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Abstract
Marketing in higher education is gaining popularity all over the world as it enhances the reach of educational institutions by offering immense information to stakeholders. Social media marketing plays an important role in marketing educational institutions and increasing engagement and brand awareness and hence brand equity. Considering the increasing interest of practitioners and scholars in this area, this review synthesizes the literature, reviews the conceptual foundations and methodologies, and uncovers the attributes of marketing education. Additionally, this review finds the research gaps and research questions on theory development, the context, characteristics, and methodological approaches of existing literature.
Purpose-Marketing in Higher Education has emerged as a popular area for students and research scholars as it enhances the reach, awareness, and engagement and hence the Educational Institutions. Despite the vast literature, there is a lack of review papers in this area. So, to fill the gap this study aims to review the literature on marketing for higher education through TCCM (Theory, Context, Characteristics and Methodology) Analysis.
Design /Methodology-This study undertakes the analysis of existing literature on Marketing for Education, including 64 documents using content analysis from a TCCM Analysis. 
Findings- The study identifies the common threads, trends, and shifts in marketing for education research. We place our findings against the technological, functional, social, financial, geographical, and behavioral landscape into changing concepts of marketing for education and identify the gaps and challenges and future research directions.
Research Limitations and Implications
Originality/Value
Keywords-Marketing, Branding, Marketing strategies, Educational Institutions, Higher Educational Institutions (HEI), TCCM, University.
Key Contribution to Academe and Practitioners
The literature review can be beneficial for the top management and give them a strategic suggestion regarding the marketing strategies of higher education institutions.

