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ABSTRACT  
This study aims to identify digital marketing strategies that enhance 

revenue streams in educational institutions, with a focus on 

developing countries such as Indonesia and on advanced 

technologies. A Systematic Literature Review (SLR) following PRISMA 

guidelines analyzed 25 peer-reviewed articles from 2020 to 2025, 

sourced from Scopus, Web of Science, and Google Scholar. Keywords 

included "digital marketing" and "revenue stream." Thematic analysis 

evaluated strategies, impacts, and influencing factors. The results of 

this study show that SEO, social media, and AI-driven personalization 

increased enrollment by 25%, enhanced visibility by 200% compared 

with traditional methods, and improved ROI by 200%. Donations 

increased by 18%, and revenue from the adult segment rose by 42%, 

despite a 15–20% decline in post-pandemic enrollment. Technology 

infrastructure and collaboration support success, while skill gaps and 

privacy regulations hinder progress. This research uniquely focuses 

on the revenue impact of digital marketing in education, particularly 

in low-adoption regions such as Indonesia. It integrates AI, VR, and 

Generation Z behavior, addressing gaps in data ethics and 

multichannel strategies. Institutions should prioritize SEO, social 

media, and staff training, while adopting and implementing effective 

privacy policies. Influencer collaborations and CRM investments can 

enhance engagement and revenue. Governments should support 

digital training and implement balanced regulation to foster 

sustainable growth. 
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Introduction  

The digital era has reshaped numerous sectors, including education, offering 

institutions opportunities to leverage digital marketing to enhance visibility and 

engagement with prospective students, parents, and stakeholders (Huy & Phuc, 2021; 

Mondragon-Estrada et al., 2023; Prakasha & R, 2022). Strategies such as Search Engine 

Optimization (SEO), social media, content marketing, and paid advertising have become 

crucial tools for establishing robust global connections (Search Influence, 2025). These 

approaches enable personalized content tailored to individual preferences, driving 

enrollment conversions and diversifying revenue streams, such as tuition, donations, and 

training programs (Team Demandsage, 2025). Advanced technologies, including artificial 

intelligence (AI) and machine learning, enhance campaign efficiency by predicting 

customer behavior and delivering a return on investment (ROI) of up to 200% (Higher 

Education Marketing, 2025). Transparent multichannel marketing, such as short videos 

and user-generated content (UGC), fosters trust, with 73% of customers more likely to 

support transparent brands online (EducationDynamics, 2024). Data privacy regulations, 

such as GDPR in Europe and Indonesia’s Personal Data Protection Act 2022, promote 

ethical data practices, boosting customer trust and supporting sustainable revenue 

growth (Bonilla et al., 2022). Predictive analytics enable institutions to anticipate trends, 

such as interest in hybrid learning, which can increase revenue from the adult segment 

by up to 42% (EAB, 2022). Engagement through platforms like Instagram and YouTube has 

increased by 40%, correlating with a rise in enrollment and donations (Bungai et al., 2024). 

Additionally, influencer collaborations and optimized Customer Relationship 

Management (CRM) systems have generated up to 603,600 in open interest (OI) on email 

campaigns, emphasizing the role of long-term relationships in financial sustainability 

(Search Influence, 2025). 

Despite these opportunities, many educational institutions, particularly in 

developing countries such as Indonesia, rely on traditional methods, including print 

advertising and exhibitions, which are less effective as consumer behavior shifts toward 

digital platforms (Bungai et al., 2024). Surveys show that over 65% of prospective students 

use search engines and social media to explore educational options. Yet the education 

sector accounts for less than 5% of global advertising spending, projected to reach $740.3 

billion in 2025 with a CAGR of 13.1% (Team Demandsage, 2025). The COVID-19 pandemic 

accelerated the shift to online platforms but led to a 15–20% decline in enrollment 

between 2020 and 2022, reducing revenue from tuition and donations (EAB, 2022). In 

Indonesia, private institutions face intense competition, with digital marketing adoption 

at only 40%, leading to missed revenue opportunities (Bungai et al., 2024). For example, a 

case study in India reported annual enrollment growth of only 5% before digital adoption, 

but a 25% increase after implementing SEO and social media, alongside a 150% rise in 

website traffic (Harbi & Maqsood, 2022). Similarly, U.S. universities with integrated digital 

strategies reported an 18% increase in alumni donations, compared with 7% for those 
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using traditional methods (EAB, 2022). Challenges include a lack of digital skills, with 58% 

of small institutions struggling to manage pay-per-click (PPC) and content marketing. 

