VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

INTERNATIONAL JOURNAL OF RESEARCH IN
COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar,

Indian Citation Index (IC1), -Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)i.
Index Copernicus Publishers Panel, Poland [ iCINEINEIGHSI08NE0H2) & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 7144 Cities in 197 countries/territories are visiting our journal on regular basis.

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA
http://ijrcm.org.in/




VOLUME NoO. 12 (2022), ISSUE NO. 10 (OCTOBER)

ISSN 2231-1009

CONTENTS

Sr. Page
N TITLE & NAME OF THE AUTHOR (S)

0. No.
1. IMPACT OF DIGITAL MARKETING ON STUDENTS’ 1
PERCEPTION IN SELECTING HIGHER EDUCATION INSTITUTES

DURING COVID-19 PANDEMIC
SOUVIK ROY CHOUDHURY, ANJU THAPA, SAHIL CHOUHAN &
UPKAR SINGH

2. IMPACT OF Al AND ML IN LEADERSHIP BEHAVIORS AND 6
DECISION MAKING - DRIVING BUSINESS RESULTS
SASHREEK KRISHNAN & Dr. L.R.K. KRISHNAN
REQUEST FOR FEEDBACK & DISCLAIMER 11

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

FOUNDER PATRON
Late Sh. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
Dr. BHAVET
Former Faculty, Shree Ram Institute of Engineering & Technology, Urjani

ADVISOR
Prof. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR
Dr. PARVEEN KUMAR
Professor, Department of Computer Science, NIMS University, Jaipur

CO-EDITOR.
Dr. A. SASI KUMAR
Professor, Vels Institute of Science, Technology & Advanced Studies (Deemed to be University), Pallavaram

EDITORIAL ADVISORY BOARD
Dr. CHRISTIAN EHIOBUCHE
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, USA
Dr. SIKANDER KUMAR
Vice Chancellor, Himachal Pradesh University, Shimla, Himachal Pradesh
Dr. JOSE G. VARGAS-HERNANDEZ
Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Guadalajara,
Mexico
Dr. RAJENDER GUPTA
Convener, Board of Studies in Economics, University of Jammu, Jammu
Dr. D. S. CHAUBEY
Professor & Dean (Research & Studies), Uttaranchal University, Dehradun
Dr. TEGUH WIDODO
Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, JI. Telekomunikasi, Indonesia
Dr. S. P. TIWARI
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad
Dr. BOYINA RUPINI
Director, School of ITS, Indira Gandhi National Open University, New Delhi
Dr. KAUP MOHAMED
Dean & Managing Director, London American City College/ICBEST, United Arab Emirates
Dr. MIKE AMUHAYA IRAVO
Principal, Jomo Kenyatta University of Agriculture & Tech., Westlands Campus, Nairobi-Kenya
Dr. M. S. SENAM RAJU
Professor, School of Management Studies, I.G.N.O.U., New Delhi
Dr. NEPOMUCENO TIU
Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines
Dr. ASAJEEVAN RAO
Professor & Director, Accurate Institute of Advanced Management, Greater Noida
Dr. H. R. SHARMA
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G.
Dr. CLIFFORD OBIYO OFURUM
Professor of Accounting & Finance, Faculty of Management Sciences, University of Port Harcourt, Nigeria

