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Summary:

Electronic marketing tools such as websites, SEO, social media platforms, as well as CRM
systems have not only helped educational institutions attract potential students but have also
assisted higher education institutions in improving the quality of education and satisfying
current students. These tools have also facilitated connections and engagement with alumni.
However, there are still a lot of limitations on how these institutions may utilize electronic
marketing tools, such as a shortage of diversity in marketing tools, limitations on the
availability of information, an abundance of a focus on potential or current students with little
participation from alumni, or a shortage of clear marketing approaches.
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1. Introduction:

According to data from the Ministry of Education and Training, there are currently 248 higher
education institutions in the country, with 181 of them being public institutions, accounting for
72.98% (excluding colleges and research institutes). There are also 62 private and semi-private
institutions. As of 2023, according to the list of universities provided by the Ministry of
Education and Training, there are 5 international universities (foreign universities) operating
in Vietnam, accounting for approximately 2% of the total number of higher education
institutions in Vietnam (excluding research institutes). These include the British University
Vietnam (BUV), Fulbright University Vietnam (FUV), American University in Vietnam
(AUV), RMIT University Vietham (RMU), and Tokyo Medical and Dental University
Vietnam (THU).

Industry 4.0 is making the use of digital and electronic tools in higher education more common.
The younger generation is becoming more proficient in using the internet, social media, and
tools like mobile phones to access, connect, share information, and conduct electronic
transactions. Therefore, to effectively reach and manage customers, implementing electronic
marketing activities is an essential trend for every university in Vietnam today (Ngo Thanh
Hién, 2018). To emphasize the importance of applying information technology in education,
in 2022, the "Enhancing the Application of Information Technology and Digital
Transformation in Education and Training for the 2022-2025 period, oriented to 2030" project
was approved by the Prime Minister. Based on this, the Ministry of Education and Training
has issued a set of criteria to assess digital transformation in higher education institutions. This
is also the foundation for higher education institutions to apply technology in their marketing
activities. However, the application of electronic tools in marketing activities at universities
still faces many limitations. Most universities focus only on potential students and have not
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paid enough attention to marketing for current students and alumni. This requires Vietnamese
universities to innovate their approaches to enhance the effectiveness of marketing activities.
2. Literature Reviews:

Electronic marketing has been and continues to revolutionize the way universities implement
their marketing strategies. This transformation occurs in all aspects of student management,
from the initial enrollment phase to graduation. More and more universities are incorporating
digital technologies and artificial intelligence into their marketing efforts to expand the reach
of education (Patrutiu Baltes, 2015). Electronic marketing tools also enhance student
satisfaction and add value, increasing the visibility and modernity of universities' brands.
Universities can reach a larger market, both locally and globally, by using electronic marketing
techniques. Big data, artificial intelligence (Al), and other capabilities from Industry 4.0 can
help institutions store a lot of data, offer individualized services to each student, and efficiently
connect with alumni long after they graduate.

Most research worldwide suggests that digital marketing or online marketing, E-marketing, has
a positive impact on the field of education and is the best choice for universities when targeting
potential students and their parents. Studies also indicate that applying digital marketing helps
universities solve the problem of advertising and marketing costs, increases brand awareness,
allows continuous online brand management, enhances response rates in university surveys,
and provides a means to measure and track the overall effectiveness of university marketing
campaigns. Electronic marketing has also expanded the boundaries of education, offering
opportunities for students not only domestically but also on the global market (Patrutiu Baltes,
2015).

Many studies in higher education have focused on implementing marketing strategies and
recruiting international students. Naidoo and Wu (2011) studied the implementation of
marketing strategies from the perspective of university administrators to attract international
students. Bolan and Robinson (2013) focused on the role of marketing concepts, segmentation,
and targeting in Ontario universities. Page (2000) studied the role of university rankings in
attracting students. Chen (2008) investigated the integration of Canadian higher education in
the international environment and what international marketing activities could enhance
awareness. Additionally, there are several studies on the role of brand building and
communication in higher education. Belanger et al. (2014) focused on the relationship between
social media marketing and student recruitment. Lavigne (2005) studied the preferred
communication tools of higher education administrators.

The studies have concentrated on the use of electronic marketing as a means to influence the
choice of university by potential students (Ilouga et al., 2014; Daghbashyan and Harsman,
2014) or to build alumni networks (Ebert et al., 2015) and collaboration between universities,
industries, and governments (Ozols et al., 2012a, b).