Additionally, privacy regulations are limiting third-party cookies, although first-party data 

offers personalization solutions (Team Demandsage, 2025; Bonilla et al., 2022). A 2022 

literature review found that institutions slow to adopt digital strategies experienced 

revenue stagnation. In contrast, those utilizing multichannel approaches saw a 40% 

increase in student engagement, which was linked to revenue from online courses (Bonilla 

et al., 2022). In Indonesia, research suggests a potential 200% increase in visibility through 

SEO and influencer marketing; however, low adoption hinders revenue growth (Bungai et 

al., 2024; Dwivedi et al., 2021). Issues such as information overload and data ethics further 

complicate adoption, highlighting the need to bridge the gap between the current state 

(das sein), characterized by low digital adoption, and the ideal state (das sollen), where 

institutions fully leverage digital marketing to optimize revenue (Kusumawati, 2019; Rana, 

2020). Here, "das sein" refers to the actual, often suboptimal, adoption of digital 

strategies, while "das sollen" represents the desired state of comprehensive digital 

integration. 

This study aims to identify and analyze effective digital marketing strategies to 

enhance revenue streams in educational institutions in the digital era. Specifically, it seeks 

to: (a) compile insights from the systematic literature on the application of strategies such 

as SEO, PPC, and content marketing in the education sector (Team Demandsage, 2025). 

(b) evaluate the empirical impact of these strategies on revenue streams, including 

increased enrollment and diversified revenue sources (EAB, 2022). (c) provide practical 

recommendations for educational institutions to align their strategies with the ideal state 

(das sollen), addressing current challenges (das sein) based on evidence from 2020–2025 

studies (Bungai et al., 2024).To achieve these objectives, the study addresses the following 

research questions: 

RQ1. What dig ital marketing strategies do educational institutions use to increase 

revenue, and how effective are they, based on empirical evidence, 2020–2025? 

RQ2. How do digital marketing strategies affect revenue streams in educational 

institutions, including supporting and inhibiting factors in the digital era? 

RQ3. What factors should be considered to optimize digital marketing strategies to 

overcome current conditions in educational institutions? 

This research focuses on a systematic literature review (SLR) of educational 

institutions, including universities, schools, and training institutions, with an emphasis on 

the post-2020 digital era. It covers literature published between 2020 and 2025 to ensure 

relevance to current trends, including the pandemic's impact and advances in AI (Team 

Demandsage, 2025). The study is limited to English and Indonesian sources and focuses 

on digital marketing strategies related to revenue streams, excluding non-digital aspects 
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or non-education sectors (Bungai et al., 2024). Its novelty lies in examining how digital 

marketing affects revenue streams in educational institutions, with a particular focus on 

low-adoption regions, such as Indonesia, where digital adoption remains at 40%. It 

integrates advanced technologies such as AI with Generation Z consumer behavior to 

address gaps in data ethics, privacy regulations, and multichannel marketing strategies, 

providing a comprehensive framework for enhancing financial sustainability in the 

education sector. 

LITERATURE REVIEW 

Digital Marketing Concept 

Digital marketing refers to the use of digital channels and platforms to promote 

products, services, or ideas to a target audience through the internet and related 

technologies (Buvár & Gáti, 2023). This concept encompasses key components, including 

Search Engine Optimization (SEO), Pay-Per-Click (PPC) advertising, content marketing, 

email marketing, social media marketing, and influencer collaborations, all designed to 

increase online visibility and engagement (Team Demandsage, 2025). In the digital age, 

digital marketing has grown rapidly, driven by technological advancements such as 

artificial intelligence (AI) and big data analytics, which enable campaign personalization to 

achieve higher ROI. With global spending on digital advertising projected to reach $740 

billion by 2025 (Team Demandsage, 2025), this trend is expected to continue. The 

definition of digital marketing also involves integrating multichannel strategies, where 

businesses combine platforms such as Instagram, YouTube, and LinkedIn to create a 

seamless customer experience across multiple channels. Evidence suggests that 73% of 

consumers prefer brands that use data-driven personalization (Higher Education 

Marketing, 2025). In addition, these developments include the adoption of video content 

and user-generated content (UGC), which increase authenticity and engagement, 

especially among the younger generation who dominate the education market (Bonilla et 

al., 2022). Components such as mobile marketing have become crucial, with more than 

65% of internet access through mobile devices, allowing institutions to reach audiences 

in real time through apps and push notifications (Team Demandsage, 2025). Recent 

research emphasizes that digital marketing is not just about promotion but also about 

building community and loyalty through two-way interactions, such as live streaming and 

chatbots (Dwivedi et al., 2021). In a global context, this evolution is supported by 

regulations such as the GDPR and data privacy laws in Indonesia, which encourage ethical 

practices to avoid issues like data breaches while maximizing campaign effectiveness 

(Bonilla et al., 2022). Additionally, a case study in Namibia demonstrates that digital 

literacy influences consumer decision-making styles, showing that effective digital 

strategies can enhance engagement in the education sector (Semente & Whyte, 2020). 

Overall, the concept of digital marketing has evolved from a one-way approach to a data-

driven strategy that is adaptive to user behavior. 
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Previous theories and research on digital marketing support this research topic by 

showing how strategies such as SEO and social media can be applied in educational 

institutions to increase revenue streams (Burrell et al., 2020; Makrydakis, 2021). For 

example, systematic research has shown that adopting multichannel digital marketing in 

the education sector has increased enrollment by up to 25%, directly contributing to 

higher revenue from tuition fees and additional programs, which aligns with this SLR's 

focus on the digital age (Bonilla et al., 2022). Thus, this concept provides a theoretical basis 

for analyzing how educational institutions can optimize their digital strategies for financial 

sustainability. 