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

Dr. SHIB SHANKAR ROY
Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh
Dr. MANOHAR LAL
Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi
Dr. SRINIVAS MADISHETTI
Professor, School of Business, Mzumbe University, Tanzania
Dr. VIRENDRA KUMAR SHRIVASTAVA
Director, Asia Pacific Institute of Information Technology, Panipat
Dr. VUAYPAL SINGH DHAKA
Professor & Head, Department of Computer & Communication Engineering, Manipal University, Jaipur
Dr. NAWAB ALI KHAN
Professor & Dean, Faculty of Commerce, Aligarh Muslim University, Aligarh, U.P.
Dr. EGWAKHE A. JOHNSON
Professor & Director, Babcock Centre for Executive Development, Babcock University, Nigeria
Dr. ASHWANI KUSH
Head, Computer Science, University College, Kurukshetra University, Kurukshetra
Dr. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engg. & Tech., Amity University, Noida
Dr. BHARAT BHUSHAN
Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar
MUDENDA COLLINS
Head, Operations & Supply Chain, School of Business, The Copperbelt University, Zambia
Dr. JAYASHREE SHANTARAM PATIL (DAKE)
Faculty in Economics, KPB Hinduja College of Commerce, Mumbai
Dr. MURAT DARCIN
Associate Dean, Gendarmerie and Coast Guard Academy, Ankara, Turkey
Dr. YOUNOS VAKIL ALROAIA
Head of International Center, DOS in Management, Semnan Branch, Islamic Azad University, Semnan, Iran
P. SARVAHARANA
Asst. Registrar, Indian Institute of Technology (lIT), Madras
SHASHI KHURANA
Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala
Dr. SEOW TA WEEA
Associate Professor, Universiti Tun Hussein Onn Malaysia, Parit Raja, Malaysia
Dr. OKAN VELI SAFAKLI
Professor & Dean, European University of Lefke, Lefke, Cyprus
Dr. MOHINDER CHAND
Associate Professor, Kurukshetra University, Kurukshetra
Dr. BORIS MILOVIC
Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia
Dr. IQBAL THONSE HAWALDAR
Associate Professor, College of Business Administration, Kingdom University, Bahrain
Dr. MOHENDER KUMAR GUPTA
Associate Professor, Government College, Hodal
Dr. ALEXANDER MOSESOV
Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan
Dr. MOHAMMAD TALHA
Associate Professor, Department of Accounting & MIS, College of Industrial Management, King Fahd University of
Petroleum & Minerals, Dhahran, Saudi Arabia
Dr. ASHOK KUMAR CHAUHAN
Reader, Department of Economics, Kurukshetra University, Kurukshetra
Dr. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
WILLIAM NKOMO
Asst. Head of the Department, Faculty of Computing, Botho University, Francistown, Botswana

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

YU-BING WANG
Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan
Dr. SHIVAKUMAR DEENE
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
Dr. TITUS AMODU UMORU
Professor, Kwara State University, Kwara State, Nigeria
Dr. BHAVET
Faculty, Shree Ram Institute of Engineering & Technology, Urjani
Dr. THAMPOE MANAGALESWARAN
Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka
Dr. ASHISH CHOPRA
Faculty, Department of Computer Applications, National Institute of Technology, Kurukshetra
SURAJ GAUDEL
BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal
Dr. SAMBHAVNA
Faculty, I.L.T.M., Delhi
Dr. LALIT KUMAR
Course Director, Faculty of Financial Management, Haryana Institute of Public Administration, Gurugram

FORMER TECHNICAL ADVISOR
AMITA

FINANCIAL ADVISOR
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT
SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

\"




VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-
puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics;
Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-
ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice;
Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics
& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development
Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics;
Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management;
Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-
ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-
duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-
tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-
tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer
Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-
eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-
gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:
DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript titled " for likely publication in one of

your journals.

| hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language
fully or partly, nor it is under review for publication elsewhere.

| affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of
their names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation/Post*

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)

Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant
Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of
author is not acceptable for the purpose.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vi




VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf.
version is liable to be rejected without any consideration.

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/other, please specify)

c) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message
w.r.t. to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

e) Only the Abstract will not be considered for review and the author is required to submit the complete manuscript in the first
instance.

f)  The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of
acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding
author is required to demand for the same by sending a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised.

AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-
ternate email address should be given underneath the title.

ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.

ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-
dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.
KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic
order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except
special words e.g. name of the Countries, abbreviations etc.

JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-
web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.
MAIN TEXT:

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION
REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESIS (ES)

RESEARCH METHODOLOGY

RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

LIMITATIONS

SCOPE FOR FURTHER RESEARCH
REFERENCES

APPENDIX/ANNEXURE

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript.

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

Vi



VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be
above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are
referred to from the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed
at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is
utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the
editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised
references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything
that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per
the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.

. Use (ed.) for one editor, and (ed.s) for multiple editors.

. When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending
order.

. Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

. The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters,

dissertations, reports, working papers, unpublished material, etc.
. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders before the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited
by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.

JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-
nal of Urban Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-
ciation, New Delhi, India, 19-23

UNPUBLISHED DISSERTATIONS

. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITES
U Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

viii




VOLUME NO. 12 (2022), ISSUE NO. 10 (OCTOBER) ISSN 2231-1009
IMPACT OF DIGITAL MARKETING ON STUDENTS’ PERCEPTION IN SELECTING HIGHER EDUCATION
INSTITUTES DURING COVID-19 PANDEMIC

SOUVIK ROY CHOUDHURY
RESEARCH SCHOLAR
MARKETING & SUPPLY CHAIN MANAGEMENT
CENTRAL UNIVERSITY OF JAMMU
RAHYA-SUCHANI (BAGLA)

ANJU THAPA
ASST. PROFESSOR
MARKETING & SUPPLY CHAIN MANAGEMENT
CENTRAL UNIVERSITY OF JAMMU
RAHYA-SUCHANI (BAGLA)

SAHIL CHOUHAN
RESEARCH SCHOLAR
MARKETING & SUPPLY CHAIN MANAGEMENT
CENTRAL UNIVERSITY OF JAMMU
RAHYA-SUCHANI (BAGLA)

UPKAR SINGH
RESEARCH SCHOLAR
MARKETING & SUPPLY CHAIN MANAGEMENT
CENTRAL UNIVERSITY OF JAMMU
RAHYA-SUCHANI (BAGLA)

ABSTRACT

Digital Marketing has revolutionized the way students are inclined towards higher education and opting for these institutes. In the time of pandemic, studying this
topic is of utmost relevance which can open up further research opportunities in this area. The objective of the given paper is to study the student’s perception in
selecting institutes for higher education. Also, the impact of digital marketing on student’s perception in selecting higher education institutes during COVID pan-
demic has been analyzed. In this study, respondents were selected from various public higher education institutes in northern India undergoing courses from grad-
uation until PhD. A total of 656 questionnaires (Male= 356 and Female= 300) were used to conduct the research and 32 responses were rejected because they were
incomplete. The data which were collected has been organized and analyzed by using different statistical tools and techniques. On the basis of age, respondents
have been classified into four categories i.e., ranging from 18-20 years, 20-22 years, 22-24 years and above 24 years. Out of the total respondents, majority of the
respondents are in the age group between 18-20 and 22-24 years (29.3%), followed by those between 20-22 years (24.4%), and remaining respondents with age
group above 24 years (17.1%). On the basis of data, most of the respondents were influenced by the Institutional website (81.1%), good social environment of the
institution is the top most priority of the respondents (50%) in selecting the institution for higher education are some of the key findings of this study in addition to
other sub findings.

KEYWORDS

Covid-19 pandemic, digital marketing, higher education.

JEL CODES
M31, M37.

INTRODUCTION

n the present time, Internet is a part and parcel of everyday day life without which no activities can be imagined. In the business world, digital marketing is
Z‘the prime implementation of Internet technology. By the usage of efficient search engine marketing strategies and certain keywords on a registered website,

it is quite possible for more visibility of the website link to be found at the top while a search is made (Sawlani D.K. & Susilo D., 2020). In addition to other
sectors, higher education has been also impacted equally by digital marketing especially during the Covid-19 pandemic. Education stakeholders have left no other
option except for going digitally during these lockdown situations. There has been a tremendous use of internet and mobile devices, social media etc. by these
stakeholders to access information as well as for the transfer of knowledge. As students are becoming more tech-savvy, universities and colleges are facing a
challenge with regards to the growth in enrolment due to the aspect of digital marketing (Martin, 2015). Sherman (2014) mentioned about challenges, both
external and internal being faced by higher education institutes worldwide. From the marketing point of view, higher education institutes require to shift from
attractive brochures to the presence on web in order to capture the attention of the prospective students. Universities and colleges are becoming more particular
regarding spending money in recruiting digital marketing experts which helps in the placement process of the students easier. On the reverse side of the coin,
increase in competition and rise in fees have compelled the students to become pickier in their choice of the institution (Sherman, 2014).
Social media is an intrinsic part of our daily lives. In addition to the goods industry, the service industry is also catered by means of digital marketing. Service
product which includes educational services such as higher education institutions are competing fiercely for admitting prospective students (Prihadini D. et al.,
2020). A concrete and logical Digital Marketing strategy can help with the enroliment procedure and many global institutions have already found their own way
of alluring the students. In the present era, researching options of choosing a higher education institute by means of the social media is quite common. One of the
institutes uses the social networking site Twitter as a medium to showcase the potential of the faculties and the achievement of the current students in order to
communicate with their prospects before a campus visit. In order to drive enrollment numbers, during the annual recruitment week of a particular institute, they
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have promoted their curriculum, campus culture and faculty. This is one of the finest ways to help a student in deciding a higher education institute who are quite
confused in selecting one. In order for the enhancement of student engagement, a fundraiser program is hosted by students of a particular institute every year. It
brings together the alumni, researchers, faculties and the students in one platform and live video streaming takes place via social networking sites in order to
reach wider audience. These kinds of programs are helpful in enticing the future students to make a decision in selecting higher education institutes.