Table 1.3. Summary of Research Results on Electronic Marketing in Higher Education

No. Content Research Findings Author

Naidoo and Wu (2011), Page
Attracting students, increasing the (2000), Ilouga at al., (2014);

1 Objective .
intake Daghbashyan and Harsman (2014)
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No. Content Research Findings il
Shanka, Quintal & Taylor, (2006);
Svandova, 2013), Robert Stefkoa et
Increasing awareness of university al,, (2015), Chapleo (2911?; Keller
2 brands and reputation (1993), Chauhan and Pillai (2013);
Hemsley Brown and Goonawardana
(2007); Lowrie (2007)
Fransen & Van Rompay (2011),
Increasing student loyalty, retaining Anderson and  Sullivan  (1993),
3 students Angulo-Ruiz and Pergelova (2013)
Expanding the scope of education Patrutiu Baltes, 2015), Naidoo and
4 beyond national borders Wu (2011), Chen (2008)
5 Building alumni networks Ebert et al., 2015
Linking and collaborating between
6 universities, industries, and | Ozols et al. 2012
government
Building alumni networks, alumni Page (2000), Walesska Schlesinger
Increasing  recruitment through
8 branding and communication in Belanger et al. (2014)
higher education
Enhancing the use of )
9 communication tools for university Lavigne (2005)
administrators
Using online customer management | [sidro Fierro et al., 2017
10 Methods/ and online brand management tools
Tools Bauer & Scharl (2002); Nielsen
(2000); Rovnak (2010); Castro,
Marcos & Caceres (2004); Kaplan
& Haenlein (2010); Dekker (2007),
Enhancing website usage and Durkasree ) & Rafr?esh ) (2011);
11 improving the quality of websites Huttmanova & Synéakova (2009);
Otim & Grover (2006);
Parasaruman & Zinkhan (2002);
Rajnoha et al. (2013), Robert
Stefkoa et al. (2015).
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No. Content Research Findings Author
A well-respected university with
high-quality mainly stems from
good  management;  making | Stefko (2003)
12 students increasingly positive
about an educational institution's
website
Robert Stefkoa et al. (2015),
Using online social networks as a Moogan 2011; Opoku et al., 2006,
13 cost-effective  promotional  tool | pyggan and Brenner (2012), Ivala
(YouTube, Twitter, Facebook) & Gachago (2012)
Through blogs or social media Maringe 2006; Simoes and Soares
platforms; public relations, or other 2010; Sojklr% et. al. 2012; Rust' et al.
14 initiatives  designed to  have (2004); Wilkins and Huisman
marketing impact (2011); Willis and Kennedy 2004)
Relationship marketing to increase
student engagement, address student (Arnett et al. 2003; Hemsley-Brown
15 information needs, quality issues, and Oplatka 2006; Moogan 2011,
and student expectations, increasing Klassen (2002)
student loyalty
Web/mobile marketing; SEO; social | Bruyn (2008)
16 media and CRM
Rutz & Bucklin, (2011), Dixon &
17 SEO Duncan, (2013)
Werner J. Reinartz & Rajkumar
CRM Venkatesan, 2008

Source: Compiled by the author, 2022.
Academic research worldwide has paid significant attention to higher education marketing
activities. Specialized conferences on higher education marketing have been organized since
2006, and various scientific publications presenting research findings have been published in
internationally recognized scientific journals (such as the Journal of Higher Education
Marketing, Journal of Higher Education Research, Journal of applied research in Higher-
Education, Post-graduate Education Research Journal, International Journal of Educational
Management, Marketing Intelligence and Planning), contributing to robust academic
databases. The reason behind the interest of researchers and educational administrators is
explained by the increasing competition among higher education programs as the annual supply
grows while the number of students decreases. Some aspects of marketing by higher education
institutions and research programs being studied include aspects related to information and
market preferences of students in higher education, student recruitment strategies in higher
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education, strategies in direct marketing communication and guidance, and improving the
marketing strategy fit for students of higher education institutions.

In Vietnamese universities, the use of electronic tools in managing students throughout their
journey at universities is becoming more prevalent.

3.1. Student Recruitment

Some universities carry out recruitment activities through channels like fan pages, websites, or
through search engines like Google or via recruitment links.

(i) Social Media:
T 62 - Pai Hoc Ngoai Thuong (FTU) & BACK TO SCHOOL

@ Nhém Cong khai - 77,2K thanh vién Foreign Trade University

M Trang chu cia céng dong

K62 - Pai Hoc Ngoai Thuong (FTU) -

+ Gol § doan chat méi Thao luén Pang chuy Moi ngudi Su kién File phuong tién File Q E;
Figure 1. Information Channels to Attract New Students at the Foreign Trade
University

Source: The university's fanpage: https://www.facebook.com/groups/weareftuerrrr/
At Foreign Trade University and several other public universities, fanpages dedicated to new
students are very popular because the current young demographic tends to use Facebook as a
means of communication and information exchange. At this time, the membership count for
the K62 New Student Information channel at Foreign Trade University has reached 77.2
thousand members. This channel is updated annually and renamed according to the new

incoming class, which attracts both members from previous years and newly enrolled members.
This also adds credibility to promotional information about the university.

