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ABSTRACT:

This study examines how private universities in Indonesia
translate strategic capabilities into customer-based brand equity
(CBBE) through communication strategies. Using the resource-
based view, it defines sustainable competitive advantage (SCA) as
a marketing-enabling capability and explores the roles of
integrated marketing communication (IMC) and social media
adoption (SMA) within a unified framework. A quantitative
method was used to collect survey data from 411 students at the
five largest private universities in DKI Jakarta, and the data were
analyzed using structural equation modeling. The results reveal
that SCA significantly boosts both IMC and SMA, but only IMC,
directly and indirectly, enhances CBBE, emphasizing the
importance of communication consistency in translating
institutional strengths into brand value. This study introduces the
following innovations: (1) redefining SCA as a marketing-enabling
capability rather than just a strategic result, (2) integrating SCA,
IMC, SMA, and CBBE into a single explanatory model within the
higher education setting, and (3) empirically showing that IMC
fully mediates the relationship between SCA and CBBE, while SMA
does not. Practically, the findings suggest universities should use
cohesive communication strategies and align digital efforts to
strengthen brand equity in competitive higher education markets.
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1. INTRODUCTION

The higher education sector in emerging markets is undergoing rapid transformation.
Globally, universities are facing intensifying competition, and in Indonesia, this challenge is
particularly acute as private institutions confront both domestic rivals and newly established
international campuses. The liberalization of educational policies has facilitated the entry of
foreign universities (FUs), creating significant pressure on local institutions to sustain
relevance and competitiveness in a globalized academic environment (Azzahra & Zahra, 2023;
UNESCO, 2024). In this context, Indonesian private universities must not only compete for
student enrollment but also establish credible institutional positioning in an increasingly
internationalized and “glocalized” education market.

Beyond increasing competition, Indonesian private universities are also facing a structural
shift in student decision-making behavior, driven by digitalization and heightened access to
information. Prospective students are no longer passive recipients of institutional messaging
but active evaluators who compare universities across multiple dimensions, including
reputation, employability outcomes, digital presence, and international exposure. This shift
has intensified the need for universities to communicate clear, consistent, and credible value
propositions. At the same time, the proliferation of social media platforms has created a
paradox: while institutions are more visible than ever, excessive and fragmented
communication often dilutes brand meaning rather than strengthening brand equity.
Consequently, many private universities struggle not with the lack of communication tools
but with the strategic alignment and integration of these tools to effectively convey their
institutional strengths. This phenomenon underscores the urgency of understanding how
internal capabilities can be translated into coherent and impactful communication strategies
that enhance brand equity.

In response to these pressures, strong and distinctive institutional branding has become
a critical strategic priority. Customer-Based Brand Equity (CBBE) represents a key intangible
asset that enhances student loyalty, institutional reputation, and long-term sustainability,
while also strengthening institutional visibility and differentiation (Pinar et al., 2020).
Marketing and branding tools such as Integrated Marketing Communication (IMC) and Social
Media Adoption (SMA) play a central role in shaping these outcomes. IMC enables the
delivery of consistent and coordinated brand messages across multiple communication
channels, thereby strengthening stakeholder engagement (Mourad et al., 2011), while SMA
facilitates real-time interaction, co-creation, and value communication with students and
broader stakeholders in digital environments (Dwivedi et al., 2021).

Despite the growing importance of these marketing tools, existing research within higher
education, particularly in the Indonesian context, remains fragmented. Prior studies have
examined key constructs such as CBBE (Tammubua, 2022) and the roles of IMC and SMA in
academic branding (Mandagie & Rana, 2023). However, these studies largely investigate
these constructs in isolation, with limited attention to their interactions within a broader
strategic framework.

More specifically, three critical limitations remain. First, existing research predominantly
examines constructs such as IMC, SMA, and CBBE in isolation, offering a limited understanding
of how these elements interact within a unified strategic framework. Second, the role of
internal strategic capabilities, particularly Sustainable Competitive Advantage (SCA), as a key
enabler of marketing effectiveness has received limited attention. Third, empirical evidence
explaining how strategic capabilities are translated into brand equity through communication

mechanisms, especially in emerging-market contexts such as Indonesia, remains scarce.
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Addressing these gaps is essential for advancing both theory and practice. Therefore, this
study contributes to the literature in three key ways: (1) by reconceptualizing SCA as a
marketing-enabling capability rather than merely a strategic outcome, (2) by integrating SCA,
IMC, SMA, and CBBE into a single explanatory model within the higher education context, and
(3) by empirically demonstrating the differential and mediating roles of IMC and SMA in
translating strategic capabilities into brand equity. Through this integrated approach, the
study provides a more comprehensive understanding of how universities can leverage
internal strengths to build sustainable brand equity in an increasingly competitive, digital
environment.

To address this limitation, this study draws on the resource-based view (RBV) to
conceptualize Sustainable Competitive Advantage (SCA) not merely as an outcome of
organizational resources, but as a marketing-enabling capability that facilitates the effective
deployment of communication strategies. Although SCA has historically been studied as a
strategic management concept (Barney, 1991), its influence on marketing effectiveness,
especially in shaping IMC and SMA, has not been sufficiently explored in higher education
research. In the Indonesian context, where the presence of foreign universities such as
Monash University Indonesia and Western Sydney University has intensified competition
(Napitupulu, 2024), understanding how SCA can be translated into marketing-driven brand
outcomes is both timely and necessary.

