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ABSTRACT

This study was conducted to examine and compare the marketing strategies of open and distance education
providers. In the first phase of this multi-case study, 10 universities from 10 different countries and 4 different
regions of the world were selected for examination. Comparisons were also made between the West and
the East, and between the public and private sectors. In the second phase, 10 institutions providing open
and distance education services in Turkiye were selected for examination. Within this scope, 4 faculties and
6 distance education centers (DEC) were examined. This study was conducted to examine and compare
the marketing strategies of open and distance education providers, investigate the differences between the
strategies of public and private universities, and develop a series of marketing strategies for distance education
services for higher education institutions. A qualitative multiple case study method was used to examine the
marketing strategies of open and distance education providers. The researcher collected and analyzed each
university’s websites, social media posts, and publications separately. Subsequently, all findings were synthesized
to examine the similarities and differences in marketing strategies for these universities” distance learning
programs. While social media marketing has become the primary marketing tool in the Western world, word-
of-mouth marketing is still considered an effective marketing tool in the Eastern world. Additionally, the use
of graduates in the field of marketing yields better results than other strategies worldwide. Furthermore, the
study shows that private higher education institutions naturally spend more money and effort on marketing
than public institutions. However, public institutions are also investing more and more in marketing every
year. When considering institutions in Turkiye, it becomes apparent that faculties are much more prominent
than DECs, and private DECs are seen to place greater emphasis on marketing strategies.
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INTRODUCTION

With the widespread adoption of digitalization, the market for open and distance education service providers
has expanded, and competition has intensified as a result (Allen & Seaman, 2017; Cizmeci, 2023; Sahin,
2023). To remain competitive, these organizations—which aim to attract prospective students by offering
education without requiring them to leave their current location—must implement the most effective
marketing strategies in addition to providing high-quality educational content (Stellefson et al., 2008;
Ataizi and Sever, 2016). These organizations, which provide services on a global scale, aim to enroll not
only potential students in their own countries but also students living in different countries. To convince
students in different countries, it is necessary to implement marketing strategies tailored to the people of
those countries. Especially with the advancement of the internet and the acceleration of the recognition of
the importance of online education due to the COVID-19 pandemic, providing global open and distance
education services has become commonplace today (Telli and Altun, 2020; Buluk and Esitti, 2020). In
addition, with the widespread adoption of the internet, social media platforms are contributing to the field
of education, particularly in terms of communication. Social media facilitates fast and reliable interaction
between students and educational institutions (Artsin, et al., 2024: 165).
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It is fair to say that there are few resources available on marketing strategies for organizations providing
open and distance education services. Accordingly, Stellefson et al. (2008) emphasized the importance
of proper planning to ensure the strategies align with the target audience in order to achieve success in
distance education services. Granitz and Greene (2003), on the other hand, argued that open and distance
education services should be treated as a form of e-commerce and, consequently, that implementing
digital marketing strategies would be appropriate. According to their study, Ataizi and Sever (2009) noted
that building student loyalty through relationship-oriented marketing is essential to best understand the
target audience. Saba (2005) concluded that the concept of quality must absolutely be integrated into the
marketing strategies developed for distance education programs, and that this would enable organizations
to gain a competitive advantage. Jean-Louis (2023) noted that organizations offering open and distance
education services can attract potential students and retain existing customers by conducting target audience
analysis and providing personalized content. Akdemir and Kilic (2020) highlighted the importance of strong
communication between instructors and students. Uygucgil and Demiray (2015) noted that investing in
systems such as personalized student support services via websites would positively impact both student
success and institutional reputation.

The purpose of this study is to provide various recommendations on marketing strategies to help open and
distance education service providers gain a competitive edge and achieve economic benefits. For this study,
ten major organizations providing open and distance education services on an international scale and ten
organizations providing the same services in Turkiye were selected. By utilizing these organizations’ websites,
social media accounts, and various publications such as reports, efforts were made to identify their respective
marketing strategies. The identified marketing strategies were compared in terms of West-East and private-
public sectors; a multiple-case study supported by descriptive content analysis was conducted. As part of this
study, answers are sought to the following four research questions in order to achieve the study’s primary
objective:

1. What are the digital marketing strategies and content themes preferred by distance education service
providers on an international scale?

2. How do marketing strategies differ in the public-private and East-West contexts?

3. What specific digital marketing approaches do organizations providing open and distance education
services in Turkiye adopt?