The New Student channel on Facebook for Nguyen Tat Thanh University in 2023, at
https://www.facebook.com/groups/412451576144447/, has 32.1 million members.

For RMIT University Vietnam, Facebook is a primary channel for attracting future students.
The RMIT Facebook channel for future students (located at
https://www.facebook.com/RMITsinhvientuonglai/?locale=vi_VN) has approximately 227
thousand likes and 236 thousand followers. Compared to other universities, RMIT university's
Facebook channel is used to promote information to future students without dividing them into
separate groups for each class or year. Therefore, looking at the number of followers and likes
on RMIT's Facebook page, it is evident that the followers are concentrated and greater in
number compared to other public and private universities. In addition to students at the two

campuses in Vietnam, RMIT students from around the world can join and follow this Facebook
page.

(ii) Website:

Websites remain the primary and official information channel to provide information about
admissions for universities, whether they are public or private, domestic or international.
Although website designs may vary, they all share the common purpose of introducing basic
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information about the university to the public, prospective students, current students, parents,
and other relevant parties. Websites typically provide detailed information about admission
methods, admission criteria, cutoff scores for each program, annual admission targets,
frequently asked questions, admission confirmation procedures, and essential information for
studying at the university.

TRANG CHU DHQGHN THONG TIN TUYEN SINH CAC KHOI NGANH ~ HQC BONG CAU HOI THUONG GAP NHAP HOC

CONG THONG TIN TUYEN SINH -

DAI HOC CHINH QUY

(1 Tin twe

THONG TIN TUYEN SINH
DAI HOC CHINH QUY NAM 2022

hudn (Giém trang tuyén) dai hoc chinh quy

sinh 2022
6 gia Ha Noi nam 2021
- Dé an tuyé: h trinh @ dai hoc nam 2021 caa Dai

hoc Quéc gia Ha Noi

Xem toan bd

D& an Tuyén sinh 2022

........

Figure 2. Admission Information Channel of Hanoi National University

Source: website of Hanoi National University -http.//tuyensinh.vau.edu.vn/
(iii) Search Engine Optimization (SEO):
To drive traffic to admissions information pages or university websites, each university
typically uses search engine optimization (SEO) tools to increase brand recognition and
website visits. Search keywords often relate to the names of the universities. For example,
Google searches for keywords like "Pai hoc Qudc gia Ha Noi" return 164 million results (with
"VNU" being 7.46 million), "Pai hoc Kinh té quéc dan" returns 81.4 million results (while
"NEU" reaches 2.1 billion results), and "Pai hoc Ngoai thuong" returns 101 million results
(compared to "FTU" with 14.7 million).
In the private sector, some universities have high search results, such as Nguyen Tat Thanh
University (Ho Chi Minh City) with 101 million results for the keyword "dai hoc Nguyén Tt
Thanh," Ho Chi Minh City University of Technology (Ho Chi Minh City) with 79.7 million
results for "dai hoc Cong nghé TP HCM," Duy Tan University (Da Nang) with 44.7 million
results for "dai hoc Duy Téan," and Thang Long University (Hanoi) with 22.8 million results
for "dai hoc Thang Long."
Foreign universities in Vietnam, such as RMIT University Vietnam, only reach 2.85 million
search results for the keyword "RMIT Viét Nam," while British University Vietnam (BUV)
reaches 6.57 million results for "BUV." However, BUV achieves 158 million results for
"trudng dai hoc Anh qudc Viét Nam," and American University in Vietnam (AUV) gets 136
million results for "dai hoc My tai Viét Nam" and 12.3 million results for "TAUV."
So, the use of keywords in search engines is closely related to the use of brand names in official
texts and word-of-mouth languages to increase the brand recognition of universities. Many
universities with long-standing reputations and traditions, as well as extensive articles and
shares related to their activities, have high search results. Using SEO techniques to boost the
university's visibility during admissions seasons is crucial for some universities, especially
private and newly created universities, in order to ensure they attract potential students.
(iv) Electronic Word of Mouth (eWOM):
In addition, several information portals or websites dedicated to admissions have been
established to compile, summarize, review, and provide information about universities in
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Vietnam. These portals include tuyensinhso.vn, thongtintuyensinh.vn, reviewedu.net, and
others.