Therefore, this study develops and empirically tests an integrated model that positions
SCA as an antecedent of IMC and SMA and examines how these marketing drivers
subsequently influence CBBE. By advancing a holistic framework that captures the interplay
between strategic capabilities and marketing communication, this research contributes to
both theory and practice. Specifically, it extends the application of RBV to the marketing
domain by demonstrating how SCA functions as a capability that enhances communication
effectiveness, while also providing actionable insights for Indonesian private universities
seeking to strengthen their brand equity in an increasingly competitive and global academic
environment.

Accordingly, this study seeks to answer how Sustainable Competitive Advantage (SCA) is
translated into Customer-Based Brand Equity (CBBE) through marketing communication
mechanisms, specifically Integrated Marketing Communication (IMC) and Social Media
Adoption (SMA), in the context of Indonesian private universities.

2. LITERATURE REVIEW

The literature on strategic marketing, branding, and competitive positioning in higher
education has grown significantly over the past twenty years. Higher education institutions
(HEIs), especially in emerging markets, are increasingly influenced by market-driven forces,
student choices, international competition, and digital communication trends. Consequently,
concepts traditionally rooted in business and marketing, such as Sustainable Competitive
Advantage (SCA), Integrated Marketing Communication (IMC), Social Media Adoption (SMA),
and Customer-Based Brand Equity (CBBE), have become key to understanding how
universities differentiate themselves and maintain their market position (Clark et al., 2020;
Helgesen & Nesset, 2007).

In higher education, branding goes beyond visual identity and promotional efforts to show
how institutional strengths are turned into credible value propositions for students and
stakeholders. Although there is an increasing scholarly focus, current research remains
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scattered in explaining how internal strategic capabilities are converted into external brand
equity through communication channels. Specifically, little attention has been paid to how
SCA facilitates marketing communication processes that ultimately influence CBBE. Filling this
gap is especially important for private universities operating in emerging and highly
competitive markets.

2.1 Sustainable Competitive Advantage (SCA)

Drawing on the Resource-Based View (RBV), Sustainable Competitive Advantage refers
to an organization’s ability to achieve and sustain superior performance through resources
and capabilities that are valuable, rare, inimitable, and non-substitutable (Barney, 1991).
While traditionally conceptualized as a strategic outcome, SCA can also be understood as a
higher-order capability that enables firms to deploy resources effectively across functional
domains, including marketing.

In higher education, SCA may arise from institutional differentiation, technological
readiness, innovation, and strategic adaptability (Langerak, 2003; Nguyen et al., 2019). These
capabilities enhance an institution’s ability to respond to competitive pressures and
communicate its value proposition effectively. Therefore, rather than viewing SCA solely as
an outcome, this study conceptualizes it as a marketing-enabling capability that supports the
execution of communication strategies and branding efforts. This perspective is particularly
relevant in Indonesia, where private universities face intensified competition from both
domestic institutions and foreign entrants.

2.2 Social Media Adoption (SMA)

Social Media Adoption represents a strategic communication capability that enables
organizations to engage stakeholders through interactive and digital platforms. In higher
education, platforms such as Instagram, TikTok, X, and YouTube facilitate real-time
communication, relationship building, and brand visibility. Prior research demonstrates that
effective social media use enhances awareness, engagement, and perceived closeness
between institutions and students (Dwivedi et al., 2021; Godey et al., 2016).

However, SMA is not merely a technological choice; it reflects an institution’s ability to
align digital tools with strategic communication objectives. Its effectiveness depends on
underlying organizational capabilities, including digital readiness, leadership support, and
communication consistency (Al-Rahmi et al., 2022). From a capability perspective, institutions
with stronger SCA are better positioned to adopt and leverage social media strategically,
suggesting that SMA operates as a mechanism through which internal capabilities are
translated into external stakeholder engagement.

2.3 Integrated Marketing Communication (IMC)

Integrated Marketing Communication refers to the strategic coordination of
communication tools and channels to deliver a consistent and persuasive brand message
(Kitchen & Burgmann, 2015; Kliatchko, 2008). In higher education, IMC plays a critical role in
aligning messaging across diverse touchpoints, including digital platforms, recruitment
campaigns, institutional events, and stakeholder interactions.

From a marketing capability perspective, IMC reflects an organization’s ability to
integrate and synchronize communication efforts to enhance brand clarity and stakeholder
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trust. Prior studies indicate that effective IMC positively influences student perceptions,
engagement, and decision-making (Nguyen et al., 2022; Perera et al., 2022). However, limited
research has examined IMC as an outcome enabled by strategic capabilities or as a
mechanism linking SCA to brand equity. This study addresses this gap by positioning IMC as a
mediating process through which strategic advantage is translated into branding outcomes.

2.4 Customer-Based Brand Equity (CBBE)

Customer-Based Brand Equity refers to the differential effect of brand knowledge on
stakeholder responses to brand-related activities (Keller, 1993). It encompasses dimensions
such as brand awareness, perceived quality, associations, and loyalty (Aaker, 1996). In higher
education, CBBE reflects how students and stakeholders perceive the value, credibility, and
distinctiveness of a university.

Strong CBBE contributes to student attraction, satisfaction, retention, and positive word-
of-mouth (Pinar et al., 2014; Wilkins et al., 2011). While prior research has examined the
outcomes of brand equity, less attention has been given to the upstream mechanisms
through which strategic capabilities and communication processes shape its formation. This
study, therefore, positions CBBE as the key outcome variable influenced by both strategic
capability (SCA) and communication mechanisms (IMC and SMA).

