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Abstract 

Institutional branding plays a big role in how students pick which university to attend. In this study, we look at how brand 

image, perceived quality, reputation, and trust affect students’ decisions to enrol. We used surveys and interviews, then ran 

the numbers with confirmatory factor analysis and structural equation modelling to map out the connections. The results 

are clear: strong branding really does sway enrolment, especially when students feel they can trust the institution and see 

real value in it. For universities wanting to stand out, focusing on branding and clear communication isn’t just helpful it’s 

necessary. 
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1. Introduction 

These days, universities aren’t just places to learn they’re brands fighting for attention. With the world getting more 

connected, more private colleges popping up, and everything going digital, schools can’t just rely on having good courses 

or respected professors anymore. Those things don’t really set them apart now. So, branding has become their secret 

weapon. What started as a business thing is now front and center in higher education. Universities use branding to show 

they’re trustworthy, reputable, and worth your time. For students trying to pick a college out of what feels like a million 

options, a strong brand actually helps them narrow it down. This matters even more in places like India, where private 

universities are everywhere and international partnerships are on the rise. Students aren’t just signing up for classes they 

see college as an investment in their future jobs, their place in society, and their own growth. Because of that, how students 

see a school’s brand and reputation really influences where they decide to go. Research shows that a university’s brand 

shapes how students think and feel about it. A strong brand makes people trust the school more, believe the quality is high, 

and feel safer about signing up. On top of that, brand equity basically, the value behind the brand helps students feel like 

they belong, which keeps them loyal and gets them talking about the school in a good way. Even though everyone talks 

about branding now, there aren’t many studies that dig into how all these branding pieces work together to affect students’ 

choices, especially in India. That’s what this study is here to do. It looks closely at how institutional branding shapes the 

decision to enroll. The research breaks down how things like brand image, quality, reputation, trust, and perceived value 
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connect and predict whether a student wants to join. By using solid statistical methods like SEM, the study builds and tests 

a model that links branding straight to how students decide where to go. 

2. Literature Review 

2.1.  Conceptual Background 

Institutional branding in higher education is really just about how colleges and universities shape and share who they are. 

They work hard to stand out, hoping people students, parents, employers see them in a certain light. It’s a lot like what big 

companies do with their brands. The idea? Build trust, look good, and stick in people’s minds for the long haul. The studies 

of [1] put it simply, branding in education isn’t an accident. Schools do it on purpose. They want to be seen as different, 

even special, and they want students to feel something when they think of them. With so many options out there, especially 

now, a strong brand helps schools pull in new students and keep the ones they have. It makes choosing a college feel less 

risky. A good brand signals quality and promises value, which makes a big difference when students are making up their 

minds. Other researchers [2], point out that branding shapes both the head and the heart. Students pick up on the facts, like 

reputation and job prospects, but they also respond to the vibe or feeling a school gives off. In India, the scale is massive, 

more than a thousand universities, over 45,000 colleges. With so much noise, a clear, memorable brand isn’t just helpful 

it’s vital if a school wants to get noticed at all [3]  

2.2. Brand Image 

Brand image is really just what students think and feel about a college or university. It’s everything rolled together how 

the place looks, its academic reputation, the vibe on campus, how good the teachers are, and what alumni go on to do. [4] 

said brand image is all those ideas and memories people connect to a brand. In the world of higher education, having a 

strong image makes a school seem more credible and appealing [5]. When a university projects a great image, students feel 

more confident about the quality of education and their chances of getting good jobs later. Think about the Ivy League or 

the top Indian Institutes of Management they count on their brand image to pull in the best students and faculty. Research 

backs this up too [6] when people see a school as prestigious and trustworthy, it makes them more likely to enroll. 

2.3. Institutional Reputation 

Reputation isn’t something you just have it’s what people say about you, what they believe over time. [7] called it the way 

everyone involved sizes up an institution, based on what they’ve seen and heard. In the world of higher education, 

reputation comes from a mix of things, how well students perform, the research that gets published, the success stories of 

alumni, and whether the university has solid accreditation. When a university has a strong reputation, people trust it more. 

It feels reliable. [8] point out that reputation actually helps students feel safer making decisions they know what they’re 

getting into. In India, you see this play out every year. Universities with top national rankings or accreditation from places 

like NAAC or AICTE pull in more students [9]. Students notice these signals, and they follow them. That’s how reputation 

shapes where people choose to study. 

2.4. Perceived Quality 

Perceived quality is basically how students judge the overall excellence of the education they get from a school or 

university. [10] called it a customer’s opinion of something’s overall superiority. In education, that covers a lot teaching, 

campus facilities, research, job placement, and how well the school supports its students. [11] pointed out that perceived 

quality sits at the heart of brand equity. When students think a school delivers real quality, they’re much more likely to 

pick it over others. [12] found that when students see good service quality, they feel more satisfied, stick around longer, 

and are more willing to enroll in the first place. This sense of quality also builds trust and boosts how much value students 

see in the institution, which creates a positive cycle that keeps the brand strong. 

