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ABSTRACT  

Higher education universities require marketing knowledge to overcome growing 

student enrollment and retention issues in universities. This research examines how 

educational institutions perform in commercialization alongside studying AI 

customization effects on that area. In the study narrative literature review combined 

with secondary data analysis enabled researchers to create a conceptual framework 

which demonstrates how artificial intelligence tools should be applied for 

awareness, engagement, conversion, retention, and Advocacy phases. The study 

investigates three technological solutions consisting of predictive analytics, 

intelligent chatbots, and customer relationship management (CRM) systems which 

apply both Technology Acceptance Model and Customer Relationship Management 

theory. The study recommend educational marketers should direct efforts toward 

improving targeting accuracy while engaging students through personal content 

delivery systems since these represent the main outcomes from AI integration 

which encompasses predictive analytics and personalized content delivery. This 

framework offers the perfect set of solutions for scaling recruitment and retention 

planning for any institution. AI can definitely allow universities to provide more 

personalized experiences, better communication, and a happier student base, 

thereby increasing student enrollment and persistence. This then puts the 

institution on the road to a strategized and forward-looking competitive educational 
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INTRODUCTIONS  

Background 

In the past, Universities and colleges throughout the previous era encountered 

sustained difficulties in student recruitment and retention until graduation. Different 

education providers and academic institutions across the world encountered 

intensified competition because the market already had many providers (Huang et al., 

2022; Gryshchenko et al., 2021). A high level of competition demanded institutions 

develop intelligent recruitment methods as well as successful retention programs from 

enrollment to graduation. University success, together with its reputation, depends on 

keeping students enrolled (Haverila et al., 2020). 

High education institutions started using different marketing approaches 

because students' communication preferences had evolved. Educational institutions 

have shifted toward adopting modern digital tools for their communications. Handing 

out useful informational content, known as content marketing, along with social 

media marketing, emerged as vital components for reaching their target audience 

groups. Higher education institutions established digital communication pathways to 

accomplish independent student engagement and reach maximum audience potential 

(Alenezi, 2023; Razina et al., 2020). The sector adopted this fundamental shift together 

with other industries although education needed particular emphasis because 

relationship development and value demonstration proved critical. 

Students began demanding universities deliver customized and student-centred 

communication methods during the digital era. Student perceptions of general 

messages evolved negatively from their initial inquiry phase through their time as 

alumni. The standard mass communication methods no longer proved effective due to 

students having individual purposes and needs (Casaca & Miguel, 2024). College 

students require university recognition of their individual academic aspirations 

coupled with their preferred learning approaches together with their specific 

circumstances (Shah, et al., 2025; Azhar, Iqbal & Imran 2025). The students sought 

communications which demonstrated appropriate relevance to personal student needs 

along with institutional care (Ograjšek & Grmek, 2024). 

The situation required digital marketing and personalized contact, so Artificial 

Intelligence emerged as a fundamental shift to address both student recruitment and 

retention challenges (Shah, et al., 2024; Ali, et al., 2024; Kayani, et al., 2023). The 

combination of AI tools such as machine learning, natural language processing and 

predictive analytics enabled educational establishments to analyze vast amounts of 

data through which they gained insights about student requirements (Alfouzan et al., 

2024). AI allows universities to deliver customized messages efficiently on a larger 

scale operation (Mir, Rana, & Waqas, 2021). The use of AI technology brought 

improvements to student support systems and engagement levels, thus providing an 

effective answer to the major problems HEIs were dealing with (Zawacki-Richter et 

landscape. 

Keywords: AI Personalization, Educational Marketing, Higher Education, Strategic 

Model, Student Enrollment, Student Retention.  
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al., 2019; Soomro et al., 2025). 

Research Problem 

A large number of universities adopted digital marketing tools, yet their 

traditional education institutions (HEIs) sustained fundamental weaknesses in student 

engagement specifically among future students and current enrollees. Generic email 

campaigns and broad social media postings, as well as standard website content, failed 

to catch the attention of students who face information overload in the online space. 

Current students often choose to dismiss these messages due to the excessive amount 

of information that overcame them (Dole, 2020). The inefficient connections and 

inability to present unique characteristics prevented higher education institutions 

from guiding students through entering higher education. Student admission success 

decreased while enrolled students became less satisfied because of these shortcomings 

(Swart et al., 2022). 

The absence of research-based frameworks which would guide universities in 

using AI tools for education marketing remained the main obstacle (Ahmad, et al., 

2021; Ahmad, 2018). The capabilities of AI extended to delivering individualized 

communication along with mass improvements for many students. Most education 

institutions lacked proper frameworks that provided ethical guidelines for student 

data processing while simultaneously selecting appropriate AI tools and web services 

to integrate and track their effectiveness in application numbers and student 

persistence (Chen et al., 2020; Asri, 2024). Marketing and recruitment teams relied on 

personal intuition for their activities because official guidance was absent, leading to 

numerous cases of wasted expense and unfilled opportunities. 

Higher education marketing that employed artificial intelligence operated in 

isolated and disorganized ways. AI was deployed by certain universities through basic 

functions, including interactive chatbots and website visit monitoring systems. These 

isolated AI projects worked independently from the university’s student attrition and 

enrollment plans (Pechenkina, 2023; Slimi et al., 2025). The fragmented AI 

implementation strategy precluded universities from obtaining maximum AI 

advantages. The use of AI technology should have offered students an uninterrupted, 

personalized, helpful experience during their entire educational journey yet 

institutions failed to boost their AI implementation for optimal impact. 

Research Gap 

The majority of research conducted on Artificial Intelligence (AI) previously 

focused on two main categories. The first research trajectory studied educational 

applications of AI, which included learning analytics together with personalized 

learning tools and administrative efficiency enhancements, according to Baker (2021) 

as well as Zawacki-Richter et al. (2019). Two main areas of AI research studied its 

business marketing applications, including relationship management and online retail 

customization with improved ad performance (Haleem et al., 2022; Davenport et al., 

2019). The two research fields provided valuable information yet they lacked a 

detailed understanding of AI applications for higher education marketing. Research is 

needed to bridge the gap between higher education marketing requirements and 

business AI marketing strategies because AI applications for education need to meet 
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specific education goals while respecting ethical guidelines (Ahmed, & Imran, 2024; 

Imran, Zaidi, & Khanzada, 2023). 

The growing awareness among researchers about AI advantages for higher 

education marketing did not lead to extensive findings regarding the implementation 

of AI personalization methods in this context. The research focused on individual AI 

technologies, including chatbots and recommendation systems and theoretical 

discussions about AI implementation in real environments (Perifanis & Kitsios, 2023; 

Aldoseri et al., 2023; Crompton & Burke, 2023). Universities lacked full step-by-step 

frameworks which would guide their AI implementation approach at the beginning. 

The literature lacked sufficient information about uniting datasets and selecting apt 

AI tools to forecast student enrollment patterns, identify needy students, manage 

student data with moral standards and evaluate return on investment (Jarek & 

Mazurek, 2019; Hervás-Gómez & Dolores Díaz Noguera, 2024). 

The research identified a significant dogma regarding the development of 

integrated AI personalization strategies linking recruitment and retention models for 

Higher Education Institutions (HEIs). The practices of recruitment marketing and 

student support operated independently from each other using different tools and data 

sources (Owoc et al., 2021). The usage of student recruitment information by AI 

systems to enhance student support during onboarding and afterwards enrollment was 

not comprehensively demonstrated. An integrated student experience from interest 

to graduation could have been developed by universities if they unified their 

recruitment and support services. Research was necessary to demonstrate how AI 

could sustain institutions through the whole student journey from recruitment to 

graduation (Kuleto et al., 2021; Tosuntaş et al., 2019; Howard & Hair, 2023). 

Research Objectives 

1. To study the utilization of AI-based personalization to develop student 

recruitment initiatives in higher education. 