4. What similarities and differences exist in the marketing strategies implemented by organizations
providing distance education services at the national and international levels?

CONCEPTUAL FRAMEWORK
Digitalization and Marketing Strategies in Open and Distance Education

Institutions providing open and distance education services have adopted a more aggressive structure
through innovative educational models (Kisiolek et al., 2025: 1996). The unstoppable pace of information
technology has driven the digitization and globalization of education, transforming it into an affordable
service (Shard et al., 2024: 434). As the need for lifelong education is felt worldwide and education becomes
more international, the education market has grown, and the number of competitors seeking a share of the
market has increased (Cizmeci, 2023: 60). Today, in the higher education sector, organizations must reach
their target audiences to stand out. However, simply having useful and high-quality educational content is
not sufficient to reach the relevant target audience. Additionally, institutions are expected to differentiate
themselves by implementing technology-driven innovative marketing strategies (Verbovskyi & Sagitova,
2024: 190; Kisiotek et al., 2025: 1997).

Institutions providing open and distance education services must establish connections with their target
audiences to stand out in the global market. These connections will help persuade potential students and attract
qualified faculty members (Perera et al., 2023: 771; Jean-Louis, 2023: 611). It is evident that organizations
that effectively and seamlessly integrate marketing and e-commerce systems in digital environments will see
improved success in operations and customer relationship management, thereby providing the organization
with a competitive advantage (Sibagariang et al., 2025: 237).
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Social Media Marketing and Digital Content Strategies

Today, digital marketing has surpassed many traditional marketing methods in nearly every industry.
Consequently, social media platforms have become the primary and most frequently used communication
tools for institutions providing open and distance education services (Sarder & Mustaqeem, 2024; Cizmeci,
2023:66). Social media platforms enable reaching target audiences independently of time and location,
and at a very affordable cost. Social media content created by both the institution and its users enhances
trust, making the institution more attractive to potential students (Perera et al., 2023:773). Additionally,
highlighting success stories and/or notable alumni stories on digital platforms—particularly LinkedIn—
will facilitate digital word-of-mouth marketing (eWOM), thereby enhancing institutional reputation and
encouraging new students to choose the institution (Perera et al., 2023:774; Sarder & Mustageem, 2024).

METHODOLOGY

In the first phase of the study, ten open and distance education service providers worldwide were examined.
These ten organizations were grouped geographically into East and West and by governance structure into
public and private. Based on the data collected from these ten organizations, the aim was to provide various
recommendations to all open and distance education service providers within the scope of marketing
strategies.

The institutions examined in this study were selected to include examples that best represent the open and
distance education service ecosystem at both the global and local levels in Turkiye. In establishing the global
sample, the following criteria were identified as fundamental: the number of students, geographical locations
(east-west), ownership structures (public vs. private), and global recognition. At the national level in Turkiye,
all four open education faculties in the country, along with six different DEC institutions, were analyzed
within the scope of the study. To determine the institutions’ current marketing strategies, their recent
activities spanning the years 2023-2025 were examined, including announcements on official websites,
social media accounts (YouTube, LinkedIn, Instagram, X, and Facebook), and academic publications.

Elements such as content marketing (free instructional videos, e-books), digital advertising activities, alumni
relations management, and social media engagement implemented by institutions were considered as
indicators of marketing strategy within the scope of the research. Today, various announcements made on
websites and certain free videos shared to attract prospective students are viewed not merely as tools to inform
the target audience, but rather as marketing tools designed to persuade prospective students and, in turn,
strengthen the institutional image (Cizmeci, 2023; Jean-Louis, 2023). Digital transformation initiatives
in higher education, which have come to the forefront particularly with the COVID-19 pandemic, make
it inevitable that digital platforms and e-learning tools be utilized as marketing elements and provide a
competitive advantage (Shard et al., 2024). Additionally, involving graduates as brand advocates in marketing
processes is significant as a highly effective and low-cost strategy on a global scale (Jean-Louis, 2023).

Throughout the research, principles of transparency and traceability were adhered to in an effort to ensure
the validity and reliability of the study. When analyzing the data and interpreting the findings, a “peer
review” process was employed in accordance with the nature of qualitative research. Accordingly, the
methods and findings sections were reviewed by academic experts in the field, and the final version of the
study was produced after making necessary revisions based on the feedback provided. Expert opinions were
incorporated into the process both to support the study’s impartiality and to ensure the consistency of the
analyses.