Selection of higher education institutions had a major impact on the students’ perception during this period. As per the annual survey conducted by Cambridge
International, 84 per cent of students resorted to a substitution in their most preferred institution destination. The reason for this choice is mainly due to uncer-
tainty in general, travel issues, financial troubles. Owing to the ongoing pandemic scenario, bulk of the student from India had shown interest in pursuing higher
education in India only (Cambridge International’s Destinations Survey Annual Report).

RESEARCH OBJECTIVES
1. Tostudy the student’s perception in selecting Institutes for higher education.
2. To analyze the impact of digital marketing on students’ perception in selecting higher education Institutes during COVID Pandemic.

METHODOLOGY

The primary data has been collected by asking different questions from the respondents using surveying with the help of a Questionnaire. The Secondary data has
been collected from various books, journals, annual reports, magazines, newspapers, published papers, websites, etc. The study has been conducted in all over
India from major public institutions. The respondents of the research study comprised of respondents starting from those enrolling at the university to that
pursuing their doctoral education. The different age-groups for the study comprised of four different categories, namely, 18-20, 20-22, 22-24 and 24 and above.
The questionnaire used for studying the impact of Digital Marketing on students’ perception in selecting higher education institutes was based on closed type
questions only. A total of 656 questionnaires (Male= 356 and Female= 300) were used to conduct the research and 32 responses were rejected because they were
incomplete. Percentages were calculated for statements for the questions and displayed in the form of a table in the paper and also analysis is done and is
mentioned under the results and discussion section.

REVIEW OF LITERATURE

Digital marketing is frequently referred to as 'online marketing', 'web marketing' or 'Internet marketing'. Advanced promoting is an umbrella term for the show-
casing of items or administrations utilizing computerized innovations, mostly on the Internet, yet it additionally incorporates cell phones, show publicizing, and
some other computerized medium (Kusumawati, 2019). The Internet has held everybody's creative mind more than ever and keeps on developing in manners that
have no one would have envisioned regardless of socioeconomics, there is a longing among each age gathering to stay up with the most recent patterns on the
internet (Munshi, n.d.). Human being is in habit when they are being encircled by a massive portion of promoting messages, the majority of which they don't for
even a moment notice. The market is over-immersed with bunches of items and administrations, which consistently are being driven into the consideration of
expected customers. Behind any market promoting exertion, there is a basic intention to construct a drawn-out relationship with the clients. In spite of the fact
that maintenance of the customers relies upon meeting their expressed as well as implicit necessities by giving wanted items and offering required assistance at
a reasonable value, it is the work of relationship fabricating that assists associations with grasping the purchaser brain science and discuss successfully with them
(Stefko et al., 2015). Digital promoting includes the utilization of the Internet to market and sell labor and products. Digital advertising uses the force of electronic
business to sell and market items (Bala & Verma, n.d.). The internet and virtual entertainment offer universities important instruments to all the more likely speak
with their objective gatherings. The fundamental benefit comes from the likelihood to acquire criticism, the disservice being the inconceivability to control each
part of the two-way discussion (Alexa et al., 2012).