2. To analyze the effects of personalized communication on student retention and 

continued engagement in higher education. 

Research Questions 

1. How can AI-driven personalization enhance enrollment efforts?  

2. How does personalization aid in student retention? 

Significance of the Study 

The study delivered practical benefits by presenting HEIs with a structured 

approach to upgrade their customer relationship management and student interaction 

systems powered by Artificial Intelligence (Oad, Zaidi, & Phulpoto, 2023). The 

research exceeded theoretical boundaries to provide solutions which universities 

required during their search for improved student-centred educational methods. The 

framework delivered a working system in which teams in marketing, along with 

recruitment and student support operations, could turn into practical use (M. Huang 

& Rust, 2020). The framework described the core components and procedural steps 

alongside essential concepts about AI usage to provide institutions of higher education, 

irrespective of their size or funding capabilities improved operational efficiency while 

developing more effective student acquisition methods. 
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Through this study, researchers developed crucial findings which analyzed the 

combined application of AI technology with personalization techniques for 

educational marketing objectives. The study united previously separate research from 

these areas to create practical knowledge applicable to higher education institutions 

(Jarek & Mazurek, 2019). The study demonstrated how existing AI system practices in 

business could be modified effectively to aid educational institutions in retaining 

students as they recruit new students. The study contributed new knowledge that 

enhanced academic discussions about employing technology to effectively manage 

education systems. 

The research finding, together with its proposed framework, delivered specific 

value for strategic planning at universities, particularly those institutions undergoing 

digital transformation. The research data can help decision-makers determine 

technological investment locations while establishing student AI data protection 

systems and resource distribution strategies for marketing and student services, 

alongside defining proper practices for personalized communications (Hashim et al., 

2021; Tungpantong et al., 2022). University leadership found useful AI planning 

guidance through this research by receiving a validated model that helps determine 

responsible AI applications which advance their enrollment and student success goals 

(George & Wooden, 2023). 

 

 

Terms searched with AI-Driven Personalization in Educational Marketing: A 

Framework for Enhancing Student Recruitment and Retention 

JSTORE 

number of papers 

50 

Emerald number 

of papers 20 

Tylor & Francin 

number of papers 

20 

Google Scholar 

number of papers 

20 

 

 

Total number of smashed 110 

Agitated and excluded due to quality and reliance 50 

 

 

Number of articles after exclusion 60 

Get rid of duplicate 25 

 

 

Without duplication 35 

Exclusion after abstract screening 20 

 

 

Total attendant number of articles: 15 

Table 1: Flow Chart of Selecting Relevant Articles Source: Own Representation 
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LITERATURE REVIEW 

Educational Marketing Trends 

Educational Marketing Changed Over Time 

Educational marketing has changed tremendously in the past ten years. During 

the early part of the 2010s, most colleges and universities employed printed materials, 

print ads, and in-person events to attract students (Gibson, 2024). However, with 

better and increasingly improving digital technology, especially with the use of 

artificial intelligence (AI), colleges and universities have begun leveraging more 

digital tools (De Bem Machado et al., 2024). AI technology allowed educational 

institutions to examine substantial data sets while building customized messages and 

fully automating their messaging systems (Kumar et al., 2024). The change from basic 

advertising practices to precise market-focused advertising represented a substantial 

evolution in the industry (Haniatin et al., 2024). Universities and colleges enhanced 

their resource management while improving student interaction and operational 

performance because of this transition (Gibson, 2024). 

Challenges in Today’s Student Market 

The rise of technology failed to remove major obstacles that universities faced 

(De Bem Machado et al., 2024). Because of overpopulation in the student marketplace, 

numerous local and international institutions vied for enrollment (Gibson, 2024). The 

online availability of student information through websites and social media platforms 

made it hard for every university to establish uniqueness compared to others (Kumar 

et al., 2024). Gibson (2024) confirmed that previous marketing methods had failed to 

yield satisfactory results. According to Kumar et al. (2024), universities had to identify 

unique technology-based enrollment procedures to maintain academic significance. 

Universities adopted specific strategies for student recruitment by delivering 

personalized communication which matched student needs due to their interest in 

individualized methods (Haniatin et al., 2024). 

The Move Toward Personalized Communication 

The educational challenges forced institutions to develop new student 

communication systems according to Gibson (2024). The combination of advanced 

data technologies and AI systems permits tailored message delivery to suit the needs 

of students as described by Kumar et al. (2024). The technological innovations found 

applications in educational institutions to recommend coursework using collected 

student profiles alongside recorded academic records (Haniatin et al., 2024). Survey 

participants affirmed that specific communication enables student success in grasping 

educational information (Liu et al., 2017). All surveys indicated that 70% of students 

agreed with this statement. Educational institutions incorporate AI chatbots and 

predictive technology and smart learning platforms to provide rapid assistance to 

students through short-term services and detect their need for additional guidance 

(Haniatin et al. 2024). The strategy succeeded in attracting new student admissions 

together with maintaining existing student interest (Liu et al., 2017). Educational 

institutions require the use of AI-based marketing to stay competitive and relevant in 

their market sector (Gibson, 2024). 
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Artificial Intelligence in Educational Marketing 

Artificial Intelligence currently functions as a core marketing principle which 

enables businesses to gather large-scale insights about customer interactions. The 

fundamental machine learning (ML) algorithms show special excellence in dividing 

customers into groups (Rooh, et al., 2025; Naseer, et al., 2024). ML algorithms serve 

marketing intelligence superior to the basic demographic splitting of big data through 

their ability to detect complex behavioural patterns and psychographic profiles that 

marketers use to develop relevant audience segments (Brei, 2020). Systems that do 

predictive analytics use historical data combined with an ML model to forecast 

customer conduct based on performance indicators, including upcoming customer 

actions, campaign success metrics, along potential investment return (ROI). Predictive 

analytics enables marketers to be more targeted and allocate resources to where they 

can have the most impact (Muhajir, 2024). Communication also becomes more 

impactful through AI-enabled email marketing systems that employ the automatic 

delivery of the right message based on a set of triggers and user data, including 

personalization of dynamic content on websites and in apps that automatically change 

what information is shown to the user based on previous history and preferences 

(Agrawal et al., 2019). In addition, AI-powered chatbots and virtual assistants can also 

allow businesses to scale support and deliver real-time customer support experiences, 

qualifying leads, routing calls and inquiries, and holding conversations with users by 

providing useful and desired information that can allow businesses to drastically up 

the speed at which they respond to customers, improving the overall experience 

(Kovari, 2025). 

The marketing revolution of artificial intelligence is evidenced by successful 

implementations and applications in multiple commercial scenarios, such as the e-

commerce market, which includes sites like Amazon. The e-commerce market relies 

on recent and advanced artificial intelligence algorithms and creates advanced 

recommendation engines that provide targeted product recommendations based on 

browsing histories, purchasing habits, and similarities to other users, which increase 

sales and customer retention (Yin et al., 2025). In the banking industry, artificial 

intelligence enables superior customer engagement through personalized financial 

insights, bespoke product offerings, and fraud detection systems that analyze and 

calculate transaction patterns in real-time, improving customer security and lifetime 

value (Abdulsalam & Tajudeen, 2024). In the field of healthcare, artificial intelligence 

is used to facilitate predictive behavioural targeting to help identify people who would 

benefit from certain health interventions or wellness programs and help proactively 

engage with the target audience based on the individualized or personalized health 

intervention or wellness program (applying proper ethical consideration of data 

privacy and other biases, of course) (Matz et al., 2017). 

These represent some distinct case examples which illustrate noteworthy 

implications and opportunities in these diverse scenarios for the higher education 

sector. Adaptation and use of sophisticated AI designs for personalization and 

prediction in e-commerce, banking, and several other fields are clearly available to 

enhance student engagement and improve recruitment and retention, for example. An 
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obvious use of recommendation systems to recommend a particular academic 

program, relevant extracurricular program, or needed support services based on a 

student's profile, specific interests, and academic progress might reveal a similar 

degree of personalization to that found in online retail (Zawacki-Richter et al., 2019). 

