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Why does the student’s social brand engagement become crucial
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for Universities to position themselves in the competition?

igher Educational Insti-
Hlutiona (HEIs) are being

driven toward commer-
ecial competition imposed by eco.
nomic forces resulting from the
development of the global educa-
tion market. The requiremeant to
build a stronglyfavered brand im-
age amaong the institutes 1s neces-
sitated by the rising level of com-
petition among the HELs.

The HEIs in emerging coun-
tries are striving to atiract st
dents o expand their higher
education sectors while being
competitive in the market space.
However, the similarities among
the HEIs and the identical nature
of the educational degrees dimin-
ish the potential to be a differen-
tiatar while leaving students in a
confusion to compare and select
the HEIs in a clustered market
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space. Thus, HEl: in
countries are lefi with no cholce
other than to embrace the brand

Nor
United Kingdom

opinions, expenences. informa-
tinn aned 1 because of

strategies to
inthe Higher Education sector.
Erand itioni is impor-

its distinetive properties, such as

tant for HEls since it is not only
allocating a unigue place in the
minds of the prospective students
but also retaining the existing
students with them. Aswith other
market services, the commercial
challenge of HEIs is to afteact sfu-
dents from their competitars,
Successfully managing stu-
dents” perceptions is thus es.
sential for effective HEIs' brand
positioning, Hewever, these cone
Haafi are i 1

used to describe pmduﬂs’ra(hei

than services, and few studies

have examined how national HE]

brands are hu:]t by fusing d!si:mcl
of

rapr

with distinet 1 v

tinns of a nation and the Higher
Education sectors, which tegeth-
er form the brand positioning of
HEls,

Over the past ten years, the
emergence of social media has
significantly altered how people
and organizations communicate
with each another. Knowledge ex-
change and application are now
encouraged on a scale that has
never been seen before.

Social media enables both In-
dividuals and businesses to freely
and simply express their views,

two-way contact, and
»pen-e-m:‘l feedback. Similar to
this, the increasing use of social
medii has given students a place
!n meel, explore, and share their
and
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tion between the student and the
HEIL

This study was conducted
to identify the impact of stu-
dants’ social brand engagement
on brand positioning in emerg-
ing countries, and it has provid:
ew! enmpelling evidence by ex-
the role of social brand

pne[rrences hile ch

ing HEIs.
In light of the ial

wnd s impact on

growth of social network sites
and their imtegral role in brand-
ing, social media platforms play
a prominent and vital role in
encouraging students o engage
with HEIS' related branding activ-
ities. At the same time, Students
are also bevoming more imvolved
in soclal media brand commu-
nities to find more information
about HEls

Similar to this, HEIs also pub-
lish a wide range of content on
their official social networking
pages to improve student involve-
ment with the Institution and fa-
eilitate social with

brand positi swering the
call for empirical research into
the drivers and outcomes of cus-
tomers’ brand engagement.

This is an important phenom-
enon for HEI to understand, as
the complex and varied interac-
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ters stronger and more frequent
brand-related behaviours and at-
titudes.

Students’ sacial media groups
have a central role in providing
brand-related information, thus
increasing brand co-creation ac-
tivitles, Through social brand en-
gagement, one's level of brand
co-creation is triggered and en-
haneed.

Although social brand engage-
ment in suml med!a cannn( le]y

- Insights from a quantitative research study -

brand.

More significantly, this study
has identified how the students’
brand usage experience is he-
coming impertant for the s
dents' enpgagement with HEI
brands. Concerning brand usage
experience, the findings indicate
Juniors and sendors are exerting
different effects hased on their
participation in social brand en
gagement activides when their
motivation is essociated  with

heavily on indi
tions, it can emerge if brand trust
exists among the online brand
communities. A higher level of
trust in an HE] may reduce the
level of perceived risks associated
and ulfimately allow students 1o
be more comfortable with mak-
ing their enrolment decision.
I'ius alud} identified that if
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tions from stodent-to-student,
as well as student-to-HEI across
various touchpoints, all manifest
in overall student engagement to-
ward the HEI brands.

The population of this study
was undergraduates who are cur-
rently studying in private HEls in
Sri Lanka, We crafied the survey
questionnaire, and a total of 400
were distributed

HEL brands. Therefore, Social
Brand Engsgemem OPEns up new
apportunities for p stu-

nnmng the undergraduates based
on purposwe ssmplmg Out of
the 400 , 390 were

denta te gather HELs' brand infor-
mation from existing and poten-
tial students,

Engagement occurs when a
student interacts with other stu-
dents refers to as the HEIs, which
in turn builds a streng connec

returned and 384 were consid-
ered valid for subsequent quanti-
tative analyﬁﬁ a5 6 were unusahle

JEY

media. Based on their responses,
this study provided some inter-
esting findings, which can be ap-
plied to 56 Lanka snd countries
with similar cultural heritage.
What is the extent to which so-
eial brand engagement influenc-
&5 the brand ing of HEIs?

d emotion-

brand |

This finding contributes to the
socio-cultural perspective of stu-
dent engagement, shedding light
on why students engage with
HE1 brands via social media plat-
forms,

What HELs ¢an do to foster en-
gagement between students and
the Institute?