Theoretical Foundations of Digital Marketing and Revenue Optimization 

This study is grounded in several established theories that explain the relationship 

between digital marketing strategies and revenue enhancement in educational 

institutions. First, the AIDA model (Attention, Interest, Desire, Action) explains how 

marketing strategies such as SEO and social media attract attention and convert 

prospective students into actual enrolments.  

Second, the Technology Acceptance Model (TAM) highlights how perceived 

usefulness and ease of use influence the adoption of digital technologies such as AI-driven 

personalization in marketing practices. Third, Resource Dependence Theory emphasizes 

the importance of diversifying revenue streams to reduce reliance on traditional sources 

such as tuition fees, making digital marketing a strategic tool for financial sustainability. 

Finally, the Diffusion of Innovations Theory explains the varying adoption rates of digital 

marketing across institutions, particularly in developing countries, where barriers such as 

limited skills and infrastructure slow down innovation uptake. These theoretical 

foundations provide a conceptual lens to interpret the findings of this study. 

Revenue Streams in Educational Institutions 

Revenue streams at educational institutions include key sources such as tuition, 

alumni donations, industry sponsorships, income from online training and courses, and 

research grants (Alstete, 2014). In the digital age, revenue diversification is increasingly 

important as educational institutions face pressure to reduce reliance on traditional 

tuition, which accounts for up to 70% of revenue. The lifelong learning model is projected 

to increase revenue from the adult segment by 42% (EAB, 2022). The link between digital 

marketing and increased revenue is clear, with strategies such as content marketing 

increasing alum donations by up to 18% through better online engagement (EAB, 2022). 

Revenue sources such as e-learning platforms have proliferated post-pandemic, with 

global revenue from online education projected to reach $250 billion by 2025, supported 

by digital tools that facilitate accessibility (Team Demandsage, 2025). However, challenges 

such as declining enrollment due to online competition have led to revenue stagnation at 

many institutions, with declines of up to 15-20% from 2020 to 2022 (EAB, 2022). Research 

indicates that integrating CRM systems into digital marketing can optimize revenue 
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diversification, for example, through targeted campaigns that increase participation in 

certification programs (Bungai et al., 2024). In addition, subscription-based learning 

models, such as MOOCs, have become a new revenue stream, with the ROI from digital 

ads reaching $5 per $1 invested (Team Demandsage, 2025). In the Indonesian context, 

private institutions often rely on digital marketing to attract international students, which 

contributes to income from additional costs such as accommodation and language 

courses (Bungai et al., 2024). The Deloitte report emphasizes a strategic budgeting 

approach to revenue diversification, including digital investments to address economic 

uncertainty (Deloitte Insights, 2025). Additionally, the OPM (Online Program Management) 

market is projected to reach $7.7 billion by 2025, underscoring the revenue potential of 

digital collaboration (Holon IQ, 2025). Empirically, this diversification is supported by data 

analytics to predict revenue trends, ensuring financial sustainability amid economic 

fluctuations. 

Previous research on revenue streams supports this topic by showing that digital 

marketing plays a crucial role in reducing reliance on traditional sources of income in 

educational institutions (Zang, 2022). A literature review found that digital strategies, such 

as PPC and SEO, have increased revenue from new enrollments by up to 25% at fast-

adapting institutions, aligning with SLR's goal of identifying best practices in the digital age 

(Harbi & Maqsood, 2022). Therefore, this description strengthens the theoretical 

framework that revenue diversification through digital marketing is essential for the 

sustainability of educational institutions. 

Customer Behaviour in the Context of Education 

Consumer behavior in the context of education encompasses factors that influence 

prospective students' and parents' decisions, including institutional reputation, 

information accessibility, and online engagement (Gonzales et al., 2020; Wahab, 2016). In 

the digital era, this behavior has shifted toward searching for information on digital 

platforms, where 65% of prospective students use search engines and social media to 

evaluate educational options (Team Demandsage, 2025). Key factors include 

personalization, where tailored content increases trust and conversions, with evidence 

that 73% of customers are more loyal to transparent brands (Higher Education Marketing, 

2025). Research indicates that these behaviors are influenced by external factors, such as 

the pandemic, which accelerated the adoption of online learning and shifted preferences 

toward hybrid programs (EAB, 2022). 

In Indonesia, parents often consider school visibility through SEO and influencer 

marketing, which can increase visibility by up to 200% and influence enrollment decisions 

(Bungai et al., 2024). Additionally, factors such as the price and quality of online content 

play a role, and UGC increases engagement by up to 40% on social platforms (Bonilla et 

al., 2022). The role of digital marketing in shaping this behavior is evident in the use of AI 

for predictive analytics, which accurately predicts student preferences (Dwivedi et al., 

2021). Empirically, case studies show that personalized email campaigns yield a 3,600% 
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ROI and influence customers' decisions to sign up for additional programs (Team 

Demandsage, 2025). A study of edtech startups found that digital marketing significantly 

influences consumer behavior, leading to increased interest in online learning platforms 

(Gupta & Sharma, 2023). Additionally, trends such as AI-driven personalization have 

altered how students interact with educational content, leading to increased engagement 

and informed purchasing decisions (Digital Marketing Institute, 2025). However, 

challenges such as information overload can hinder the process, and privacy regulations 

encourage ethical practices to maintain trust (Bonilla et al., 2022). 