Predictive analytics techniques transfer remarkably well and would allow one to 

identify prospective students with a high probability of an application or enrollment 

or current students at risk of attrition. In all these cases, educational professionals are 

likely to produce outcomes sensitive to ethical contexts, appreciating potential 

transfers and fit them into their practice with due consideration for the evolving 

situation of education, course of study, ethical perspectives, actions taken, progress 

made and goals set for students, rather than a purely commercial prospect, but with 

demonstrated benefits for more effectively treating implementing and evaluating 

educational marketing and support of student decisions (Lim et al., 2023). 

Personalization and the Learner Journey 

AI-Driven Personalization in Educational Marketing 

Over the years, personalization in higher education marketing has transformed 

dramatically. Earlier, universities had a tendency to group students based on 

generalized factors like geographical areas or programs of interest. Today, universities 

can analyze all behaviours and preferences of an individual student and swipe them 

with AI-generated behavioural insights to send personalized messages. Malav and 

Khatter (2025) have also indicated that AI-personalized marketing is the best way to 

create individualized and effective experiences for students. Unibuddy has been 

introduced to connect potential students to their future universities with ambassadors 

with similar interests. This is what we term 'hyper-personalization,' where it learns 

what sort of content interests a student to be delivered in real time. 

Step 1: Awareness – Grabbing Student Attention 

Awareness is the very first step in the journey for all students. Here, 

personalization helps by showing students messages that are matched with their 

interests. Instead of general ads, universities use data like browsing history or social 

media to present programs students might like. Rajkumar et al. (2025) stated that 

applications from students increased when they saw AI-powered ads. For example, 

the University of Missouri uses AdmitHub to send personalized messages to students 

based on their state or preferred major. This makes students more likely to remember 

the university. 

Step 2: Consideration – Helping Students Explore Options 

Once students become interested, they start comparing universities. During 

this stage, AI helps students by answering their queries and presenting relevant 

information. If a student asks about scholarships, a chatbot may answer about the 

program they were looking into. AI tools, according to Malav and Khatter (2025), help 

universities keep in touch with students, provide suggestions, and answer questions 

that are specific to the admissions process. Arizona State University, for example, has 

AI chatbots that provide personalized responses to students so that they feel more 

supported and informed. 
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Step 3: Decision – Encouragement to Enroll 

At the very last moment making the decision, influence those decisions with 

the help of AI tools. These tools can predict which students are in doubt and send 

those messages that can interest them to enrol. Personalized offerings could 

significantly strengthen students' emotional bonds with the university, Rajkumar et 

al. (2025) stated. For instance, Georgia State University sends students messages about 

deadlines or events that satisfy their particular interests through AdmitHub. These 

little but meaningful nudges may weigh heavily on the balance for students. 

Step 4: Enrollment – Setting up New Students 

After the acceptance of a university choice, AI assists in simplifying the 

enrollment process. Personal messages such as acknowledgements, welcome, virtual 

orientations, or financial aid help make the students feel important. Malav and Khatter 

(2025) further explain that AI  tools broaden this experience and can increase the 

actual number of students who enrol. An example is the use of AI by Southern New 

Hampshire University for answering last-minute questions and sending 

congratulatory messages. In this way, excitement is raised among the students, and 

they feel ready to begin.  

Step 5: Retention – Keeping Students Busy 

Students continue to be personalized even after entering classes. It helps them 

generally by sending personalized notifications, invitations to events, or tips related 

to their major disciplines. According to Alkire et al. (2015), the more students believe 

their needs are being met, the more likely they stay and graduate. Purdue University, 

for instance, has AIs sending academic alerts or internship reminders related to a 

student’s program. When students qualify for all the support while in university, they 

are more likely to graduate successfully. 

Tools Used for Personalization 

1. Adaptive Content Systems 

Such systems dynamically adapt course content to suit a student's preferences. 

A website might ask a student questions about their interests to display programs or 

videos consistent with those interests. Malav and Khatter (2025) mention that these 

AI tools learn from users' actions and predict content that can be shown next.  

2. Predictive Messaging  

AI predicts a student's prospective activities through ongoing clicks or 

searches. A student researching engineering subjects might be receiving emails from 

an engineering professor. Rajkumar et al. (2025) affirm that such systems deliver 

targeted and timely communication, such as reminders for activities and invitations 

to events.  

3. CRM and Automation  

Customer Relationship Management (CRM) systems store student information 

and automate message dissemination. When a student signs up for a webinar, the CRM 

places the student's name on a list, automatically sending out related emails. 

According to Alkire et al. (2015), CRM is crucial for universities to fulfil their student 

needs and establish loyalty; Northeastern University engages in CRM to maintain 

relations with students from inquiry to graduation. 
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Artificial Intelligence in the Education Sector 

Personalized Learning with AI in LMS 

AI is added to many learning systems at colleges and universities to make 

learning better for students. Examples of such platforms are McGraw-Hill's Connect 

LearnSmart and Moodle, which use AI-powered quizzes to provide personalized 

learning materials. About 59% of studies performed by Du Plooy et al. (2024) reported 

improved performance, while 36% showed that students are more engaged and 

actively participate. These systems track the students' learnings and adjust the course 

contents to be more effective in real time (Alotaibi, 2024). 

AI in Academic Advising and Tutoring 

Artificial intelligence makes an immense impact outside the classrooms too; for 

example, colleges are studying how artificial intelligence can support students in 

several out-of-class functionalities: advising them in determining the right courses and 

possibly careers by studying their data. Soomro et al. (2025) reported that these 

systems create a feeling of support and comfort for the students in their education. AI 

tutors also assist students in real time by adjusting their teaching style according to 

the needs of each student. These offer the possibility of closing learning gaps through 

one-to-one support through natural language and learning data (Al-Zahrani & 

Alasmari, 2024). 

Student Support via AI Chatbots 

Currently, a large number of universities have introduced AI chatbots to 

answer students' questions. Such chatbots are available at all times and help students 

throughout various processes, from applications to registering for classes. Personalized 

advice through messaging platforms is what the chatbots provide (Malav and Khatter., 

2025;  Peyton et al., 2025). 

Recruitment and Retention 

They are utilizing AI to try and do things better in relation to the recruitment 

and retention of students (Soomro et al., 2025). For example, the application of AI is 

in interpreting how students engage websites, emails, and social media, as Malav and 

Khatter (2025) explain, so that these institutions may use that data to deliver 

appropriate messages to appropriate students. These tools can predict which students 

are potential applicants and help staff focus efforts on those students. A system might 

track how often a student visits a website and change the type of messages they receive 

based on their interest. 

However, unlike older times when universities were sending generic messages 

to all, now, with the aid of AI, they send students individualized emails and reminders. 

These messages might comprise program information or remind them about visits. As 

Malav and Khatter (2025) put it, such a strategy makes students more likely to respond 

because it seems personal and relevant. AI has helped colleges keep in touch with 

every individual student during the application process. 

Ethics and Practical Considerations 

Protecting Student Privacy 

In this study, AI indeed comes with many advantages, but it is a double-edged 

sword. Major concerns include how student privacy is guaranteed; the presence of 
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data in AI systems requires collections and disclosures that violate rules like GDPR in 

Europe and FERPA in the U.S. Alotaibi (2024) and Al-Zahrani & Alasmari (2024) 

ascertain that educational institutions are obligated to properly manage these data, 

with no unauthorized applications of confidential information for violation of trust. 

This means permission, anonymity, and security. 

Transparency and Equity in AI 

The next possible concern in AI is the question- how AI decisions are made. 

Sometimes, AI works like a black box; it doesn't show you how it makes its decisions. 