The managers should encour-

dl.[\‘ © and beh

ly with other sludenls. |der1hcal
forms of engagement with the
HEI brand are more likely to be
ensured.

This echeoes existing brand en-
sagement rescarch showing that
by being more exposed 1o brand-
related infarmation and gaining
increased brand-related experi-
enees and practice through brand
engagement, ones level of brand
trust is triggered and enhanced.

Further, this research has
shown that developing brand
trust among the students in the
Higher Education sectors, and
thelr commitment to brand co-
creation 1= indisp ble if the

age the s of HEIs to
share their positive personal ex-
periences when interacting with
HEI brands through verious avail-
able means of soclal media sothat
they can depict their level of trust
relating to HEI brands. Besides,
HEIs should design task charac-
teristics that enhance stakehold-
ers’ perceived competenca,

The higher the perceived
competence the stakeholders feel
ahout their capabilities, the more
likely they fully engage in their
co-creator role. So, the managers
should facilitate an individual's
perceived competence, which re-
sults in HEI brand co-creation.

HE] brand wants to create o dis-
tinctive position amang prospec-
tive students. These findings fur-
ther reinforce the central role
of brand trust and brand co-cre-
ation in building brand positon-
ing through brand engagement in
social media within the context
of higher education.

Addvimnnlly. these  results
that brand trust and

The ﬁﬂdll‘tg{ of the study pro-
vided compelling evidence that
brand eco-creation and brand
trust are vital factors to position
a purtu:ulur HEI among the oth-

du-: tos the m--c-zms r

er it This
ization echoes that

brand co-creation are key out-
comes of social brand engage-
ment in soclal media, which is
aligned with the conce’ptua]]za-
tion of trust and co-creation pro-
cessas the accumu]anon of expe-

sev.
eral quc:.tlvns that proved U:eh
engagement in the use of social

i jon with other student:
medin  settings  fos-

in  zocial

riences in p
valued outcome by lht given cus-
temer to o specific social media

the findings of this
study provide valuable resources
for HEIS' marketers to plan their
branding and marketing strate-
gles on social media for the re
tention of existing students and
the enrolment of new students,

This insight is based on a re-
cently published article: ‘Social
brand engagement and brand
positioning for Higher Educa-
tional Institutions: an empivical
study in Sri Lanka’ in the fournal
of Marketing for Higher Fduca-
tion, by Charitha Harshani Pere
ra, Long Thang Van Nguyen, and
Rajkishore Nayak. Please visit he-
low for the full version of the re-
search article, hitps:fwww.iand-
fonline.com/doi/abs/10. 1080/088
1241 2020. 1841068

Insights from an Experimental Research Study-

This article will share, recent
PhD findings of a study conducted
on consumer visual memory and
digital video advertising strate-
gies submitted to Griffith Univer-
sity, Australia, This study consists
of two experiments which investi-
gated the consumer visual memo-
ry for 360-degree video advertise-
ments based on the theoretical
assumptions of two social psychol-
oy theories which are elaboration
likelihood model and social infor-
mation processing theory by Wyer
2002,

What is 3D or 360-degree
video advertising?

In 2020, it was teported that
9% of marketers predicted ‘vid-
ens' @s an important marketing
strategy. The marketing mdustry
is continuously changing due to
:echnnlol,lcnl m.novalmns and the

dy

eos are considered as immersive
or spherical videos, in which the
video records aview in every direc-
tion.

These photo shoots are accom-
plished by using an omnidirection-
al camera of a collection of cam-
erss. During plavback in normal
flut display, the viewer has control
of the viewing direction, such as a

anoramic view. One of the special

eatures of the 360-degree video
i that it allows the user to enter
g totally immersive, three-dimen-
signal (30 experience anywhere in
the world by simply using 2 smart
phone and a virtual reality headsat
or hy using ather tools designed to
view 360-degree video content,

In 2017, around 86% of busi-
nesses had nsed 360-degree videns
as part of their respective market-
ing campaigns.

Furthermaore, Mﬂegﬁe video
formats can roveal th more

group, through 360-degree and 30
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were found to be affec-
tive in demonstrating evltural sym-
bals effectively, When considering
the behavioural engagement, ar-
ranging the visuals using narrative
immersion was found tn be effec-
tive for 360-degree vidao advertise-
ments,

Videos using the 360-degree for-
mat were found to be successful in
demonstrating the visuals based on
the product details dee to the ex-
posure of virtual reality during the
viewing of the 380-degree video ad-
vertisements, a5 this activates the
strategic memory at a much faster
rate than a stendard format video
ndvertisement.

