
programs,” Spanish Journal of Marketing - ESIC, vol. 24, no. 2, pp. 247–262, Oct. 2020, doi: 10.1108/SJME-
09-2019-0075. 

[34] J. C. Sandvig, “The role of social media in college recruiting,” 2016. 
[35] P. Maresova, J. Hruska, and K. Kuca, “Social media university branding,” Educ Sci (Basel), vol. 10, no. 3, Mar. 

2020, doi: 10.3390/educsci10030074. 
[36] N. K. Alsufyan and M. Aloud, “The state of social media engagement in Saudi universities,” Journal of Applied 

Research in Higher Education, vol. 9, no. 2, pp. 267–303, 2017, doi: 10.1108/JARHE-01-2016-0001. 
[37] A. T. Aldulaijan, “Twitter as a Potential Lifelong Learning Environment in Higher Education from Saudi 

Students’ Practices and Perceptions: A Case Study,” International Journal of Higher Education, vol. 11, no. 4, 
p. 162, Mar. 2022, doi: 10.5430/ijhe.v11n4p162. 

[38] “Top Social Media Statistics And Trends Of 2024 – Forbes Advisor.” Accessed: Oct. 26, 2024. [Online]. 
Available: https://www.forbes.com/advisor/business/social-media-statistics/ 

[39] N. Thakur, K. A. Patel, A. Poon, R. Shah, N. Azizi, and C. Han, “A Comprehensive Analysis and Investigation 
of the Public Discourse on Twitter about Exoskeletons from 2017 to 2023,” Future Internet 2023, Vol. 15, Page 
346, vol. 15, no. 10, p. 346, Oct. 2023, doi: 10.3390/FI15100346. 

[40] E. Mogaji, J. K. Watat, S. A. Olaleye, and D. Ukpabi, “Recruit, Retain and Report: UK Universities’ Strategic 
Communication with Stakeholders on Twitter,” in Strategic Corporate Communication in the Digital Age, 
Emerald Group Publishing Ltd., 2021, pp. 89–114. doi: 10.1108/978-1-80071-264-520211006. 

[41] D. L. Linvill, S. E. McGee, and L. K. Hicks, “Colleges’ and universities’ use of Twitter: A content analysis,” 
Public Relat Rev, vol. 38, no. 4, pp. 636–638, Nov. 2012, doi: 10.1016/j.pubrev.2012.05.010. 

[42] E. Mogaji, J. K. Watat, S. A. Olaleye, and D. Ukpabi, “Recruit, Retain and Report: UK Universities’ Strategic 
Communication with Stakeholders on Twitter,” Strategic Corporate Communication in the Digital Age, pp. 89–
114, Jan. 2021, doi: 10.1108/978-1-80071-264-520211006/FULL/XML. 

[43] L. Li, J. Zhang, and X. An, “Using social media for efficient brand marketing: An evaluation of Chinese 
Universities using Bilibili,” Socioecon Plann Sci, vol. 88, p. 101645, Aug. 2023, doi: 
10.1016/J.SEPS.2023.101645. 

[44] K. J. Kelly, “THE EFFECTIVENESS OF TWITTER AS A COMMUNICATION TOOL IN COLLEGE 
RECRUITMENT A Dissertation,” 2013. 

[45] R. Kimmons, G. Veletsianos, and S. Woodward, “Institutional Uses of Twitter in U.S. Higher Education,” 
Innov High Educ, vol. 42, no. 2, pp. 97–111, Apr. 2017, doi: 10.1007/s10755-016-9375-6. 

[46] M. M. Alshammari, Y. H. Al-Mamary, and A. A. Abubakar, “Revolutionizing education: unleashing the power 
of social media in Saudi Arabian public universities,” Humanit Soc Sci Commun, vol. 11, no. 1, Dec. 2024, doi: 
10.1057/s41599-024-03313-w. 



ISSN: 2411-5681                                                                                                   www.ijern.com 
 

60 
 

[47] “Content Analysis: An Introduction to Its Methodology - Klaus Krippendorff - Google Books.” Accessed: Nov. 
03, 2024. [Online]. Available: 
https://books.google.com.sa/books?hl=en&lr=&id=nE1aDwAAQBAJ&oi=fnd&pg=PP1&dq=content+analysis
++methodology&ots=y_ae_sgN7y&sig=bnfCPgHj6zb-
jEUYlFT_qZoG2aU&redir_esc=y#v=onepage&q=content%20analysis%20%20methodology&f=false 

[48] C. Chapleo, M. V. C. Durán, and A. C. Díaz, “Do UK universities communicate their brands effectively through 
their websites?,” Journal of Marketing for Higher Education, vol. 21, no. 1, pp. 25–46, Jan. 2011, doi: 
10.1080/08841241.2011.569589. 

[49] H. Alves and M. Raposo, “Conceptual Model of Student Satisfaction in Higher Education,” Total Quality 
Management, vol. 18, no. 5, pp. 571–588, Jul. 2007, doi: 10.1080/14783360601074315. 

[50] S. Annamdevula and R. S. Bellamkonda, “The effects of service quality on student loyalty: the mediating role 
of student satisfaction,” Journal of Modelling in Management, vol. 11, no. 2, pp. 446–462, 2016, doi: 
10.1108/JM2-04-2014-0031/FULL/XML. 

[51] E. T. . Pascarella and P. T. . Terenzini, “How College Affects Students: A Third Decade of Research. Volume 
2.,” Jossey-Bass, An Imprint of Wiley, Feb. 2005. 

  
 
BIOGRAPHIES OF AUTHORS  
 

 

Youssef Al Rashidi     Dr. Yousif Abdullah Alrashidi holds a Ph.D. in Marketing from Griffith 
University, Gold Coast, Australia, with a diversified education background combining Engineering and 
Business. Dr. Alrashidi is a Marketing and Business Development Consultant and Experienced 
Marketing Strategist and Business Development leader with a demonstrated history of working in both 
the education management and Marketing industries. Specialized in Strategic Marketing, International 
Marketing, Strategic Communication, and SME development and Internationalization. Highly Skilled in 
Marketing and Communication, Strategic Management, Strategic Marketing, Leadership, Business 
Planning, Event Marketing and Entrepreneurship. Strong and long experience in developing Strategic 
(International and Local) partnerships within his Areas of expertise and a community and social services 
professional. A co-founder and board member of the Marketing Association and founder and Chairman 
of Marketing Forum Board of Trustees. 

  

 

Yosra Missaoui      Dr. Yosra Missaoui is an Assistant Professor at Al Yamamah University 
with expertise in marketing and business. She has a Ph.D. and experience in teaching, research, and 
industry (marketing manager, consultant). 

 
 

 
 
 
 
 

 