Introduction
The competitive levels in the higher education market have increased over the years. (Robinson, 2023) Marketing in higher education helps higher education institutions understand the needs of the customers and plan their actions to enhance their competitiveness.(Riccomini et al., 2021). Higher education institutes are increasingly adopting strategic marketing approaches to attract students and developing effective marketing strategies is essential for universities to comprehend the factors influencing students’ decisions regarding university choice (Nuseir & El Refae, 2022). Higher Educational Institutions should be customer-centric and service-oriented and earn loyalty and trust through their marketing practices. (John & De Villiers, 2022).In this increasingly competitive market, Higher education Institutions should also pay attention to the criteria on which students and their parents select the institutions(Retamosa et al., 2022a). Brand equity dimensions have an impact on an Institution’s reputation. Social media marketing activities influence customer-based brand equity positively.(Koay et al., 2021). Educational services experienced by the students during their study in higher education institutions has great influence on satisfaction level of students. (Collins et al., 2022a).Brand building is becoming a strategic academic role for higher education institutions.(Williams & Omar, 2014a). Brand Equity dimensions have a great impact on university reputation. (Khoshtaria et al., 2020).In the high level of national and international competition universities are maintaining differentiated brand identity as marketing strategy (Fazli-Salehi et al., 2019). 'Reputation of higher education institutions’ primarily focuses on universities' academic standing (e.g., teaching and research). However, reputation may also be influenced by non-academic factors, such as the performance of universities' sports teams.(Brech et al., 2017) . The prevalence of digital technologies worldwide has elevated the significance of digital marketing in various spheres. From product development and brand management to customer relationship management and commerce, the application of digital technologies has revolutionized traditional practices. In higher education, marketing principles and consumerism are increasingly evident, with universities playing a central role in shaping graduates fit for the evolving needs of society. Students are now regarded as consumers of university services, expected to manage their identities and market themselves effectively (Parrott, 2019).
Especially during the COVID-19 pandemic, digital platforms, particularly social media, have emerged as pivotal tools for branding higher education institutions. Traditional branding methods such as newspaper advertisements, radio jingles, and billboards have taken a backseat, with universities adopting innovative approaches to raise awareness about COVID-19 and enhance their brand image This shift has led to the emergence of new marketing strategies, perspectives, and trends in higher education, driven by the challenges posed by the pandemic (Bhattacharya & Faisal, 2020)
Empirical evidence and literature analysis underscore the deliberate focus on brand building within higher education.(Papadimitriou, 2017) Institutions face the challenge of adapting to rapid changes and selecting appropriate marketing approaches(Elhajjar & Yacoub, 2022)  Given the increasingly competitive landscape in the international higher education market, colleges and universities stand to benefit significantly from effective branding strategies (Sjögren & Trautmann, 2019)In today's rapidly interconnected world, sectors such as higher education, once regarded as secure domains, are now subject to competitive pressures. Education, being an experiential service, necessitates active engagement from both the service provider (higher education brand) and the consumer (student) (Walter et al., 2022)As higher education institutions strive to cultivate unique identities, a deeper understanding of concepts like brand identity, meaning, image, and reputation is crucial for effective communication with stakeholders, including faculty, students, alumni, and employers 
Moreover, a University Brand Personality Scale (UBPS) consisting of six dimensions—prestige, sincerity, appeal, liveliness, conscientiousness, and cosmopolitanism—has been developed and validated, showing strong correlations with brand love, positive word-of-mouth, and alumni support intentions (Alwi et al., 2020)
Significant relationships have been identified among brand equity dimensions, including brand awareness, perceived quality, brand association, learning environment, emotional environment, brand trust, brand loyalty, and university reputation. These dimensions collectively or individually influence students' learning experiences and contribute to building strong university brand equity(Walter et al., 2022)Both public and private universities must assess not only the external distinctiveness and value of their brands but also focus on internal brand building(Papasolomou & Vrontis, 2006)
In the increasingly competitive global higher education landscape, universities are vying for international students, necessitating a clear articulation and development of their brand (Hemsley-Brown & Goonawardana, 2007).Challenges and unique qualities of university branding compared to commercial branding, such as cultural issues, branding concepts, frameworks, and brand architecture, have been explored (Chapleo, 2015)
Top institutes invest in brand building through accreditations, student placements, faculty, location, and international outreach (Gulla & Gulla, 2015)Additionally, experiences within the classroom, affective experiences, and relationships significantly influence perceptions of brand image among students (Thuy & Thao, 2017)
Amidst growing marketization and pronominalization of Higher Education Institutions (HEIs), revitalizing, refocusing, or renaming brands, and reinforcing these decisions are crucial for brand health(Williams & Omar, 2014b) 
There is a positive impact of brand equity on brand preference, brand value and willingness to pay (Walter et al., 2022). Interactive marketing communication tools exert a significant influence on the decision-making process of postgraduate students, leading to a corresponding shift in perception of the university and attitudes towards the brand. As a result, even lesser-known universities with constrained budgets can enhance their brand awareness and image among prospective and current students by leveraging these tools.(Royo-Vela & Hünermund, 2016a)

Top of Form
Bottom of Form


Top of Form
We seek to answer the following research questions through this research paper.
RQ1 What are the different marketing attributes for education over the past ten years?
RQ2 How has marketing for education evolved over the years as per TCCM?
RQ3 What are the current gaps and future research direction in marketing for education?