Strategic memory can he activat-
ed by adding visual detatls of presi-
ously viewed objects; for example,
repelluon of product infermation in
more than ane or two scenes of the

interactively as more audience en-

namic
Thl‘ flexibility of the online media
hias led to o wide range of adveriis-
ing format choices for advertisers,
such as static images (e.g., GIF and
JPG formats); video formats {e.g.,
3D w5 360- degree video formats]
comprising  interactive  features,
Viewing online videos has become
incressingly common. The largest
individual site for online videos
is YouTube' which haz 10 billion
views,

‘The evolutionary advancements
in technology such as 3s-degree
video technology, augmented re-
and virtual reality, mixed re-
artificial mlelhgence block-

chain

15 possible, One major
veason for 360-degree videos prov-
mg to be an effective storyeelling
ool is the shility to provide the full
pleture and full context of what iz
going on arsund o scene. For exam-
ple, Google, partnering with Colum-
Hia Sportswear created a marketing
campaign arcund two U5 Olympic
skiers enjoying an epic stason
Chile using both a 360-degree video
advertisement and a standard video
advertisement (o determine wheth-
er spherical video advertisements
drive more viewer engagement than
standard rideo advertisements.
Even though, the 360-degree
video advertisement had a Jower
Tate then the dard ad-

video (HDJ, Dolly surround sound
and 3D hase become arl innovative
approach in the marketing field. In
the modern era, marketers focus
maore on digital channels, but in-
terast in anline marketing efforts
is 2 popular wpic, J60-degree vid-

vertisement, it had a higher click-
through rate, meaning lhal viewers
Wete more chechi

The 360-degree technology encour-
ages viewers to get involved in the
action by controlling their perspec-
tive with a simple tit angle of a
smartphone of through their mouse
poimting device.

In the next section, we discuss
the findings of our study,

Zeveral practical implications
have been suggested when arrang-
ing visuals for 360-degres video
advertisements. Firstly, to promote
progducts for women, enhancing
colour detection in visuals by dem-
onstrating product details iz impor-
tant,

Further, 360-degree view could
improve the eye movements, whan
advertising products by adding ac-
tions within the visuais for prod-
ucts mllah]eto fermales. Tn promuote

out the full-length versmn af the
video. This experiment proved that
36d-degree videos have more user
engagement than standand videos,

for man, it is highly rec-
ommended fo ald some facial ex-
pressions in the visuals to get the
attention of the audience. Usage
of different locations o advertise

products arouse curiosity among
COTSUMETS.

However, a comparatively small
number of locations were noticed in
lﬁrl-degnee videns due to interaction

daries. 1t is also ded
for advertisement designers to ar-
range the visuals considering the
arder of the story ard to use inter-
action techniques such as rich im-
agery and spatial sound design sys-
tems.

Further, it was identified that
when arranging object-based visu-
als for 360-degree video advertise-
ments, the 3a0-degree video tech-
nology encourages viewers m get
into the action by controliing their
perspective with o simple angle of o
smartphone or through their mouse
point. Therefore, advertising de-
signers arrange interactive ohjects
(such as Nying logos) in the video
advertisement to improve the visual
memary of the viewers,

Further, 360-degree videos were

found to be ineffective in identify-
ing people compared to the stan.
dard video version due to the specil-
ic angles in the scenes and the guick
maovernent of the ohjects within a
small timeline. By organising vi-
suils for specific angles and by re-
ducing the quick movement of the
ohjects within a small timeline, ad-
vertising designers can improve the
ability to memorise more people-
oriented detalls in 360-degree video
advertisements,

When arranging visuals with ac-
tions, it is important 1o arrange the
visuals with actions that evoke the
mativation te purchase the };mduc(
as 360-degrea videos were
be more effective than standard vid-
eos due 10 behavioural engagement
and immersive aspects,

Multi-cultural symbols within
the visuals were found o improve
brand frust levels. Customised
360-degree

Advertisements created with

60-degree video have a hu;her exe
rate than

video advertisements, ns they acti-
vae the cognitive proceszes in the
human brain including memory ca-
pacity. Studies have shown that add-
ingg more actions can enhance view-
Ers' eve movements,

The wvisual memory for brand
details can be further enhanced by
visual branding stritegies such as
product or brand placement or by
mitigating VR-related side effects,
When comsidering the product ben-
efits, it is important for 360-degree
video advertisements to demon-
strate product benefits through var-
ious visual arrangement strategies
such s narratives and metaphor.

In conclusion, this study re-
vealed the importance of applying
a socinl psychology theory to ad-
vertising research, to correctly un-
derstand the wisual arrangement

ies when designing a 3D or 4

designed for a particular ethnic

%m-d..-;ree video advestisement.