The utilization of digital media as a mode of correspondence is progressively acquiring a spot in different ventures. This is because of the far-reaching utilization
of advanced based specialized gadgets which are additionally progressively equally conveyed, and the expense of web information access is progressively reason-
able. The study results show that the pattern of involving computerized media as a wellspring of data by youngsters is very high, particularly in enormous urban
communities (Ramadhan & Gunarto, 2021). The customers are looking and looking through more on internet to find the best arrangement structure the dealers
around India when contrasted with customary or traditional techniques. Organizations can truly profit from digital marketing like site design improvement such
as search engine optimization (SEO), social media optimization (SMO), promotion of efforts, direct showcasing by email, books in the form of digital mode, optical
circles and games are turning out to be increasingly more typical in our propelling innovation. It has been found that, as a whole unit is associated by means of
Facebook and WhatsApp and the rising usage of virtual entertainment is setting out new open doors for advertisers using digital means to draw in the clients via
computerized stage. Being familiar with purchaser's thought processes is found to be significant in light of the fact that it provides a more concrete comprehension
of how clients are influenced via a store or a brand (Bala & Verma, n.d.).

Digital marketing planning is indistinguishable to some other showcasing plan, as a matter of fact it's inexorably odd to have separate designs for '‘computerized'
and 'disconnected' since that is not the way in which your clients see your business.(Chaffey & Bosomworth, n.d.). Because of the quick advancement of the
innovation, the nonstop expansion sought after and supply, the store network stretching and the large measure of date, the main answer for face the significant
changes is the computerization of the multitude of cycles. However, despite the fact that the new period of correspondence is here, expert propose that organi-
zations shouldn't overlook customary strategies, and to attempt to mix advanced showcasing with conventional missions to accomplish their goals (Todor, n.d.).
In the period of digitalization, the significance of advanced advertising has expanded over time one year to one more as a feature of the promoting procedure
rehearsed by associations of any kind and any size. Considering that computerized showcasing requires the presence of a substance promoting, the achievement
or the disappointment of the organization's internet based correspondence depends to a critical degree on the nature of its substance promoting (Baltes, n.d.).
To diminish the spread of the new Covid pandemic, institutions all over the globe are moving rapidly to move many courses from classes to on the internet with
online computer learning (e-learning) so it turns into a mandatory instructing and educational experience for instructive organizations. Internet online based
teaching is not simply putting learning materials on the web. Educators should arrange the substance and conveyance strategies for learning in new ways so
understudies don't feel confined and alone in the growing experience. Subsequently, satisfactory educator information and abilities, as well as ICT devices, should
be ensured, as study creators in nations where web-based learning happens. It had not spread before the COVID-19 pandemic (Ramadhan & Gunarto, 2021). The
pandemic has uncovered the weaknesses of the ongoing advanced education framework and the requirement for more preparation of teachers in computerized
innovation to adjust to the quickly changing training environment of the world. In the post-pandemic circumstance, the utilization of e-learning and virtual school-
ing might turn into a basic piece of the advanced education framework. The advanced education organizations and colleges need to design the post-pandemic
schooling and examination techniques to guarantee understudy learning results and norms of instructive quality (Rashid & Yadav, 2020).

The COVID-19 circumstance has moved understudies and staff into another domain of via distance learning by means of virtual study halls. These fast changes
from conventional up close and personal classes to virtual homerooms have achieved a progression of contemplations that workforce and understudies should
attain a split the difference to accomplish a common and significant cooperative social space and learning. The requirement for understudy and personnel coor-
dinated effort is basic, considerably much more with respect to grown-up students, as adaptability should be accessible for the two players to effectively connect
through the web-based stage utilized. Workforce serving a different populace of institutions understudies may really consider themselves to be responders in the
second-line to support understudies by means of undeniably challenging changes and assisting them with enduring during the pandemic (Neuwirth et al., 2021).
Because of the emergency initiated by the Covid pestilence, developments in scholarly community and advanced education that would have regularly required
quite a long because of the different disconnected regulatory guidelines are currently presented immediately surprisingly fast (Strielkowski, 2020). As per the
reports by UNESCO, as on 1st April 2020, schools and advanced education institutions (HEIs) were shut in 185 nations, influencing 1,542,412,000 students, which
comprise 89.4% of absolute enlisted students. Toward the start of May, a few nations, encountering diminishing quantities of cases and passing, began lifting
control measures. Be that as it may, on 7 May (the hour of composing the report), schools and higher education institutions (HEIs) were as yet shut in 177 nations,
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influencing 1,268,164 088 students, which comprise of 72.4% of complete enlisted students (Marinoni, n.d.). There are different customers of the higher education
foundations: students, their parents, monetary allies, employees and the overall local area that is somehow affected by the educational institute movement.
Normally, educational institute essential customers and target bunch are students. Simultaneously, students, as an objective gathering, should be portioned and
focused on differentially as there can be: primary school students, secondary school graduates and university level graduates, and each gathering has various
necessities and assumptions (Alexa et al., 2012).

