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ABSTRACT 
Objectives: The rise of social media has transformed how higher education institutions interact with prospective and current students. This study aims to examine the strategic role of social media in enhancing customer engagement within the context of Indonesian higher education institutions by focusing on three strategic dimensions: content quality, interaction strategy, and platform diversity.
Methodology: A quantitative descriptive approach was employed. Primary data were collected through an online questionnaire distributed to 150 purposively selected respondents who actively engage with university-affiliated content on platforms such as Instagram and TikTok. The collected data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM).
Finding: The results reveal that all three dimensions of social media strategy content quality, interaction strategy, and platform diversity significantly and positively influence customer engagement. Among these, content quality is identified as the most dominant factor in driving engagement, followed by platform diversity and interaction strategy.
Conclusion: This study contributes to the understanding of digital engagement strategies in higher education and offers practical insights for institutions aiming to optimize their social media presence. It highlights the need for universities to shift from passive information dissemination to active digital relationship building. Future research is suggested to adopt comparative and mixed-method approaches for broader insights.
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INTRODUCTION
The digital transformation of communication has dramatically reshaped how higher education institutions engage with their stakeholders, particularly students. In the past, institutional marketing largely relied on one-way, top-down promotional methods (Kaplan & Haenlein, 2010). However, with the emergence and widespread adoption of social media platforms (Appel et al., 2020), marketing has evolved into a two-way communication strategy that emphasizes interactive engagement. Social media now serves as a key medium not only for disseminating information but also for building long-term relationships between universities and students. This evolution has elevated the relevance of customer engagement within higher education, aligning with broader business principles that prioritize customer experience as a driver of loyalty and institutional value.
The urgency of this transformation is particularly apparent in Indonesia, a country with over 139 million active social media users as of January 2024, representing nearly half of the national population (We Are Social & Meltwater, 2024). A significant portion of these users falls within the university-age demographic, making social media a vital tool for reaching and engaging current and prospective students. While many higher education institutions in Indonesia have recognized this opportunity, their use of social media remains limited to basic informational announcements. Such a traditional approach overlooks the platform’s full potential as a dynamic engagement tool capable of fostering community, trust, and long-term affiliation.
Empirical studies conducted in various international contexts have demonstrated the effectiveness of social media strategies in enhancing brand credibility, encouraging participation, and facilitating informed decision-making among users (Alalwan et al., 2017; Appel et al., 2020; Bhattacharya, 2023). These findings underscore the importance of interactive digital content in influencing behavior and perceptions. Nevertheless, there remains a notable gap in the literature concerning the implementation and effectiveness of social media strategies within the specific context of Indonesian higher education. Most existing research tends to generalize marketing impacts without analyzing student-centered engagement or the nuances of local cultural and technological contexts.
Addressing this gap, the present study explores how content quality, interaction strategy, and platform diversity three critical dimensions of social media strategy affect customer engagement among university students. Drawing on relevant empirical and theoretical frameworks from digital marketing and engagement literature (ÇEVİK, 2019; Gunarto et al., 2022; Habibi et al., 2014), this research aims to construct a contextualized model that reflects the behavioral patterns and preferences of Indonesian students. The study is localized to Banten Province, which represents a dynamic and diverse educational environment within Indonesia’s digital ecosystem.
This research contributes to both theory and practice. Theoretically, it offers insights into the intersection of digital marketing and student engagement within higher education. Practically, it equips institutional decision-makers with a strategic framework to enhance digital outreach and community building. The research questions that guide this investigation include: how does the content strategy of higher education institutions on social media influence engagement; how does the interaction strategy affect engagement outcomes; and how does platform diversity contribute to digital engagement. The novelty of this study lies in its integration of measurable constructs within a localized analysis, supported by a rigorous quantitative methodology aimed at evaluating the strategic role of social media in fostering authentic, interactive, and sustainable engagement in the higher education sector.

