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Abstract

The main aim of this article is to present a systematic literature review of the use of social media 
in higher education marketing activities. A Systematic Literature Review methodology has been 
used to identify, select and evaluate the published research. A set of 78 papers deduced from Scopus 
has been analyzed and synthesized. Based on the survey, the following questions were answered: 
(1) In which publications has information on the use of social media in higher education marketing 
activities appeared? (2) Which publications on the use of social media in higher education marketing 
activities were cited most frequently? (3) Which countries have contributed most to the development 
of the use of social media in higher education marketing activities through publication activities? 
(4) To which subject areas are articles on the use of social media in higher education marketing 
activities assigned? (5) Which social media have been used in higher education marketing activities? 
The paper discusses the gap in the literature and proposes new opportunities for future research.
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Introduction

The rapid expansion of higher education, because of the increase in the number of public 
and non-public higher education institutions (HEIs), has resulted in qualitative changes in the 
education system [Sztanderska, 2005]. The role of higher education has undergone a radical 
metamorphosis. From the previously dominant model of elite education (only a narrow range 
of students benefited from education), there was a turn towards mass education [Pietrzak, 
Gołaś, 2018]. In addition, among the current problems facing the higher education system 
in many countries (both developed and developing), the following are identified [Sułkowski, 
2016]: low levels of public funding, bureaucratization, and the development of competitive, 
market-based educational institutions. Meeting the problems highlighted requires HEIs to 
reach out to methods used in commercial entities. As Urbanek [2016] states, HEIs should be 
treated as a kind of ‘enterprise’, and managed using business logic. This is one of the principles 
of the New Public Management [more on this paradigm has been written by, among others, 
Bryson et al., 2014, Gruening, 2001; Hood, 1995; O’Flynn, 2007].

In recent years universities, following the example of business, have increasingly embraced 
social media (SM). HEIs have turned to platforms like Facebook, Twitter, Instagram, LinkedIn, 
and YouTube to engage with students, faculty, alumni, and the broader community. By fostering 
a bidirectional conversation, universities may understand better their audience’s preferences, 
allowing them to fine-tune their marketing initiatives for a greater effect. Over the past decade, 
scientists have written a remarkable number of articles about the use of SM in higher educa-
tion marketing activities. It is worth noting that most of them were case studies and pointed 
out the positive and negative effects of the use of SM [e.g. Peruta, Shields, 2017; Vural, 2015; 
Willems et al., 2018]. Future research should focus more on systematizing knowledge in this 
area (theoretical as well as practical). Therefore, the main aim of this article is to present 
a systematic literature review (SLR) of the use of SM in higher education marketing activities. 
The following research tasks were undertaken to achieve the main objective: (1) presentation 
of the distribution of articles by year, including both journal and conference papers on the 
use of SM in higher education marketing activities; (2) identification of the most frequently 
cited articles in this area; (3) identification of the countries that have contributed most to the 
development of the use of SM in higher education marketing activities; (4) demonstration of 
the subject areas most frequently associated with this issue; (5) identification of various prac-
tical aspects of the use of SM in higher education marketing activities, and (6) presentation of 
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future research directions in this field of knowledge. It is important to note that the research 
tasks conducted include both quantitative and qualitative approaches.

This study offers a twofold contribution. Firstly, it presents a clear overview of the current 
state of knowledge on the use of SM in higher education marketing activities. While some 
articles in this field exist, there is, to the best of the authors’ knowledge, a lack of compre-
hensive reviews (SLRs) on the subject. To address this gap, the study provides an up-to-date, 
comprehensive SLR of 78 journal and conference articles indexed in Scopus. Secondly, it 
demonstrates the existing practical possibilities of using various SM tools in different HEIs.

This study follows the IMRAD (Introduction, Methods, Results, and Discussion) format, 
providing a coherent structure to present the research. This approach facilitates a logical flow 
of information from the initial research questions and objectives to the detailed description 
of the methodology, the presentation of findings, and their interpretation in the context of 
existing literature.