These information portals provide comprehensive details about universities, admission criteria,
exam combinations, cutoff scores from previous years, some images and videos introducing
the university, and they often include comment sections for information exchange or to provide
reviews about the university. These portals can be considered as electronic word-of-mouth
(eWOM) tools that universities can leverage to lead or guide information.

Tuyensinh CONG THONG TIN TUYEN SINH DAI HOG, CAO DANG LGN NHAT VIET NAM

Home Dai Hoc Cao Déng Nganh Nghé Khéi thi Dai Hoc» Diém Chuén i-Dap a Ban tin»

Trang chu > > Dai hoc Ngoai thwong (Co' s& Ha Noi) THENG TIN CANBIET

e Dai hoc Ngoai thwong (Co’ s& Ha Noi) Cao Bang Quéc Té Sai Gon giam 50% Hoc
HAMNGOCTHACH  C3p nnat: 31/10/2022 Phi 2023 5%
HOAC AD T Cao Béng Y Dirgc Sai Gon giam 100% Hoc
USET! . GIOI THIEU phi 2023 =%
w‘ gh w V Tén trueng: Pai hoc Ngoai thuong Cao Ding Y Khoa Pham Ngoc Thach mién
Chican  Tén tiéng Anh: Foreign Trade University (FTU) 100% hoc phi 2023 %%
hié PT
ghicp TET v Ma trwong: NTH S— =
Mién Déi tiromg wu tien, diém wu tien khu vire
. V Hé dao tao: Pai hoc - Sau dai hoc - Van bang 2 - Tai chrc - Lién théng - Lién két Quéc té nam 2023 52T
% hoc phi
2023  Dia chi: 91 phé Chua Lang, Béng Da, Ha Noi

3 diém méi dang chi ¥ trong tuyén sinh BH
 SDT: (024) 32 595158 2023 Bor.

v v Email:_gldt@ftu.edu.vn

Figure 3. Digital Admission Information Portal - Search for Hanoi Foreign Trade
University (Hanoi Campus)
Source: Digital Admission Information Portal- https://tuyensinhso.vn/school/dai-hoc-bach-
khoa-ha-noi.html
The Fulbright University Vietnam uses the founding story as well as the images of leaders from
both Vietnam and the United States to demonstrate to the community the necessity of
establishing a university based on the philosophy of liberal education. Government sponsorship
ensures the credibility of the school's educational quality for students.

Figure 4. President Barack Obama came to speak at Fulbright University Vietnam in
2016.
Source: Fulbright University Vietnam website https.//fulbright.edu.vn/vi/khoi-nguon-fuv/"

Expressions of feelings or reviews from former students, current students, or famous
individuals are often used by many institutions in their communication campaigns. These tools
have also contributed to increasing the effectiveness of admissions at higher education
institutions in Vietnam.

(v) Education ranking tools
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At private higher education institutions like Duy Tan University, education ranking tools are
employed in the school's admissions communication efforts.

IZI D A TRANG CHU | THONG BAO | NGANH NGHE DAG TAG | TIN TG TUVEN SINH | HOG BONG | XEP HANG | LIEN HE

TOP 145 BAI HOC TOT NHAT CHAU A 2023 THEO QS RANKINGS

2023 (TANG 65 BAC SO VdI NAM 2022)

XEP HANG

THE = chitigs = THE = chitgt =
BANG XEP HANG BANG XEP HANG
TOP 500 | TIMES HIGHER EDUCATION TOP100" | TIMES HIGHER EDUCATION

THE GIG1 (THE) CHAU A (THE)

XET TUYEN THANG

NHAN HOC BONG
TOAN ¥

e 4 e o vaom v €D

BANG XEP HANG

i THE:
BANG XEP HANG

TOP
251-200 | TIMES HIGHER EDUCATION (THE)

Figure 5. Rating of Duy Tan university

Source: Duy Tan university (Da nang) - https.//duytan.edu.vn/tuyen-sinh/Page/Ranking.aspx

Accordingly, it can be observed that the majority of universities use website tools in their
university admissions, along with social media platforms and SEO. Reputable public
universities in Vietnam also utilize electronic Word-of-Mouth (eWOM) tools, but private and
foreign higher education institutions tend to employ these tools more vigorously in their
communication with prospective students.