2.5 Hypotheses Development
Sustainable Competitive Advantage (SCA) and Integrated Marketing Communication (IMC)

Drawing on the Resource-Based View (RBV), organizations possessing superior strategic
capabilities are better positioned to coordinate resources, align internal processes, and
support cross-functional integration (Barney, 1991). Within the higher education context,
these capabilities enable institutions to implement Integrated Marketing Communication
(IMC) more effectively, as IMC requires strategic alignment, interdepartmental coordination,
and consistent messaging across multiple channels.

From a marketing capability perspective, IMC can be viewed as an organizational process
that transforms internal resources into coherent external communication outcomes (Kitchen
& Burgmann, 2015). Institutions with stronger Sustainable Competitive Advantage (SCA) are
therefore more capable of aligning their communication strategies with their institutional
positioning. Prior studies indicate that organizational capabilities significantly enhance
communication effectiveness and strategic consistency (Mogaji et al., 2020; Porcu et al.,
2017). Thus, SCA is expected to positively influence IMC.

Hi: Sustainable Competitive Advantage positively influences Integrated Marketing
Communication in higher education institutions.

Sustainable Competitive Advantage (SCA) and Social Media Adoption (SMA)

From a capability-based perspective, SCA enhances an institution’s readiness to adopt
and utilize digital communication technologies. Social Media Adoption (SMA) requires not
only technological infrastructure but also strategic intent, leadership support, and the ability
to integrate digital tools into broader organizational processes.

Organizations with stronger strategic capabilities are more likely to leverage digital
platforms effectively to enhance engagement and visibility (Chatterjee et al., 2021; Dwivedi
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et al., 2021). In higher education, social media serves as a key channel for stakeholder
interaction and brand communication. However, its effective adoption depends on the
institution’s underlying strategic and technological capabilities. Therefore, SCA is expected to
positively influence SMA.

H,: Sustainable Competitive Advantage positively influences Social Media Adoption in higher
education institutions.

Sustainable Competitive Advantage (SCA) and Customer-Based Brand Equity (CBBE)

From a branding perspective, Sustainable Competitive Advantage (SCA) can directly
influence Customer-Based Brand Equity (CBBE) by shaping stakeholder perceptions of
institutional quality, credibility, and distinctiveness. Institutions with strong strategic
capabilities are better able to signal value to stakeholders, thereby enhancing brand
awareness and perceived quality.

Prior research suggests that strategic capabilities such as innovation, differentiation, and
technological readiness contribute to stronger brand perceptions and equity (Diaz-Garcia et
al., 2023; Nguyen et al., 2019; Pinar et al., 2020). However, the direct visibility of such
capabilities to stakeholders remains limited, particularly in service contexts such as higher
education. Thus, SCA is expected to positively influence CBBE.

Hs: Sustainable Competitive Advantage positively influences Customer-Based Brand Equity in
higher education institutions.

Integrated Marketing Communication (IMC) and Customer-Based Brand Equity (CBBE)

Integrated Marketing Communication (IMC) plays a critical role in shaping brand equity
by ensuring that stakeholders receive consistent, coordinated, and strategically aligned
messages across multiple touchpoints. This consistency enhances brand clarity, trust, and
emotional connection, which are central components of CBBE (Keller, 1993; Kitchen &
Burgmann, 2015).

Empirical studies have demonstrated that effective IMC positively influences brand
perception, engagement, and loyalty across various contexts, including higher education
(Nguyen et al., 2022; Perera et al., 2022). By aligning communication efforts, institutions can
strengthen stakeholder perceptions and reinforce their brand positioning. Therefore, IMC is
expected to positively influence CBBE.

Ha: Integrated Marketing Communication positively influences Customer-Based Brand Equity
in higher education institutions.

Social Media Adoption (SMA) and Customer-Based Brand Equity (CBBE)

Social Media Adoption (SMA) contributes to brand equity by enhancing visibility,
facilitating engagement, and enabling continuous interaction with stakeholders. Through
digital platforms, institutions can communicate their values, build relationships, and co-create
meaning with students and prospective applicants.

Prior research indicates that social media marketing activities positively influence brand
awareness, trust, and loyalty (Dwivedi et al., 2021; Godey et al., 2016; Perera et al., 2023).
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However, the effectiveness of SMA in building brand equity depends on its strategic
integration and the quality of its communication. Thus, SMA is expected to positively
influence CBBE.

Hs: Social Media Adoption positively influences Customer-Based Brand Equity in higher
education institutions.

Mediating Role of Integrated Marketing Communication (IMC)

Although SCA provides the underlying strategic capability, its impact on brand equity is
unlikely to be realized without effective communication. IMC serves as a critical mechanism
that translates internal capabilities into consistent and persuasive brand messages, thereby
shaping stakeholder perceptions.

From a marketing capability perspective, organizations with stronger strategic resources
are better able to execute integrated communication strategies that enhance brand equity
(Keller, 2010; Porcu et al., 2017). This suggests that IMC functions as a mediating process
linking SCA to CBBE. Therefore, IMC is expected to mediate the relationship between SCA and
CBBE.

He: Integrated Marketing Communication mediates the relationship between Sustainable
Competitive Advantage and Customer-Based Brand Equity in higher education institutions.

Mediating Role of Social Media Adoption (SMA)

Similarly, Social Media Adoption (SMA) represents a digital mechanism through which
strategic capabilities are communicated and experienced by stakeholders. Institutions with
stronger SCA are more likely to adopt social media effectively, thereby enhancing
engagement and visibility.