Methodology

A literature review can be performed using different methods; Grant and Booth [2009] 
describe in detail 14 types of such. In this regard, researchers can use for example a traditional or 
narrative review, SLR, and meta-analysis. The meta-analysis method, in particular, involves a sta-
tistical approach that examines and combines the results of multiple independent studies focused 
on a specific research question or topic. This method aims to identify patterns, relationships, 
and overall effects by aggregating data from various sources, providing a more comprehensive 
and reliable understanding of the subject matter than any single study could offer. When there 
is not enough empirical evidence (as is the case of the use of SM in higher education marketing 
activities), it may be preferable to avoid conducting a meta-analysis. That is why the authors 
have chosen to use the systematic literature review (SLR), which differs from traditional reviews 
by “adopting a replicable, scientific and transparent process” [Tranfield et al., 2003, p. 209].

It should be mentioned that SLR is a comprehensive and structured approach to reviewing 
and synthesizing existing research on a particular topic. It adheres to a clearly defined protocol 
to locate, assess, and consolidate the results of all pertinent studies, providing a comprehen-
sive and impartial summary of the available evidence. This approach is widely applied across 
various fields of scientific research. This method is “the best-known type of review” [Grant, 
Booth, 2009, p. 102] and so far has been used in: medicine [e.g. Chaitani et al., 2024; Chatfield 
et al., 2005]; computer science [e.g. Mikalef et al., 2018; Sharma et al., 2020]; social sciences 
[Hamilton et al., 2021; Singh, Thurman, 2019].

The systematic literature review employed the PRISMA framework (Preferred Reporting 
Items for Systematic Reviews and Meta-Analyses) to ensure a methodical and transparent 
approach. This framework establishes a clear structure that enhances the rigour and reproduc-
ibility of the review process. PRISMA supports the systematic identification, evaluation, and 
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inclusion of relevant studies, reducing the risk of bias and strengthening the reliability of the 
outcomes. Following PRISMA guidelines allows for a well-organized and thorough process, 
enabling a detailed and transparent presentation of both the methodology and results. This 
approach has been utilized by many researchers, including Abelha et al. [2020]; Chlomoudis 
et al. [2022]; Harie, Gautam, and Wasaki [2023]; Zahari and Kaliannan [2023].

The SLR began with the formulation of five research questions (RQs), which the authors 
seek to answer in its course:
RQ1. In which publications (journal/conference papers) has information on the use of 
SM in higher education marketing activities appeared?
RQ2. Which publications on the use of SM in higher education marketing activities were 
cited most frequently?
RQ3. Which countries have contributed most to the development of the use of SM in higher 
education marketing activities through publication activities?
RQ4. To which subject areas are articles on the use of SM in higher education marketing 
activities assigned?
RQ5. Which SM have been used in higher education marketing activities?

The data search was carried out on 31 July 2024, and the selected peer-reviewed database 
was Scopus. The selection of the repository was primarily influenced by its ease of access. In 
contemporary scientific research, online platforms are increasingly becoming the dominant 
source of information. Scopus was chosen due to its extensive collection of high-impact studies 
pertinent to the objectives of this research. Although alternative databases, such as Web of 
Science or Google Scholar, may contain unique records, Scopus was preferred to maintain 
a streamlined dataset and avoid issues such as duplication or inconsistencies in indexing 
practices across different platforms. This choice facilitated a more efficient review process, 
ensuring a thorough analysis within the limitations of time and available resources. It was 
also used by other authors in favour of SLR [e.g. Kishore et al., 2024].

The authors started with the inclusion criteria by using the terms social media, and higher 
education institution, and marketing in the topic (title, abstract, or keywords): (TITLE-ABS-
KEY (“social media”) AND TITLE-ABS-KEY (“higher education institution”) AND TITLE-
ABS-KEY (“marketing”)). The ’topic’ category was selected above the ‘text’ category to restrict 
the search results to publications specifically focused on using different types of social media 
in the marketing activities of HEIs.