It is necessary for universities to clarify the processes by which users will understand 

these systems. Al-Zahrani and Alasmari (2024) elaborate that AI tools should be fair, 

clear, and comprehensible. It should, however, not be done that they should just go 

lean on it and do things mostly autonomously; there should still be human staff in the 

decisions, especially when advising students. Alotaibi (2024) prescribes training for 

faculty and policies on how to make sure that AI works hand in hand with human 

input. 

Synthesis and Gap Identifying 

Although AI tools are integrating more and more into education, no integrated 

studies are available exclusively on one part of the student experience. For instance, 

while Du Plooy et al. (2024) criticize learning platforms, Soomro et al. (2025) discuss 

AI used in advising. However, few have connected such tools into a larger system to 

ensure support from recruitment up to graduation. Marketing was studied by Malav 

and Khatter (2025), while chatbots were discussed by Peyton et al. (2025), but 

nowhere has any work been carried out regarding how all these tools join into one 

system. 

 

The research was rare on how an institution can use AI to assist students in 

each minute step- from being a prospective applicant to actually graduating from that 

institution. Weighty studies tend to consider how AI aids above the early recruitment 

stage or classroom learning but fail to address how the support is sustained once a 

student is enrolled. Kabudi et al. (2021) and Peyton et al. (2025) concur on the 

underutilization of AI tools and that such tools have not been fully integrated across 

the student's journey. 

Researchers are now calling for a full framework that brings together all AI 

tools across the student experience. Alotaibi (2024) says we need clear guidelines to 

use AI in a safe and ethical way, especially in learning systems. Peyton et al. (2025) 

suggest creating better models to guide how chatbots and other tools can help 

students. The goal is to build a system where every part, from recruitment to retention, 

uses AI smartly and ethically to improve student success (Soomro et al., 2025). 

Conceptual Framework 

Framework Overview 

An AI-driven educational marketing funnel is proposed, which covers five 

main student lifecycle stages: Awareness, Engagement, Conversion, Retention, and 

Advocacy. 
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Awareness Stage 

At the Awareness stage, AI-based marketing is used for the benefit of 

consideration of potential students. AI-programmatic ads optimize outreach efforts via 

machine learning and engage diverse audiences (Huang & Rust, 2020; Bhardwaj et al., 

2024). Furthermore, social media tools for listening and sentiment analysis using NLP 

track students' interests and perceptions across various platforms (Crompton & Burke, 

2023; Aldoseri et al., 2023). Consequently, marketing efforts can be tailored to the 

specific prospective students' interests or needs (Allil, 2024). 

Engagement Stage 

Engagement holds an important place in the role of AI chatbots and 

personalized messaging. AI-powered chatbots can respond to students' queries 

instantly through their websites or messaging apps (George & Wooden, 2023). 

Similarly, AI-driven email systems create personalized emails to match them with the 

profiles and interests of the students, thus engaging them intensely (Singh & Pathania, 

2024; Allil, 2024). 

Conversion Stage 

In the Conversion stage, predictive analytics and CRM tools are used to 

improve enrollment results. Predictive analytics models that utilize behavioural data 

from students assess their likely enrollment to help institutions prioritize leads 

(Tavakoli et al., 2022; Adenubi & Samuel, 2024). This data is subsequently piped into 

CRM systems, where automated follow-ups and reminders are fired to nudge students 

towards admission. This manner ensures that the critical timing of events encourages 

the likelihood of successful conversion (Hashim et al., 2021). 

Retention Stage 

In the Retention phase, learning analytics and re-engagement campaigns serve 

the purpose of keeping students connected. AI systems analyze not only students' 

academic performance but also participation patterns, as in online activity and grade 

status, to find students at risk (Crompton & Burke, 2023; Tungpantong et al., 2022). 

Such re-engagement can come in the form of personalized outreach and support 

messages that can be automatically triggered by signs of disengagement (Adenubi & 

Samuel, 2024; Hervás-Gómez & Díaz Noguera, 2024). 

Advocacy Stage 

However, the last stage is Advocacy, supported by AI loyalty and referral 

systems for alumni engagement. These platforms utilize AI to establish a personal 

touch on newsletters for alumni, marketing via social media and automating referral 

programs that encourage alumni to connect with prospective students sitting in their 

networks (Allil, 2024; Huang & Rust, 2020).  

A case study of the functioning of this whole structure exists in the case of the 

Georgia State University (GSU) use of the AdmitHub (now Mainstay) AI chatbot. This 

platform connects to students through personalized text messages during their entire 

student lifecycle. A field experiment led by Page and Gehlbach (2017) has shown that 

GSU's AI chatbot took admitted students through various pre-enrollment tasks and 

increased the enrollment likelihood of treated students by 3.3 percentage points. This 

demonstrates, in effect, the power of AI tools like AdmitHub to deepen engagement 
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with students, cut away administrative blocks, and enhance enrollment outcomes. 

Theoretical Basis 

Several theories, including Technology Acceptance Model (TAM), Customer 

Relationship Management theory, and Predictive Analytics theory, can be used to 

explain the adoption and impact of AI-driven marketing processes in higher 

education. 

Technology Acceptance Model (TAM) 

Among these three theories, the Technology Acceptance Model (TAM) is 

applicable. It indicates that users' decisions to accept or reject new technology are 

based on their perception of usefulness and ease of use. As such, AI tools in educational 

marketing, such as predictive analytics or chatbots, are more likely to be adopted by 

marketing teams who believe that these tools will improve their performance 

(perceived usefulness) and are easy to operate (Tungpantong et al., 2022; George & 

Wooden, 2023). An example is that enrollment officers will readily adopt an AI-

enabled CRM dashboard if it keeps identifying high-propensity prospects reliably 

while being intuitive and easy to work with, thus reducing effort on their part and 

enhancing their productivity (Aldoseri et al., 2023). 

Theory of CRM 

CRM theory dictates the management of relationships over the long and entire 

cycle of the life of a student rather than viewing such activities as isolated events 

during the life of the student. CRM in higher education is designed to help institutions 

manage relationships with prospective and current students as well as alumni, and 

centralizing student data can allow institutions to personalize services, create student 

satisfaction, and improve retention and Advocacy (Hashim et al., 2021; Allil, 2024). 

And it allows educational institutions to offer personalized services through AI-

enabled personalization, such as communication and support, which can foster long-

term engagement, retention, and eventual Advocacy (Hervás-Gómez & Díaz Noguera, 

2024). 

Predictive Analytics Theory 

Predictive Analytics theory, which is a sub-category under the broad field of 

Learning Analytics, deals with predictions or individualized learning interventions 

that can be made based on students' behaviour data. Such artificial intelligence 

systems will analyze both historical and real-time data sources, such as application 

clickstreams and academic records, to predict future occurrences, like the likelihood 

of enrollment or retention (Tavakoli et al., 2022; Crompton & Burke, 2023). If an AI 

model makes a prediction that a student is likely to not return next semester based on 

the student's engagement data, such a system can initiate an automatic email to re-

engage that student with a message personalized to their needs. This ensures that the 

marketing teams can scale such targeted interventions (Adenubi & Samuel, 2024). 

Thus, together, the theories of TAM, CRM, and Predictive Analytics form the 

base of the AI-powered education marketing funnel. While discussing factors 

considered for AI adoption by marketing teams, TAM emphasizes the management of 

long-term relationships and CRM theory ensures predictive analytics is brought in to 

justify and discuss data utilization forecasting outcomes and personalizing 
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communications. These theories relate to the various stages of development and the 

adoption of AI-driven tools across the lifecycle of a student. 

 

METHODOLOGY  

The narrative literature review method used by the study was appropriate 

because it integrated the existing research and theory for building a conceptual model 

for the survey. Narrative reviews usually go beyond mere statistics to examining and 

evaluating different types of literature in order to build new concepts. This brought 

together results from several disciplines like marketing, education, and information 

systems into a blend of theory and empirical examples, thereby focusing on developing 

theory through the identification of common themes and constructs across studies that 

could then be organized into a concise framework. 