LITERATURE REVIEW
 Customer engagement has emerged as a critical metric in evaluating the success of digital marketing strategies, particularly in the dynamic environment of social media. It refers to the degree of emotional, cognitive, and behavioral connection that individuals demonstrate toward a brand or institution through interactive digital channels (Brodie et al., 2013). In the context of higher education, customer engagement encompasses a range of student interactions liking, commenting, sharing content, participating in digital campaigns, and responding to institutional messaging contributing to a deeper student-brand relationship (Hollebeek et al., 2014; Liu et al., 2021; Redmond et al., 2018; Vivek et al., 2012, 2014; Waqas, 2022).
Grounded in relationship marketing theory, long-term interactions between institutions and their audiences are believed to foster greater trust, stronger commitment, and increased loyalty (Ashley & Tuten, 2015). Social media plays a central role in facilitating such engagement by enabling real-time feedback, user-generated content, and bi-directional communication that encourages value co-creation between universities and students. Platforms like Instagram and TikTok, favored by younger demographics in Indonesia, offer rich media experiences that strengthen emotional and experiential engagement (Conde-Caballero et al., 2024; Dianta Hasri Natalius Barus, 2024; Wikansari & Setyanto, 2023).
Recent empirical work has identified key dimensions within social media strategies that distinctly influence engagement outcomes. Content quality, for instance, includes relevance, informativeness, entertainment value, and visual appeal. High-quality content increases credibility and encourages continued interaction (Alalwan et al., 2017; Pletikosa Cvijikj & Michahelles, 2013). Interaction strategy defined by the institution’s responsiveness to comments and openness to dialogue is equally critical in cultivating digital intimacy and institutional trust (Appel et al., 2020). Meanwhile, platform diversity strategic usage of multiple platforms with tailored content allows institutions to connect with a broader range of student preferences and digital habits (Capriotti & Zeler, 2023; Drummond et al., 2020; Felix et al., 2017; Mangold & Faulds, 2009).
The strategic use of these dimensions within higher education is still emerging. Studies show that when universities provide engaging, informative, and visually appealing content, audience engagement increases. Anaprana & Ariyanti (2023) and Joshi et al (2022) argue that relevance and informativeness help maintain audience attention, while entertainment and visual elements enhance emotional connection. Ruangkanjanases et al. (2022) emphasize the importance of visual appeal in maximizing organic reach. Particularly on Instagram, visual content performs better than text, reinforcing the platform’s potential as an educational and promotional tool (Bonilla Quijada et al., 2022).
Furthermore, interactivity plays a key role in shaping how users relate to an institution. Facilitating conversations through polls, Q&As, and comment responses builds a sense of community and affiliation. Nabilah (2024) highlights that digital interactivity enhances institutional transparency and nurtures long-term relationships. In terms of platform diversity, targeting content to align with each platform’s strengths—Instagram for visuals, TikTok for storytelling, Twitter for announcements—ensures greater message relevance and reach. Gu & Duan (2024) and Wilson et al. (2024) affirm that demographic targeting and psychographic segmentation are vital in improving content resonance.

Theoretical Framework and Hypothesis Development
Based on the synthesized literature, a research model is constructed (see Figure 1) integrating the three strategic dimensions of social media: content quality, interaction strategy, and platform diversity. These dimensions are hypothesized to influence customer engagement in the higher education sector.
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Figure 1. Research Framework

From this conceptual model, the following hypotheses are developed:
H1: Content quality in social media has a positive influence on customer engagement in higher education institutions.
H2: Interaction strategy in social media has a positive influence on customer engagement in higher education institutions.
H3: Platform diversity in social media use has a positive influence on customer engagement in higher education institutions.
H4: The strategic use of social media (as a composite of content quality, interaction strategy, and platform diversity) has a positive influence on customer engagement.
These hypotheses are grounded in prior theoretical models and empirical findings. They assume that universities that deliberately implement strategic, interactive, and audience-centered digital communications can significantly enhance student engagement. The study seeks to empirically test these assumptions using a localized Indonesian sample, contributing to the growing literature on digital engagement in higher education.