Similar to other studies utilizing SLR, the search for articles in this research was carried 
out without any time restrictions; however, it was confined to conference and journal papers. 
The authors included only articles that were published and written in English to avoid any 
potential misunderstandings. Therefore, the final formula on the basis of which the publica-
tions were included in the analysis was as follows: (TITLE-ABS-KEY (“social media”) AND 
TITLE-ABS-KEY (“higher education institution”) AND TITLE-ABS-KEY (“marketing”)) 
AND (LIMIT-TO (DOCTYPE, “ar”) OR LIMIT-TO (DOCTYPE, “cp”)) AND (LIMIT-TO 
(PUBSTAGE, “final”)) AND (LIMIT-TO (LANGUAGE, “English”)).
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The exclusion process yielded a total of 78 journal and conference papers from the Scopus 
repository. Using these articles, the authors aimed to address the five research questions (RQ1, 
RQ2, RQ3, RQ4, RQ5) outlined earlier. The outcomes of the applied procedure are illustrated 
in Figure 1.

Figure 1.  PRISMA flow diagram
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Research results

Quantitative results

In this part of the article, quantitative results are introduced. The first four RQs will be 
answered: (RQ1) In which publications (journal/conference papers) has information on the 
use of SM in higher education marketing activities appeared? (RQ2) Which publications on 
the use of SM in higher education marketing activities were cited most frequently? (RQ3) 
Which countries have contributed most to the development of the use of SM in higher edu-
cation marketing activities through publication activities? (RQ4) To which subject areas are 
articles on the use of SM in higher education marketing activities assigned?

Articles on the use of SM in higher education marketing activities first appeared in the 
Scopus repository in 2011. In that year, two journal papers and two conference papers were 
published [Alexa et al., 2011; Almadhoun et al., 2011; Carey, Matlay, 2011; Constantinides, 
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Stagno, 2011]. By 2016, there had been comparatively few publications on the topic in dis-
cussion, while in 2017 there was a major increase in the number of publications, primarily 
reaching more than 9. During the period under review, there were by far more articles in sci-
entific journals than published conference papers. As Figure 2 illustrates, on average, twice 
as many journal papers were published as conference papers over the entire 14‑year period. 
The majority of papers were published in the following journals: Journal of Marketing for 
Higher Education (12 articles), International Journal of Educational Management (3 articles), 
Smart Innovation Systems and Technologies (3 articles), International Journal of Management 
in Education (2 articles), Communications in Computer and Information Science (2 articles).

Figure 2.  Distribution of articles by year
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Table 1 shows the articles with the highest number of citations. The most cited article 
(152 times) was Constantinides and Stagno’s [2011] publication entitled Potential of the social 
media as instruments of higher education marketing: A segmentation study, which appeared 
in the Journal of Marketing for Higher Education. The authors pointed out that SM still play 
a secondary role in the students’ choices (compared to traditional communication channels). 
“While penetration of social media is extremely high among future students, the impact of 
these in the choice of study and institution is relatively low compared to more traditional 
forms of university marketing” [Constantinides, Stagno, 2011, p. 7].

The second most-cited journal paper is titled Social media in higher education: understand-
ing how colleges and universities use Facebook by Peruta and Shields [2017]. This paper was 
also published in the Journal of Marketing for Higher Education. The authors used “content 
analysis to examine Facebook posts from 66 top United States (US) colleges and universities 
and engagement from their constituents on these posts”. Results showed “that there were 
significant differences in engagement received on posts across institution type. Additionally, 
media type and posting frequency were factors that contribute to engagement” [Peruta, 
Shields, 2017, p. 131].