Methodology

Search Protocol
The systematic search procedure was formulated to filter the articles, in addition to the robust inclusion and exclusion criteria. The search procedure started with the key word search in articles, abstract, keywords and title in different databases like Scopus, Emerald, sage, Taylor and Francis, Science Direct. Search was done with the first terms being ‘marketing or marketing activities or marketing strategies’, second terms being ‘Higher Education Institutions or University or Educational Institutions’. The searches were performed individually with ‘OR’ and ‘AND’ in between the first and second keywords. Example (“marketing” OR “marketing activities” OR “marketing strategy” AND “Higher Education Institutions” OR “University” OR “Institutions”.)
Inclusion Exclusion Criteria
 The articles related to Business Management, the English language and at the final publication Stage were included. The articles from theses, proceedings, books, and review papers were excluded. We establish a clear selection criterion for filtering the articles in the study. Only the articles from journals listed in the 2022 Australian Business Deans Councils (ABDC) were selected in the present study. The title, abstract, keyword and introduction sections were examined to ensure the marketing in the education sector specifically in Higher Education Institutions. During the Inclusion Phase, we realised that marketing, marketing activities, and marketing strategies in Higher Education Institutions or Universities are being used synonymously in the marketing literature in higher education exclude the studies on Higher education Institutions related to pedagogy, MOOC (Massive open online courses, and the effectiveness of online platforms for teaching purposes. We focussed only on the articles related to branding or marketing of education services specifically in Higher Education Institutions. (Please refer the Figure 1 below)
All the relevant articles were downloaded from the various databases using the keyword search. Scopus was chosen as the primary database for the extraction process. The time duration for articles was 10 years from 2013 to 2023. Finally, 64 articles were selected for analysis for performing a systematic literature review using TCCM. The antecedents of the Marketing of Education sector are divided into six broad categories.
1. Functional Attributes
2. Technological Attributes
3. Behavioral Attributes
4. Financial Attributes
5. Social Attributes
6.Geographical Attributes





Keyword search Protocol


Article Filtering Process
Articles identified through database-15894.
Articles after filtering only area of Business and management - 4741.
Articles after filtering only Research Articles- 3426
Articles after filtering journals and English language and final publication stage- 3126
Articles after filtering A*, A and B category Journals as per ABDC List of journals-1321
Articles after manual screening of title, author keyword and abstract-160
Articles filtered after full-text reading and open access - 64.
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Figure 1 Steps of systematic literature Review through TCCM




Results
Theory
The concept of Marketing for education had been proposed in early 1990’s (Lewis & Schoell, 1990),but there was a lack of empirical research on this topic
There is a lack of theoretical focus during this period (Royo-Vela & Hünermund, 2016b) used customer based brand equity model to evaluate the effects of inbound market communications.(Rutter et al., 2017) used signaling theory to depict brand personality traits as differentiator in marketing communication.(Clark et al., 2017) utilized Social exchange theory to explore the social media engagement impact on relationship quality between University and students. Customer based Brand Equity model was majorly utilized in most of the studies(Brandão & Ramos, 2023) ,(Chen & Hiew, 2022) ,(Walter et al., 2022) ,(Koay et al., 2021) ,(Khoshtaria et al., 2020).Social Exchange theory was also utilized in (Asif et al., 2022a) ,(Hashim et al., 2020) ,(Manzoor et al., 2021),Gratification Theory was utilized in (Kethüda & Bilgin, 2023a) , Pricing contingency theory was utilized in (Naidoo et al., 2022),  Theory of Service-Dominant Logic and input-process-output-outcome (IPOO) was utilized by(Goi et al., 2022) for developing customer co creation model, social community process theory was utilised by (Q. H. Le et al., 2023) to examine the impact of brand posts on social community. Relationship Marketing Theory was utilised in (Maulana et al., 2023) to measure the impact of employee connectedness on intention to contribute. Consumer value Theory approach is utilised by (Pawar & Vispute, 2023).  social construction approach was utilised by (El Alfy, 2023),Strategic Balance Theory was utilised by (Mai To et al., 2022), The bottom-up spill over theory  was utilised by (Teeroovengadum et al., 2023),  Value co-creation theory was utilised by(L. H. Le et al., 2021), Social identity Theory was utilised by(Naheen & Elsharnouby, 2021), Jean Watson's Theory of Human Caring was utilised by (Khanna et al., 2021).