METHOD 
Research Method
This study employed a quantitative descriptive research design to examine the relationship between social media strategy and customer engagement within higher education institutions in Indonesia. The research was conducted specifically in Banten Province, which hosts a substantial student population of over 1.6 million individuals across 246 higher education institutions. The study aimed to understand how three key dimensions of social media strategy content quality, interaction strategy, and platform diversity affect students' cognitive, emotional, and behavioral engagement with their universities.
Population and Sample
The population in this study consisted of social media users who follow or interact with university-related content in Banten Province. Using purposive sampling, 150 respondents were selected as research participants. The inclusion criteria were: respondents must be active users of social media, must follow at least one university’s official social media account, and must have interacted (e.g., liked, commented, or shared) with educational content on Instagram or TikTok. Data collection took place over two months through an online survey distributed across digital platforms targeting the intended demographic.
Data Collection Techniques and Instrument Development
The primary data source was a structured questionnaire composed of closed-ended statements measured on a five-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly agree). The questionnaire was designed to measure two main constructs: social media strategy and customer engagement. Social media strategy was operationalized through three dimensions: content quality (relevance, informativeness, consistency), interaction strategy (responsiveness, dialogue opportunities), and platform diversity (use of multiple platforms with appropriate content adjustment). Customer engagement was assessed based on cognitive, emotional, and behavioral dimensions, reflecting how students process, respond to, and participate in university content on social media.
Data Analysis Techniques
The collected data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with the assistance of SmartPLS version 4. This analysis technique was chosen for its suitability in handling complex models with multiple indicators and constructs, especially in exploratory research with relatively small to medium sample sizes. The analysis included the evaluation of the measurement model through outer loadings, composite reliability (CR), and average variance extracted (AVE) to ensure indicator reliability and convergent validity. Furthermore, multicollinearity was assessed using Variance Inflation Factor (VIF) values. The structural model was evaluated using path coefficients, t-statistics, and p-values generated through bootstrapping procedures. Effect sizes were also calculated to determine the magnitude of influence among variables. 

RESULTS AND DISCUSSION
Results 
To assess the validity of the measurement model, the outer loadings of each indicator were examined. According to Hair et al. (2019), an outer loading value greater than 0.70 indicates that an indicator has strong convergent validity in measuring its corresponding latent construct (Hair et al., 2019). As presented in the following table, all indicators in this study exhibit outer loading values above the recommended threshold, ranging from 0.703 to 0.810. These results confirm that each item reliably represents its respective construct and contributes meaningfully to the measurement model (Dash & Paul, 2021).
The detailed outer loadings for each indicator are shown below:
Table 1. Outer Loadings
	Indicators
	Loadings

	X1.1 <- Content Quality (X1)
	0.717

	X1.2 <- Content Quality (X1)
	0.749

	X1.3 <- Content Quality (X1)
	0.771

	X2.1 <- Interaction Strategy (X2)
	0.762

	X2.2 <- Interaction Strategy (X2)
	0.772

	X3.1 <- Platform Diversity (X3)
	0.810

	X3.2 <- Platform Diversity (X3)
	0.730

	Y1.1 <- Customer Engagement (Y)
	0.703

	Y1.2 <- Customer Engagement (Y)
	0.722

	Y2.1 <- Customer Engagement (Y)
	0.730

	Y2.2 <- Customer Engagement (Y)
	0.725

	Y3.1 <- Customer Engagement (Y)
	0.718

	Y3.2 <- Customer Engagement (Y)
	0.738



All indicators exhibited outer loading values above 0.70, confirming their validity in measuring their respective constructs.
To further assess the measurement model’s reliability and convergent validity, the values of Composite Reliability (CR) and Average Variance Extracted (AVE) were evaluated. According to Hair et al. (2021), a construct is considered to have good internal consistency if its CR value exceeds 0.70, and it demonstrates adequate convergent validity if its AVE value exceeds 0.50. As shown in the following table, all constructs in the model meet these thresholds. This confirms that each latent variable is measured consistently by its respective indicators and explains a sufficient proportion of the variance.
The summary of CR and AVE for each construct is presented below:

Table 2. Composite Reliability (CR) and Average Variance Extracted (AVE)
	Construct
	CR (rho_c)
	AVE
	Description

	Content Quality (X1)
	0.790
	0.557
	Reliabel and Valid

	Interaction Strategy (X2)
	0.741
	0.588
	Reliabel and Valid

	Platform Diversity (X3)
	0.745
	0.594
	Reliabel and Valid

	Customer Engagement (Y)
	0.868
	0.522
	Reliabel and Valid



The composite reliability (CR) values for all constructs exceeded the threshold of 0.70, and the average variance extracted (AVE) values were also above 0.50. These results indicate that the model possesses both high reliability and convergent validity.
To evaluate the issue of multicollinearity in the model, both outer and inner Variance Inflation Factor (VIF) values were analyzed. According to Hair et al. (2021), a VIF value below 5.0 indicates that multicollinearity is not a concern and the indicators or constructs do not exhibit redundancy. In this study, all outer VIF values (related to indicator-level measurements) and inner VIF values (related to path relationships between constructs) are well below the recommended threshold, with the highest value recorded at 1.639.
These results confirm that the model is free from multicollinearity issues and that the estimations are stable and reliable. The complete VIF results are presented in the following table:

Table 3. VIF (Variance Inflation Factor) Outer and Inner Model
	Indicators/ Construct Relation
	Outer/Inner
	VIF

	X1.1
	Outer
	1.281

	X1.2
	Outer
	1.327

	X1.3
	Outer
	1.134

	X2.1
	Outer
	1.032

	X2.2
	Outer
	1.032

	X3.1
	Outer
	1.037

	X3.2
	Outer
	1.037

	Y1.1
	Outer
	1.504

	Y1.2
	Outer
	1.596

	Y2.1
	Outer
	1.552

	Y2.2
	Outer
	1.594

	Y3.1
	Outer
	1.560

	Y3.2
	Outer
	1.639

	Content Quality (X1) -> Customer Engagement (Y)
	Inner
	1.118

	Interaction Strategy (X2) -> Customer Engagement (Y)
	Inner
	1.179

	Platform Diversity (X3) -> Customer Engagement (Y)
	Inner
	1.138



Multicollinearity was assessed through both outer and inner VIF values. All outer VIF values were below 2, and inner VIF values between constructs ranged from 1.118 to 1.179. These values are well below the critical threshold of 5.0, indicating that multicollinearity is not a concern in this model.
To assess the explanatory power of the structural model, the coefficient of determination (R-square) and adjusted R-square values were examined for the dependent variable. The R-square value reflects the proportion of variance in the endogenous construct that can be explained by the exogenous constructs in the model. The adjusted R-square provides a more conservative estimate by adjusting for the number of predictors. The results are summarized in the following table:

Table 4. R Square and R Square Adjusted
	Dependent Variable
	R-square
	R-square adjusted

	Customer Engagement (Y)
	0.763
	0.758



Furthermore, the R² value for the dependent variable, Customer Engagement, was 0.763. This implies that 76.3% of the variance in customer engagement can be explained by the three predictor constructs: Content Quality, Interaction Strategy, and Platform Diversity. According to Hair et al. (2021), an R² value above 0.75 is considered substantial in behavioral research, signifying a strong explanatory power of the model (Hair et al., 2021).
To determine the contribution of each exogenous construct to the endogenous variable, the effect size (f-square) was examined. According to Arunraju Chinnaraju (2025), an f-square value of 0.02 is considered small, 0.15 is medium, and 0.35 or above is considered large (Arunraju Chinnaraju, 2025). This metric provides insight into the practical relevance of each predictor variable in the structural model. The higher the f-square value, the greater the contribution of that construct in explaining the variance of the dependent variable.
The following table presents the f-square values for each relationship in the model:

Table 5. f-Square for Construct Relation
	Construct Relation
	f-square

	Content Quality (X1) -> Customer Engagement (Y)
	1.016

	Interaction Strategy (X2) -> Customer Engagement (Y)
	0.306

	Platform Diversity (X3) -> Customer Engagement (Y)
	0.571



To assess the practical impact of each exogenous variable, f² values were calculated. The results indicate that Content Quality has a large effect on Customer Engagement (f² = 1.016), while Platform Diversity shows a moderate effect (f² = 0.571), and Interaction Strategy has a small-to-moderate effect (f² = 0.306). These findings imply that while all three dimensions are important, content quality should be prioritized in strategy formulation.
The structural model illustrates the hypothesized relationships between the exogenous variables Content Quality (X1), Interaction Strategy (X2), and Platform Diversity (X3) and the endogenous variable, Customer Engagement (Y). The figure also displays the outer loadings of each indicator on their respective latent constructs, as well as the path coefficients between constructs and the R-square value for the dependent variable. This visual representation serves to validate the conceptual framework and provides an overview of the empirical strength and direction of each relationship within the model (Crocetta et al., 2021).
The following figure presents the complete structural model estimation results:
 [image: ]
Figure 2. Structural Model

To test the structural relationships between the latent constructs, path coefficient estimates and their statistical significance were examined using the bootstrapping procedure in SmartPLS. A relationship is considered statistically significant when the p-value is less than 0.05. The results reveal that all hypothesized paths in the model are supported, as each demonstrates a positive and significant influence on the dependent variable, Customer Engagement.
The detailed results of the hypothesis testing are presented in the following table:

Table 6. Hypothesis testing 
	Hypothesis
	Estimate (β)
	p-value
	Decision

	H1: Content Quality (X1) → Customer Engagement (Y)
	0.519
	0.000
	Supported

	H2: Interaction Strategy (X2) → Customer Engagement (Y)
	0.292
	0.000
	Supported

	H3: Platform Diversity (X3) → Customer Engagement (Y)
	0.392
	0.000
	Supported



The path coefficients obtained from bootstrapping analysis confirm that all hypothesized relationships in the structural model are statistically significant. The effect of Content Quality (X1) on Customer Engagement (Y) is the strongest among the three (β = 0.519, p < 0.001), followed by Platform Diversity (X3) (β = 0.392, p < 0.001), and Interaction Strategy (X2) (β = 0.292, p < 0.001). These findings indicate that all three aspects of social media strategy play a critical role in shaping student engagement in the context of higher education.
Based on the results, the hypotheses are supported as follows:
H1: Content quality in social media has a positive influence on customer engagement in higher education institutions.  
Is supported.  Content quality shows the strongest and most significant influence (β = 0.519; f² = 1.016), indicating that relevant, consistent, and engaging content is a key driver of student interaction.
H2: Interaction strategy in social media has a positive influence on customer engagement in higher education institutions.
Is supported. Although the effect size is smaller compared to other variables (β = 0.292; f² = 0.306), interaction remains a significant predictor of engagement, emphasizing the importance of responsiveness and two-way communication.
H3: Platform diversity in social media use has a positive influence on customer engagement in higher education institutions.
Is supported. Platform diversity significantly contributes to engagement (β = 0.392; f² = 0.571), showing that leveraging multiple platforms with tailored content increases reach and interaction.
H4: The strategic use of social media (as a composite of content quality, interaction strategy, and platform diversity) has a positive influence on customer engagement.
Is supported. The overall model explains a substantial portion of the variance in customer engagement (R² = 0.763), confirming that a well-executed social media strategy significantly enhances engagement outcomes in the higher education sector.
These results underscore that all three dimensions of social media strategy are not only valid constructs but also influential predictors of student engagement, with content quality emerging as the most impactful.