Use of social media in higher education marketing activities: a systematic literature review 65

Table 1.  Most frequently cited publications

Citation 
Count Publication Year Authors Document Title Source (Volume, Pages) 

152 2011 Constantinides, 
Stagno

Potential of the social media as 
instruments of higher education marketing: 
A segmentation study

Journal of Marketing for Higher 
Education (21, pp. 7–24) 

134 2017 Peruta, Shields Social media in higher education: 
understanding how colleges and universities 
use Facebook

Journal of Marketing for Higher 
Education (27, pp. 131–143) 

115 2013 Chauhan, Pillai Role of content strategy in social media brand 
communities: A case of higher education 
institutes in India

Journal of Product and Brand 
Management (22, pp. 40–51) 

98 2017 Clark et al. Relationship quality in higher education 
marketing: the role of social media 
engagement

Journal of Marketing for Higher 
Education (27, pp. 40–58) 

75 2017 Rutter et al. Brand personality in higher education: 
anthropomorphized university marketing 
communications

Journal of Marketing for Higher 
Education (27, pp. 19–39) 

60 2017 Assimakopoulos 
et al.

Effective social media marketing strategy: 
Facebook as an opportunity for universities

International Journal of Retail 
and Distribution Management 
(45, pp. 532–549) 

59 2019 Pringle, Fritz The university brand and social media: Using 
data analytics to assess brand authenticity

Journal of Marketing for Higher 
Education (29, pp. 19–44) 

Source: own study based on Scopus, 2024.

Importantly, the article by Chauhan and Pillai [2013] ranks as the third most cited. It is 
titled Role of content strategy in social media brand communities: A case of higher education 
institutes in India and was cited 115 times. The aim of the study was “to attempt to understand 
the role of content strategy followed by leading higher education institutes in India which 
have created brand community on social media web sites to initiate and enhance customer 
engagement” [Chauhan, Pillai, 2013, p. 40].

Figure 3.  Number of articles per country
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When considering the criterion of publication activity related to the use of SM in higher 
education marketing by country, the United Kingdom (UK) has the highest number of relevant 
publications, with 13 articles analyzed, as shown in Figure 3. The key UK institutions in this 
field include the University of East Anglia, the University of Leicester, the University of Essex, 
and Bournemouth University. Following the UK, the United States has 7 publications, with 
major research centres such as Syracuse University, Coastal Carolina University, Metropolitan 
State University of Denver, and Eastern Washington University contributing to this topic. 
Portugal and Spain are also among the leading countries in this area of research.

Table 2.  Number of articles per research area

Research area Number of articles Example

Business, Management, and Accounting 45 Song et al. [2023] 

Social Sciences 39 Vrontis et al. [2018] 

Computer Science 26 Kumar, Raman [2019] 

Decision Sciences 8 Juhaidi [2024] 

Economics, Econometrics & Finance 5 Mazurek et al. [2019] 

Mathematics 3 Figueira, Nascimento [2023] 

Engineering 3 Zailskaite-Jakste, Kuvykaite [2012] 

Medicine 1 Bardus et al. [2023] 

Materials Science 1 Karapetyan [2024] 

Neuroscience 1 Ramhap et al. [2016] 

Pharmacology, Toxicology & Pharmaceutics 1 Bardus et al. [2023] 

Physics and Astronomy 1 Karapetyan [2024] 

Immunology & Microbiology 1 Bardus et al. [2023] 

Note: Publications may have been assigned to more than one research area.
Source: own study based on Scopus, 2024.

Another criterion of the research focuses on the subject areas of the publications. The 
topics of the articles in the Scopus database were interdisciplinary, diverse, and multifac-
eted. As shown in Table 2, 13 distinct research areas were identified based on this criterion, 
including: (1) Business, Management and Accounting (45 papers), (2) Social Sciences (39 
papers), (3) Computer Science (26 papers), (4) Decision Sciences (8 papers), (5) Economics, 
Econometrics and Finance (5 papers), (6) Mathematics (3 papers), (7) Engineering (3 papers), 
(8) Medicine (1 paper), (9) “Materials Science (1 paper), (10) Neuroscience (1 paper), (11) 
Pharmacology, Toxicology & Pharmaceutics (1 paper), (12) Physics and Astronomy (1 paper), 
and (13) Immunology & Microbiology (1 paper). The publication prepared by Ramhap et al. 
[2016] was assigned to the latter research area. The article examined the evolution of commu-
nication channels, online communication, and SM, aiming to highlight the rapidly expanding 
role of SM as a tool among Hungarian HEIs. It is important to note that the papers analyzed 
could have belonged to multiple research areas.
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Qualitative results

This section of the article answers the fifth research question (RQ5), namely: Which 
SM have been used in higher education marketing activities?