2.5. Trust in Institution 

Trust isn’t just a buzzword it’s the gut feeling that a college or university will look out for its people. In higher education, 

trust grows when schools actually deliver on what they promise, communicate openly, and stick to strong ethics. [13] put 

it simply, trust means believing your partner is reliable and honest. For students, trust matters a lot. It makes the whole 

process of pouring years and tuition into a degree feel a little less risky. With more schools fighting for attention online, 

trust doesn’t just happen. It’s built through things like real reviews, alumni stories, and recognized accreditation. Research 



Journal of Informatics Education and Research 
ISSN: 1526-4726 
Vol 5 Issue 4 (2025) 
 

1148 http://jier.org 

backs this up [14] found that trust connects how people see an institution with whether they want to enroll. When students 

trust a school, they’re more likely to stick around, feel satisfied, and even recommend it to others. 

2.6. Perceived Value 

Perceived value captures the balance between the benefits students anticipate and the costs they need to pay [15]. In 

education, this includes academic strength, job prospects, cost and campus experience. When students believe education is 

worth more than the price, they tend to sign up. [16] discovered that it is perceived value that mediates the relationship 

between brand image and student intention to enroll. Schools who do a good job of communicating their value via 

scholarships, industry partnerships and experience-based learning create brand equity. 

2.7. Enrolment Intention 

Enrolment intention is basically a student's behavioral inclination to make an application to or become a member of a 

certain institution. This is a complex interplay of factors as it is influenced by both cognitive and affective factors. One of 

the most relevant theories to explain this phenomenon is the [17] which argue that attitudes, subjective norms, and perceived 

behavioral control are the main predictors of intention.  Institutional branding in higher education plays a major role in 

changing attitudes and perceptions leading to the strengthening of enrolment intentions. [18] state that universities with 

strong, well-defined brands are the ones that enjoy higher conversion rates from inquiry to enrolment. 

2.8. Theoretical Framework 

This study integrates Brand Equity Theory [19] and the Theory of Planned Behavior to explain how institutional branding 

influences student enrolment intention. Brand Equity Theory posits that strong brands generate higher perceived quality, 

loyalty, and trust, which increase behavioral intentions [20]. The Theory of Planned Behavior supports this by emphasizing 

how positive attitudes and perceived control drive intention. The model proposed here positions brand image, reputation, 

and perceived quality as antecedents influencing perceived value and trust, which in turn shape enrolment intention. 

3. Research Objectives and Hypotheses 

3.1.  Research Objectives 

This research aims to investigate how institutional branding affects student enrolment choices in higher education 

institutions. The specific objectives are as follows: 

1. To determine the link between the aspects of institutional branding brand image, reputation, and perceived quality 

and student enrolment intentions. 

2.  To investigate the mediating effects of perceived value and trust on the relationship between institutional branding 

and enrolment intention.  

3. To measure the structural model that illustrates how institutional branding leads to students’ behavioural intention 

to enroll.  

4. To suggest the managerial implications for improving institutional brand equity and attracting potential students. 

3.2. Hypotheses 

The hypotheses framed by the current research after having an overview of the literature and a theoretical framework are 

presented in the following fashion:  

H1: Brand image exerts a positive and significant impact on perceived value.  

H2: Institutional reputation positively and significantly influences perceived value.  

H3: Perceived quality positively and significantly affects institutional trust.  

H4: Institutional trust leads to a positive and significant increase in student enrolment intention.  

H5: Perceived value positively and significantly influences student enrolment intention.  

H6: Perceived value serves as a mediator in the relationship between brand image and student enrolment intention.  

H7: Trust acts as a mediator in the relationship between perceived quality and student enrolment intention. 
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4. Methodology 

The study used a cross-sectional quantitative research design. Information was gathered with the help of a structured 

questionnaire from 428 students of five different universities. A five-point Likert scale was used to measure the survey 

constructs which included brand image, reputation, perceived quality, trust, perceived value, and enrolment intention. The 

data analysis was done with the help of SPSS 26 and AMOS 25. Reliability and validity measures were Cronbach’s alpha, 

CFA, and composite reliability indices. Structural equation modeling (SEM) was used to test the hypotheses. 

5.1. Statistical Analysis & Results  

5.2. Data Screening and Sample Profile 

There were 412 responses in total from students who had either applied to or enrolled in universities in India from 2023-

2025. Following the data cleansing and outlier detection, 397 valid cases were left for the analysis. The demographics of 

the sample were as follows: 56% females and 44% males; 63% were aspirants for an undergraduate degree, and 37% for a 

postgraduate one. The majority of respondents (72%) were from metros or tier-1 cities. The normality of all items was 

verified by skewness and kurtosis values, which were within the acceptable range (±2). The missing data were few (<2%) 

and were treated by mean substitution. 