Institutions involved in higher education in the nation will contend to give learning and educating climate fitting for the creation of alumni employable in industry
related to information sector. Higher education in India is not reliant upon unfamiliar understudies, will be least impacted by the worldwide production network
disturbance there on. From a demographic point of view, positive from the interest side, Indian advanced education foundations won't confront shortage of
understudies and thus no income fall. Nevertheless, the institutional job re-imagined because of reliance on virtual homerooms and online exchanges, the ex-
penses will be lesser, albeit the confidential foundations could charge strongly (Gurukkal, 2020). In this study plainly at the closure of universities, understudies
were loaded up areas of strength for with feelings and, to a little degree, with brief happiness. Upon the start of electronic classes, the predominant feelings
transformed into good ones, fundamentally hopefulness and alleviation yet additionally energy for the new experience. By far most had no trouble in changing to
internet based educating, as cooperation in the class was more straightforward, basically through the potential outcomes presented by innovation, yet additionally
due to the method of correspondence between the educator and the under studies. This end is as per different investigations on distance schooling and e-learning
(Karalis & Raikou, 2020). This study has recognized five significant difficulties to successful web-based progress: coordinating simultaneous and offbeat devices
into consistent internet based conveyance, beating boundaries to innovation access, working on internet based skills for students and workforce, defeating scho-
lastic deceitfulness issues in internet based appraisal, and protection and confidentiality. This study likewise recognized four procedures that perhaps might be
integrated into an excellent practice system for online instruction. In the first place, institutional help ought to be noticeable and complex with a specific spotlight
on web based materials for improvement in learning and innovation support for understudies and staffs. Second, to relieve the impacts of any future emergencies,
mixed learning ought to be embraced as an obligatory part of face to face guidance in an after Covid world. Third, preparing in instructive advances and their
successful use ought to be accessible to personnel and understudies who require it. Last, the limit with respect to students to take part in web based learning
networks should be improved to guarantee that a comparable feeling of connectedness can be held assuming projects change to online-just methods of convey-
ance (Turnbull et al., 2021).

RESEARCH METHODOLOGY

The study has been conducted grounded on both primary as well as secondary data sources. The primary data has been collected by means of survey method with
the help of questionnaire. The secondary data has been collected from diverse journals, annual reports, articles, published papers and websites, etc. The study
has been conducted in the selected public education institutes of northern India. The respondents of the research study comprise of students undergoing higher
education at different higher education institutes starting from under-graduation to that of PhD. The questionnaire used for studying the impact of digital market-
ing on student perception in selected public higher education institutes during the Covid pandemic was based on close ended types. For the purpose of given
study, questionnaires were shared on the WhatsApp groups as well as e-mail in google forms. A total of 656 questionnaires (Male = 356 and Female = 300) were
used to conduct the research and 32 responses were rejected because they were incomplete. The data which were collected has been organized and analyzed by
using different statistical tools and techniques.

RESULT AND DISCUSSION
Following results of the respondents in the selected higher education institutes has been discussed in detail:
Gender- Respondents have been classified into three categories i.e. male, female and others on the basis of their gender. Analysis has revealed that out of a total
number 54.26% were males whereas 45.73% are females. The results show that male respondents are more agreeable to respond as compared to their female
counterparts.
Age- On the basis of age, respondents have been classified into four categories i.e. ranging from 18-20 years, 20-22 years, 22-24 years and above 24 years. Out of
the total respondents, majority of the respondents are in the age group between 18-20 and 22-24 years (29.3%), followed by those between 20-22 years (24.4%),
and remaining respondents with age group above 24 years (17.1%). It has been seen that the students with age group above 24 years are comparatively lesser in
number than others.
Geographical demographics- On the basis of geographical region, the respondents have been divided into five categories i.e. North-India, South-India, East-India,
West-India and others. The demographic profile indicates that out of 656 respondents, most of the respondents (85.4%) are from North-India, followed by re-
spondents from South-India (6.1%). Other states comprise of 4.3% followed by East-India (3.7%) and West-India (0.6%). Majority of the students were identified
from the Northern part of the Country as the given study is confined to that particular region.
Program enrolled- On the basis of data, respondents has been categorised into four programs i.e. under-graduate, post-graduate, Doctorate/PhD and others.
Most of the respondents were enrolled in under-graduate program (48.8%) which is followed by post-graduate (37.8%), other programmes (9.8%) and Doctor-
ate/PhD (3.7%).