To achieve this objective, the following criteria were considered when selecting the ten organizations:
student numbers and scope, the balance between public and private institutions, the east-west distinction,
educational models and marketing activities, as well as global impact and recognition. The organizations
selected for the analysis of marketing strategies based on these criteria are presented in Table 1.
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Table 1. Organizations providing open and distance education services on an international scale

WEST EAST
- Open University (UK) - Anadolu University (Turkiye)
PUBLIC - Universidade Aberta (Portugal) - Indira Gandhi National Open University (India)

- China Central Radio and TV University (China)
- University of Phoenix (USA)
- Walden University (USA) ) o . .
PRIVATE - Amity University Online (India)
- OpenClassrooms (France)

- Coursera (USA)

In the second phase of the study, 10 institutions providing open and distance education services in Turkiye
were examined. All four faculties in Turkiye that offer this service are included in the scope of the study. In
addition to open education, distance education services are provided under the name of “distance education”
in Turkiye. All 208 universities in Turkiye offer this service. Although universities have given different names
to the units providing this service, since these services are provided under the name Distance Education
Application and Research Centers (DEC) at the majority of universities, the units providing these services
will be referred to as DEC in this study (Artsin et al., 2023:178). When selecting DECs, those where data
collection via convenience sampling was feasible were included in the study. Data from four open education
universities and six DECs were obtained using their websites, social media accounts, and publications. Thus,
the study examined ten foreign and ten domestic universities. The institutions in Turkiye selected to identify
and analyze marketing strategies are shown in Table 2.

Table 2. Institutions providing open and distance education services in Turkiye

FACULTY DISTANCE EDUCATION CENTER

PUBLIC - Anadolu University Faculty of Open - Selcuk University (Konya)

Education (Eskisehir)
- Dokuz Eylul University (Izmir)

- Ataturk University Faculty of Open and o
Distance Education (Erzurum) - Marmara University (Istanbul)

- Istanbul University Faculty of Open and
Distance Education

- Ankara University Faculty of Open and
Distance Education

PRIVATE - Bahcesehir University (Istanbul)
- Baskent University (Ankara)

- Uskudar University (Istanbul)

A descriptive multiple-case study was conducted as part of this research. First, a descriptive content analysis
was performed by examining the organizations’ social media accounts, websites, and various publications.
Content analysis is a method that involves systematically examining digital, visual, or written materials
to identify various meanings, patterns, and themes (Hsich and Shannon, 2005; Neuendorf, 2017;
Krippendorff, 2018). Through the descriptive content analysis conducted within the scope of this study,
various explanations were provided by classifying specific strategies. A multiple case study, on the other
hand, is a type of case study research that involves selecting and analyzing two or more cases that share
certain common characteristics or qualities but also differ in some respects (Lewis-Beck et al., 2003; Yin,
2017). Thus, a descriptive multiple case study was conducted within the scope of this study; each university
was evaluated as a case, descriptive content analysis was performed on a case-by-case basis, case comparisons
were made, and generalizable findings were presented.
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Data Analysis, Coding Scheme, Reliability and Validity Process

A descriptive multiple-case analysis method was applied as part of the research. Accordingly, the units of
analysis included the organizations’ social media posts (LinkedIn, Instagram, YouTube, X, Facebook), their
official websites, and various publications and reports they released between 2023 and 2025. A predefined
coding scheme was developed to systematically analyze the data. This scheme, presented in Table 3, was
developed in accordance with the higher education literature on digital marketing.

Table 3. Content Analysis Coding Scheme

Main Theme Category / Strategy Operational Definition / Indicators
Owned Media Sharing Educational Content Free e-books, instructional videos, open-access materials,
& Content academic blogs
Marketing System capacities, announcements about the phygital
Transparency & LMS Systems model, exam guides
i i Interactive Social Media
Social Media Student engagement, direct Q&A, interactive polls, event
Engagement &
cWOM . . announcements
Alumni Relations & Brand Career journeys, alumni success stories, advice articles
Ambassadorship
Paid & Direct . . .
Marketing Diaital Advertising & CRM Google Ads, targeted social media ads, email/SMS
9 9 marketing, Al-powered guidance
Strgteglc Partnerships & Trade Shows Corporate partne.rshlps., international university
Alliances networks, education fairs
Source: Developed by the author based on the works of Cizmeci (2023), Jean-Louis (2023), and Shard et

al. (2024).