Table 1. Descriptive Statistics 

Variable Mean SD Skewness Kurtosis 

Brand Image 4.12 0.63 -0.54 0.31 

Reputation 4.06 0.67 -0.49 0.27 

Perceived Quality 4.21 0.58 -0.61 0.42 

Trust 4.18 0.65 -0.53 0.33 

Perceived Value 4.09 0.62 -0.47 0.29 

Enrolment Intention 4.23 0.60 -0.59 0.36 

 

The mean values indicate high agreement among respondents across all constructs, suggesting that students generally 

perceive institutions positively in terms of branding and value. The skewness and kurtosis values are within acceptable 

ranges (±1), confirming normal distribution. 

Table 2. Reliability Analysis 

Construct Cronbach’s 

Alpha 

Composite 

Reliability 

(CR) 

Average Variance 

Extracted (AVE) 

Brand Image 0.89 0.91 0.68 

Reputation 0.87 0.90 0.64 

Perceived Quality 0.90 0.92 0.71 

Trust 0.88 0.90 0.66 

Perceived Value 0.86 0.88 0.63 

Enrolment Intention 0.91 0.93 0.70 
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All α and CR values exceed 0.70, confirming good internal consistency. AVE values above 0.50 confirm adequate 

convergent validity (Fornell & Larcker, 1981). Discriminant validity was established by ensuring that the square root of 

each AVE was greater than its inter-construct correlations. 

5.3.  Correlation Analysis 

Table 3: Inter-Construct Correlations 

Variables BI IR PQ PV TR EI 

Brand Image (BI) 1 
     

Institutional Reputation (IR) 0.64** 1 
    

Perceived Quality (PQ) 0.58** 0.62** 1 
   

Perceived Value (PV) 0.55** 0.53** 0.57** 1 
  

Trust (TR) 0.49** 0.51** 0.47** 0.62** 1 
 

Enrolment Intention (EI) 0.46** 0.48** 0.41** 0.66** 0.69** 1 

Note: p < 0.01 for all correlations. 

All constructs are significantly correlated in the expected direction, confirming theoretical associations. The strongest 

correlation is between Trust and Enrolment Intention (r = 0.69), indicating that relational trust is a critical driver of student 

choice. 

5.4. Regression and Mediation Analysis 

Table 4: Regression Results for Direct Effects 

Predictor Variable Dependent 

Variable 

β t-value p-value 

Brand Image → Perceived Value 0.29 5.73 <0.001 Supported 

Institutional Reputation → Perceived Value 0.31 6.21 <0.001 Supported 

Perceived Quality → Perceived Value 0.27 5.05 <0.001 Supported 

Perceived Value → Trust 0.41 7.84 <0.001 Supported 

Perceived Value → Enrolment Intention 0.32 6.12 <0.001 Supported 

Trust → Enrolment Intention 0.46 8.97 <0.001 Supported 

 

Table 5: Model Summary 

Model R² Adjusted R² F-value p-value 

Predictor  0.63 0.61 109.23 <0.001 

 

Brand image, institutional reputation, and perceived quality together explain 61% of the variance in perceived value. Trust 

and perceived value jointly predict 63% of the variance in enrolment intention, indicating a strong model fit. All 

hypothesized paths are statistically significant. 
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Table 6: Model Fit Indices (CFA) 

Fit Index Acceptable Threshold Obtained Value 

χ²/df < 3.00 2.12 

CFI > 0.90 0.94 

TLI > 0.90 0.93 

RMSEA < 0.08 0.056 

SRMR < 0.08 0.048 

The model demonstrates good fit, indicating that the measurement model adequately represents the observed data. 

Table 7:  Structural Model Results (SEM) 

Hypothesis Path β t-value p-value Result 

H1 Brand Image → Perceived Value 0.32 5.87 <0.001 Supported 

H2 Reputation → Perceived Value 0.28 4.91 <0.001 Supported 

H3 Perceived Quality → Trust 0.35 6.02 <0.001 Supported 

H4 Trust → Enrolment Intention 0.41 7.24 <0.001 Supported 

H5 Perceived Value → Enrolment Intention 0.29 5.12 <0.001 Supported 

 

All hypothesized paths are statistically significant. The strongest predictor of enrolment intention is trust (β = 0.41), 

followed by perceived value (β = 0.29). The model explains 64% of the variance in enrolment intention (R² = 0.64), 

indicating strong explanatory power. 