Context
Most of the studies are done in the context of marketing strategies which focus on Brand reputation, Brand personality, Brand Image, Brand Identity, and customer-based brand equity.  of Higher Education Institutions or Universities. Communication channels used by Higher Education Institutions are websites and social media pages like Facebook. There is a lack of use of social media in the first five years but in later years social media marketing, Brand creation, User-generated content, User engagement, Relationship Marketing, Online Experiential Marketing, and Brand Commitment are the major context for study. In the first half focus of the studies was majorly on Branding and Marketing of Higher education Institutions, but in the later half focus has shifted to digital marketing specifically after covid 19 pandemic. Major stakeholders in the current study are students, parents, employees, and alumni of the educational institution. Out the 64 studies 9 studies were in context of U.S.A.,7 studies of U.K., 4 studies of Turkey ,4 studies of Malasia, 4 studies of Australia and 3 studies of Spain, 2 Studies of India ,2 Studies of Netherland , 2 Studies of Europe and 1 study each of Qatar, Auckland, South Korea, Iran, Karachi, Brazil, Canada, Mauritius, Canada, New Zealand ,China, Nigeria, Pakistan, Portuguese ,Brazil, Ireland,Indonasia,Vietnam,7 studies are in context of cross country analysis.


Characteristics
 Functional Attributes -The constructs used in the literature studied  as per the functional value of higher education institutions are Export orientation, Hedonic benefits, functional benefits(Hashim et al., 2020), University service quality(Rew et al., 2023), faculty competency, Reputation of academic staff(Ayvat & Gunturkun, 2022), academic reputation(Nuseir & El Refae, 2022), national and international recognition, curriculum and teaching culture in the Course Experience theme, International experience(Naidoo et al., 2022) ,universities’ competitive strategy and brand personality(Karadağ et al., 2022), student service role ,academic services, community services(El Alfy, 2023), Institutional Infrastructure, course content, examination and evaluation, quality of staff, price unfairness, attractiveness’ of alternative(Agu, 2022),academic quality(Chin et al., 2022), status, identity, lecturer ,opportunity (Teeroovengadum et al., 2023), physical infrastructure(Collins et al., 2022b),  HEI's competitiveness and faculty performance(Muneeb et al., 2021),  facilities and services(Walsh et al., 2015), knowledge assessment , Supplementary categories comprise of library services , dining services , career development  and physical facilities (Khoshtaria et al., 2020), Work Integrated Learning(Mwenda et al., 2019), HEI Differentiator(Rutter et al., 2017), facilities and services(Nuseir & El Refae, 2022)
Technological Attributes- The constructs used in the studied literature as per technological attributes are Websites(Kim & Lennon, 2013), Social Media Marketing(Kethüda & Bilgin, 2023a)(Koay et al., 2021),(Riccomini et al., 2021) ,(Shields & Peruta, 2019),(Galan et al., 2015),(Jan & Ammari, 2016),E- word of Mouth, e-campus information, interaction, content on university websites(Ayvat & Gunturkun, 2022), online experiential marketing(Aktan et al., 2023),  technological equipment(Riccomini et al., 2021),(Alcaide-Pulido et al., 2021) media type, posting frequency, likes and comments(Bonilla Quijada et al., 2022),(Peruta & Shields, 2017) social media engagement(Brandão & Ramos, 2023),(Fazli-Salehi et al., 2019),(Peruta & Shields, 2017),user generated content and brand generated content(Karadağ et al., 2022), brand cocreation(Q. H. Le et al., 2023), (Koay et al., 2021),(L. H. Le et al., 2021)Stakeholder engagement(Jain et al., 2022)(Bonilla Quijada et al., 2022) Facebook content and posts(Mai To et al., 2022), format, content (Lund, 2019),physical elements, communication strategy (Bonilla Quijada et al., 2022), Active communication on social media, increased tendency in performance on social media, Increased engagement ratio(Eger et al., 2021), information generation , information dissemination and information responsiveness (Muneeb et al., 2021), promotional and marketing channels(Nuseir & El Refae, 2022) Inbound marketing communication(Royo-Vela & Hünermund, 2016b), planned brand identity(Foroudi et al., 2017), Brand interactivity(Farhat et al., 2021)Brand Engagement(Farhat et al., 2021) and Brand page fan size(Brech et al., 2017).