To establish inter-coder reliability and coding consistency, four items (20%) from a randomly selected dataset
were coded by two independent researchers. The reliability formula proposed by Miles and Huberman
(1994) was used to calculate inter-coder agreement (P = (A / (A + D)) x 100). According to this formula, D
represents the number of codes on which there was no agreement, while A represents the number of codes on
which there was agreement. Inter-coder reliability was found to be 84%. Furthermore, this rate is expected
to be above 80%. Content that showed discrepancies was discussed until 100% agreement was reached.

FINDINGS

In this section of the study, the marketing strategies of the ten largest organizations providing open and
distance education services worldwide, as listed in Table 1, will be examined. Subsequently, a comparison of
marketing strategies will be conducted specifically between public-private and East-West organizations. First,
the marketing strategies described below for each organization were identified by reviewing the organizations’
websites, social media accounts, and publications:

1. Open University (United Kingdom): The organization is the most well-known among those
providing open education services in the United Kingdom. Incorporating digital marketing into its
strategies, the institution aims to engage with its target audience through social media ads and Google
Ads. Additionally, the institution prioritizes content marketing, offering various articles and course
materials for free on its website to interested parties. Finally, it organizes personalized campaigns using
email marketing, a practice as old as the internet itself. The provision of open-access course materials
and free content in this way aligns with the content marketing and student-centered value creation
strategies highlighted in the literature on online education (Jean-Louis, 2023; Shard et al., 2024).
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. Anadolu University (Turkiye): Given that the university offers a wide range of academic content on
its official website and supports this content with various resources, it can be said that this institution
employs content marketing. Additionally, it engages in social media marketing by posting content
on platforms such as Instagram, Facebook, and X to interact with students and alumni. Finally, by
providing students with countless academic resources free of charge since its founding, the university
offers a service—such as the free sharing of academic resources—that makes a significant contribution
to students.

Indira Gandhi National Open University (India): As one of India’s largest and most established
universities, the institution caters to students in various segments through its wide range of programs.
In addition to Facebook, the institution actively uses social media by posting various content on
YouTube; it has developed its own mobile applications to facilitate direct communication with
students. Finally, it runs its own advertisements on television and radio channels, as it maintains
strong local media relationships.

OpenClassrooms: The organization both practices content marketing and adopts an education-
focused approach by offering courses packed with up-to-date content on social media strategies, digital
marketing, and more. Finally, the organization stands out for the training it provides to businesses; it
offers various training programs designed to support companies’ human resources strategies, thereby
focusing on a corporate target audience.

. Amity University Online (India): The organization, which stands out for its digital marketing
practices, prefers Google Ads and social media ads, similar to the Open University. Additionally, by
featuring alumni success stories on its website, the organization aims to attract potential students.
This contributes to brand awareness. Finally, it can be noted that the organization prioritizes video
marketing. Accordingly, it shares various content through its own YouTube channel. The relevant
YouTube videos include highlights of students’ campus experiences and promotions of various
educational programs Sharing alumni success stories on professional networks is a form of digital
word-of-mouth marketing that boosts student loyalty and demonstrates institutional trust, as well as
serving as an effective relationship marketing mechanism (Ataizi & Sever, 2009; Jean-Louis, 2023).

Coursera: With a wide range of educational offerings, similar to those of Indira Gandhi, the
organization aims to reach audiences with diverse interests. Additionally, by partnering with
universities and businesses worldwide, Coursera provides both high-quality and up-to-date content,
thereby increasing its brand awareness. Finally, by offering flexible programs tailored to students’
learning abilities, it strives to expand its target audience.

University of Phoenix (U.S.): The institution is known as one of the largest private universities in the
U.S. It reaches its target audience through digital marketing strategies similar to those used by Open
University and Amity University. In doing so, it prioritizes Google Ads and social media advertising,
much like the aforementioned institutions. Additionally, like Amity, Open University, and Anadolu
University, it prioritizes content marketing by featuring various education-based content on its
website. Finally, like Open University, the institution places importance on email marketing but does
not neglect SMS marketing either.

China Central Radio and TV University (China): The institution is known as a national open university
and uses local broadcasting networks, such as radio and television, to reach potential audiences. It also
delivers its educational programs through both online platforms and mobile applications. This provides
students with the opportunity to access education 24/7. Finally, the institution places importance on
establishing local partnerships. Accordingly, while promoting its educational programs, it collaborates
not only with educational institutions but also with certain businesses.