Table 8:  Mediation Analysis 

Mediating 

Variable 

Path Indirect 

Effect 

Bootstrapped CI 

(95%) 

Mediation 

Type 

Perceived Value Brand Image → Enrolment Intention 0.09 [0.05, 0.14] Partial 

Trust Perceived Quality → Enrolment 

Intention 

0.12 [0.07, 0.19] Partial 

 

The mediation analysis indicates that perceived value and trust partially mediate the effects of brand image and perceived 

quality on enrolment intention, emphasizing their role in translating institutional perceptions into behavioural intention. 

6.Discussion and Implications 

The results confirm that institutional branding significantly influences student enrolment choices. Trust and perceived value 

were highlighted as two of the most important mediating factors, which show the mental processes through which branding 

affects intention. For administrators, this means the necessity of coherent branding strategies that focus on transparency, 

uninterrupted communication, and quality provision in order to institutional trust. Upgrading the digital presence, alumni 

engagement, and international partnerships can, therefore, be great ways to further institutional reputation and 

attractiveness.  Theoretically, the research work is a source of concepts that have been already discussed in the higher 

education marketing literature and is an extension of them by combining the brand equity and behavioral intention 

frameworks. The study illustrates how institutional branding leads to students' behavioral intentions via both cognitive 

(perceived quality and value) and affective (trust and image) processes. On the one hand, it supplies a practical model for 

universities to bring their branding into line with student perceptions and decision-making patterns. Moreover, the findings 
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point to the emotional bond that students create with an institution, which is based on trust and perceived authenticity, as 

the most determining factor in their choice. If universities provide experiences that are consistent with their brand promise, 

they will be able to develop stronger student identification and loyalty. Hence, branding should be treated as an institutional 

concept that influences not only the design of the curriculum, faculty behavior, communication style, and campus culture 

but also permeates other areas apart from marketing. 

7. Managerial Implications 

Institutions must formulate long-term brand strategies that focus on genuine, consistent, and academically excellent 

features of the institution. The trust in the brand as well as the brand's being relatable can be elevated to a new level by the 

authentic brand stories through social media, the alumni voices, and the digital platforms. Moreover, collaborations with 

the sector and foreign organizations can not only elevate the reputation of the institution but also be a source of attraction 

for new students. Equipping faculty and staff with the necessary skills to become "brand ambassadors" is one way of 

making sure that the institutional brand is reflected in every interaction with students. 

8. Conclusion 

This research aimed to find out how institutional branding affects the enrolment decisions of students in the higher 

education sector. The data suggest that branding is not only a promotional activity but also a strategically constructed entity 

that largely influences the perceptions, trust, and value judgments of the prospective students. The data confirmed that 

brand image, institutional reputation, and perceived quality, each, have a positive impact on perceived value and trust, 

which, in turn, significantly, lead to students' intention of enrolment. Trust was found to be the main factor leading to 

enrolment intention among all variables, with perceived value being almost similarly influential.  This research paper has 

a far-reaching effect on existing branding literature by comprehensively addressing the issues of Brand Equity Theory and 

the Theory of Planned Behavior, thereby explaining the ways institutional branding leads to student behavior. The research 

opens up theoretical perspectives on the psychological processes involved in student decision-making by showing that 

perceived value and trust are mediators of the key branding relationships. It indicates that students not only act as rational 

decision-makers who evaluate quality and cost but also are emotional actors who get influenced by institutional identity, 

credibility, and relational trust. Taken practically, the research problem requires universities to brand themselves via 

strategies that exceed visual elements or catchphrases. Institutions need to not only develop but live the core values of 

transparency, quality education, and ethical governance so as to extend the trust. The university’s public image and 

reputation will improve through, among other things, the deepening of alumni relations, the promotion of institutional 

achievements, and the continuous provision of information to stakeholders. The use of digital branding services such as 

social media story-telling, online reputation management, and virtual campus experiences can be of great help in 

positioning the quality and value perceptions.  Moreover, the research provides the frame for regulators and policy-makers 

in devising rules to ensure transparent communication between institutions and their audiences and setting the field for fair 

competition. Facilitating universities' need for branding projects may have a positive spillover effect on the country's higher 

education reputation and competitiveness worldwide. The study also realizes some defects. The limitation of the cross-

sectional design in determining causality and the focus on Indian universities being the causes of restricted generalizability 

are two of these drawbacks. The next researchers may consider adding the data of different periods, comparing different 

countries, or including variables like digital engagement and student satisfaction to have not only a deeper but broader 

understanding of the branding dynamics. In conclusion, institutional branding is a multidimensional construct that 

powerfully influences how students perceive, evaluate, and ultimately choose higher education institutions. Effective 

branding grounded in trust, perceived quality, and authentic value creation can help universities differentiate themselves 

and sustain enrolment growth in an increasingly competitive educational marketplace. 
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