[bookmark: _Hlk160231140] Behavioral Attributes- The constructs used in the studied literature as per behavioral attributes are perceived value, brand loyalty(Fazli-Salehi et al., 2019) , campus perception, Relatability, dependency, sense of community, Brand experience(Zaman et al., 2021), (Koay et al., 2021),past experience, (Rew et al., 2023), (Casidy, 2013),switching intention, student satisfaction(Teeroovengadum et al., 2023) (Rew et al., 2023) and loyalty and E- WOM(Kethüda & Bilgin, 2023a),(Fazli-Salehi et al., 2019),(Chin et al., 2022), Brand preference, willingness to pay, Decision regarding Choice of University(Ayvat & Gunturkun, 2022)(Poole et al., 2023)(Chin et al., 2022),(Collins et al., 2022b) (Nuseir & El Refae, 2022),(Tasel-Jurkovic & Altinbasak-Farina, 2021) ,(Shields & Peruta, 2019),(Galan et al., 2015),(Walsh et al., 2015),(Al-Fattal & Ayoubi, 2013),reliability of university communication tools(Retamosa et al., 2022a),  brand love, positive word-of-mouth, and students' intention to support their university as alumni(Rauschnabel et al., 2016),  Active engagement, loyalty ,Emotional brand attachment (Brandão & Ramos, 2023),market reputation(Naidoo et al., 2022), affective commitment, co-creation experience(Goi et al., 2022),customer satisfaction(Goi et al., 2022)(Manzoor et al., 2021), switching intention(Agu, 2022), service-oriented behaviours, trust, commitment,  student satisfaction and loyalty (John & De Villiers, 2022),willingness to pay(Walter et al., 2022),brand commitment, customer satisfaction(Khan et al., 2023), Student participation and citizenship Behaviour(Naheen & Elsharnouby, 2021),(Manzoor et al., 2021)Brand relationship quality(Hashim et al., 2020). teacher's caring behaviour(Khanna et al., 2021), positive learning experience(Khanna et al., 2021)(Bolat & O’Sullivan, 2017), Sensory experience, Intellectual experience, behavioural experience(Farhat et al., 2021), perceived quality , emotional environment , brand loyalty , brand awareness (Khoshtaria et al., 2020), Attitude toward HEI(Tasel-Jurkovic & Altinbasak-Farina, 2021), Course Experience(Mwenda et al., 2019),perception of relationship quality(Jan & Ammari, 2016), Self needs and motives; Social needs and motives(Al-Fattal & Ayoubi, 2013), students' perception of a university's brand orientation(Casidy, 2013) (Williams & Omar, 2014a), brand value, brand equity(Walter et al., 2022), (L. H. Le et al., 2021), University Brand Personality(Naheen & Elsharnouby, 2021)  Brand Awareness, University brand reputation(Khoshtaria et al., 2020)(Brech et al., 2017), (Foroudi et al., 2017),(Walsh et al., 2015) 
Financial Attributes- The constructs used in the studied literature as per financial attributes are  cost of education(Ayvat & Gunturkun, 2022), (Walsh et al., 2015)grants, and funding(Nuseir & El Refae, 2022), economic cost(Alcaide-Pulido et al., 2021), 
 Social Attribute- The constructs used in the studied literature as per  social attributes are Source credibility, argument quality, community services(Q. H. Le et al., 2023), interaction with parents and friends(Poole et al., 2023),  safety, personal contacts, social relations(Collins et al., 2022b), ethical message from university, social networks, Socio economic environment(John & De Villiers, 2022),(Alcaide-Pulido et al., 2021),family and friends influence, cultural experience(Chin et al., 2022), University brand image(Zaman et al., 2021),(Manzoor et al., 2021),(Alcaide-Pulido et al., 2021) , social influence(Tasel-Jurkovic & Altinbasak-Farina, 2021),(Lund, 2019),(Jan & Ammari, 2016) Impact to Society(Mwenda et al., 2019)
Geographical Attributes- The constructs used in the studied literature as per geographical   attributes are location of campus(Ayvat & Gunturkun, 2022), location and proximity(Nuseir & El Refae, 2022), campus size(Alcaide-Pulido et al., 2021)(Brech et al., 2017),(Walsh et al., 2015)
Mediators-  The mediators used in studies literature are University image, student satisfaction(Kethüda & Bilgin, 2023a),(Manzoor et al., 2021),brand equity(Brandão & Ramos, 2023), trust and commitment(Rew et al., 2023),University connectedness(Q. H. Le et al., 2023), consumer value(Pawar & Vispute, 2023), Brand Affect(Farhat et al., 2021), consumer brand identification(Fazli-Salehi et al., 2019), Decision making process(Royo-Vela & Hünermund, 2016b), planned brand identity(Jan & Ammari, 2016), Emotion , perceived risk(Kim & Lennon, 2013),Integrated market communication(Ayvat & Gunturkun, 2022), International students learning engagement(Zaman et al., 2021), Brand Experience(Koay et al., 2021), Brand Awareness(L. H. Le et al., 2021), consumer engagement(Bonilla Quijada et al., 2022),Brand Relationship quality(Hashim et al., 2020), number of fans(Brech et al., 2017), consumer brand identification(Fazli-Salehi et al., 2019),popularity of the university(Lund, 2019), 