In recent years, competition among HEIs has intensified considerably [Mishina, Pace, 
2021]. As a result, universities need to refine and strengthen their marketing strategies. This 
implies that HEIs are increasingly compelled to adopt practices commonly used in the busi-
ness sector. Many authors [e.g. Dhote et al., 2015; Sawlani, Susilo, 2020] notice that the key 
tools used by universities today in creating their image are SM. They are generally defined as 
“Internet-based, disentrained, and persistent channels of masspersonal communication facil-
itating perceptions of interactions among users, deriving value primarily from user-generated 
content” [Carr, Hayes, 2015, p. 49]. SM is a powerful phenomenon that can significantly impact 
the reputation and image of an educational institution, thereby affecting student recruitment 
[Rutter et al., 2016]. Currently, the range of SM platforms accessible to HEIs is highly diverse. 
It includes [Mazurek et al., 2019, p. 120]: “social networking services, such as Facebook; online 
video-publishing/viewing/sharing services, such as YouTube; photo-sharing services, such as 
Instagram, Pinterest, Flickr; services/applications designed for online publishing and quick 
viewing of video content, such as Snapchat; blogging/microblogging services, such as Twit-
ter; professional-business networking services, such as LinkedIn, and online Internet forums 
(message boards) and discussion groups”.

Each of these previously mentioned services and platforms can be utilized to communicate 
with different stakeholder groups, such as prospective students, current students, alumni, 
academic and administrative staff, media, and public authorities. For instance, Rekhter and 
Hossler [2020] noted that individuals deciding on their studies often rely on the universi-
ty’s official Facebook accounts, while business representatives seeking information about 
a specific HEI typically turn to Twitter. At the most general level, it can be concluded that 
‘traditional’ SM significantly dominate the new solutions in the marketing activities of univer-
sities. Within this group of platforms and services, the leading position is invariably held by 
Facebook [Eger et al., 2019; Eger et al., 2021; Peruta, Shields, 2017]. This is a comprehensive 
SM platform that has fundamentally changed how people interact and share information. Its 
vast array of features facilitates social connectivity, information dissemination, and digital 
marketing, making it an integral part of the contemporary digital landscape. The fundamental 
element of communication on Facebook is the individual post. Each post serves as the basic 
unit of communication on the platform [Eger et al., 2021]. Every post generates a certain 
level of engagement from the Facebook page (profile) of an organization, such as an HEI. 
An open question remains: what types of posts are most popular with the target audience 
of higher education? Eger et al. [2021] pointed out that “the best practice is to publish posts 
about important persons who are connected with the university and briefly describe their 
stories”. However, they notice that “entertainment and jokes also have an important role in 
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communication via social media”. In turn, Taecharungroj [2017] indicated that the most 
common post type by US universities was research, whereas the most common post types 
by Thai universities were events and announcements. Soares et al. [2019] showed that posts 
with high interactivity (message intensity to enable and stimulate user participation in a real-
time mediated environment) have an inverse influence on the number of users’ likes and 
comments. Posts with high vividness (the degree to which the content engages the senses 
and evokes a strong emotional response from the audience) yield a higher quantity of likes, 
but a lower number of user comments and shares.

When selecting SM platforms, universities should take into account the geographic loca-
tion of their target audiences, such as international students. Zhu [2019, p. 174] highlighted 
that “China is now the world’s largest source of foreign students” in the higher education 
market. It is important to note that platforms like YouTube, Twitter, Facebook, and Instagram 
are inaccessible in China due to censorship”. Therefore, it is advisable for institutions to use 
SM platforms like Sina Weibo and WeChat, which are popular among prospective Chinese 
students, to build their brand and establish trust [Zhu, 2019]. A summary of the results of 
other authors’ research in the respect under consideration is included in Table 3.