3.2. Customer Service Delivery

& Trangcha & Phong QLDT #& Céap bang diém & Phong CTCTSV & Email va tai khoan Teams & Dang ky t6t nghiép

TRUONG DAI HOC NGOAI THUONG
Phéng Quan ly Dao tao

D/C: P.202 - Nha A - DH Ngoai thuong - 91 Chiia Lang - Lang Thuong - BB - HN
Hotline: 02432595160 - 02432595161
Email: qidt@ftu.edu.vn

TIN TUC 2 DANG NHAP

09/08/2023 15:38 28/01/2022 3 18/12/2019 15:00 2
- -
~ % E\ | — & =
; £ N —_—
Voo —= — o Quén mat khau
P 2 E—— . =
= s =) bang nhap
-SSR, S E 5 === - a4 >
Truwong Dai hoc Ngoai thuong té churc 6n luyén, t& Thong bao vé viéc cung cép théng tin ca nhan cu: HUONG DAN DANG KY MON HOC ONLINE e IS
chure thi cdp chirng chi trng dung céng nghé théng sinh vién phuc vu té chirc hoc tap truc tiép =

> Khao sat danh gia
THONG BAO

> Tra ctru théng tin tét ng

Figure 6. The training information portal of Foreign Trade University.

Source: FTU's portal — Foreign Trade univeristy http.//ftugate.ftu.edu.vn/#/home
Students, or learners, are the direct customers of higher education institutions. Therefore,
providing customer service is essentially catering to the needs of students at universities.

The majority of colleges have their own administration programs in place to provide services,

particularly in the area of education management to assist students in organizing their study

schedules.

On their websites, universities also include links to various communication channels, such as

social media platforms, to make it convenient for users to access information.

o In private and foreign higher education institutions: most schools establish internal
learning management systems, which provide various services for learners, such as
course registration, announcements, personal schedules, study materials, electronic
library services, and student forums. These services are essential for the core
educational activities of the institution.
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Tra ciu E-Learning  Théng tin - Tai ligu VIE
—IZ UNTVERSITY PAC TAC TUYEN SINH D31 SONG THANG LONG  GISI THIEU TINTUC-SUKIEN  Q

oo Van ban
2 &

Dang ki hoe Pao tao true tuy&n

Nghi dinh >
Luat - Phap I&nh >
H& théng quan Ii dao tac danh H& thdng hoc tap truc tuyén

Quy ché& - Quy dinh >

Iy ie Théng tu>

Bi&u m&u - Pon tir cho Sinh
vién >

Figure 7. The training information portal of the Foreign Trade University
Source: Training information portal - Foreign Trade University
http.//ftugate ftu.edu.vn/#/home
At RMIT Vietnam, student management is facilitated through tools like Student Timetabling,
the online support system RMIT Student Connect, and career guidance services. These systems
offer additional services that benefit learners when they engage in their studies at the university.
3.3. Alumni graduation
o At public higher education institutions: In the midst of the Covid-19 pandemic in 2021,
the Foreign Trade University organized online graduation ceremonies. These

ceremonies took place simultaneously at all three campuses of the university, covering
various academic levels and programs (from bachelor's to master's and doctoral
degrees). The event was conducted using the Zoom platform and livestreamed on the
university's FTU Times fanpage.

i o 2
== [ ] P ] R
ORI @ oo
s & NguSi dsng Thu Th 10 gi&
A' . ps P . a =
LE TOT NGHIEP NAM 2021 5021 (GRADUATION CEREMONY. .
- [TRUC TIEP] LE TOT NGHIEP NAM 2021

(GRADUATION CEREMONY, CLASS OF 2021)...
Xem them

OD 2.8« 2,5K binh ludn 84K IUGt xer

Ha N&i, ngay 26 thang 2 nam 2021

128,7K
S6 ngudi tiép <3

Xem thém chi viét vé video

O Y, Oasinhluan & Chiasé @~

Firgure 8. Foreign Trade University’s graduation livestream year 2021
Source: FTU's fanpage

The fanpage has attracted over 84,000 followers, reached 128,700 users, received over 2,800
interactions, garmered more than 2,500 comments, and nearly 1,000 shares. For the first time,
friends and family of the graduates were able to directly participate in their graduation
ceremony. Many comments and well-wishes were sent through the fanpage, creating a positive
effect in conveying the messages of the Foreign Trade University.

Regarding alumni, most universities value their former students and consider them as brand
ambassadors for the institution. Alumni are seen as valuable assets for the university's image.
Therefore, many higher education institutions like the National University and the National
Economics University have established dedicated tabs for alumni to record their activities and
promote their achievements externally.
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The activities of alumni also serve as a useful information channel to enhance the recognition
of the university's brand and as a sponsorship channel for the institution's activities.