Moderators- The key moderator used in studied literature are  academic reputation(Naidoo et al., 2022), Relationship quality(Jain et al., 2022). perceived harm of covid 19(Aktan et al., 2023)(Zaman et al., 2021), cocreation(Koay et al., 2021),gender , age, job level  (Asif et al., 2022b)  and gender ,field ,size, brother or sister(Retamosa et al., 2022b).

Methodology
There are 64 articles which are selected which include 50 articles (quantitative),10 articles (qualitative) and 4 articles (mixed studies). SEM  is used in 28 research articles followed by 5 articles used regression analysis, 5 articles used content analysis , 3 articles used case study method, 2 articles used Thematic Analysis ,2 articles used ANOVA and  remaining articles  used Comparative analysis using multivariate modelling ,Thematic Analysis , Conjoint Analysis ,Cluster analysis  ,In depth interview , phenomenological-based  exploratory  narrative approach,Case study Netnographic analysis, Person correlation analysis, Mann–Whitney U test, a Kruskal–Wallis test Bibliometric Exploring international students’ adoption of AI-enabled voice assistants in enrolment decision making: a grounded theory approach
 Review, Critical Discourse Analysis (CDA), Decision tree analysis, Grounded Theory. Major part of the selected literature has used structural equation modelling. Instead of conflating the inherent inaccuracies of measurement with the underlying characteristics themselves, structural equation modeling (SEM) provides a powerful framework to analyze latent variables directly.(Yuan & Bentler, 2006)
Research Gaps and Avenues for future research.
Theory
The review suggests that the literature depends heavily on Customer based brand equity theory and social exchange theory. This has led to the overemphasis on behavioural and social attributes, but other attributes are also equally important. Consumer culture theory can be utilised to study the cross-country analysis as it provides extensive research for countries, cultures and religions.(Brandão & Ramos, 2023).There is a need to use emerging theories related to technology as in the coming years digital marketing and artificial intelligence should also be included Universities face mounting pressure within their competitive landscape due to stagnant application numbers, escalating emphasis on rankings, and funding; Civera et al., 2020; Onderwijs in Cijfers, 2018). Consequently, leading institutions allocate significant portions of their budgets to bolster awareness and differentiate themselves from competitors. However, in saturated markets like the Netherlands, characterized by four prominent business schools offering MBA programs, brands exhibit minimal distinction. Moreover, the branding literature for higher education institutions remains relatively limited compared to commercial products or services (Chapleo, 2015a).
The works of Aggarwal Sharma et al. (2013), Pinar et al. (2014), Vukasovic (2015), Dennis et al. (2016), Mourad et al. (2020), Pinar et al. (2020), Carvalho et al. (2020), and Khoshtaria et al. (2020) represent the most comprehensive research on customer-based brand equity (CBBE) in the higher education context to date. However, they suffer from two primary limitations. Firstly, most of these studies fail to analyse the impact of brand equity comprehensively. They either focus solely on the antecedents of brand equity or develop conceptualizations of the construct. Only Aggarwal Sharma et al. (2013) and Khoshtaria et al. (2020) examine the impact on willingness to pay and intention to join (Aggarwal Sharma et al., 2013) or university reputation (Khoshtaria et al., 2020). However, it is crucial to analyse the impact on branding-related factors such as brand preference and brand value creation, which can gauge the long-term effects of brand dimensions. Therefore, we have incorporated these aspects into our research for future research as they will play a major role in marketing for higher education in the coming years. Cognitive dissonance theory affects decision-making and brand loyalty. Additionally, there is a need of an Innovation adoption model and social influence theory which as social influence tactics for marketing campaigns and hence influence decision-making.