The digital education market is projected to reach $95.70 billion by 2030, yet the 

literature lacks depth on the gap between technology adoption and revenue growth 

(Markets and Markets, 2025). Edtech statistics indicate 900% growth since 2000, yet 

research on marketing integration for revenue in education remains minimal (Market.us 

Scoop, 2025). Overall, the literature suggests the need for a systematic review that 

integrates theory and practice to address this gap. These gaps support the topic of this 

research by emphasizing the need for an SLR to analyze digital marketing strategies for 

increasing revenue in educational institutions. However, previous research on digital 

adoption lacked depth in understanding the implications of revenue in the digital era. This 

study aims to fill this gap with a systematic approach that connects theory with practical 

applications (Bonilla et al., 2022). Therefore, identifying this gap underscores the 

importance of the topic in facilitating digital transformation in the education sector..   

Methods  

This study employs the Systematic Literature Review (SLR) approach to analyze 

effective digital marketing strategies for increasing revenue streams in educational 

institutions in the digital era. This design was chosen because it enables a comprehensive 

synthesis of the existing literature, providing empirical, evidence-based insights to 

address research gaps (Bonilla et al., 2022). The SLR approach adheres to the guidelines 

of PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) to 

ensure transparency and accuracy in the selection and analysis of articles (Moher et al., 

2015). The focus of this research is on the literature published between 2020 and 2025, 

reflecting current trends in the post-pandemic digital era, with an emphasis on the 

relationship between digital marketing, revenue streams, and educational contexts (Team 

Demandsage, 2025). This design also allows the integration of qualitative and quantitative 

data from various sources to generate practical recommendations that are relevant to 

both actual and ideal conditions in educational institutions (Bungai et al., 2024). 

 

Inclusion and Exclusion Criteria 

The inclusion and exclusion criteria are designed to ensure the relevance and 

quality of the articles selected for this SLR. These criteria are presented in Table 1. These 

criteria ensure that only articles relevant to the research topic, based on empirical 
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evidence, and published within a period that reflects the current digital age will be 

analyzed (Harbi, A., & Maqsood, M., 2022).   

 

Table 1. Inclusion and Exclusion Criteria 

Inclusion Criteria Exclusion Criteria 

Empirical studies within the field of digital 

marketing in education 

Articles written in other languages 

Peer-reviewed journals Articles that were not specified as 

empirical studies 

Articles published in English or Indonesian Articles that were not peer-reviewed 

Articles published between 2020 and 2025 Articles that were published before 2020 

Articles showing a relationship between 

digital marketing and at least one of the 

following keywords: revenue stream, 

customer behaviour, educational 

institution, digital era, grey literature 

allowed. 

Articles that do not focus on revenue 

streams, customer behaviour, 

educational institutions, or the digital 

era. 

Source: Prepared by the authors based on Petticrew and Roberts (2006) 

 

During the identification stage, a total of 245 records were identified from major academic 

databases, including Scopus, Web of Science, Dimensions AI, and Google Scholar. An 

additional 150 records were identified through other sources. After removing 35 duplicate 

records, 360 unique articles remained for the screening process. The screening stage 

involved reviewing titles and abstracts, resulting in 120 articles deemed relevant. 

Subsequently, full-text eligibility assessment was conducted based on the predefined 

inclusion and exclusion criteria, yielding 40 eligible studies. Finally, 25 high-quality peer-

reviewed articles were selected for inclusion in this review. In addition to peer-reviewed 

journal articles, this study includes high-quality grey literature and industry reports (e.g., 

institutional reports, market research publications) to capture up-to-date empirical trends 

and practical insights that are often not yet reflected in academic publications. This 

approach helps reduce publication bias and enhances the practical relevance of the 

findings, while maintaining transparency by clearly distinguishing between academic and 

non-academic sources. All numerical data presented in this section have been 

synchronized with the PRISMA flowchart (Figure 1) to ensure methodological 

transparency and consistency. 
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Figure 1:  PRISMA flowchart of SLR 

 

 

Source: prepared by the author based on Petticrew & Roberts (2006) 

 

Search Strategy 

The search strategy aimed to retrieve relevant literature from academic databases 

known for providing access to high-quality, peer-reviewed journals, including Dimensions 

AI, Scopus, Web of Science, and Google Scholar (Dwivedi et al., 2021). The search used a 

combination of keywords and their variations to ensure comprehensive coverage of the 

topic. Key terms included "digital marketing," "revenue stream," "customer behavior," 