. Walden University (USA): It is a well-established institution in the field of online higher education.
As a leading example in this regard, the institution offers blogs, seminars, and e-books on its official
website. It would not be inaccurate to note that by featuring such educational content, the institution
prioritizes content marketing. Additionally, it plays an active role on social media through its posts on
Facebook, X, and LinkedIn. Finally, it builds brand trust by sharing success stories from both current
students and alumni.
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10.Universidade Aberta (Portugal): It is known as Portugal’s only institution providing open and distance
education services. The institution utilizes social media marketing and seeks to engage with its audience
on Facebook. As part of its social media marketing efforts, the institution also regularly posts on LinkedIn,
known as the “professional network” of the business world. Additionally, the institution places a strong
emphasis on partnerships and has established various collaborations with other European universities.
This enables the institution to reach large audiences across Europe. Finally, it organizes various online
promotional events and seminars to inform and persuade potential students.

After examining the marketing strategies of the international open and distance education providers listed
above, this section will present a comparison between public and private sectors, as well as between Eastern
and Western approaches. First, it is observed that public institutions allocate a smaller budget to large-scale
advertising campaigns due to their state-funded nature. For public institutions, prestige and accessibility
are the top priorities. For this reason, they focus on digital marketing in their strategies, preferring organic
methods by utilizing digital marketing channels such as SEO (Search Engine Optimization) and content
marketing. Through the free courses they offer and the public partnerships they establish, they employ
methods that serve two main objectives: being preferred by students and maintaining their prestige. For
private institutions lacking state support, competition is more aggressive. Consequently, they allocate
significant budgets to social media marketing, targeted digital ads, and Google Ads activities to increase
student enrollment and ensure the satisfaction of current students. To meet the individual needs of students,
they offer personalized learning experiences tailored to each student. When comparing Eastern and Western
institutions, it is evident that Eastern institutions are striving to leverage mobile learning opportunities.

Eastern institutions, which are placing increasing emphasis on mobile apps, are focusing on local apps
such as WeChat in a way that aligns with an electronic word-of-mouth marketing strategy—essentially the
digital version of traditional word-of-mouth marketing. By doing so, these institutions can communicate
directly with students while also enabling students to discuss the institution among themselves. It can be
said that Western institutions are at a more advanced stage of digital transformation. Accordingly, while
these institutions prioritize content marketing, they do not neglect digital marketing channels such as email
marketing. They also actively use applications like LinkedIn, often referred to as the social media of the
professional world. Additionally, it is evident that Western institutions place importance on user experience
in line with their personalization strategies.

In this section of the study, the marketing strategies of 10 organizations providing open and distance
education services in Turkiye, listed in Table 2, will be presented. Subsequently, a comparison of marketing
strategies based on the public-private classification will be conducted. The marketing strategies described
below for each organization were identified by analyzing the relevant organizations’ websites, social media
accounts, and publications:

1. Anadolu University Open Education Faculty (Eskisehir): When evaluating international universities
above, relevant findings regarding Anadolu University were shared. To summarize, it can be said that
the institution places a strong emphasis on content marketing and social media marketing.

2. Ataturk University Open and Distance Education Faculty (Erzurum): This faculty, which is more
frequently chosen by students in Turkiye’s Eastern Anatolia region and has a large student body in the
area, keeps its website up-to-date to promote its programs and features detailed promotional content
on its YouTube channel. Additionally, targeting the Eastern Anatolia region as its primary audience,
the faculty seeks to reach potential students on Facebook and Instagram by sharing various success
stories. Finally, it strives to increase its student enrollment by participating in both in-person and
online seminars and fairs.

3. Istanbul University Faculty of Open and Distance Education (Istanbul): As one of Turkiye’s most
established universities, this faculty emphasizes its academic structure and prioritizes content
marketing by highlighting its course materials and digital library. Through Auzef Digital, the faculty
reaches beyond its target audience with special videos created with the participation of academic staff
on both academic and current topics, thereby carrying out a form of social responsibility initiative.
Additionally, the faculty actively uses its LinkedIn, X, and Instagram accounts, particularly sharing
alumni success stories on LinkedIn. Finally, the faculty is working to strengthen customer relationships
through email marketing and live support services.
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4. Ankara University Faculty of Open and Distance Education (Ankara): Located in Turkiye’s capital,
the faculty prioritizes keeping the programs and academic content on its website up to date. It also
makes various announcements regarding exams and other matters through its Facebook and X
accounts. Finally, it maintains interactive communication with students through online counseling
and guidance services. The use of social media platforms to communicate with prospective students
aligns with educational marketing approaches developed within the framework of lifelong learning
(Cizmeci, 2023).