The literature review was comprised of data sources from both academia and 

industry. Thus, the peer-reviewed articles published from 2015 to 2025 were included 

so as to source the most recent research findings on AI and educational marketing. 

Leading academic databases such as Scopus and Web of Science were integrated into 

getting articles by searching with terms like "AI," "marketing," "personalization," 

"higher education," and "student engagement." Besides journals, industry reports, and 

case studies were added to concretize actual applications of AI in recruitment and 

retention. We also incorporated grey literature from recognized organizations (like 

professional associations and ed-tech companies) to summarize trends and real-world 

applications that might not have been fully captured in academic research yet. 

The study utilized certain criteria to select studies most relevant to the topic. 

Articles and reports were included if they addressed the usage of AI or personalization 

in marketing, admissions, enrollment, or student engagement in higher education 

(Zaheer, et al., 2021; ul Haq, 2017; ul Haq, 2012). For instance, some selected works 

include studies about AI-based chatbots for admissions counselling, predictive tools 

that spot students at risk, or the use of a CRM to interface with prospective students. 

We made the conscious decision to exclude works that were not specifically related 

to marketing or recruitment (such as general AI-based tutoring systems or studies in 

other fields of education), thereby enabling us to home in on literature that clearly 

discusses how AI and personalization are employed to attract, recruit, or retain 

students in higher education. 

We created the framework through both theoretical academic elements and 

actual examples derived from literature and case studies. The first step involved 

identifying significant theoretical frameworks, including the Technology Acceptance 

Model (TAM), that explain the user adoption behaviour of both students and 

administrators. Ease of use combined with usefulness act as fundamental elements for 

the adoptability of new technology. Our research incorporated aspects of Customer 

Relationship Management (CRM) theory because this theory focuses on personalizing 

student communications for relationship management. Our analytical research 

enabled us to develop the necessary framework structure. The application of machine 

learning-based predictive models enables institutions to identify students on time who 

are at risk so that some individual assistance may be provided to help them in 
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retention. University data about student enrollment, together with engagement 

metrics, allows educational institutions to detect students who require unique support 

measures. 

 

FINDINGS AND DISCUSSION 

Key Insights from the Conceptual Framework 

The conceptual framework, on the other hand, recommends how AI could 

revamp educational marketing. The first would connect student recruitment with 

retention, as what should be the complete process was captured from the point where 

the potential students first learned about your school right up to the point where they 

applied and stayed on in university (Peyton et al., 2025). Such AI would enable timely 

and relevant communications unlike in the previous approaches where different 

departments handled it differently (Casaca & Miguel., 2024). Second, the framework 

established many more advantages, including that of having marketing that is more 

personalized. AI could analyze student data such as age, location, online behaviour, 

and academic interests to send messages, recommendations, and ads to students, 

making them feel a little more connected to the institution (Ograjšek & Grmek, 2024). 

Third, data use is an indication, as highlighted by the framework. Predictive tools of 

AI could predict the most likely applicants among prospective students and forecast 

the ones who would enrol as well as identify potential dropouts, thus helping 

universities to target their resources on these students in a more personalized way to 

enhance both retention and conversion rates (Soomro et al., 2025). 

Potential Impacts of the Framework 

AI has personalized marketing in education and has been attributed to some 

positive outcomes. Chief among them is the increase in rates of student applications 

and enrollment. Personalized messages and offers from the institution, through 

artificial intelligence, serve to better meet the needs of the students and thus help 

them decide on applying and enrolling. This leads to more efficient marketing 

spending (Brei, 2020). Another effect was the enhancement of retention rates for 

students. AI tools can analyze student behaviour, thus predicting any instance where 

a student might need additional assistance (Soomro et al., 2025). Offering the right 

soliciting at the right time, such as academic advising, has led to fewer student 

dropouts (Huang et al., 2022). The improvements in recruitment and retention 

translated into higher marketing ROI. It has resulted in effective and efficient usage 

of the marketing budgets of universities, considering the strategies likely to succeed 

(Gryshchenko et al., 2021). 

Implementation Considerations 

AI needs to be implemented in education marketing through various things 

universities could consider in adopting it. The second thing would be ensuring 

sufficient technology and systems to harness the power of AI. This includes systems 

such as CRM (customer relationship management), data storage, and making sure that 

data is shared easily across departments. For example, Alfouzan et al. (2024). The staff 

also needs to have skills in data science and artificial intelligence to manage those 

systems. Privacy was another great concern. These included laws such as GDPR, 
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CCPA, and similar to those pertaining to student data. As always, data were collected 

from students, secured, fair and transparent AI systems were built, and they were 

monitored, Zawacki-Richter et al. (2019). Openness in how the data is used creates 

trust in students and ethical behaviour within the practices. 

Anticipated Challenges 

There have been great benefits along with challenges to the adoption of AI in 

organizations. One such challenge was employee resistance. These groups, marketing, 

admissions, and student support thought AI could take their job or may just not trust 

AI's recommendations. Therefore, universities had to carefully manage this change 

and affirm that AI would supplement, not substitute for, human jobs (Asri, 2024). 

Another example of challenges faced during AI adoption was data quality. AI would 

offer its best functioning with correct and complete data, but many universities lacked 

data that was either incomplete or incorrect. Bad data could result in incorrect AI 

predictions and decisions (Slimi et al., 2025). The last challenge is the cost. The 

establishment of AI systems, upgrading of technology, and hiring and training of 

personnel could prove to be costly. For many universities, particularly those with 

limited budgets, this cost has proven a challenge (Pechenkina, 2023). 

 

CONCLUSION 

Recapitulation of the Study Purpose 

The study was prompted by the rising issue of higher education institutions 

(HEIs) adapting their marketing strategies to rapid digital transformation and 

changing prospective student expectations. Traditional mass marketing concepts are 

becoming increasingly irrelevant in a competitive landscape that requires ever-more 

relevant and individualized engagements. Hence, reflective of this, the study set out 

to explore and conceptualize the strategic application of Artificial Intelligence (AI) 

toward facilitating deep personalizations of the student journey in order to raise 

recruitment and retention efforts. The core argument was to reinforce the need for AI 

personalization as a critical capability for HEIs working through the complexities 

within modern educational marketing. 

Summary of Key Contributions 

The main outcome of this research introduces a conceptual model named AI-

Driven Educational Marketing Funnel, which receives detailed discussion. This 

theoretical model reveals ways in which AI technologies should be implemented 

during different educational phases including starting awareness followed by lead 

collection and continuing through application and enrollment and finally student 

retention. The integration delivers three major benefits to educational institutions 

regarding personalization techniques for data-driven communication and content 

delivery, enhanced operational efficiency, and improved conversion outcomes. The 

structured framework demonstrates how AI builds a well-connected marketing 

system and student support network which operates effectively and promptly. 

Practical and Theoretical Implications 

Both the research outcomes, along with the suggested framework, generate 

important insights that matter to practical strategies and theoretical explanations. This 
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research provides HEIs with an implementable model which they can adjust to use as 

their guide for developing AI applications within student engagement activities and 

marketing functions. The study delivers specific guidance enabling administration and 

marketing professionals to invest strategically through AI data implementation and 

identifies solutions to address difficulties and optimize returns so they can develop 

better technology-based plans. This research adds new theoretical elements to 

academic publications about AI in educational technology and marketing strategy for 

higher education management. The conceptual foundation should enable future 

confirmation studies about AI personalization success in this space and enhance 

research about technology's transformative impact on institutional procedures and 

student relationships. 