Cac don vi thanh vién va truc thuéc VNU =) Bing nhap

Nha&an thanh tuu - NSi yéu thuong
CHUNG TAY CUNG PHAT TRIEN

St thisu chung kex nsi Chia s Ham tac Thanh cong Ban tin csv

Su kién ndi bat Xem tham

VINF — Théng tin cac chuong

trinh hop téc va tai trg nam...
Hoc b8ng Cuu sinh vién

& 22/02/2023

Théng tin chi tist vé cac

chuong trinh tai trg va hop tac

ctia Quy VINIF n&m 2023 nh.__.

KR Seciririties

Figure 9. Scholarship information for Alumni of Hanoi National University

Source: https://alumni.vau.edu.vn/

iy inh vin Bai hoc Thing
Long

Moo g 40K thinh i

& Trang ch cia g dong
FAA - Hoi cyu sinh vién BH Hoi cuu sinh vién Dai hoc Thang Long .
Ngoai Thuong
m 4K gt thich « 41K nguditheo i m th Thich 2 —
e (D EREAER Qimkiém . 6

Firgure 10. The alumni network of Foreign Trade University and Thang Long
university
Source: Fanpage’s Foreign trade unievrsity and Thang Long university -
https://www.facebook.com/groups/faa.vn/ and
https://www.facebook.com/groups/TLUAlumni/

However, many universities, including even the Foreign Trade University, do not really have
a dedicated section for alumni on their official websites. The Foreign Trade University, like
some other universities such as Thang Long University, often uses social media tools, primarily
Facebook, to connect with alumni. The management of alumni activities is usually carried out
by proactive alumni themselves.

At RMIT University Vietnam, they have a separate menu on their website specifically for
alumni. According to the information on the university's website, the student community at the
university in Vietnam numbers around 20,000 people. This number reflects RMIT's pride in its
generations of alumni as well as its success in connecting the university with its former
students.

B RMIT Alumni Network
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What are you looking for?

. and expand your personal
network by chatting with other rmermbers
without sending a friend regquest

Figure 11. The alumni network of RMIT University Vietnam
Sourve: RMIT’s website in Vietnam- https://alumninetwork.rmit.edu.vn/

To attract alumni, RMIT Vietnam has also emphasized the benefits that alumni enjoy when
participating in the network, such as access to the university campus and the provision of
electronic cards for alumni, career-related benefits, on-campus privileges, and other
collaborative opportunities.

1. Evaluation of Electronic Marketing Tools in Some Vietnamese Universities
Electronic marketing activities have become a growing concern for many
universities in Vietnam.

Electronic marketing tools allow universities to attract the attention of potential students while
also meeting the increasingly diverse needs of current students and paying more attention to
alumni.

The tools used are quite diverse and comprehensive, providing many services and useful
information for learners and relevant parties.

Most Vietnamese universities use websites as essential tools to provide information to various
customer segments, including potential students, current students, alumni, and others. These
university websites are designed to be visually appealing and offer valuable information to
learners and the wider community about ongoing activities at the university.

In addition to websites, social media platforms have been heavily promoted to establish
connections and support the attraction of potential students and other target audiences. These
tools are also linked to the primary information channel, which is the university's website. Most
websites incorporate feedback through messenger chat windows directly on the homepage and
provide links to social media platforms such as Facebook, Instagram, YouTube, Twitter, and
Google+.

In addition, the development of technology in education helps schools create various tools to
support learners. Internal management systems personalize the needs of learners, providing a
wide range of online services quickly, contributing to higher learner satisfaction. Investing in
the development of educational technology infrastructure allows educational institutions to
better serve learners and expand their target audience. Educational services are not only
provided domestically but can also reach customers worldwide. Many international
collaboration programs provide opportunities for domestic students to access and study abroad,
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as well as for international students to interact with educational institutions in Vietnam.
Through these initiatives, higher education institutions in Vietnam can integrate into the
international education environment.

Marketing activities are applied to most stakeholders related to higher education institutions,
including potential learners, current learners, alumni, and even parents and society as a whole.

Despite progress in digital marketing activities at higher education institutions in Vietnam,
there are still many limitations.

First, there is a lack of diversity in marketing tools. The application of marketing tools
primarily involves providing information through websites. The emphasis on social media
marketing has only recently gained momentum under the influence of the COVID-19
pandemic. Other tools such as video marketing or influencer marketing have also begun to
emerge but remain relatively underdeveloped. Many new technologies that could be applied in
educational marketing, such as virtual reality (VR), augmented reality (AR), mixed reality
(MR), or the use of Artificial Intelligence (Al) and automation in identifying learner needs,
have not been widely adopted due to funding constraints.