5. Selcuk University DEC (Konya): The center provides up-to-date information on registration, exams,
and other topics on its website. It also interacts with students by answering their questions via social
media. It prioritizes student satisfaction surveys to improve service quality.

6. Dokuz Eylul University DEC (Izmir): The center offers video lectures and webinars to facilitate
information sharing with current and prospective students. It also runs campaigns through content on
Facebook, X, and YouTube to increase both engagement and student enrollment. Finally, it organizes
online events to foster interactive engagement with students.

7. Marmara University DEC (Istanbul): The center prioritizes its technological infrastructure—
including live class systems and interactive learning platforms—while striving to ensure students are
satisfied with their online user experience. It also conducts social media campaigns and webinars
based on digital marketing strategies. Finally, it facilitates the widespread promotion of its programs
by establishing academic partnerships both within and outside the university.

8. Bahceschir University DEC (Istanbul): As a center afhliated with a private university, it prioritizes
certificate programs and graduate education, promoting these through the BAUGO lifelong learning
platform. The center also shares various posts on LinkedIn featuring the career journeys of its alumni.
Finally, the center implements content marketing strategies, offering free course materials and e-books.
The preference of private organizations for targeted digital advertising and their efforts to reach their
target audience in a personalized manner support approaches that view open and distance education
services as an e-commerce model (Granitz & Greene, 2003).

9. Baskent University DEC (Ankara): This center, affiliated with a private university in Ankara, engages
with the public through announcements on Instagram and Facebook.

10.Uskudar University DEC (Istanbul): As part of the “phy-gital education” concept—which encompasses
both physical and digital education—this center emphasizes transparency by featuring content that
highlights this aspect on its website, thereby reinforcing institutional trust. While not specific to the
center, the university promotes its learning management system on both its website and social media
accounts.

After discussing the marketing strategies implemented by the four Open Education faculties and six DEC
centers in Turkiye, this section will compare faculties with centers and public institutions with private ones.
First, because faculties are much larger in structure than centers and generate additional revenue for their
universities, they implement more aggressive and widespread marketing strategies compared to centers.
Thanks to the resources they possess, faculties can offer freer online course content; they also have the
opportunity to engage in face-to-face interaction with potential students by actively participating in various
seminars and fairs. When comparing DECs affiliated with public universities to those affiliated with private
universities, it can be noted that DECs affiliated with public universities promote their various campaigns
by making posts on low-budget platforms such as Facebook, X, and YouTube. On the other hand, DECs
affiliated with private universities not only use the social media platforms preferred by public universities
but also post content on LinkedIn, known as the social media platform of the business world. Furthermore,
DEC:s at private universities that prioritize content marketing are observed to offer free educational content
such as e-courses and e-books through digital platforms created specifically for their centers, and to attempt
to reach their target audiences via various webinars on the same platforms.

478



Cross-Situation Synthesis and Comparative Analysis Matrix

A cross-situational analysis was conducted to identify patterns among organizations providing distance
education services at the national and international levels. Table 4 was created to summarize the distribution
and frequency of use of the identified marketing strategies.

Table 4. Cross-Situation Strategy-Frequency Matrix

Marketing
Strategy /
Theme

International International Private TR Public Faculty TRPublicDEC TR Private DEC
Public (n=5) (n=5) (n=4) (n=3) (n=3)

Content
Marketing
(Free
Resources)

Social Media
Ads (Paid)

Mezun Elciligi /
eWOM

Mobile Apps &
Local Media

80% 60% 100% 33% 67%

40% 100% 0% 0% 67%
60% 80% 50% 0% 67%

60% 20% 75% 0% 0%

Interactive
Student 20% 60% 50% 67% 33%
Counseling

Professional
Networks 40% 80% 25% 0% 100%
(LinkedIn)

Upon examining Table 4, certain strategic patterns clearly emerge among the institutions.