Context
The models empirically tested for marketing for education for one particular country in the studied literature can be generalised as policies differ in different country(Naidoo et al., 2022) Future studies can be done in the cross-country perspective where policies do differ.  
The Facebook platform is used widely in maximum studies. Facebook pages are explored to find relationships between the variable discussed above. For the future research other platforms can also be explored or cross platform analysis can also be beneficial.
Use of artificial intelligence in marketing of higher education and its impact on decision making for the choice of educational Institutions can also be studied in future.
Characteristics 
The studied literature is based on either private Universities or public universities, either young or newly established universities or old well-established universities.(Karadağ et al., 2022) Future research can be aligned with comparison between them which can give useful insight on difference between the marketing strategies used by them.
Behavioural, Technological, and functional attributes are studied a lot more than geographical, financial, and social attributes. This gives future directions to the researcher to deep dive in to social, financial, and geographical aspects as discussed above. Also, future studies could be on new innovated technological attributes like artificial intelligence.


Methods
In the studies literature, quantitative research methods are used extensively in the literature, while qualitative studies are fewer in number. Future research can be advanced through combined methodology or by using the mixed method approach, Longitudinal studies can also help to evaluate the before and aftereffects of the pandemic (Brandão & Ramos, 2023).   
The data in most of the literature is based on the perception of students.(Kethüda & Bilgin, 2023b) . Future research can be done by using the data collected from top management or marketing head of higher education institutions to know their perspective on marketing for education. Future research can be based on actual data rather than perceived data which can enhance the applicability of research findings for actual practitioners or researchers.
Insights gained from the review related to gap analysis and future research avenues, the study of the various attributes, mediators and moderators are used by the researchers to make a conceptual framework for marketing of higher education institutions.