TABLE 1
Program Enrolled | Under-Graduate | PG Doctorate | Others
Percentage 48.8% 37.8% | 3.6% 9.8%
Information about the University/Institute- Most of the respondents (45.1%) access internet to explore information regarding the selected university/ institution
followed by other sources of information. Educational websites play very imperative role in getting said information as 24.4% respondents’ access websites during
pandemic. Very less respondents (3.7% only) use newspaper as its delivery was affected during pandemic.

TABLE 2
Information about University/Institute | Internet | Educational websites | Newspaper | Youtube | Others
Percentage 45.1% 24.4% 3.3% 1% 26.2%

Decision about the choice of Program- On the basis of data, it has been seen that most of the respondents decide about their choice of pursing program during
their graduation (34.8%) followed by higher secondary school (29.9%) and only 8.5% respondents actually make their decisions about pursuing higher education
during their secondary school time.

TABLE 3
Timing of the decision | Graduation | Hr.Sec | PG Sec School
Percentage 34.8% 29.9% 26.8% | 8.5%

Decision about the selected program- Data revealed that more than half number of respondents (61.6%) decide about the particular selected institution during
Covid pandemic time only while others decide before Covid pandemic.

TABLE 4
Before/During Covid pandemic time | During Covid Pandemic | Before Covid Pandemic
Percentage 61.6% 38.4%

Influence of various sources- Data exposed that about 38.4% respondents strongly agreed that they were influenced by internet/websites for their choice of
selecting institution for higher education. 45.1% respondents were influenced by their teachers, 34.8% respondents were influenced by their friends, 57.9% re-
spondents were influenced by the parents, and 32.3% respondents were influenced by their siblings while 20.1% respondents were influenced by other people
(measured using 5-point Likert scale).
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TABLE 5
Strongly Disagree | Disagree | Neither Disagree nor Agree | Agree | Strongly Agree
Internet/Websites 3% 3.7% 22% 32.9% | 38.4%
Means of Teachers | 1.8% 9.1% 10.4% 33.5% | 45.1%
Means of Friends 4.9% 8.5% 17.7% 34.1% | 34.8%
Means of Parents 3.7% 4.3% 9.8% 24.4% | 57.9%
Means of Siblings 10.4% 5.5% 18.3% 33.5% | 32.3%
Other means 13.4% 12.2% 20.7% 33.5% | 20.1%

Other sources of motivation- On the basis of data, it has been seen that about 23.8% respondents strongly agreed that they were influenced by institutional
counselor for their choice of selecting institution for higher education. 25.6% respondents strongly agreed that telephone and email contacts with the employees
of the institution also facilitate their choice of selecting institution for higher education during the Covid time. Advertisements (25%) by the institutions also
influence their choice.

TABLE 6

Strongly  Disa- | Disa- Neither Disagree nor | Agree | Strongly

gree gree Agree Agree
Means of School Counselor 13.4% 12.2% 23.2% 27.4% | 23.8%
Means of Telephone or Email contact with the employees of the Uni- | 11.6% 11.6% 24.4% 26.8% | 25.6%
versity
Means of Education exposition/fair 11.6% 11% 23.8% 28% 25.6%
Means of advertisements from the University/ Institute 7.3% 12.2% 24.4% 31.1% | 25%
Means of Internet pages 6.7% 7.3% 26.8% 27.4% | 31.7%
Means of visit from the University to your School 13.4% 12.8% 22.6% 25% 26.2%
Means of visit to the university/Institute 10.4% 6.7% 18.9% 34.8% | 29.3%

Factors affecting choice of institution- Good social environment of the institution is the top most priority of the respondents (50%) in selecting the institution for
higher education. Institutional image and reputation (49.4%) also play important role in selecting institution for higher education. Job opportunities/placements
(40.9%) are also one the factor that influences the decision of the respondents. Research quotient of the institution also influences the decision of the respondents
(30.5%). Very interestingly about 14% of the respondents have no other options during Covid crisis.