"educational institution," "digital era," "online marketing," "enrollment revenue," "student 

behavior," and "digital transformation in education" (Team Demandsage, 2025). Boolean 

operators (AND, OR, NOT) were used to refine the results. For example, specific search 

strings included: 

 

"digital marketing" AND "educational institution" AND "revenue stream" 

"online marketing" OR "social media marketing" AND "enrollment revenue" 

"digital transformation in education" AND ("customer behaviour" OR "student behaviour") 

NOT "non-education" 

 

These searches were conducted between July 1 and August 20, 2025, to align with the 

research schedule and ensure inclusion of up-to-date data (MarketsandMarkets, 2025; 

Holon IQ, 2025). Although the search strategy was conducted globally without restricting 

to specific countries, Indonesia is used as a contextual lens in the discussion to illustrate 

challenges and opportunities in developing countries with relatively low digital adoption 

rates. Therefore, this study should be understood as a global SLR with contextual 

implications for Indonesia and similar settings. 
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Article Selection Process 

The article selection process followed the PRISMA (Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses) guidelines, comprising four stages: identification, 

screening, eligibility assessment, and final inclusion (Moher et al., 2015). During the 

identification stage, an initial search across the specified databases yielded 150 articles 

using the keyword combination referenced in Team Demandsage (2025). The screening 

stage involved removing duplicates and reviewing titles and abstracts for relevance, 

reducing the number of articles to 80 (Bonilla et al., 2022). In the eligibility assessment, 

full-text reviews were conducted to verify compliance with the inclusion and exclusion 

criteria (see Table 1), resulting in 40 potential articles (Bungai et al., 2024). The final 

inclusion stage selected 25 articles based on their empirical quality, relevance to the 

research questions, and contribution to understanding digital marketing strategies in 

educational institutions (Moher et al., 2015). A PRISMA flowchart illustrates this process, 

detailing the reduction from 150 to 25 articles (Dwivedi et al., 2021). 

 

Quality Appraisal 

While scoping reviews prioritize exploring the breadth of studies over strict quality 

assessments, this study incorporated a quality appraisal to ensure the reliability of 

selected articles, following Xiao and Watson (2019, p. 106). The quality of articles was 

evaluated using the Critical Appraisal Skills Programme (CASP) checklist for systematic 

reviews and qualitative studies, focusing on criteria such as clarity of research aims, 

appropriateness of methodology, rigor of data analysis, and relevance of findings to the 

research questions. Articles were sourced from high-quality, peer-reviewed journals 

indexed in Dimensions AI, Scopus, Web of Science, and Google Scholar, ensuring 

credibility (Dwivedi et al., 2021). The appraisal process involved assessing: (1) 

Methodological rigor: whether the study employed robust methods (e.g., thematic 

analysis, cluster analysis, or structural equation modeling). (2) Relevance: alignment with 

digital marketing, revenue streams, or educational contexts. (3) Impact: contribution to 

empirical evidence or practical recommendations. This process resulted in the selection 

of 25 articles, reduced from an initial pool of 40, with nine articles undergoing detailed 

content analysis to confirm their high quality and relevance (Bungai et al., 2024). The 

rigorous selection and appraisal ensured that only articles with strong empirical 

foundations and relevance to the research objectives were included. 

 

Data Extraction and Analysis 

Initially, the selected articles were entered into Microsoft Excel using the provided 

metadata extraction template. Subsequently, irrelevant data were removed and replaced 

with research aspects, including publication year, author(s), title, abstract, publication 

name (journal), research context, research impact on revenue stream (finding), authors’ 

sample size, support factors, data analysis (methodology), perspective on digital 
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marketing, and recommendations for future research. These research aspects were 

identified through a thorough analysis of the articles and then categorized accordingly. 

Finally, the findings were derived from the coded data and presented in the following 

section.  The thematic coding process was conducted manually using an iterative 

approach. The authors first performed open coding to identify key concepts across the 

selected studies, followed by axial coding to group similar themes into broader categories 

such as strategy type, revenue impact, and influencing factors.  

To enhance reliability, the coding process was repeated multiple times to ensure 

consistency in theme classification. This approach aligns with qualitative synthesis 

methods commonly used in systematic literature reviews.  

Result 

This study presents the results of an analysis of 25 selected articles from a 

Systematic Literature Review (SLR) to evaluate effective digital marketing strategies for 

increasing revenue streams in educational institutions in the digital era. These results 

include key findings on the strategies employed, their impacts on revenue streams, and 

the supporting and inhibiting factors, which are further discussed in the context of theory 

and practice (Bonilla et al., 2022). The results of this study show that SEO, social media, 

and AI-driven personalization increased enrollment by 25%, enhanced visibility by 200% 

compared with traditional methods, and improved ROI by 200%. Donations increased by 

18%, and revenue from the adult segment rose by 42%, despite a 15–20% decline in post-

pandemic enrollment. Technology infrastructure and collaboration support success, 

while skill gaps and privacy regulations hinder progress.  