Second, limitations in information provision: Transparency of information is crucial for
effective marketing, and public higher education institutions in Vietnam are gradually
improving in this regard. However, the information provided is not sufficiently diverse. Simple
yet practical information for learners, such as tuition fees, is not openly shared by many
universities. Additionally, tools for reviewing and evaluating the quality of education as well
as the strengths and weaknesses of institutions are not openly available on official channels
like university websites. These pieces of information contribute to shaping perceptions and
reducing or preventing misinformation.

Third, most marketing efforts focus on potential learners or current students and do not
sufficiently engage with alumni. Alumni can serve as brand ambassadors and enhance the long-
term brand value of universities. However, many universities seem to prioritize enrollment-
related concerns and have not invested in cost-effective and widespread marketing strategies
to engage with alumni.

Fourth, there is a lack of clearly defined marketing strategies. Essentially, marketing for
educational institutions is similar to marketing in businesses, which means understanding and
meeting the needs of customers. Many universities have not thoroughly researched the needs
of learners (not just potential or current ones) and stakeholders, including employers in the
context of higher education institutions. For example, for prospective or new students, sharing
information about tuition fees, scholarships, and job opportunities should be a key focus.
However, these aspects are often unclear or poorly presented in some higher education
institutions. Information about business connections or employment opportunities is not
regularly updated. Information should be segmented according to different target groups to
meet personalized needs.

5. Enhancing Electronic Marketing tools at Universities in Vietnam

Universities can consider using trendy tools favored by young people, such as TikTok,
blogs, and podcasts. Blogs are useful information channels to provide in-depth information on
topics of interest to potential learners and can also improve search engine rankings for the
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university's website. Blog content can address helpful tips, specific information about the
institution's online courses, or provide information about student life services like
transportation, research data searching, housing and accommodation information, scholarship
opportunities, internship placements, handling classroom situations, etc. This information is
especially valuable for students who are not located near the university.

There should be a particular admissions page on the university's website, which
frequently serves as the official platform for distributing admission-related information. This
website needs to provide precise admission details, such as admission requirements, admission
procedures, helpful information for new students, and more. A number of colleges have
formerly accomplished at this. However, in addition to creating flowcharts for guidance, there
should be videos to guide learners on the enrollment process and necessary steps for online
registration. This visual approach is more engaging and instills greater confidence in potential
candidates. Many international universities have successfully used podcasts for admissions.
Furthermore, there should be integration of automated features like payment processing,
dormitory registration, shuttle service registration (if available), or other university services.
Universities can also consider using Al technology to provide virtual admission counselors.
Al-powered chatbots can offer real-time support to future students by answering their questions
and providing personalized guidance. According to an IBM report, more than 60% of Gen Z
students prefer interacting with chatbots over human representatives. These gadgets analyze
data utilizing machine learning algorithms to give students specific recommendations based on
their preferences, educational history, and other aspects. Educational institutions can also use
the information gathered through these tools to forecast student behavior and identify the
students who will be most likely to enroll, retain enrollment, or drop out. Organizations can
use this information to personalize their marketing efforts and improve student retention rates.
However, universities need to ensure they have control over the information that chatbots like
GPT can provide to learners to ensure reliable information dissemination.

On various information portals, universities should provide comprehensive information
about themselves, including admission criteria, exam subject combinations, previous years'
admission cutoff scores, as well as images and introductory videos about the institution. These
information portals should also have comment sections to facilitate information exchange and
allow users to provide evaluations and feedback about the university. These portals can be
considered as tools for electronic Word of Mouth (eWOM), which universities can leverage to
guide or direct information.

Colleges and universities must establish communication with potential students to create
conditions for them to understand the educational services offered. A website is a valuable tool
for disseminating course materials to students. However, relying solely on the internet as a
communication method may not be beneficial. A website can inform prospective students after
their initial contact with the educational institution and serves as an effective tool for enrolling
them. The website should provide students with basic and detailed information about the
university's resources and expectations. The needs and potential of learning in this way should
be interwoven.

Universities can also use advertising and email campaigns to effectively reach and
persuade future students to enroll. Organizations can benefit from the support of alumni who
can share their positive experiences with current and future students. In this way, they can share
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their success as former students of the organization with future students and encourage them
to participate.

Universities allocate funds for modern, aesthetically pleasing buildings and allocate
more spending towards public-oriented activities such as fundraising events. Findings qualified
researchers depends on the goals set by upper-level management. Universities also use public
relations to build relationships. Typical interactions include engaging with individuals, famous
politicians, domestic and international students to enhance the image and reputation of the
institution.