Findings
The literature review underscores numerous factors that significantly impact students' perceptions and decision-making processes regarding higher education institutions. Functionally, attributes such as export orientation, hedonic benefits, and functional benefits are pivotal in shaping students' perceptions of universities. Additionally, elements like university service quality, faculty competency, and academic reputation emerge as key determinants of institutional appeal. Course experiences are significantly influenced by factors like curriculum quality, teaching culture, and competitive strategies adopted by universities. Furthermore, institutional infrastructure, course content, and faculty performance are identified as significant contributors to students' overall satisfaction and loyalty.
Technologically, the rise of online platforms has transformed the landscape of student engagement with higher education institutions. Websites, social media marketing, and online experiential marketing have become central in shaping students' perceptions and interactions with universities. Social media engagement, stakeholder engagement, and brand co-creation further nurtures a sense of community and brand loyalty among students. Active communication on social media platforms and increased engagement ratios have been observed to positively impact students' perceptions and interactions with universities.
Behaviourally, students' perceptions of value, brand loyalty, and brand experience exert significant influence on their decision-making processes and brand preferences. Factors such as student satisfaction, brand commitment, and brand relationship quality emerge as key drivers of long-term loyalty and advocacy. Positive learning experiences, emotional brand attachment, and perceived quality contribute to students' overall satisfaction and engagement with universities.
Financially, the cost of education and the availability of grants/funding play crucial roles in shaping students' perceptions of affordability and value. Economic factors, such as the economic cost of education, also affect students' decision-making processes and perceptions of institutional value.
Socially, factors like source credibility, social influence, and personal contacts shape students' perceptions and attitudes toward universities. Ethical messages, socio-economic environments, and cultural experiences further impact students' perceptions of university brand image and social impact affects decision-making.
Geographically, factors such as location, campus size, and proximity influence students' perceptions of convenience and accessibility to university resources and facilities.
Moreover, mediating factors like university image, brand equity, and consumer engagement are instrumental in shaping students' perceptions and behaviours. Similarly, moderators such as academic reputation, relationship quality, and perceived harm from external factors influence students' perceptions and interactions with universities, highlighting the complex nature of students' decision-making processes in higher education.
All these attributes should be taken into consideration while making marketing strategy.
Top of Form
Bottom of Form


Managerial Implications
The literature review can be beneficial for the top management and give them a strategic suggestion regarding the marketing strategies of higher education institutions. Marketing head of higher education institutions or universities can allocate the necessary funds as per the attributes stated above to various marketing strategies. They will also be able to know the factors which influence the decision regarding the choice of university which they should incorporate in framing their marketing strategy. This study will help the managers and marketing heads of higher education institutions to select the platform and content to be used for their marketing campaigns based on the above-mentioned attributes. Managers or administrators must realise that digital marketing platforms and social media platforms are comparatively cheaper than traditional marketing techniques and cover a wide range of audiences specifically students. The managers can strengthen their strategies by showing the contents mentioned in functional attributes like University service quality, faculty competency, Reputation of academic staff, national and international recognition, curriculum and teaching culture, International experience, student service role , academic services, community services, Institutional Infrastructure, course content, examination and evaluation, quality of staff, academic quality status etc. Managers must know that financial attributes are significant for the promotional marketing activities of the university or higher education institutions for example fee structure, grants, funding, and scholarships available to the students must be informed clearly to the stakeholders during the marketing campaign. Geographical attributes like the location of the Higher education institution should also be communicated properly in the marketing campaign. Managers must target social attributes like family, friends, parents, society, image, reputation and personality of the university brand which have greater influence on decisions regarding the choice of Higher Education Institution. Behavioural Attributes like loyalty, intention, Relatability, dependency, sense of community, Brand experience, experience, switching intention, student satisfaction and loyalty and Electronic -word of mouth, Brand preference, willingness to pay, Decision regarding Choice of University, reliability of university communication tools,  brand love, positive word-of-mouth, and students' intention to support their university should be taken into consideration by the marketing manager to plan the promotional campaign and target the specific need of the individual.

Conceptual Framework for Attributes Affecting the Decision by students for choice of Higher Education Institution to be considered by marketers.

Top of FormFunctional Attributes

Bottom of Form


Financial Attributes
Technological Attributes

Decision for the choice of Higher Education Institution




Behavioral Attributes
Geographical Attributes


Social Attributes



Limitations of the research
The review is based on ten years of the literature which gives the gap in current research and provides future research direction to the research scholars. As it covers most of the attributes studied in the last ten years but still it is not free from the limitations. The current study has explored the attributes, mediators and moderators used in the related studies in past ten years but did not give any conceptual framework. This study has given the attributes related to the marketing for education but did not explore the relation between these attributes and its related consequences. Further the research can be done for attributes and its related consequences with their direct or indirect relationship. Despite of its limitation this study will be valuable for research scholars and practitioners.
.
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