The results demonstrate two things. Firstly, understanding the impact of SM activity on 
market positioning is crucial for several reasons: (1) enhancing brand awareness and visibility 
(e.g. SM platforms provide HEIs with a global audience, allowing them to extend their reach 
beyond traditional geographic boundaries); (2) engaging with stakeholders (e.g. regular 
interactions through comments, messages, and shared content help build a sense of com-
munity and loyalty among students, alumni, and supporters); (3) influencing recruitment 
and enrolment (e.g. positive testimonials, student stories, and interactive content can influ-
ence their decision-making process, positioning the institution favourably in their minds); 
(4) enhancing reputation and credibility (e.g. HEIs can use SM to publicize their academic 
and research accomplishments, faculty expertise, and student successes); (5) monitoring and 
adapting strategies (e.g. SM platforms offer analytics tools that provide insights into audience 
behaviour, engagement metrics, and content performance).

Table 3.  Selected research results regarding the area under consideration

Authors 
(year, pages) Key findings

Sarquis et al.  
[2016, p. 11] 

•	 Facebook is the most used SM (among Brazilian HEIs) and with better outcomes.
•	 The HEIs surveyed had low user interaction but were monitoring SM and investing in improving their 

SM management.

Clark et al. 
[2017, pp. 40–58] 

•	 There is a positive association between students following a university via SM and the perception of 
having a high-quality relationship with their university.

•	 Universities on multiple SM sites lead to an even higher perception of relationship quality.

Mazurek et al.  
[2019, pp. 117–133] 

•	 SM are “youth” media expressed in the target audience and content of the message.
•	 SM are not used by Polish universities to promote research and academia.
•	 Researchers and administration are perceived as stakeholders not understanding the potential of 

social media for building a school’s image and reputation.
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Authors 
(year, pages) Key findings

Huebner  
[2021, pp. 321–331] 

•	 Students are open to and expect SM advertising and assume that HEIs will engage in business-like 
activities.

•	 Students evaluate a university's brand based on the quality and relevance of their SM advertising.

Kisiołek et al.  
[2021, pp. 164–182] 

•	 Marketing service managers of HEIs from Poland and Ukraine understand the important role of SM.
•	 Marketing managers of HEIs from Poland and Ukraine use the same set of tools to promote 

universities on social networks.

Kefalaki  
[2024, pp. 303–311] 

•	 There is little or no use of social networks for educational and creative purposes in Greek HEIs, 
although students believe that media and technology in general can help the education process.

Utami et al.  
[2024, pp. 227–240] 

•	 Islamic universities need to continue to manage SM to communicate policies and campus activities 
to their audiences.

Source: own study.

Secondly, there is an empirical gap in the research area. None of the analyzed articles or 
conference materials examined the impact of HEIs’ SM activity on their market positioning. 
Moreover, a number of questions regarding the impact of various organizational factors, such 
as the type, profile, age, and size of higher education institutions on the extent of their use of 
SM remain to be addressed.

Discussion

This section of the article outlines the limitations of the conducted study, identifies future 
research directions, and presents the paper’s contribution to the development of theory and 
practice in the use of SM in higher education marketing activities.

Limitations

It is important to acknowledge that, despite the thorough literature review involving both 
quantitative and qualitative analysis, this study has certain limitations. One notable limita-
tion is that the SLR was conducted exclusively using the Scopus database, leaving out other 
sources such as Web of Science – Institute for Scientific Information (ISI) or Google Scholar. 
Some studies [e.g. Duroha, Macht, 2023; Mariani et al., 2018; Merli et al., 2018] used several 
repositories simultaneously, making research more time-consuming. Another limitation was 
the search terms: social media, higher education institution, and marketing. This affected the 
selection of the papers to be included in the research. This means that publications in which 
the authors deal with this topic but use synonyms or acronyms of these terms have been 
excluded. Also, probably some valuable publications which undertook, for example, the use 
of SM in teaching activities, could not be the subject of this analysis due to the absence of 
the phrases social media, higher education institution, and marketing in the title, abstract, or 
keywords. The research has limitations due to the nature of SLR. One such limitation is the 
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reliance on existing published research, which may introduce publication bias, as studies with 
positive or significant results are more likely to be published. Another limitation of the study 
was the focus on completed journal articles and conference papers, which meant that books, 
monograph chapters, and reports were not included in the analysis. Additionally, the study 
only considered works published in English, excluding publications in other languages such 
as Chinese, German, or Spanish.