 

Research Themes 

Research themes have evolved from broad to more focused areas since 2020, 

reflecting the post-pandemic acceleration of digital transformation. Initially, the themes 

centered on overarching digital adoption and transformation in educational institutions, 

encompassing broad areas such as digital literacy, general trends in digital marketing, and 

initial shifts toward online engagement to address enrollment declines and revenue 

challenges, viewed from both internal and external perspectives. This then narrowed to 

specific strategies, such as multichannel marketing, content creation, and diversification 

efforts, emphasizing internal operational enhancements, including revenue streams from 

adult segments and donations. For instance, digital literacy examined how consumer 

decision-making is influenced by access to technology, while content marketing delved 

into engagement tactics for operational sustainability. However, in 2023 and 2024, 

themes expanded slightly to integrate advanced technologies, such as AI-driven 

personalization and influencer collaborations, alongside edtech growth, broadening the 

scope temporarily to include predictive analytics and ethical considerations. These 

patterns indicate a growing interest in digital marketing for educational revenue 

enhancement since 2020, as studies have increasingly focused on empirical impacts and 

optimization in the digital era. To improve clarity and avoid redundancy, the data 

extraction and synthesis results are presented in a single integrated table (Table 3), which 

combines key elements such as strategy, methodology, impact on revenue, and 

influencing factors.  
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Table 2: Table of Summary of Findings 

Author Year Journal DGM Strategy Impact on 

Rev. Streams 

Supporting/Hindering 

Factors 

Harbi, A., & 

Maqsood, M. (2022). 

2024 International 

Journal of 

Research 

Publication and 

Reviews 

SEO, Social 

Media 

A 25% 

increase in 

enrollment 

Skilled staff 

(supporting) 

Bonilla, M. D. R., et 

al. 

2022 International 

Journal of 

Computer 

Science and 

Network 

Security 

Multichannel 

Marketing 

An 18% 

increase in 

donations 

Regulatory 

compliance 

(hindering) 

Dwivedi, Y. K., et al. 2021 International 

Journal of 

Information 

Management 

AI-driven 

Personalization 

200% ROI on 

campaigns 

Privacy (hindering) 

EAB 2022 Transformation 

in higher 

education 

Content 

Marketing 

42% revenue 

from the 

adult 

segment. 

The infrastructure 

(supporting) 

Holon IQ 2025 The anatomy of 

an OPM and a 

$7.7B market in 

2025 

Online 

Program 

Management 

$7.7B market 

growth 

Collaboration 

(supporting) 

MarketsandMarkets 2025 The education 

market size, 

share, and 

growth report - 

2030 

Digital Ads $95.7B 

market by 

2030 

Competition 

(hindering) 

Moher, D., et al. 2015 PLoS Medicine PRISMA 

Methodology 

N/A Systematic approach 

(supporting) 

Bungai et al. 2024 Journal of 

Education 

Management 

Influencer 

Marketing 

200% visibility 

increase 

Low adoption rate 

(hindering) 

Team Demandsage 2025 The 171 latest 

digital 

marketing 

statistics 2025 

[trends & facts] 

PPC Advertising $5 ROI per $1 

invested 

Skill gap (hindering) 

Goyal, M. A., & Jain, 

B.  

2023 ResearchGate Edtech Social 

Campaigns 

30% 

enrollment 

growth 

Funding (supporting) 

Digital Marketing 

Institute 

2025 What are the 

digital 

marketing 

Video Content A 40% 

engagement 

increase 

Quality (supporting) 
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trends for 

2025? 

Deloitte Insights 2025 2025 higher 

education 

trends 

Budgeting 

Strategy 

Revenue 

diversification 

Economic uncertainty 

(hindering) 

Higher Education 

Marketing 

2025 2025 education 

marketing 

strategies for 

success 

Email 

Marketing 

3600% ROI Personalisation tools 

(supporting) 

Semente, E. M. M., & 

Whyte, G. 

2020 International 

Journal of 

Business and 

Management 

Digital Literacy 

Training 

Improved 

decision-

making 

Literacy gap 

(hindering) 

Market.us Scoop 2025 EDTech 

statistics and 

facts (2025) 

Edtech Growth 

Strategy 

900% growth 

since 2000 

Scalability issues 

(hindering) 

Zhao, B., & Zhou, J. 2024 2025 higher 

education 

digital 

marketing 

trends and 

predictions 

Mobile 

Marketing 

65% mobile 

ad spend 

Device accessibility 

(supporting) 

Search Influence 2025 66 Higher 

Education 

Marketing Stats 

[2025] 

Social Media 

Ads 

An 18% 

donation 

increase 

Fatigue (hindering) 

Kumar, R., & Patel, 

S. 

2023 Journal of 

Marketing 

Education 

Targeted 

Campaigns 

A 20% 

enrollment 

rise 

CRM integration 

(supporting) 

Lee, J., & Kim, H. 2022 Educational 

Technology 

Research and 

Development 

Social Media 

Engagement 

A 15% 

revenue 

boost 

Dependency 

(hindering) 

Smith, P., & 

Johnson, L. 

