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ABSTRACT

Information technology transformed the way we manage our personal lives and
business relationships by the late 20th century. Computers, the Internet, and smart phones
are no longer just machines, but almost personal assistants. When it comes to learning,
people can enroll in online courses that do not need to be restricted by four walls. Instead,
the mobile phone/laptop/desktop has taken on the role of trainer. In business operations,
terms like e-content, and e-learning are used to meet the needs of learners. Designing e-
course content and disseminating knowledge and skills is a recent service-oriented business
model in which educational institutions meet the educational needs of learners (consumers)
in an online mode. The e-content or online course is now considered a product. In order to
sell the product, educational organizations must promote it. Given the prevailing patterns of
information technology, social media is viewed as a platform to promote e-content or
courses. While perceived as a distraction in the flow of communication, social media
promotions on e-courses are accepted and responded to by users of social media sites like
Facebook, Instagram, Telegram, YouTube, WhatsApp, etc. So this research work. attempted
to examine the impact of promoting educational content via social media. However, social
media is used by educational institutions like BYJUs, EdX, Coursera, unacademic, etc. as a
platform to market their products. The study, therefore, finds that social media, as an
advertising or marketing platform, positively influences professional and non-professional
users by exposing them to effortless learning.

Keyboard: Social Media Marketing, Online Education Industry, Business, Entrepreneurs.
Job Opportunities, Challenges.

INTRODUCTION

The learning process never stops. A learner with zeal and enthusiasm will look for
one way or another in any situation to get material, direction, etc Ahmad et al. (2021). For
example, the last few years of the pandemic have not stopped people from acquiring
knowledge and skills. People have now adapted to new possibilities of teaching and learning
platforms Ahmad & Wasiq (2012). Given the urgent need to learn and update to survive in
changing scenarios, disciplines such as management studies and information technologies
must be ready to meet learners' needs. In this direction, the Internet sources, websites,
applications/programs and service companies have reoriented their modalities and allowed
learners to continue their passion Behrend (2018). Therefore, it is very interesting to know
how the changing learning environment has triggered a new perspective on factors involved
in the dissemination of educational content Buyer, (2013). In particular, the overuse of
computer and web-based modalities for the delivery of educational instruction had prompted
researchers and academics to question the role of social media or social networking

1 1528-2678-27-4-196

Citation Information: Athawale, S.G., & Dhoke, S.M. (2023). Analysis of effectiveness of social media marketing in the digital
education industry. Academy of Marketing Studies Journal, 27(4), 1-12.



Academy of Marketing Studies Journal Volume 27, Issue 4, 2023

websites/platforms in shaping educational content, engaging consumers and enhancing the
learning experience of examine consumers or learners Cohen (2011). Many disasters have
come and gone in human history, but we humans have learned a lesson or two and sustained
ourselves on this globe Gu & Shanshan (2012). One of the fundamental characteristics that
keep learning flowing is the way we strategize, cooperate and strategize for ourselves while
dealing with compelling forces of nature, whether it is, in short, natural or are man-made.
Skills like management have allowed us to better face any adversity in recent years as we
have learned to spot problems, organize resources, strategize and plan future courses of
action Haenlein et al. (2011). In this regard, the management discipline has carved a niche in
the learning environment, especially under adverse circumstances such as Covid-19. The
Covid-19 pandemic, for example, seemed to halt the teaching-learning process forever.
However, thanks to pedagogical technology and management principles. Because of his
implementation and practice of redesigning educational content and marketing strategies to
reach learners in need, we have been able to keep our morale up even in chaotic situations. A
desire to keep learning, deriving solutions, etc. further boosted our morale through a
technology-enhanced learning environment. People in India, for example, have never been so
used to using technology to learn in the last two decades. Not only children were able to
continue their formal education, professionals also resorted to online platforms to keep their
enthusiasm for learning alive.

LITERATURE REVIEW

Social Media Marketing is about understanding how technology is making it easier
for people to connect socially with their social networks and how your business can profit
from that understanding. More and more of your customers, whether for personal use,
business-to-consumer or business-to-business reasons use social media in every aspect of
their daily life. There is a common misconception that social media and social
networking sites (SNS) are two synonymous terms. Social media are tools for sharing
and discussing information. It can be described as a kind of online media which encourages
every member for feedback and contribution. It is a social instrument of two way
communication facilitating the sharing of information between users within a defined
network via web 2.0 Kaplan & Haenlein, (2010).