TABLE 7
*Factors for the choice of the | Good Social Envi- | Institutional Image and | Job Opportunities/ | Research Quo- | No other options during
study program ronment Reputation Placements tient Covid crisis
Percentage 50% 49.4% 40.9% 30.5% 14%

Websites influencing choice of institution- On the basis of data, most of the respondents were influenced by the institutional website (81.1%) while making their
choice for the institution. 18.3% of the respondents followed careers 360 for the selection of institutions, 17.1% of the respondents were referring to shiksha.com
etc. for determining their choice of the institution.

TABLE 8
* Influence of Websites | Institutional Website | Career 360 | Shiksha.com | College Dunia | College Dekho
Percentage 81.1% 18.3% 17.1% 12.2% 9.1%

Ideal location for the institution- A large number of the students approximately 67.9% of the respondents preferred good facilities i.e. buildings, common areas,
cafes, library reading room etc. while selecting the higher education institutes. Opting for the institution that is in the vicinity was preferred by 32.3% of the
respondents which was quite logical considering the pandemic. Close to the second alternative, large and diverse social environment constitutes 31.7% of the
surveyed respondents. 20.7% of the respondents prefer the selected institution to be in a big city. Least number of respondents chose to select an institution that
isin a smaller place (10.4%).

Thus, from the above data analysis it has been concluded that north India constitutes majority of the surveyed respondents totaling to 85.5%. Almost half of the
respondents, equaling to 49.1% are undergoing under-graduation course. Internet seems to be the prime source of data collection in the era of digitalization which
is supported by our data and constitutes 45.5%. In addition to other sectors, education sector has been also influenced due to the Covid pandemic. 61.8% of the
respondents chose their respective institutes during the Covid pandemic. Although decisions were significantly influenced due to Covid-19, but still parents remain
the prime source of inspiration behind the choice of the study program for majority of the respondent amounting to 58.2%. The foremost importance for the
selection of the higher education institute during the Covid pandemic owes to good facilities (buildings, common areas, cafes, library, reading rooms, sports
facilities etc.) with 67.9% of the respondents supporting this crucial factor.

TABLE 9
*|deal location Percentage
Good facilities i.e. buildings, common areas, cafes, library reading room etc. | 67.9%
Vicinity of the institution 32.3%
Large and diverse social environment 31.7%
Prefer the selected institutions to be in a big city 20.7%
Prefer to chose a Institution to be in a smaller place. 10.4%

Note: * marked statements deals with multiple responses from the respondents.

CONCLUSION

It may be concluded that life has become much simpler after the advent of digital marketing. Digital marketing by means of different digital channels likely,
websites, social media, mobile apps, email, search engines has made the students even during the time of the Covid pandemic gather information with the click
of a mouse sitting at the comfort of the home. Accumulation of knowledge of the different higher education institutes is quite easy at the present era. In this time,
almost all institutions are having their presence in social media. Accessing information by connecting with the alumni and present students by means of the power
of digital marketing makes a huge difference compared to the traditional way of gaining information about an institute by way of calling or by visiting a university
is no more required. Last but not the least, it may be inferred that those higher education institutes lacking the proper digital marketing infrastructure has lost in
the battle of the attracting the right students during the time of the pandemic.

RECOMMENDATIONS

Students should use the power of digital marketing more and more in the present era in order to get the right information at the right time as everything around
the globe has gone digital. Digital marketing experts must be recruited at the universities such the whole process becomes easier to access from the student’s
point of view. A continuous update must be done in the respective web pages of the higher education institutes. In such a manner, students will be updated with
the present ongoing scenario whether it deals with curriculum updates, faculty publications, achievement of present students pertaining to studies as well as
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extra-curricular activities etc. As per limitation point of view, the study can be further expanded to other countries. Moreover, a comparison can be made between
different regions of the country.
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