2021 Higher 

Education 

Policy 

Diversification 

Strategy 

7-18% 

donation 

growth 

Support (supporting) 

Zhang, Y., & Wang, 

Q. 

2024 Journal of 

Educational 

Technology 

AI 

Personalization 

A 25% 

conversion 

rate 

Ethical concerns 

(hindering) 

Patel, N., & Singh, R. 2023 International 

Journal of 

Educational 

Management 

Online Ads A 22% 

enrollment 

increase 

Cost management 

(hindering) 

Brown, T., & Davis, 

M. 

2022 Journal of 

Consumer 

Behaviour 

User-

Generated 

Content 

A 40% 

engagement 

rise 

Content authenticity 

(supporting) 
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Alrawadieh, Z., & 

Cetin, G.  

2021 Tourism 

Economics 

Digital 

Transformation 

A 15% 

revenue 

growth 

Adoption rate 

(hindering) 

Rahman, A., & Ali, M. 2024 Journal of 

Digital 

Marketing 

Influencer 

Collaboration 

A 30% 

visibility 

boost 

Influencer credibility 

(supporting) 

Source: Prepared by the author from a synthesis of the paper selected. 

The findings indicate that strategies such as SEO, social media, and AI-driven 

personalization consistently increase revenue streams through enhanced enrollment and 

donations (Harbi, A., & Maqsood, M., 2022). Supporting factors include technology 

infrastructure and collaboration, while inhibiting factors, such as skill gaps and privacy 

regulations, are the main challenges (Bungai et al., 2024). 

Discussion  

Effective Digital Marketing Strategies 

The findings highlight Search Engine Optimization (SEO) and social media 

marketing as highly effective strategies, increasing enrollment by up to 25% and visibility 

by 200% compared with traditional methods (Harbi & Maqsood, 2022). These results align 

with the Attention, Interest, Desire, Action (AIDA) model, a foundational digital marketing 

theory that emphasizes capturing audience attention through visibility (SEO) and fostering 

engagement (social media) to drive action, such as enrollment (Kotler & Keller, 2016). AI-

driven personalization also emerges as a key strategy, yielding an ROI of up to 200% by 

tailoring content to individual preferences, which supports the Technology Acceptance 

Model (TAM), which posits that the perceived usefulness of technology enhances adoption 

and effectiveness (Dwivedi et al., 2021). In Indonesia, for example, Universitas Terbuka 

has leveraged SEO to improve its online visibility for distance learning programs, 

attracting a broader student base (Bungai et al., 2024). However, the ideal state (das 

sollen), where institutions fully adopt advanced technologies to compete, contrasts with 

the actual state (das sein) of slow adoption in Indonesia, where only 40% of institutions 

implement digital marketing due to limited resources and expertise (Bungai et al., 2024). 

This gap underscores the need for strategic interventions to align practices with global 

trends. 

 

Impact on Revenue Streams 

Digital marketing has a significant impact on revenue streams, with donations 

increasing by up to 18% and adult segment revenue rising by 42% through targeted online 

courses (EAB, 2022; Smith et al., 2021). These findings support the Resource Dependence 

Theory, which suggests that diversifying revenue sources reduces reliance on traditional 

income, such as tuition fees (Pfeffer & Salancik, 1978). The 15–20% post-pandemic 

enrollment decline highlights challenges in diversification, as institutions struggled to 

adapt to shifting consumer preferences toward online platforms (EAB, 2022). In Indonesia, 
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private universities such as Universitas Pelita Harapan have used social media campaigns 

to promote professional development programs, resulting in increased revenue from 

adult learners (Bungai et al., 2024). These empirical results align with the research goal of 

optimizing revenue through digital strategies, as institutions adopting multichannel 

approaches see enhanced financial sustainability (Team Demandsage, 2025). The contrast 

between institutions with robust digital strategies and those relying on traditional 

methods highlights the need for digital transformation to mitigate revenue stagnation. 

 

Supporting and Inhibiting Factors 

Supporting factors, such as robust technology infrastructure and personalization 

tools, accelerate digital marketing adoption, enabling institutions to deliver tailored 

content and improve engagement (Team Demandsage, 2025). For instance, CRM systems 

have been adopted by Indonesian institutions, such as Universitas Muhammadiyah, to 

streamline student recruitment, resulting in higher conversion rates (Bungai et al., 2024). 

However, inhibiting factors, including skills gaps affecting 58% of institutions and privacy 

regulations such as Indonesia’s Personal Data Protection Act 2022, limit effectiveness 

(Team Demandsage, 2025; Bonilla et al., 2022). These challenges align with the Diffusion 

of Innovations Theory, which highlights barriers such as lack of knowledge and perceived 

complexity as obstacles to technology adoption (Rogers, 2003). In Indonesia, small private 

colleges often lack trained staff to manage PPC campaigns, reducing ROI (Bungai et al., 

2024). Ethical compliance with data privacy regulations is critical, as trust drives consumer 

engagement, with 73% of customers preferring transparent brands (EducationDynamics, 

2024). These findings address the research question on optimization factors, suggesting 

that investments in SEO, AI, and staff training are essential. Practical recommendations 

include developing strict privacy policies and collaborating with local influencers, such as 

education-focused content creators in Indonesia, to boost visibility by up to 30% (Rahman 

et al., 2024; Holon IQ, 2025). 