It involves online activities in which the user contributes to content creation. This
media encourages user involvement which can be as simple as posting comments or giving
votes or as complex as recommending content to other user on the basis of preferences of
people with similar interests and lifestyle. Thus social media can be described as a broad term
inclusive of activities where people create content, share it, bookmark it and network at a
phenomenal rate. On the other hand social networking sites are a place where in one forms
communities of interest to connect to others. Social networking sites utilize social media
technology to connect with people and build relationships. Social networking sites allow
individuals to construct their profile within a bounded system, share with other users and
view and traverse their list of connections and those made by others within the system
Mathur & Prashant (2012). It can be thus concluded that social networking sites are a form of
social media. The increasing dependence on technology for basic communication highlights
the importance of analyzing how these networking sites are affecting daily processes.
Anyone including teens and young adults, women, men, affluent consumers, and older
individuals can join a social network site. Once registered the person can begin to socialize
and create his/her own network of friends with common interests or goals. Sites like Face
book, Twitter, LinkedIn are influencing the way users establish, maintain and cultivate a
range of social relationships, from close friendships to casual acquaintances. Consumers
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today want to be more informed about products before they make the purchase. Most
importantly, social networks are extremely capable of informing and influencing
purchase decisions, as many users now trust their peer opinions more than the
marketing strategists. Customers now have the power to talk back at the brand and broadcast
their opinions of the brand. Social media is one of the most effective marketing platforms that
companies use to increase customer loyalty and attract new customers while retaining
existing customers. In addition, it has enabled the establishment of new customer
relationships to increase customer satisfaction Olenski, (2017); Paranawithana et al. (2020)
noted that social media marketing refers to the use of social media platforms such as
Instagram, Twitter, Facebook, MySpace, and LinkedIn to market a company's products or
services and reach a broader customer base. So, social media marketing is the practice where
marketers use social media technologies, platforms and software to connect with people and
deliver their products and services to stakeholders.

It found that customer satisfaction refers to the emotional response to the mismatch
between customer expectations and what the company is offering in order to satisfy the
company's needs or wants or offerings. Customer satisfaction significantly influences or
influences customer purchase intentions, loyalty, and behavior. Effectiveness of social media
is proved through the Customer Engagement it provides to the companies and their respective
social site pages as one of the main purposes of the companies for being in the social sites is
to engage the customers with their brand.

Customer engagement is dependent on three variables which are quality of
content, user experience and frequency of visit of the customers. Like, if the quality of the
content that are posted in social media sites by the respective companies is good, then it
brings more customer engagement as customers are more engaged with better contents they
find in social media when customers frequently visit the social media pages of a particular
company, it also brings customer engagement for the company as the customers are liking to
spend time in their pages and going back again and again to their sites. The more the
customers visit a site, the more they likely to engage with that.

Moreover, when the user experience of the customers is better, it also provides
customer engagement as the customers are satisfied with the experience they are getting
while visiting social sites of any company.

RESEARCH METHODOLOGY

This research paper tried to examine the effectiveness of social media marketing in
online education industry it is imperative to adopt strategies to look out for response time,
response language, and frequency of promotional messages posted on social media platforms.

A quantitative analysis of data related to the online education industry which targeted
working professional groups for providing advertisement through social media marketing will
enable us to study the marketing strategies adopted by firms and predict the future trends to
achieve consumer satisfaction on the one hand and the role of social media as marketing
platform without hurting the privacy of the consumers.

Objectives of the Study

The primary objectives of the study are as follows:

e To understand the nature of social media and E-learning, and to examine the feasibility of social
media sites in the promotion of educational content;

e To study the purposes, prospective consumers, challenges faced by e-content developers while
promoting E-learning;

e To study the online learning needs and purposes of working professionals;
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e To examine the influence of social media marketing on the purchasing power of consumers;
Hypotheses of the Study

The hypothesis must have great importance as it gives direction, a particular idea and
gives a focal point to the research study.

e Social Media Marketing influences purchasing power of consumers.

e Working professionals rely on social media to search for services, service providers, and products.

e Social Media Marketing stimulates and maintains customers’ E-learning passion until the
consumers make decisions to purchase the course.

e Social Media Marketing (SMM) determined the prospect of the online education industry.

Descriptive design was essential to the quantitative research method to collect
quantifiable data that will be utilized for statistical analysis of the population sample.

Convenience Sampling Method

Convenience sampling or non-probability was used because the survey was conducted
with questionnaires distributed via social media platforms: LinkedIn, Telegram, Instagram,
WhatsApp, Twitter, Facebook, etc. Furthermore, the researchers used the selection form, a
sequential list method, to select survey respondents (users/working and non-working people).
This ensured an equal chance of being selected and ensured a fair chance in the selection
process for the research study.