Prior studies suggest that digital engagement can mediate the relationship between
organizational capability and branding outcomes (Dwivedi et al., 2021; Santos-Vijande et al.,
2013). However, the effectiveness of this mediation may depend on how well digital
communication is integrated within broader marketing strategies. Therefore, SMA s
expected to mediate the relationship between SCA and CBBE.

H7: Social Media Adoption mediates the relationship between Sustainable Competitive
Advantage and Customer-Based Brand Equity in higher education institutions.

2.6 Conceptual Model

The proposed conceptual model (Figure 1) illustrates the relationships among
Sustainable Competitive Advantage (SCA), Integrated Marketing Communication (IMC), Social
Media Adoption (SMA), and Customer-Based Brand Equity (CBBE) in higher education
institutions (HEls). Drawing on the Resource-Based View (RBV), SCA is conceptualized as a
higher-order capability that enables institutions to deploy marketing and communication
strategies effectively.

The model proposes that SCA influences CBBE both directly and indirectly. The direct
effect reflects the role of institutional capabilities—such as differentiation and strategic
positioning—in shaping stakeholder perceptions of value and credibility. At the same time,
the model posits that this effect is also transmitted through key communication mechanisms.
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Specifically, IMC and SMA are positioned as mediating variables that translate internal
strategic capabilities into external brand perceptions. IMC ensures consistency and alignment
of institutional messaging across communication channels, while SMA facilitates interactive
engagement and digital visibility. These mechanisms enable institutions to communicate and
reinforce their value propositions more effectively.

Thus, the model captures both direct and indirect pathways through which SCA
contributes to CBBE. Figure 1 presents the hypothesized relationships, including both direct
effects (H1—Hs) and mediating effects (He — H7)

Figure 1. Conceptual Model with Direct and Mediating Relationships

3. METHODS

This study employs a quantitative, cross-sectional research design to examine the
relationships among Sustainable Competitive Advantage (SCA), Integrated Marketing
Communication (IMC), Social Media Adoption (SMA), and Customer-Based Brand Equity
(CBBE) in private higher education institutions (HEls) in Indonesia. A descriptive and
correlational approach was adopted to capture students’ perceptions of institutional
branding and communication practices within a competitive academic environment. The
study focuses on large private universities in DKI Jakarta, selected due to their substantial
student populations, active digital presence, and exposure to both domestic and foreign
competition.

The target population consists of undergraduate and postgraduate students who have
completed at least one academic year, ensuring adequate exposure to institutional branding
and communication efforts. A convenience sampling technique was used to recruit
respondents through official university communication channels, including mailing lists and
institutional social media platforms. This approach is appropriate for studies involving
perceptual constructs, where respondents must have direct experience with the
phenomenon under investigation. Students represent the primary stakeholders and
recipients of university branding activities, making them suitable informants. While
convenience sampling may limit generalizability, the inclusion of multiple large private
universities enhances the sample's representativeness among urban Indonesian HEls.

A total of 458 responses were initially collected, of which 411 valid responses were
retained after data screening. Responses were excluded if participants had not completed
one academic year, provided incomplete answers, or exhibited low-variance response
patterns. The demographic profile of respondents is presented in Table 1. The sample is
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predominantly composed of undergraduate students, with the majority aged between 20-24
years. Respondents also demonstrate relevant awareness of institutional attributes such as
accreditation and foreign collaborations, indicating sufficient familiarity to evaluate branding
and communication practices.

Table 1. Respondent Demographic and Descriptive Profile (N =411)

Variable Category Frequency Percentage
Male 242 59%
Gender Female 136 33%
Not Disclosed 33 8%
15-19 years 121 29.7%
Age 20-24 years 240 58.3%
25-29 years 50 12.0%
Diploma 14 3.4%
Undergraduate 369 89.8%
Level of Study Postgraduate 27 6.6%
Not Disclosed 1 0.2%
Family/Friends Recommendation 131 31.9%
Reason for Choosing Academic Re.p.utation 126 30.7%
University Parents’ Decision 63 15.3%
Job Prospects 46 11.2%
Other Reasons 45 10.9%
University A 246 59.9%
Accreditation B 152 37.0%
Awareness ¢ 2 0.5%
Not Aware 11 2.6%
Foreign University Yes 286 69.6%
Collaboration No 14 3.4%
Awareness Not Aware 109 26.5%
Not Disclosed 2 0.5%

The measurement instrument was developed using established and adapted scales from
prior research. Indicators for Sustainable Competitive Advantage (SCA) were conceptually
derived from the Resource-Based View (Barney, 1991) and prior studies on strategic capability
(Langerak, 2003), and were adapted to reflect student-based perceptions of institutional
competitiveness in higher education (Pinar et al.,, 2014). Integrated Marketing
Communication (IMC) items were adapted from Edmiston-Strasser (2009), Social Media
Adoption (SMA) from Al-Rahmi et al. (2022), and Customer-Based Brand Equity (CBBE) from
Aaker (1996) and Keller (1993). IMC was measured based on students’ perceptions of
communication consistency, clarity, and alignment across institutional touchpoints, reflecting
the observable outcomes of internal coordination processes rather than the processes
themselves. All items were assessed using a five-point Likert scale ranging from strongly
disagree to strongly agree. The instrument was tailored to the higher education context to
enhance clarity and relevance, with operational definitions provided to ensure alignment
between theoretical constructs and their measurement.