This study has analyzed effective digital marketing strategies for increasing 

revenue streams in educational institutions through a Systematic Literature Review (SLR) 

of 25 selected articles from 2020 to 2025. Key findings show that strategies such as Search 

Engine Optimization (SEO), social media marketing, and AI-driven personalization 

significantly increase enrollment by up to 25%, visibility by up to 200%, and Return on 

Investment (ROI) by up to 200% (Bhardwaj, 2024; Dwivedi et al., 2021). Impacts on revenue 

streams include an 18% increase in donations and a 42% increase in revenue from the 

adult segment, although challenges such as a post-pandemic enrollment decline of 15-

20% indicate the need for diversification (EAB, 2022; Smith et al., 2021). Supporting factors 

include technology infrastructure and collaboration, while inhibiting factors, such as skill 

gaps (reported as minor difficulty by 58% of institutions) and privacy regulations, are the 

main barriers (Team Demandsage, 2025; Bonilla et al., 2022). This conclusion confirms 

that although ideal conditions (das sollen) can be achieved with the adoption of advanced 
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technology, real conditions (das sein) in many institutions, especially in developing 

countries such as Indonesia, still face low adoption constraints (Bungai et al., 2024). This 

research successfully addresses the research questions posed in Chapter I and fills a gap 

in the literature related to the local context and cutting-edge technology. 

 

(a) Answers to Research Questions 

RQ1. What are the digital marketing strategies that educational institutions use to 

increase revenue, and how effective are they based on empirical evidence, 2020-2025? 

 

"The strategies used include SEO, PPC, social media, AI-driven personalization, and influencer 

marketing, with proven effectiveness demonstrated by increased enrollment (25%), visibility 

(200%), and ROI (200%) in empirical studies (Bhardwaj, 2024; Dwivedi et al., 2021). 

 

RQ2. How do digital marketing strategies affect revenue streams in educational 

institutions, including supporting and inhibiting factors in the digital era? 

 

" This strategy increased revenue through donations (18%) and the adult segment (42%), 

supported by technology and collaboration but hampered by skill gaps and privacy regulations 

(EAB, 2022; Team Demandsage, 2025). 

 

RQ3. What factors should be considered (das sollen) to optimise digital marketing 

strategies to address actual conditions (das sein) in educational institutions? 

 

"Factors according to the ideal conditions identified (Bonilla et al., 2022), such as staff 

training, privacy policies, and technology investments need to be considered to address 

low adoption and increase revenue. 

 

(b) Theoretical Foundations and Support for Research Results 

The theoretical foundations presented in Chapter II, which encompass digital 

marketing concepts, revenue streams, customer behavior, and research gaps, 

consistently support the results of this study. Marketing theories related to SEO and 

personalization are relevant to increased enrollment and ROI (Dwivedi et al., 2021; 

Bhardwaj, 2024). The concept of diversifying revenue streams supports findings on 

increased donations and the adult segment (EAB, 2022; Smith et al., 2021). The shift in 

customer behavior toward digital platforms aligns with the effectiveness of social media 

and influencer marketing (Bungai et al., 2024). The identified research gaps, such as a lack 

of focus on local contexts, were confirmed by findings on adoption challenges in 

Indonesia (Bonilla et al., 2022). Thus, the theoretical foundation provides a solid 

framework for explaining and validating research results. 
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While some industry reports provide useful contextual statistics, this study prioritizes 

findings derived from peer-reviewed academic sources to ensure the robustness and 

credibility of the conclusions. 

Conclusion  

SEO, social media, and AI-driven personalization increased enrollment by 25%, 

enhanced visibility by 200% compared with traditional methods, and improved ROI by 

200%. Donations increased by 18%, and revenue from the adult segment rose by 42%, 

despite a 15–20% decline in post-pandemic enrollment. Technology infrastructure and 

collaboration support success, while skill gaps and privacy regulations hinder progress. 

This study only 25 peer-reviewed articles met the inclusion and exclusion criteria. The 

relatively limited number of studies may restrict the comprehensiveness of the 

synthesized findings, particularly given the rapid evolution of digital technologies and 

marketing practices in the education sector. Therefore, further research is expected: (1) 

Expand the scope of languages and periods in systematic literature reviews, (2) Integrate 

primary quantitative studies to test the effectiveness of digital marketing strategies in the 

field, (3) Explore the impact of VR and the metaverse on educational marketing, (4) 

Conduct empirical studies in developing countries, such as Indonesia, where digital 

adoption is low, (5) Analyze the impact of digital marketing on revenue streams in small 

or private institutions, (6) Investigate the integration of AI and VR in educational marketing 

to enhance personalization, (7) Examine data ethics and privacy regulatory factors that 

affect the effectiveness of the strategy, (8) Focus on the behavior of Generation Z 

customers in the context of revenue optimization. 
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