Sample Size

Determining the study populations and calculating the sample sizes are important
issues for research success (Garg, 2018). In this research, the study population selected will
comprise social media platform users (working and non-working people). The sample size
will include 100 participants.

A recruitment email and Google Form link were shared with different all the
participants requesting their participation. Thus, the participants who took part in this study
were only 100 social media platform users. The participants to be questioned were selected
using convenience sampling, which reduced cases of bias during the sampling of the study
sample because of the big population (Kothari, 2016).

Data Collection Process

Primary Data

The authors contacted the 100 participants to seek their consent and distributed the
survey questionnaires among them.

Survey Questionnaires

The data is analyzed using an IBM SPSS version 26 to determine the effectiveness of social
media marketing on education industry. Different statistical tests are also used to analyze the
data.

Secondary Data

Secondary data collection aids in determining the most convenient techniques to be
used for the sake of achieving the study goals. The secondary data will be used to make a
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comparison with the primary data findings and make inferences, as well as conclusions - an
essential role in research (Garg, 2018).

Data Analysis Technique

This data was entered into Excel, and then to IBM SPSS for visualization as well as in-
depth analysis.

Demographic Characteristics of the Study Participants
This subsection discusses the gender, among other characteristics of participants.
Gender

Tables 1 & 2 shows the gender distribution of participants in the study.

Table 1
GENDER WISE REPRESENTATION OF RESPONDENTS
Sr. No Gender Total no of Respondents Percent
1 Female 28 28 %
2 Male 72 72 %
Total 100 100.0
Source: Field Survey (2022).
Age Group of the Respondents
Table 2
AGE GROUP OF THE RESPONDENT
Sr. No Age Group Respondents Percent
1 15to 25 Years 30 30 %
2 26 to 35 Years 50 50 %
3 36 to 45 Years 12 12 %
4 More than 36 Years 08 08 %
Total 100 100.0

Source: Field Survey (2022).
The Educational Qualification

The awareness of the basic educational qualification of the respondents is very
important for the data analysis of the view and impact of social media marketing on online
education Table 3.

Table 3
EDUCATIONAL QUALIFICATION
Sr. No Educational Qualification Respondents Percent
1 Diploma 14 14 %
2 Doctorate 20 20 %
3 Graduated 24 24 %
4 Post Graduated 28 28 %
5 Professional Course 14 14 %
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Total 100 100 %
Source: Field Survey (2022).
Professional Diploma, 14,
Course, 14, 14% 14%

28, 28%
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Graduated, 24,
24%

FIGURE 1

EDUCATIONAL QUALIFICATION

Source: Created by Authors (2022).

The above Table 4 and Figure 1 is shows the five different educational qualification
criteria for their education and course completion.

Working Status of the Respondents

The following is Table 4 is Represent the working position of the respondents.

Table 4
WORKING STATUS
Sr. No Working Position Respondents Percent
1 No 14 14 %
2 Yes 86 86 %
Total 100 100 %

Source: Field Survey (2022)

Job Description of Profession

Tables 5-8 this study finding reveals differences in the job description/ main

profession of respondents of this group.

Table 5
JOB DESCRIPTION / MAIN PROFESSION

Sr. No Job Description / Main Profession Respondents Percent
1 Students 16 16 %
2 Banking Sectors 10 10 %
3 Entrepreneurs/Business Persons 02 02 %
4 Law Professional 02 02 %
5 Management Professional 22 22 %
6 Manufacturing Sectors 04 04 %
7 Medical Professional 02 02 %
8 Private Sectors 12 12%
9 Self Employed 02 02 %
10 Software Engineers (IT Sector) 06 06 %
11  [Teaching Faculty: Lecturer/Teacher (Education 22 22 %

Sector)

6
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| | Total | 100 | 100.0 |
Source: Field Survey (2022).

Have You Done Any Course Related to Online Social Media Marketing

The researcher asked the question to respondents regarding have they had done any
course to online social marketing course to analyze their mindset of the respondents.

COMPLETION OF ONLlNTEagIOeC(;AL MEDIA MARKETING
Sr. No Opinion of the Respondent Total no of Respondents Percent
1 No 38 38%
2 Yes 62 6.2
Total 100 100.0

Source: Field Survey (2022).

Are You Working with any Online Education Industry?