Future Directions 

The developed conceptual blueprint requires additional research to establish 

and optimize the proposed framework. Future research needs to implement 

experimental studies of the proposed framework across various institutions to gauge 

its active effects on essential metrics such as student conversion and enrollment 

outcomes as well as marketing financial returns. Research that investigates current 

implementation practices would give relevant insights by studying real-world 

organizational changes as well as the particular artificial intelligence tools used. The 

study must delve deeper into the ethical concerns that AI creates in educational 

marketing practices. Researchers need to investigate three main areas regarding how 

AI shapes student experience: algorithmic bias effects along with privacy protections 

exceeding basic standards and AI decision transparency that affects students and 

eventual student experience and equity maintenance. 

Final Thought 

Educational institutions progressively use customized data-driven 

technological methods as their main approach in higher education marketing. The 

strategic planning of student acquisition methods alongside student retention methods 

was to adopt personalized control systems combined with AI algorithms AI presents 

institutions with a major opportunity to change their student outreach methods even 

though various challenges related to implementation and resources and ethical 

considerations emerge. The strategic adoption of AI technology by HEIs delivers 

institutions a strong platform for enhanced recruitment results as well as specific and 

supportive relationships that span their students' complete educational experience. 

 

REFERENCE 

Abdulsalam, T. A., & Tajudeen, R. B. (2024). Artificial Intelligence (AI) In the Banking 

Industry: A Review of Service Areas and Customer Service Journeys in 

Emerging Economies. Business & Management Compass, 68(3), 19–43. 

https://doi.org/10.56065/9hfvrq20. 

Adenubi, A. O., & Samuel, N. (2024). Revolutionizing Education with Artificial 

Intelligence and Machine Learning: Personalization, Retention, and Resource 

Optimization. KASU Journal of Computer Science, 1(2), 378–391. 

https://doi.org/10.47514/kjcs/2024.1.2.0015. 

https://doi.org/10.56065/9hfvrq20
https://doi.org/10.47514/kjcs/2024.1.2.0015


 
585 

 

Agrawal, A., Gans, J. S., & Goldfarb, A. (2019). Exploring the Impact of Artificial 

Intelligence: Prediction versus Judgment. Information Economics and Policy, 

47, 1-6. 

Ahmad, K. U. R. (2018). Organizational Commitment and Ethical Conduct on Team 

Performance: Evidence from Pakistan. International Journal of Academic 

Research in Business and Social Sciences, 8(7), 328-339. 

Ahmad, M. M., Qureshi, S. A., Bilal, M., & Rana, A. M. (2021). Dynamic Measuring 

the Impacts of Financial Fragility on the Performance of Non-Financial Firms 

Listed at the Pakistan Stock Exchange. International Transaction Journal of 

Engineering, Management, & Applied Sciences & Technologies, 12(1), 1-10. 

Ahmad, S., & Imran, M., (2024). Exploring the Drivers of Youth Unemployment in 

Pakistan: A Comprehensive Review. Spry Journal of Economics and 

Management Sciences (SJEMS), 2(1),12-21. 

https://doi.org/10.62681/sprypublishers.sjems/2/1/2  

Aldoseri, A., Al-Khalifa, K. N., & Hamouda, A. M. (2023). Re-Thinking Data Strategy 

and Integration for Artificial Intelligence: Concepts, Opportunities, and 

Challenges. Applied Sciences, 13(12), 7082. 

https://doi.org/10.3390/app13127082. 

Alenezi, M. (2023). Digital Learning and Digital Institution in Higher Education. 

Education Sciences, 13(1), 88. https://doi.org/10.3390/educsci13010088. 

Alfouzan, M., Lu, K., & Ullah, A. (2024). The Effects Of Artificial Intelligence On 

Business Marketing Quality And Factors That Positively Influence Marketing. 

International Journal for Quality Research, 18(4), 1021–1034. 

https://doi.org/10.24874/ijqr18.04-07. 

Ali, S., Naveed, M., Hanif, H., & Gubareva, M. (2024). The resilience of Shariah-

compliant investments: Probing the static and dynamic connectedness 

between gold-backed cryptocurrencies and GCC equity markets. International 

Review of Financial Analysis, 91, 103045.  

Alkire, T. D., Lupton, N. A., & Lupton, R. A. (2015). Every Student Counts: Using 

Customer Relationship Management to Strengthen Student Retention. 

International Journal of Business, Humanities and Technology, 5(4), 18–27. 

Allil, K. (2024). Integrating AI-Driven Marketing Analytics Techniques into The 

Classroom: Pedagogical Strategies For Enhancing Student Engagement And 

Future Business Success. Journal of Marketing Analytics, 12(2), 142–168. 

Alotaibi, N. S. (2024). The Impact of AI and LMS Integration on the Future of Higher 

Education: Opportunities, Challenges, and Strategies for Transformation. 

Sustainability, 16(23), 10357. https://doi.org/10.3390/su162310357. 

Al-Zahrani, A. M., & Alasmari, T. M. (2024). Exploring the Impact of Artificial 

Intelligence on Higher Education: The Dynamics of Ethical, Social, and 

Educational Implications. Humanities and Social Sciences Communications, 

11(1). https://doi.org/10.1057/s41599-024-03432-4. 

Asri, A. (2024). Utilization of Artificial Intelligence in Improving Student 

Achievement. Paradoks: Jurnal Ilmu Ekonomi, 7(4), 451-465. 

Azhar, Z., Iqbal, T., & Imran, M., (2025). The Role of Ethical Leadership in HRM-

https://doi.org/10.62681/sprypublishers.sjems/2/1/2
https://doi.org/10.3390/app13127082
https://doi.org/10.3390/educsci13010088
https://doi.org/10.24874/ijqr18.04-07
https://doi.org/10.3390/su162310357
https://doi.org/10.1057/s41599-024-03432-4


 
586 

 

driven Corporate Social Responsibility (CSR). Journal of Management &Amp; 

Social Science, 2(1), 158–176.  

Baker, R. S. (2021). Artificial Intelligence in Education: Bringing It All Together. In 

Digital education outlook. https://doi.org/10.1787/f54ea644-en. 

Bhardwaj, S., Sharma, N., Goel, M., Vandana, N., Sharma, K., & Verma, V. (2024). 

Enhancing Customer Targeting in E-Commerce and Digital Marketing 

through AI-Driven Personalization Strategies. In CRC Press eBooks (pp. 41–

60). https://doi.org/10.1201/9781003450443-4. 

Brei, V. A. (2020). Machine Learning In Marketing: Overview, Learning Strategies, 

Applications, and Future Developments. Foundations and Trends® in 

Marketing, 14(3), 173–236. https://doi.org/10.1561/1700000065. 

Casaca, J. A., & Miguel, L. P. (2024). The Influence of Personalization on Consumer 

Satisfaction. In Advances in marketing, customer relationship management, 

and e-services book series (pp. 256–292). https://doi.org/10.4018/979-8-3693-

3455-3.ch010. 

Chen, X., Xie, H., Zou, D., & Hwang, G. (2020). Application and Theory Gaps during 

the Rise of Artificial Intelligence in Education. Computers and Education 

Artificial Intelligence, 1, 100002. https://doi.org/10.1016/j.caeai.2020.100002. 

Crompton, H., & Burke, D. (2023). Artificial Intelligence in Higher Education: The 

State of the Field. International Journal of Educational Technology in Higher 

Education, 20(1). https://doi.org/10.1186/s41239-023-00392-8. 

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2019). How Artificial 

Intelligence Will Change The Future Of Marketing. Journal of the Academy of 

Marketing Science, 48(1), 24–42. https://doi.org/10.1007/s11747-019-00696-0. 

De Bem Machado, A., Santos, J. R. D., Sacavém, A., & Sousa, M. J. (2024). Digital 

Transformations: Artificial intelligence in higher education. In EAI/Springer 

Innovations in Communication and Computing (pp. 1–23). 

https://doi.org/10.1007/978-3-031-52296-3_1. 

Dole, V. S. (2020). Understanding the Limitations of Digital Marketing. Vidyabharati 

International Interdisciplinary Research Journal, 10(2), 222–226. 