1. The Difference Between Faculties and DECs in Turkiye: Open Education Faculties in Turkiye possess
a high capacity for digital interaction and content marketing, similar to major international open and
distance education providers. Public DECs adopt a rather passive, announcement-focused approach
on traditional social media platforms such as Facebook and X. Private-sector DECs, on the other
hand, are seen to actively use LinkedIn in addition to specialized education platforms like BAUGO.

2. Public vs. Private Sector Differences: Both national and international private institutions prioritize
paid advertising to attract student enrollment and strive to gain visibility through LinkedIn. Public
institutions, on the other hand, focus on highlighting their institutional prestige and emphasize
content marketing by offering free, open-access resources.

In the final section of the findings, the sources from which official data on the organizations examined in the
study were collected are summarized in Table 5.
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Table 5. Official Digital Data Sources of the Organizations Under Review (2023-2025)

Official Website / Primary Digital Platforms

Institution Name Region / Type

1 Open University UK/ Public open.ac.uk (Facebook, X, YouTube, LinkedIn, Google Ads)

2 Anadolu University ~ Turkiye / Public anadolu.edu.tr (Facebook, X, Instagram, YouTube)
Indira Gandhi

3 National Open Univ. India / Public ignou.ac.in (Facebook, YouTube, Mobile Apps, TV/Radio)
(IGNOU)

4 OpenClassrooms France / Private openclassrooms.com (Web Platform, LinkedIn, YouTube, B2B Portal)

5 gr:lzayeUmvemty India / Private amityonline.com (Google Ads, YouTube, LinkedIn, Web)

6 Coursera USA / Private coursera.org (Web Platform, YouTube, LinkedIn, E-mail)

7 g;(l)vee':;ty of USA / Private phoenix.edu (Google Ads, Facebook, LinkedIn, Email/SMS)
Central Radio and . . . .

8 TV Univ. (OUC) China / Public ouchn.edu.cn (WeChat, TV/Radio, Mobile App, Web)

9 Walden University USA / Private waldenu.edu (Facebook, X, LinkedIn, Official Blog/E-books)

10 ngﬁfldade Portugal / Public uab.pt (Facebook, LinkedIn, Online Seminars/Webinars)

11 AnadoI.u Univ. Open TR / Public Faculty anadolu.edu.tr/acikogretim (Facebook, X, Instagram, YouTube)
Education Faculty
Ataturk Univ. Open/

12 Distance Faculty TR/ Public Faculty atauni.edu.tr/aof (YouTube, Facebook, Instagram, Fairs)
(ATA AOF)
Istanbul Univ.

13 Open/Distance TR/ Public Faculty auzefistanbul.edu.tr (Facebook, X, Instagram, YouTube, Mobile App)
Faculty (AUZEF)
Ankara Univ. Open/

14 Distance Faculty TR/ Public Faculty ankuzem.ankara.edu.tr (Facebook, X, Web Guidance)
(ANKUZEM)

15 SDeEIEUk University TR/ Public DEC uzem.selcuk.edu.tr (Official Web Portal, Social Media Q&A)
Dokuz Eylul . .

16 . . TR/ Public DEC deuzem.deu.edu.tr (Facebook, X, YouTube, Webinars)
University DEC

17 fg/l:émara University TR/ Public DEC uzem.marmara.edu.tr (Web Portal, LMS Announcements, Webinars)

18 Bahcese.hlr TR/ Private DEC baugo.bahcesehir.edu.tr (BAUGO Platform, LinkedIn, E-books)
University DEC

19 Baskent University TR/ Private DEC buuzem.baskent.edu.tr (Instagram, Facebook, Web Portal)
DEC (BUUZEM) : eat gram, '
Uskudar University ) . .

20 DEC TR/ Private DEC uzem.uskudar.edu.tr (Web Portal, LMS Platform, Social Media)

DISCUSSION

The study examines marketing strategies from the perspective of digital transformation and the competitive
education ecosystem. According to the findings, organizations aim not only to share information through
digital channels but also to build an organizational image and persuade potential students. The literature
highlights the critical role of announcements made via social media and, in particular, websites when
marketing distance education services (Jean-Louis, 2023; Cizmeci, 2023). The study’s results support
theoretical knowledge from the literature with field data, demonstrating that the adoption of e-learning

tools and digital platforms is a strategic necessity, particularly in today’s context, and aligns with current
research (Shard et al., 2024).