Future research directions

Based on the presented limitations, the authors recommend the following future research 
directions:
•	 conduct SLRs using a broader range of databases, including Web of Science – Institute for 

Scientific Information (ISI) and Google Scholar, to ensure a more comprehensive analysis;
•	 include books, chapters in monographs, and reports alongside journal articles and con-

ference papers to provide a more complete overview of the research landscape;
•	 utilize a broader set of search terms and synonyms related to social media, higher education 

institution, and marketing to capture a wider range of relevant publications. This includes 
exploring alternative terms, acronyms, and related concepts, like: HEIs, university, tertiary 
education, marketing activities, social networks;

•	 consider including research published in various languages, such as Chinese, German, and 
Spanish, to avoid language bias and uncover valuable insights from non-English sources;

•	 replicate the study in the future – conducting further analysis of the topic enables tracking 
trends;

•	 analyze relationships between variables such as the type, profile, age, and size of HEIs 
versus the degree of SM use, with their position in the teaching, research, and expert-con-
sulting market.
By addressing these areas, future research can provide a more nuanced and inclusive 

understanding of the role of SM in higher education marketing and beyond.

Contributions

This study filled a knowledge gap (theoretical gap, but also a practical one) in several 
dimensions. The SLR was undertaken, based on which the following research tasks were 
accomplished: (1) presentation of the distribution of articles by year, including both journal 
and conference papers on the use of SM in higher education marketing activities; (2) identifi-
cation of the most frequently cited articles on this area; (3) identification of the countries that 
have contributed most to the development of the use of SM in higher education marketing 
activities; (4) demonstration of the subject areas most frequently associated with this issue; 
(5) identification of various practical aspects of the use of SM in higher education marketing 
activities and (6) presentation of future research directions in this field of knowledge. Therefore, 



Use of social media in higher education marketing activities: a systematic literature review 71

the answers to all research questions were found: In which publications (journal/conference 
papers) has information on the use of SM in higher education marketing activities appeared? 
(RQ1); Which publications on the use of SM in higher education marketing activities were 
cited most frequently? (RQ2); Which countries have contributed most to the development of 
the use of SM in higher education marketing activities through publication activities? (RQ3); 
To which subject areas are articles on the use of SM in higher education marketing activities 
assigned? (RQ4); Which SM have been used in higher education marketing activities? (RQ5).

Summary

This study provides a comprehensive SLR of the use of SM in higher education marketing 
activities, addressing a critical gap in the field. By analyzing 78 journal and conference papers 
from the Scopus repository, the review sheds light on key trends, such as the increasing use 
of popular platforms for engaging with students, faculty, and broader communities. It high-
lights significant contributions from countries like the UK and the US and underscores the 
interdisciplinary nature of this research area.

The findings emphasize that while SM has become integral to the marketing strategies of 
HEIs, there is a lack of research on how these activities affect institutional positioning in edu-
cation and research markets. Researching the use of SM by HEIs in marketing activities is vital 
for understanding and leveraging the potential of these platforms. As SM continues to shape 
the ways in which information is disseminated and consumed, HEIs must develop and refine 
strategies that align with digital trends and stakeholder expectations. Several studies have been 
carried out in this regard. At the same time, it is an issue that calls for the implementation of 
further research, especially of an empirical nature. Furthermore, the study limitations, such 
as the reliance on a single database and the exclusion of non-English publications, point 
to opportunities for future research. Expanding the scope of the analysis, integrating other 
repositories, and investigating the impact of SM strategies on HEIs’ market positioning are 
important next steps. Ultimately, this review serves as a foundation for deeper exploration into 
how SM can be strategically leveraged to enhance visibility, engagement, and competitiveness 
within higher education.
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