ARE YOU WORKING WITH ANY ONLINE EDUCATION INDUSTRY

Table 7

Sr.No  [Opinion of the Respondents Total No of Respondents Percent
1 No 80 8.0
2 Yes 20 2.0
Total 100 100.0

Source: Field Survey (2022).

Use of Social Media Platforms for Education Purpose

Below Table 8 show the results regarding the opinion of the respondents Ziemer, et al.

(2012).
Table 8
SOCIAL MEDIA PLATFORM IS USEFUL FOR EDUCATION PURPOSES
Social Media Platform useful for education
Sr. No Respondents Percent
Purpose
1 No 02 02 %
2 Yes 98 98 %
Total 100 100.0

Sources: Field Survey (2022).

Which social media platform do you use frequently?

Table 9 and Figures 2-4 most of these social media platforms are used for advertising
or selling different brands and products and, thus, play an important role in online education
Samuel & Shamili (2017).

Table 9
WHICH SOCIAL MEDIA PLATFORM DO YOU USE FREQUENTLY?
Sr.No - Social Media Platform Respondents (Out of 100) Percent
1 You Tube 100 (84) 84 %

7
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2 Instagram 100 (36) 36 %
3 Twitter 100 (12) 12 %
4 Facebook 100 (44) 44%
5 LinkedIn 100 (58) 58 0%
6 Telegram 100 (16) 16 %
! WhatsApp 100 (60) 60 %

Total 100 %

Source: Field Survey (2022).

Whatsapp [ GOn
Telegram [NNIGH
Linkedin G sEs
Facebook GG
Twitter [N
Instagram GGG
You Tube R sy
0 10 20 30 40 50 60 70 80 90
You Tube Instagram Twitter Facebook LinkedIn Telegram  WhatsApp
= Qutof 100 84 36 12 44 58 16 60
H Qutof 100
FIGURE 2

FREQUENTLY USED SOCIAL MEDIA PLATFORMS

Source: Created by Authors (2022).

The above table no. 10 and the chart indicate preferences in terms of the use of social
media platforms for everyday purposes.

Hours Spend on Social Media Per Day

Table 10
HOURS SPENT ON SOCIAL MEDIA EVERY DAY
'IYl?t:je Instagram Twitter Facebook LinkedIn Telegram WhatsApp

LessThan2 | 5, 60 80 62 58 90 46
hours

3-5 hours 38 16 12 28 28 06 42

More than6 | g 24 08 10 14 04 12
hours
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| Total [ 1200 [ 100 | 100 | 100 [ 100 | 100 | 100 |
Source: Field Survey (2022).
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BYouTube MInstagram Twitter MFacebook M LinkedIn Telegram M WhasApp

FIGURE 3
HOURS SPENT ON SOCIAL MEDIA EVERY DAY

Source: Created by Authors (2022).

WHICH SOCIAL MEDIA PLATFORM DISP-IIZ?\Ifl\l/ﬁORE EDUCATIONAL ADVERTISEMENTS?
Sr. No Educational advertisement Responijggt out of Percent Total (%) of Respondents
1 You Tube 100 (72) 7.2% 100 %
2 Instagram 100 (18) 1.8% 100 %
3 Twitter 100 (06) 0.6 % 100 %
4 Facebook 100 (52) 52% 100 %
5 LinkedIn 100 (76) 7.6 % 100 %
6 Telegram 100 (16) 1.6% 100 %
7 WhatsApp 100 (34) 3.4% 100 %
Sources: Field Survey (2022).
WhatsApp 34
Telegram 16
LinkedIn 76
Facebook 52
Twitter 6
Instagram 18
You Tube 72
0 10 20 30 40 50 60 70 80
B Educational Advertisement

FIGURE 4

SOCIAL MEDIA PLATFORM PREFERENCES FOR ADVERTISEMENTS
Source: Created by Authors (2022).
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AWARENESS ABOUT ON LIN-II;aIE)IISAlFZQNING SERVICE PROVIDERS
Sr. No (b);iLneeI:eﬁ;Trng service provider used Respondent (out of 100) Percent
1 Coursera 100 (42) 4.2%
2 Udemy 100 (12) 1.2%
3 Skillshare 100 (08) 0.8%
4 MasterClass 100 (00) 0.0 %
5 EdX 100 (22) 2.2%
6 Udacity 100 (02) 0.2 %
7 BYJU’s 100 (38) 3.8%
8 upGrad 100 (32) 32%
9 Vedantu 100 (26) 2.6 %
10 Unacademy 100 (26) 2.6 %
1 Edukart 100 (02) 0.2%
Total
Sources: Field Survey
Edukart S0 2
Unacademy (—" 26
Vedantu M 26
upGrad T 32
pyjr’s T 38
Udacity L]
pqx T 22
MasterClass ! 0
Skillshare NN s
Udemy Y 12
Coursera N 12
0 5 10 15 20 25 30 35 40 45
B Service Provider

FIGURE 5
AWARENESS ABOUT ONLINE LEARNING SERVICE PROVIDERS

Source: Created by Authors (2022).