Data were analyzed using SmartPLS 4.0 with Partial Least Squares Structural Equation
Modeling (PLS-SEM), which is appropriate for analyzing complex models involving mediation
and prediction. The sample size exceeds the recommended thresholds for SEM analysis. In
evaluating the measurement model, indicators with lower loadings were retained if they met
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acceptable criteria and contributed to the theoretical completeness of the constructs, in
accordance with established methodological guidelines (Hair et al., 2014).

Because the study relies on students' self-reported perceptions, it acknowledges potential
common method bias. However, measures such as ensuring respondent anonymity and using
validated scales were adopted to mitigate this risk. Since students directly interact with
institutional communication and branding, they are suitable respondents. Ethical standards
were strictly maintained, with participation being voluntary and responses kept confidential
for academic purposes.

4. RESULTS

The measurement model was assessed to ensure reliability, convergent validity, and
discriminant validity. Internal consistency was assessed using Cronbach’s alpha and
composite reliability (CR), both of which exceeded the minimum recommended value of 0.70.
Convergent validity was confirmed as all Average Variance Extracted (AVE) values exceeded
the 0.50 threshold. Discriminant validity was verified using both the Fornell-Larcker criterion
and the Heterotrait-Monotrait ratio (HTMT), with all HTMT values remaining below 0.85.
Additionally, multicollinearity was not an issue, as all Variance Inflation Factor (VIF) values
were under the conservative cutoff of 3.3. Table 2 summarizes the reliability and validity
assessments for the constructs of SCA, IMC, SMA, and CBBE.

Table 2. Reliability, Convergent Validity, and Collinearity of Latent Constructs

. Cronbach’s Composite Average Variance
Variables Alpha Reliability Extracted (AVE) Inner VIF
CBBE 0.880 0.905 0.543 1.297
IMC 0.805 0.860 0.507 1.441
SMA 0.853 0.900 0.693 1.532
SCA 0.790 0.864 0.616 1.000

Table 3 shows that all variables met the required cutoff values for reliability, convergent
validity, and multicollinearity, supporting the adequacy of the measurement model for
subsequent structural analysis.

Table 3. Discriminant Validity (Fornell-Larcker Criterion and HTMT Ratios)

Constructs Fornell-Larcker Criterion Heterotrait-Monotrait (HTMT) Ratios
CBBE IMC SMA SCA CBBE IMC SMA
CBBE 0.737
IMC 0.681 0.712 0.791
SMA 0.372 0.384 0.833 0.418 0.466
SCA 0.431 0.445 0.528 0.785 0.493 0.531 0.640

Discriminant validity, as reported in Table 3, was established using both the Fornell-
Larcker criterion and the Heterotrait—-Monotrait (HTMT) ratio. The square root of each
construct’s AVE was greater than its correlations with other constructs, and all HTMT values
were below the recommended threshold of 0.85, confirming that the constructs are distinct
from one another.
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Table 4 presents the results of indicator-level analysis. Most factor loadings met or
exceeded the benchmark of 0.70, reflecting strong indicator reliability. A few items slightly
below this level were retained due to their theoretical significance and the overall
acceptability of composite reliability scores. Furthermore, all VIF values were below 3.3,
indicating no multicollinearity issues. Collectively, these findings confirm the soundness of the
measurement model and support its suitability for structural model testing.

Table 4. Indicator Loadings and Multicollinearity Diagnostics (VIF Values)

Variable Indicators' _ Factf)r VIE
Code Description Loading

Our university uses social media successfully to
increase student enrolment

Useful social media messages are sent out
regularly from our university

Our university has social media sites (Facebook,
Twitter, etc)

Our department purposefully adjusts our social
media messages

Our university is widely recognized for its
academic excellence.
The academic expectations at our university are
consistently rigorous.
The degree programs provided by our university
are highly regarded.

Customer- Considering the tuition fees, the education

CBBE4 . . .
Based Brand provided is worth the investment.
Equity CBBES Students and alumni take pride in being
(CBBE) associated with our university.

After graduation, | intend to speak positively
about my university to others.
Alumni maintain a strong sense of loyalty to
their alma mater.

Our institution enjoys strong name recognition
in the academic community.

Our university clearly and consistently
communicates its branding policies, marketing
strategies, and related procedures through both
verbal briefings and written documentation.
Marketing materials across the university

IMC2 consistently reflect unified messaging aligned 0.741 1.612

Integrated with institutional branding.

Marketing Regular interdepartmental meetings are held to

Communi- ensure alignment between marketing
cation (IMC) IMC3 communications and key university units, 0.759 1.686
including admissions, academic departments,
and development offices.
The university systematically gathers primary
market research and applies these insights to
guide, implement, and assess its communication
strategies.

SM1 0.821 1.945

Social Media SM2
Adoption
(SMA) SM3

0.848 2.006
0.856 2.175
SM4 0.804 1.935
CBBE1 0.797 2.696
CBBE2 0.795 2.663
CBBE3 0.738 1.768
0.722 1.668
0.72 1.763
CBBE6 0.743 1.731
CBBE7 0.70 1.786

CBBES8 0.672 1.586

IMC1 0.651 1.386

IMC4 0.67 1.469
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Variable Indicators. _ Factf)r VIE
Code Description Loading
University staff are well-informed about the
institution’s marketing objectives and
understand their roles in fulfilling stakeholder
expectations.
A structured information system is in place to
track and analyze key drivers of student and
IMC6  alumni engagement, including contributions and 0.696 1.503
long-term involvement, to maximize the
university's lifetime value.
Our university is likely to command premium
tuition compared to competitors.
Our university continually develops programs

IMC5 0.748 1.709

SCA1 0.65 1.42

Sustainable . .
.\ SCA2 that are aligned with the needs of students and 0.874 2.125
Competitive .
industry.
Advantage Our university embraces technological
(SCA) SCA3 y g 0.842 1.895
advancements.