Since the introduction of Information and Communication Technology (ICT) as a new
educational service, students no longer need to be physically present at the university to access
a wealth of necessary information. Educational institutions can establish data systems that grant
students access to course materials and other resources. Various IT resources can be integrated
into academic programs to provide suitable academic content for educational purposes.
Universities can offer services through online systems integrated into their websites. Tools for
interacting with current students may include email, video, and phone conferences. Fully online
courses can also be provided to meet the needs of distance learners.

Additionally, educational institutions need to diversify their electronic marketing tools.
On the foundation of their websites, universities should link to other platforms such as social
media, leverage tools like big data and Al to enhance and develop websites, create attractive
effects to engage viewers, and provide various utilities for learners and other audiences when
accessing an official university website.

Enhancing the use of social media/social networks: This is a tool that is increasingly being
used by many people, including students, school students' parents, teachers, and other individuals.
Therefore, the reach of communication through these tools is extensive, creating opportunities for
universities to implement online enrollment strategies and provide educational services or other
activities such as webinars, online interactions, and more.

Enhancing the use of digital tools and artificial intelligence in marketing: In the context
of the global and Vietnamese economy surrounded by the achievements of science and technology,
which are transforming all aspects of economic and social life worldwide, artificial intelligence
technologies are becoming increasingly integrated into the activities of universities, in areas
ranging from teaching, learning, research, and academic management (Irina V. A., 2020). To reach
customers, most electronic marketing tools have been used by educational institutions. However,
whether to a lesser or greater extent, these tools have also integrated Al. Digitizing marketing
processes or operational processes in educational institutions further enhances the use of AI. And
if the ICT infrastructure is underdeveloped, it can reduce opportunities for digitization and Al
deployment at universities. Therefore, educational institutions need to undergo digital
transformation to align with the general trend of digitization in education in Vietnam and globally.
In practice, all types of university activities — teaching and learning, scientific research,
administration — have significance in marketing when they create experiences for customers or
stakeholders (students, professors, staff, partners, and society), thus influencing the reputation and
position of the university in the education and research market (Irina V. A., 2020).

Enhancing the application of Al in marketing allows for the rapid collection and
processing of large, accurate, and cost-effective data, freeing up human resources to promote
further innovation. Educational institutions can apply Al in enrollment counseling, administrative
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procedure support for students, catering to individual student needs, and supporting teaching,
learning, and scientific research activities at universities. However, implementing Al in universities
requires a substantial budget and a large amount of information to effectively utilize Al features.
Additionally, educational institutions need to consider the benefits and costs of Al deployment,
depending on the specific conditions of each institution.

Using a synchronized student information system that provides services to students while
seamlessly collecting and maintaining information about students in a profile during their time
at the institution and for many years thereafter. This capability allows educational institutions
to stay in touch with alumni even after they graduate. This is currently a challenge at many
educational institutions. Contacting students becomes difficult because most graduates may
change their phone numbers or personal emails, or they may not use or pay much attention to
emails from the university. Establishing an information system that automatically sends useful
information to alumni, such as advanced degree programs, job opportunities, or collaboration
opportunities, and inviting them to participate in on-campus events can help. Providing useful
information helps educational institutions maintain an active and professional alumni
community. The system also allows for connections between alumni and current students
studying at the institution, gathering introductions about alumni and suggesting them to
graduating students. The system can also facilitate attracting sponsorship for certain projects
of the institution to serve the community.

In addition, institutions can enhance the use of landing pages to carry out personalized
marketing campaigns targeting different target audiences in each campaign. Landing pages can
be applied to short-term courses within institutions. Landing pages can help collect information
from potential learners, categorize them to assist the admissions department of the institution
in proposing appropriate outreach strategies. Landing pages should also be designed to
highlight the benefits of programs, courses, or the benefits they will bring to learners, the
conditions for participating in the course, as well as the payment methods and evaluations from
former learners or exemplary individuals, as well as evaluations from organizations or
businesses to enhance the credibility of the courses. Discounts and incentives should also be
emphasized to encourage learners to convert and become students of the institution.

6. Conclusion:

It can be observed that, currently, the majority of universities in Vietnam primarily use a few
tools such as websites or social media for marketing activities. The focus of marketing efforts
is largely on the enrollment process, while there are still significant limitations in managing
and providing services to students and connecting with alumni. This necessitates that
universities in Vietnam need solutions to enhance the application of electronic marketing tools
to improve the institution's brand image, as well as to attract and retain students. Diversifying
electronic tools and digitizing using achievements in Al, big data, and blockchain will provide
universities with more useful and excellent tools to implement marketing strategies effectively.
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