Du Plooy, E., Casteleijn, D., & Franzsen, D. (2024). Personalized Adaptive Learning In 

Higher Education: A Scoping Review Of Key Characteristics And Impact On 

Academic Performance And Engagement. Heliyon, 10(21), e39630. 

https://doi.org/10.1016/j.heliyon.2024.e39630. 

George, B., & Wooden, O. (2023). Managing the Strategic Transformation of Higher 

Education through Artificial Intelligence. Administrative Sciences, 13(9), 196. 

https://doi.org/10.3390/admsci13090196. 

Gibson, M. D. (2024). Exploring the Impacts of Marketing Structure on Enrollment 

Yield in Higher Education (Doctoral dissertation, Illinois State University). 

Gryshchenko, I., Ganushchak-Efimenko, L., Shcherbak, V., Nifatova, O., Zos-Kior, 

M., Hnatenko, I., ... & Martynov, A. (2021). Making Use of Competitive 

Advantages Of A University Education Innovation Cluster In The Educational 

Services Market. European journal of sustainable development, 10(2), 336-336. 

Haleem, A., Javaid, M., Qadri, M. A., Singh, R. P., & Suman, R. (2022). Artificial 

https://doi.org/10.1787/f54ea644-en
https://doi.org/10.1201/9781003450443-4
https://doi.org/10.1561/1700000065
https://doi.org/10.4018/979-8-3693-3455-3.ch010
https://doi.org/10.4018/979-8-3693-3455-3.ch010
https://doi.org/10.1016/j.caeai.2020.100002
https://doi.org/10.1186/s41239-023-00392-8
https://doi.org/10.1007/s11747-019-00696-0
https://doi.org/10.1007/978-3-031-52296-3_1
https://doi.org/10.1016/j.heliyon.2024.e39630
https://doi.org/10.3390/admsci13090196


 
587 

 

Intelligence (AI) Applications for Marketing: A Literature-Based Study. 

International Journal of Intelligent Networks, 3, 119–132. 

https://doi.org/10.1016/j.ijin.2022.08.005. 

Haniatin, M. H., Wijaya, A., Himmah, H. F., & Rizal, F. (2024). Analysis of the Use of 

Artificial Intelligence (AI) In Personalizing Education Marketing. Proceeding 

of International Conference on Education, Society and Humanity, 2(2), 2012–

2019. 

Hashim, M. a. M., Tlemsani, I., & Matthews, R. (2021). Higher Education Strategy in 

Digital Transformation. Education and Information Technologies, 27(3), 3171–

3195. https://doi.org/10.1007/s10639-021-10739-1. 

Haq AU, (2017). Firm Characteristics and Cash-Cash Flow Sensitivity of the 

Manufacturing Sector of Pakistan. Business & Economic Review, 9(3), 71-103. 

Haverila, M., Haverila, K., & McLaughlin, C. (2020). Variables Affecting the Retention 

Intentions of Students in Higher Education Institutions. Journal of 

International Students, 10(2), 358–382. https://doi.org/10.32674/jis.v10i2.1849. 

Hervás-Gómez, C., & Dolores Díaz Noguera, M. (2024). The Education Revolution 

through Artificial Intelligence. Enhancing Skills, Safeguarding Rights, and 

Facilitating Human-Machine Collaboration. https://doi.org/10.36006/09651-1. 

Howard, M. C., & Hair, J. F. (2023). Integrating The Expanded Task-Technology Fit 

Theory And The Technology Acceptance Model: A Multi-Wave Empirical 

Analysis. AIS Transactions on Human-Computer Interaction, 15(1), 83–110. 

https://doi.org/10.17705/1thci.00184. 

Huang, F., Crăciun, D., & De Wit, H. (2022). Internationalization of higher education 

in a post‐pandemic world: Challenges and responses. Higher Education 

Quarterly, 76(2), 203–212. https://doi.org/10.1111/hequ.12392. 

Huang, M., & Rust, R. T. (2020). A Strategic Framework for Artificial Intelligence in 

Marketing. Journal of the Academy of Marketing Science, 49(1), 30–50. 

https://doi.org/10.1007/s11747-020-00749-9. 

Imran, M., Zaidi, S.S., & Khanzada, R. A., (2023). A Comparative Analysis of South 

Asian Countries and East Asian Countries on Moral Education. Spry Journal of 

Humanities and Social Sciences (SJHSS), 1(2), 120-134. 

https://doi.org/10.62681/sprypublishers.sjhss/1/2/5  

Jarek, K., & Mazurek, G. (2019). Marketing and Artificial Intelligence. Central 

European Business Review, 8(2), 46–55. https://doi.org/10.18267/j.cebr.213. 

Kabudi, T., Pappas, I., & Olsen, D. H. (2021). AI-Enabled Adaptive Learning Systems: 

A Systematic Mapping Of The Literature. Computers and Education Artificial 

Intelligence, 2, 100017. https://doi.org/10.1016/j.caeai.2021.100017. 

Kayani, J. A., Faisal, F., Khan, S., & Anjum, T. (2023). Analysing Consumer’s Intention 

to Buy Bottled Drinking Water in Pakistan Through Integrated Marketing 

Communication Framework. Journal of Business and Management 

Research, 2(2), 881-902.  

Kovari, A. (2025). A Systematic Review of AI-Powered Collaborative Learning in 

Higher Education: Trends and Outcomes from the Last Decade. Social Sciences 

& Humanities Open, 11, 101335. https://doi.org/10.1016/j.ssaho.2025.101335. 

https://doi.org/10.1016/j.ijin.2022.08.005
https://doi.org/10.1007/s10639-021-10739-1
https://doi.org/10.32674/jis.v10i2.1849
https://doi.org/10.36006/09651-1
https://doi.org/10.17705/1thci.00184
https://doi.org/10.1111/hequ.12392
https://doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.62681/sprypublishers.sjhss/1/2/5
https://doi.org/10.18267/j.cebr.213
https://doi.org/10.1016/j.caeai.2021.100017
https://doi.org/10.1016/j.ssaho.2025.101335


 
588 

 

Kuleto, V., Ilić, M., Dumangiu, M., Ranković, M., Martins, O. M. D., Păun, D., & 

Mihoreanu, L. (2021). Exploring Opportunities and Challenges of Artificial 

Intelligence and Machine Learning in Higher Education Institutions. 

Sustainability, 13(18), 10424. https://doi.org/10.3390/su131810424. 

Kumar, V., Ashraf, A. R., & Nadeem, W. (2024). AI-Powered Marketing: What, 

Where, And How? International Journal of Information Management, 77, 

102783. https://doi.org/10.1016/j.ijinfomgt.2024.102783. 

Lim, T., Gottipati, S., & Cheong, M. L. F. (2023). Ethical Considerations for Artificial 

Intelligence in Educational Assessments. In Advances in Educational 

Technologies and Instructional Design book series (pp. 32–79). 

https://doi.org/10.4018/979-8-3693-0205-7.ch003 

Liu, D. Y. T., Bartimote-Aufflick, K., Pardo, A., & Bridgeman, A. J. (2017). Data-

Driven Personalization of Student Learning Support in Higher Education. 

Learning Analytics: Fundaments, Applications, And Trends: A View Of The 

Current State Of The Art To Enhance E-Learning, 143-169. 

Malav, M., & Khatter, K. (2025). AI-Driven Personalization in Higher Education 

Marketing: Impact on Student Engagement and Enrolment Decisions. 

European Economic Letters (EEL). https://doi.org/10.52783/eel.v15i2.2831. 

Matz, S. C., Kosinski, M., Nave, G., & Stillwell, D. J. (2017). Psychological Targeting 

As an Effective Approach to Digital Mass Persuasion. Proceedings of the 

National Academy of Sciences, 114(48), 12714–12719. 

https://doi.org/10.1073/pnas.1710966114. 