Our university is increasingly perceived as

SCA4 . ) .
attractive to international students.

0.755 1.503

The structural model was evaluated to determine the magnitude, relevance, and
predictive capability of the hypothesized relationships among the latent constructs. Following
the guidelines by Hair et al. (2014), this analysis incorporated assessments of path
coefficients, the coefficient of determination (R?), effect size (f?), and predictive relevance
(Q2). Hypothesis testing was conducted using bootstrapping with 5,000 samples to establish
the significance of the relationships. R? values exceeding 0.10 indicated satisfactory
explanatory capacity. Effect sizes were interpreted using Cohen’s (1988) thresholds, where
values of 0.02, 0.15, and 0.35 represent small, medium, and large effects, respectively.
Predictive relevance was assessed through blindfolding, with Q2 values above zero signifying
acceptable predictive strength. As shown in Table 5, the findings affirm the model’s
robustness in explaining and forecasting branding-related constructs within the higher
education sector.

Table 5. Structural Model Analysis: (R?, f2, and Q?)

Variables R? Q? 2 (Effect Size)
IMC > CBBE: 0.535 (Large)
Customer-Based Brand Equity (CBBE) 0.489 0.251 SMA -> CBBE: 0.008 (No effect)

SCA - CBBE: 0.020 (Small)
Integrated Marketing Communication (IMC) 0.198 0.093 SCA - IMC: 0.247 (Medium)
Social Media Adoption (SMA) 0.278 0.186 SCA - SMA: 0.386 (Large)

The structural model demonstrates moderate explanatory power, accounting for 48.9%
of the variance in Customer-Based Brand Equity (CBBE), 27.8% in Social Media Adoption
(SMA), and 19.8% in Integrated Marketing Communication (IMC). Predictive relevance was
confirmed for all endogenous constructs, with Q2 values indicating high predictive accuracy
for CBBE (0.251), and moderate levels for SMA (0.186) and IMC (0.093). Effect size analysis
revealed that IMC exerted a considerable influence on CBBE (f2 = 0.535). At the same time,
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Sustainable Competitive Advantage (SCA) showed a significant effect on SMA (f2 = 0.386), a
moderate effect on IMC (f2 = 0.247), and a negligible effect on CBBE (f> = 0.020). SMA’s direct
influence on CBBE was minimal (f> = 0.008), suggesting its role may be more relevant as part
of an indirect pathway within the model.
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Figure 2. Structural model output (SEM-PLS)

Figure 2 presents the structural model with path coefficients and mediation effects,
illustrating the relationships among Sustainable Competitive Advantage (SCA), Integrated
Marketing Communication (IMC), Social Media Adoption (SMA), and Customer-Based Brand
Equity (CBBE). The model shows that SCA strongly influences both IMC (B = 0.445) and SMA
(B = 0.528), indicating that institutions with stronger strategic capabilities are more likely to
implement coordinated communication strategies and adopt digital engagement platforms.
Among the predictors of CBBE, IMC demonstrates the strongest effect (B = 0.596), while the
direct effects of SCA (B = 0.125) and SMA (B = 0.077) are weak and statistically insignificant.
The model also explains a substantial portion of variance in CBBE (R? = 0.489), suggesting that
communication-related mechanisms play a critical role in shaping brand equity. Overall, the
figure highlights that SCA contributes to CBBE primarily through IMC rather than through
direct or purely digital pathways.

Table 6. Hypotheses Evaluation for the Structural Path Model

Path

Hypothesis Structural Path Coefficient t-value p-value Result
H1 SCA - IMC 0.445** 5.902 <0.001 Significant
H, SCA - SMA 0.528** 6.626 <0.001 Significant
Hs SCA - CBBE 0.125 1.611 0.054 Insignificant
Ha IMC - CBBE 0.596** 8.722 <0.001 Significant

Hs SMA -> CBBE 0.077 0.924 0.178 Insignificant
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SCA - IMC - CBBE Significant
.265** 441 .001
Hs (Indirect) 0.265 244 <0.00 (Full Mediation)
SCA - SMA - CBBE Insignificant
H 0.041 0.941 0.173
/ (Indirect) (No Mediation)

Note: ** indicates statistically significant relationships at p < 0.05. p-values < 0.001 are reported as
such for precision.

Building on the structural relationships illustrated in Figure 2, the hypothesis-testing
results in Table 6 reveal mixed findings regarding the direct relationships hypothesized in this
study. Sustainable Competitive Advantage (SCA) showed a statistically significant and positive
effect on both Integrated Marketing Communication (IMC) (B = 0.445, t = 5.902, p < 0.001)
and Social Media Adoption (SMA) (B = 0.528, t = 6.626, p < 0.001), supporting Hi and H. This
indicates that higher levels of strategic resources and capabilities among Indonesian private
universities are associated with stronger communication practices and the adoption of digital
platforms. Additionally, IMC had a significant and strong positive influence on Customer-
Based Brand Equity (CBBE) (B = 0.596, t = 8.722, p < 0.001), supporting Hs4 and reinforcing the
importance of cohesive communication strategies in enhancing brand perceptions among
students.