Discussion 
The findings of this study affirm that all three dimensions of social media strategy content quality, interaction strategy, and platform diversity play significant roles in shaping customer engagement within higher education institutions. This aligns with the growing body of literature highlighting the transformative role of digital platforms in educational marketing, especially in the post-pandemic era where digital presence has become central to student-institution relationships (Soares et al., 2022).
Content quality emerged as the most influential factor in enhancing engagement. This supports previous studies that emphasize the importance of delivering relevant, consistent, and emotionally engaging content. High-quality content not only informs but also fosters emotional resonance, which encourages students to participate, share, and interact with institutional messages more actively (Alalwan et al., 2017). Scholars have argued that visual appeal, tone consistency, and storytelling techniques significantly improve student responses to university-affiliated content on platforms such as Instagram, Facebook, and YouTube (Capriotti et al., 2023). These elements help humanize institutions and make them more relatable to digital-native students.
While interaction strategy showed a comparatively smaller effect, its significance should not be overlooked. Prior research has demonstrated that two-way communication mechanisms, such as responding to comments, hosting Q&A sessions, and using interactive tools like polls or quizzes, contribute to building relational trust between institutions and their digital communities (Al-Rahmi et al., 2022). Especially in educational contexts, responsiveness has been linked to perceptions of institutional approachability and transparency, which in turn foster deeper cognitive and emotional engagement (Song et al., 2023).
The role of platform diversity was also validated in this study. Leveraging multiple social media channels allows institutions to extend their reach across diverse student segments and adapt content to suit the unique affordances of each platform. This approach has been shown to increase the frequency and quality of student interactions with institutional content (Pawar, 2024). Multi-platform strategies have been recognized in recent literature as a key driver of visibility and engagement, particularly among Generation Z students who are active across different digital ecosystems (Appel et al., 2020).
In the Indonesian higher education context, where students are highly active on mobile-first platforms such as Instagram and TikTok, these findings underscore the urgency for institutions to move beyond traditional, one-way promotional messaging. A strategic and integrated social media approach grounded in high-quality content, meaningful interactivity, and adaptive platform usage can significantly enhance student engagement, foster trust, and strengthen institutional reputation. Moreover, the results support the theoretical proposition that social media is not merely a communication tool, but a strategic mechanism for cultivating sustained engagement and value co-creation between students and educational institutions (Ruangkanjanases et al., 2022).

CONCLUSION 
This study was conducted to investigate how social media strategies influence customer engagement within higher education institutions, specifically focusing on the dimensions of content quality, interaction strategy, and platform diversity. Addressing the growing relevance of digital platforms in educational communication, this research aimed to understand the extent to which social media can be strategically leveraged to foster meaningful and sustained engagement with university audiences.
The findings affirm that all three components of social media strategy positively influence emotional, cognitive, and behavioral aspects of student engagement. Content quality stands out as the most influential factor, highlighting the importance of delivering informative, relevant, and visually engaging content. Platform diversity and interaction strategy also play significant roles, reinforcing the value of multichannel presence and responsive communication in building trust and fostering student involvement.
From a theoretical standpoint, this study contributes to the literature by applying a two-stage structural model to assess digital engagement in the education sector and validating the role of relationship marketing theory in the digital context. It emphasizes that universities are not merely disseminators of information but active participants in a value co-creation process through interactive platforms.
Practically, the study provides strategic insights for university communication teams and higher education marketers. It underscores the need for institutions to invest in quality content creation, expand their digital footprint across diverse platforms, and maintain responsive two-way communication to nurture student relationships and institutional loyalty.
To address the limitations of this research such as its geographical focus on Banten province and its platform-specific analysis future studies should broaden the scope to include other regions and digital platforms like YouTube, LinkedIn, or student portals. Further exploration could involve longitudinal designs, cross-institutional comparisons, or mixed-method approaches that integrate qualitative insights to deepen the understanding of student engagement behaviors and preferences. Moreover, incorporating variables such as institutional brand image, student characteristics, or digital literacy may offer a more nuanced perspective on engagement drivers.
In summary, this research confirms the strategic importance of social media in shaping student engagement in the higher education sector. As competition intensifies in the digital landscape, institutions that develop integrated, student-centric, and engagement-driven social media strategies will be better positioned to attract, connect with, and retain their target audiences effectively.
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