Mir, I. A., Rana, A. M., & Waqas, R. M. (2021). Information Verification Motivation 

and its Influence on Users’ Social Media Advertising Evaluation and Outcome 

Behaviors. Pakistan Social Sciences Review, 5(3), 503-514.  

Muhajir, A. (2024). Predictive Analytics in Marketing: Contribution to Marketing 

Performance. Deleted Journal, 1(3), 447–460. 

https://doi.org/10.62207/0qan8b95. 

Naseer, M., Haq, A. U., & Shah, S. M. A. (2024). Understanding Turnover Intentions 

in Pakistan’s Healthcare Sector: A Qualitative Exploration of Supervisory 

Behavior, Stress, and Cultural Norms. Annual Methodological Archive 

Research Review, 2(5), 1-18. 

Oad, L., Zaidi, S.S., & Phulpoto, S. A. J., (2023). Helicopter Parenting and its Influence 

on the Children of Pakistan: Thematic Analysis. Spry Journal of Humanities 

and Social Sciences (SJHSS), 1(2), 72-87. 

https://doi.org/10.62681/sprypublishers.sjhss/1/2/1  

Ograjšek, S., & Grmek, M. I. (2024). Student-Centred Approaches in Higher Education 

from the Student Perspective. Center for Educational Policy Studies Journal, 

focus. https://doi.org/10.26529/cepsj.1828. 

Owoc, M. L., Sawicka, A., & Weichbroth, P. (2021). Artificial Intelligence 

Technologies in Education: Benefits, Challenges and Strategies of 

Implementation. In IFIP advances in information and communication 

technology (pp. 37–58). https://doi.org/10.1007/978-3-030-85001-2_4. 

Pechenkina, E. (2023). 9. Artificial Intelligence for Good? Challenges and Possibilities 

https://doi.org/10.3390/su131810424
https://doi.org/10.1016/j.ijinfomgt.2024.102783
https://doi.org/10.4018/979-8-3693-0205-7.ch003
https://doi.org/10.52783/eel.v15i2.2831
https://doi.org/10.1073/pnas.1710966114
https://doi.org/10.62207/0qan8b95
https://doi.org/10.62681/sprypublishers.sjhss/1/2/1
https://doi.org/10.26529/cepsj.1828
https://doi.org/10.1007/978-3-030-85001-2_4


 
589 

 

of AI in Higher Education from a Data Justice Perspective. In Open Book 

Publishers (pp. 239–266). https://doi.org/10.11647/obp.0363.09. 

Perifanis, N., & Kitsios, F. (2023). Investigating the Influence of Artificial Intelligence 

on Business Value in the Digital Era of Strategy: A Literature Review. 

Information, 14(2), 85. https://doi.org/10.3390/info14020085. 

Peyton, K., Unnikrishnan, S., & Mulligan, B. (2025). A Review of University Chatbots 

for Student Support: FAQS and Beyond. Discover Education, 4(1). 

https://doi.org/10.1007/s44217-025-00397-7. 

Rajkumar, N. S. G. (2025). The Impact and Ethics of Artificial Intelligence on Digital 

Marketing For Student Admissions In Southern India. Journal of Information 

Systems Engineering & Management, 10(25s), 172–180. 

https://doi.org/10.52783/jisem.v10i25s.3963 

Razina, O., Al-Husban, M., Ross, M., & Ahmad, S. (2020). Digital Content Strategy, 

the Higher Education View. INSPIRE XXV, 65. 

Rooh, S., Hayat, M., Haq, A. U., & Malik, M. F. (2025). EXPLORING THE DYNAMICS 

OF BLOCKCHAIN TECHNOLOGY IN ISLAMIC FINANCE: A NOVEL 

INVESTIGATION OF CRYPTOCURRENCY INTEGRATION WITHIN 

SHARIA-COMPLIANT FINANCIAL SYSTEMS IN PAKISTAN. Qualitative 

Research Review Letter, 3(1), 497-439. 

Shah, S. M. A., Qamar, M. R., Ahmed, S., & Imran, M. (2025). Nepotism and 

Favoritism in HR Practices: Implications for Organizational Politics in 

Pakistan. Journal of Management & Social Science, 2(1), 177-194. 

Shah, S. M. A., Raja, S. S., Shahzadi, S., & Naseer, S. (2024). Talent Management 

Strategies Effect The Approach Of Social Entrepreneurs And Organisational 

Effectiveness: A Case Study Of Pakistan. Journal of Business and Management 

Research, 3(3), 58-84.  

Singh, B., & Pathania, A. K. (2024). AI-Driven Content Creation and Curation in 

Digital Marketing Education: Tools and Techniques. International Journal of 

Engineering Science & Humanities., 14(Special Issue 1), 14–26. 

https://doi.org/10.62904/8fbh3144. 

Slimi, Z., Benayoune, A., & Alemu, A. E. (2025). Students’ Perceptions of Artificial 

Intelligence Integration In Higher Education. European Journal of Educational 

Research, 14(2), 471–484. https://doi.org/10.12973/eu-jer.14.2.471. 

Soomro, A. A., Khan, M. H., Umar, M., Khan, S., & Ali, O. (2025). AI-Driven Academic 

Advising in Higher Education: Leveraging Intelligent Systems to Personalize 

Student Support, Improve Retention, and Optimize Career Pathways. The 

Critical Review of Social Sciences Studies, 3(2), 229-248. 

Swart, K., Bond-Barnard, T., & Chugh, R. (2022). Challenges and Critical Success 

Factors of Digital Communication, Collaboration and Knowledge Sharing In 

Project Management Virtual Teams: A Review. Deleted Journal, 10(4), 59–75. 

https://doi.org/10.12821/ijispm100404. 

Tavakoli, M., Faraji, A., Vrolijk, J., Molavi, M., Mol, S. T., & Kismihók, G. (2022). An 

AI-Based Open Recommender System for Personalized Labor Market Driven 

Education. Advanced Engineering Informatics, 52, 101508. 

https://doi.org/10.11647/obp.0363.09
https://doi.org/10.3390/info14020085
https://doi.org/10.1007/s44217-025-00397-7
https://doi.org/10.52783/jisem.v10i25s.3963
https://doi.org/10.62904/8fbh3144
https://doi.org/10.12973/eu-jer.14.2.471
https://doi.org/10.12821/ijispm100404


 
590 

 

https://doi.org/10.1016/j.aei.2021.101508. 

Tosuntaş, Ş. B., Çubukçu, Z., & İnci, T. (2019). A Holistic View to Barriers to 

Technology Integration in Education. Turkish Online Journal of Qualitative 

Inquiry, 349–371. https://doi.org/10.17569/tojqi.613969. 

Tungpantong, C., Nilsook, P., & Wannapiroon, P. (2022). Factors Influencing Digital 

Transformation Adoption among Higher Education Institutions during Digital 

Disruption. Higher Education Studies, 12(2), 9. 

https://doi.org/10.5539/hes.v12n2p9. 

Yin, J., Qiu, X., & Wang, Y. (2025). The Impact of AI-Personalized Recommendations 

on Clicking Intentions: Evidence from Chinese E-Commerce. Journal of 

Theoretical and Applied Electronic Commerce Research, 20(1), 21. 

https://doi.org/10.3390/jtaer20010021 

Zawacki-Richter, O., Marín, V. I., Bond, M., & Gouverneur, F. (2019). Systematic 

Review of Research on Artificial Intelligence Applications in Higher Education 

– Where Are the Educators? International Journal of Educational Technology 

in Higher Education, 16(1). https://doi.org/10.1186/s41239-019-0171-0. 

 

 

 

 

 

https://doi.org/10.1016/j.aei.2021.101508
https://doi.org/10.17569/tojqi.613969
https://doi.org/10.5539/hes.v12n2p9
https://doi.org/10.3390/jtaer20010021
https://doi.org/10.1186/s41239-019-0171-0