Conversely, the direct path from SCA to CBBE was not statistically significant (f = 0.125,
t=1.611, p = 0.054), thereby rejecting Hs. Similarly, the direct relationship between SMA and
CBBE (Hs) was also insignificant (B = 0.077, t = 0.924, p = 0.178). These results suggest that
while SCA is critical for building IMC and SMA, its direct influence on brand equity is limited
without effective communication or digital engagement serving as mediators.

To further examine the indirect effects, a bootstrapping analysis was conducted to assess
the mediating roles of IMC and SMA in the relationship between SCA and CBBE. The results
are summarized in Table 7, below:

Table 7. Mediation Analysis Results

i Direct Indirect t- i
Mediation Path Effect (B) Effect (B)  value p-value Mediation Type
Hs SCA - IMC - CBBE 0.125 (ns) 0.265** 5441 <0.001 Full (Indirect-only)
H;, SCA - SMA - CBBE 0.125 (ns) 0.041 0.941 0.173  No Mediation
Note: ** indicates statistically significant relationships at p < 0.05. p-values < 0.001 are reported as

such for precision.

The indirect effect of SCA on CBBE through IMC was significant (g = 0.265, t = 5.441, p <
0.001). In contrast, the direct effect was insignificant, indicating full mediation (indirect-only
mediation), which aligns with Zhao et al. (2010) framework. This confirms that SCA enhances
CBBE only when mediated through IMC, validating He.

However, the indirect effect through SMA was insignificant (B = 0.041, t = 0.941, p =
0.173), so Hz was not supported. This implies that SMA alone does not mediate the
relationship between SCA and CBBE, suggesting that digital presence, while important, must
be part of a broader, strategic, and integrated communication effort to effectively impact
brand equity.
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5. DISCUSSION

This study provides important insights into how strategic capabilities and communication
mechanisms interact to shape Customer-Based Brand Equity (CBBE) in private higher
education institutions (HEls). The findings emphasize that institutional strength alone is
insufficient to influence brand perceptions unless it is effectively communicated and
translated into meaningful stakeholder experiences.

The positive relationship between Sustainable Competitive Advantage (SCA) and
Integrated Marketing Communication (IMC) suggests that institutions with stronger strategic
foundations are better able to coordinate and align their communication efforts. This
supports the view that strategic capabilities enable more coherent and consistent branding,
particularly in competitive higher education environments (Barney, 1991; Mogaji et al., 2020).
It also aligns with the perspective that IMC functions as an organizational capability that
integrates communication processes to deliver consistent brand messages (Kitchen &
Burgmann, 2015; Porcu et al.,, 2017). This reinforces prior research highlighting the
importance of internal alignment and institutional readiness in achieving effective
communication outcomes.

Similarly, the influence of SCA on Social Media Adoption (SMA) indicates that universities
with stronger strategic positioning are better able to leverage digital platforms for
engagement and visibility. This aligns with prior studies linking organizational capability to
digital readiness and innovation (Abbasi et al., 2022; Chatterjee et al., 2021; Diaz-Garcia et al.,
2023; Dwivedi et al., 2021). In the Indonesian context, where digital engagement is rapidly
expanding, this finding highlights the role of institutional strength in enabling effective
adoption of communication technologies.

However, SCA did not directly influence CBBE, suggesting that strategic capabilities are
not automatically visible to students. This finding nuances prior expectations that institutional
differentiation and strategic strength would directly enhance brand perceptions (Diaz-Garcia
et al., 2023; Nguyen et al., 2019; Pinar et al., 2020). Instead, SCA appears to function as a
latent capability that requires external articulation through communication channels before
it can shape stakeholder evaluations of the university brand. This extends branding theory in
higher education by demonstrating that internal strengths must be actively communicated to
generate perceived value.

Among the predictors of brand equity, IMC emerged as the most influential factor,
underscoring the importance of consistent, coordinated messaging in shaping students'
perceptions. This supports existing research emphasizing that integrated communication
enhances trust, clarity, and emotional connection, which are essential components of brand
equity (Keller, 1993; Kitchen & Burgmann, 2015; Nguyen et al., 2022; Perera et al., 2022). It
further reinforces the argument that IMC operates as a strategic capability that translates
organizational strengths into coherent brand experiences (Porcu et al., 2017). For universities,
this highlights the need to move beyond fragmented communication toward a unified,
strategically aligned approach.

In contrast, Social Media Adoption had no significant direct effect on brand equity. This
finding adds nuance to prior studies reporting positive effects of social media on brand-
related outcomes (Dwivedi et al., 2021; Godey et al., 2016; Lee & Park, 2022; Perera et al.,
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2023), suggesting that, in higher education, social media's effectiveness is more context-
dependent. It indicates that mere presence on digital platforms is insufficient without
strategic intent, high-quality content, and integration with broader communication efforts.

The mediation analysis further strengthens these insights by demonstrating that IMC
serves as a critical mechanism through which SCA influences CBBE. This confirms that
communication plays a central role in translating internal strengths into external brand value,
consistent with the work of Keller (2010), Kim & Ko (2012), and Porcu et al. (2017). Without
such integration, the impact of strategic capabilities remains limited. On the other hand, SMA
did not demonstrate a mediating effect, suggesting that digital engagement alone cannot
substitute for structured and coordinated communication strategies. This finding does not
support prior assumptions that digital engagement directly transmits organizational
capability into branding outcomes (Dwivedi et al., 2021; Santos-Vijande et al., 2013), and
instead highlights the need for stronger integration between digital platforms and
institutional communication strategies.