Furthermore, to highlight the original value of this study, it is worth noting the following: according to
the literature, no similar empirical study has been found that covers such a broad geographic area (East-
West, public-private) and directly compares open education faculties with DEC units through the lens
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of marketing strategies. Although there is no exactly matching study, it is possible to state that the results
obtained demonstrate consistency with both the conceptual and theoretical frameworks. Activities such as
alumni relations management and the provision of various free content, which stand out in the research
findings, are described as indicators of relational marketing, and these indicators are in harmony with a
student-centered strategic approach. This situation indicates that in the marketing activities of institutions
providing open and distance education services, a digital and interaction-focused structure takes precedence
over traditional methods.

CONCLUSION

The idea for this study was conceived to contribute to both academics and organizations providing open
and distance education services, given the scarcity of research in the literature on this topic. In the first
phase of the study, the marketing strategies of ten organizations—considered major global players in open
and distance education—were examined. When selecting these organizations, care was taken to include
institutions located in both Eastern and Western regions. Additionally, the organizations were classified as
private and public. A multi-case study was conducted by analyzing each institution’s social media accounts,
websites, and various publications. Public institutions prioritize prestige, while private institutions operate
in a highly competitive environment; consequently, both types of organizations develop strategies tailored
to their own dynamics rather than emulating one another. However, it is inevitable that both will leverage
alumni experiences and success stories as part of their marketing strategies. In the Western world, the intensity
and importance of digital marketing activities—particularly social media marketing—are significant. In
the Eastern world, which has been slower to embrace digitalization, word-of-mouth marketing is being
adapted to the digital realm. In the second phase of the study, the marketing strategies of four faculties and
six DECs offering open and distance education services in Turkiye were examined. While each of the four
public universities offering this service in Turkiye was analyzed individually, the DECs were selected as three
public and three private institutions and evaluated accordingly. Because the faculties at public universities are
larger in structure compared to other DECs, they are able to engage in content marketing, such as offering
educational materials for free. Among DEC:s, private university DECs were found to employ more aggressive
marketing strategies. Accordingly, it was observed that private university DECs utilize both their own
unique content and the digital platforms they create to reach their target audience, as well as simultaneously
leveraging multiple social media platforms, particularly LinkedIn. In contrast, DECs affiliated with public
universities are found to be meticulous about sharing up-to-date and accurate information on their own
websites; however, to attract potential students, they use only traditional social media platforms such as
Facebook, Instagram, and X, and do not post very frequently on those platforms.

When comparing organizations that provide open and distance education services on an international scale
with those offering the same services in Turkiye, it can be said that the marketing strategies of Turkish
organizations are more passive. Consequently, it can be argued that while Anadolu University competes on
the international stage, the others primarily target potential students in the local market.

Recommendations and Limitations

In light of the findings and results obtained within the scope of this study, a number of recommendations
can be made for both public and private institutions offering open and distance education services. First and
foremost, it is recommended that public institutions create various academic materials and blog posts to guide
students, and implement SEO and content marketing strategies by increasing their visibility through open-
access course content. Additionally, it would be appropriate for them to collaborate with other government
agencies and provide high-quality content across various platforms, particularly on social media such as
LinkedIn. In addition to announcing government-supported financial aid, attracting students through free
trial courses may be possible. Finally, maintaining and developing alumni relationships remains crucial for
public institutions offering open and distance education services. For private organizations providing open
and distance education services that are competing for a competitive edge, implementing digital advertising
strategies such as Google Ads and Instagram is recommended. Additionally, Al-powered (chatbot) guidance
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services can help students enjoy a personalized learning experience. Even if they are highly active on social
media, incorporating influencer marketing will help institutions reach much broader audiences. It is also
possible to build trust by highlighting the perspectives and opinions of current students, not just graduates.
Finally, while email marketing can be used to offer incentives to potential students, a customer relationship
management (CRM) strategy can help establish a personalized communication framework with both
potential and current students.

Although this study reveals important findings regarding the marketing strategies of organizations offering
open and distance education services, it also has certain limitations. Even though highly representative
institutions were selected for this study, it would be appropriate in future research to expand the sample
and include a much larger number of organizations providing open and distance education services
within the scope of the analysis. Additionally, beyond the marketing indicators addressed in this study, the
organizations’ marketing strategies could be evaluated through the lens of new-generation digital trends and
various themes. Finally, conducting direct interviews with the marketing officials and strategy-makers of
organizations offering open and distance education services would provide in-depth insights and enhance
the scope and contribution of this research.
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