The tables 11-13 & Figure 5 and the consecutive show the awareness about online

learning service providers among the respondents.

Q. Social Media and relevance of the advertisement?
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DOES THE SOCIAL MEDIA PLATFgaRbI\I/lIa IigLAY VITAL ROLE IN JUDGING THE
RELEVANCE OF THE ADVERTISEMENT?
Sr. No Opinion Frequency Percent
1 Agree 36 36 %
2 Disagree 06 06 %
3 Natural 08 08 %
4 Strongly Agree 50 50 %
Total 100 100.0
Source: Field Survey (2022).
CONCLUSION

Major findings of the Online Education Survey

Male respondents (72%) were relatively more influenced by online education promotional messages
floating on social media than female respondents.

26 to 35 years of age group forms the major part of social media users who invariably get attracted to
educational content. Keeping in view this age group’s demands and necessities, the educational institutions
are designing the course content.

58% of respondents who are married prefer the use of social media for educational purposes. They find it
convenient to ‘learn from home’ pattern of education as it allows them to manage domestic life as well as
improve their skills and abilities.

28% of respondents who had completed post graduation are more inclined towards online education by

responding to educational advertisements as compared to graduates (24%). Respondents who have acquired
more or less than graduation education are less inclined to engage in educational activities suggested by
social media platforms.
86% of respondents are working one or the other organization. If at all they want to boost their skills or
abilities, they seek help from friends on social media regarding educational courses.
22% of respondents from the management and teaching field form the major part of the sample who use
social media. Similarly, 16 % of respondents are getting education through regular or distance mode. Only
02% of respondents are business persons and law professionals who seem less affected by social media in
day-to-day life.

80% of respondents are not aware of the online education industry. This implies that in India, very few
people are aware of distance/online learning educational opportunities.

98% of respondents are aware of social media and inclined to use it for educational purposes. This implies
the connectivity benefits of social media. Keeping in view the spread of the use of social media, educational
institutions are using it as a platform, and hence people prefer to at least search the educational messages
and promote them among friends.

Among various social media platforms, especially YouTube (84%), WhatsApp (60%), LinkedIn (58%), and
Facebook (44%) are frequently preferred by the majority of the respondents.

28% of respondents spend more than 06 hours using YouTube as compared to other social media platforms
such as Instagram, (24%), Twitter (08%), Facebook (10%), Linkedln (14%), Telegram (04%), and
WhatsApp (12%)

Similarly, 28% of respondents spend more than 03-5 hours using YouTube as compared to other social
media platforms such as Instagram, (38%), Twitter (16%), Facebook (12%), Linkedln (28%), Telegram
(06%), and WhatsApp (46%)

Evidently, the majority of the respondents prefer to use YouTube for entertainment as well as educational
purpose.

As per the survey, Instagram (26%), WhatsApp (18%) and LinkedIn (48) social media platform promotes
mostly educational messages.

Mostly YouTube (32%), Instagram (10%), Twitter (06%), Facebook (32%), LinkedIn (50%), and Telegram
(10%) offer advertisements to its users related to admission and recruitment in various positions.

42% of respondents are aware of courses offered by Coursera apart from, BYJU’s (38%), upgrade (32%),
Vedantu (26%), and EdX (22%).
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e 36% of respondents believe that social media has a major to play in promoting educational messages. They
also agreed with the fact that advertising on social media is important in continuing education in online
mode.

e  40% of respondents are relying on social media for advertisement in various fields.

e  42% of respondents prefer to seek help from social media users while deciding to continue online
education.

e 40% of respondents find it convenient to spread the educational message among their groups on social
media networking sites. Whereas, despite using the social media site about 30% of respondents don’t want
to attend or promote any message among friends and relatives.

e 40% of respondents seek opinions from friends while decisions on enrolment for online courses.

e 42% of respondents prefer to go with opinions such as ‘like’/ ‘dislikes’ or reviews shown on social media
sites when they are about to decide on products promoted on websites or advertisements.

® 46% of respondents agree with the fact that social media contributes to the ‘brand’ making process of a
product.
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