Overall, this study contributes to the literature by extending the Resource-Based View
into the marketing domain of higher education. It highlights that while SCA provides the
foundation for competitiveness, its effectiveness in building brand equity depends on how
well it is communicated. The findings position IMC as a central driver of brand equity and
suggest that universities should prioritize integrated communication over fragmented or
purely digital approaches.

Theoretical Contribution

This study makes several important theoretical contributions to the literature on strategic
marketing and higher education branding. First, it extends the application of the Resource-
Based View (RBV) by conceptualizing Sustainable Competitive Advantage (SCA) not merely as
an outcome of institutional resources, but as a marketing-enabling capability that influences
communication effectiveness. Second, the study advances existing branding literature by
integrating SCA, Integrated Marketing Communication (IMC), Social Media Adoption (SMA),
and Customer-Based Brand Equity (CBBE) into a unified framework, addressing the
fragmented nature of prior research that has examined these constructs in isolation. Third,
the findings provide new insight into the mechanisms through which strategic capabilities
translate into brand equity by demonstrating the full mediating role of IMC, thereby
highlighting communication as a critical pathway between internal capabilities and external
brand outcomes. Finally, the study challenges prevailing assumptions regarding the direct
effectiveness of social media adoption by showing that SMA alone does not significantly
influence brand equity in the higher education context, suggesting that digital tools must be
strategically integrated to generate meaningful branding outcomes. Collectively, these
contributions enrich the understanding of branding dynamics in emerging-market higher
education and extend theoretical discourse at the intersection of RBV and marketing
communication.

Practical Implications
The findings of this study offer several important implications for private higher
education institutions (HEls), particularly in emerging and highly competitive markets such as

DOI: http://dx.doi.org/10.35313/jmi.v6i1.370 |
e-ISSN 2807-8365 |



http://dx.doi.org/10.17509/jmi.v1i1.xxxx

o1 | Journal of Marketing Innovation, Volume 6 Issue 1, March 2026, Page 75-95

Indonesia. First, the results highlight the critical role of Integrated Marketing Communication
(IMC) in building strong brand equity. Universities should prioritize developing cohesive,
consistent communication strategies across all touchpoints, including digital platforms,
admissions channels, and institutional interactions, to ensure a clear, compelling brand
message.

Second, while social media adoption is important, the findings suggest that mere
presence on digital platforms is insufficient. Institutions should focus on the strategic and
purposeful use of social media by aligning content with institutional values, enhancing
engagement quality, and integrating social media efforts into broader communication
strategies.

Third, universities should leverage their internal strengths, such as institutional
reputation, program differentiation, and technological readiness, and turn these into clear
value propositions that are communicated effectively to students. This involves investing in
digital infrastructure, staff training, and cross-functional coordination to support integrated
marketing efforts.

Finally, the findings emphasize the importance of organizational agility and strategic
alignment. To remain competitive in the face of increasing foreign university presence, private
HEIs must adopt a proactive branding approach, embrace digital transformation, and develop
communication ecosystems that are responsive to evolving student expectations and market
dynamics.

Limitations and Future Research Directions

While this study provides valuable insights into the strategic branding mechanisms of
private higher education institutions in Indonesia, several limitations must be acknowledged.
First, the research employed a cross-sectional design, capturing perceptions and relationships
at asingle point in time. This limits the ability to conclude causal or temporal dynamics. Future
research could employ longitudinal designs to investigate how strategic capabilities and
branding efforts evolve and impact brand equity over time.

Second, the study was confined to a sample drawn from five major private universities in
DKI Jakarta. Although these institutions were selected for their strong digital presence and
competitive standing, the findings may not fully capture the diversity of private universities
across other regions in Indonesia. Future studies should consider broader geographic and
institutional representation to enhance generalizability.

Third, the data relied solely on student perceptions. While students are a primary
stakeholder group in higher education branding, future research could integrate perspectives
from other participants, such as alumni, faculty, parents, and employers, to provide a more
holistic view of institutional brand equity.

Fourth, although the study examined the mediating roles of IMC and SMA, it did not
account for other potentially influential variables, such as organizational culture, leadership
orientation, or digital content quality. Exploring these internal and contextual factors could
enrich the understanding of how branding outcomes are shaped in different institutional
settings.

Lastly, as international universities increasingly establish campuses in Indonesia, future
research should explore how local private universities can differentiate themselves through
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strategic branding amid transnational competition. Investigating partnerships, international
accreditations, or niche positioning strategies could vyield further insights into building
sustainable brand equity in a globally competitive education market.

In conclusion, this study demonstrates that sustainable competitive advantage alone is
insufficient to build strong brand equity in higher education institutions unless it is effectively
translated through integrated communication strategies. The findings highlight the central
role of Integrated Marketing Communication (IMC) as the key mechanism through which
institutional capabilities are converted into meaningful brand perceptions. While social media
adoption remains an important tool, its impact depends on strategic alignment and
integration within broader communication efforts. By providing an integrated framework
linking strategic capability, communication processes, and brand outcomes, this study offers
valuable insights for both researchers and practitioners seeking to understand and enhance
branding effectiveness in increasingly competitive and globalized higher education
environments.
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