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Introduction: 

 

In contemporary years, social media has emerged as a significant catalyst in influencing the 

manner in which prospective students engage with and select institutions of higher education. 

With the ascendance of digital platforms such as Instagram, Facebook, Twitter, and TikTok, 

which have attained substantial popularity, the conventional methodologies for researching and 

selecting colleges and universities have undergone a profound transformation (Aagaard, 2020). 

In earlier times, students depended on college fairs, printed brochures, and informal 

communication from family and acquaintances to guide their selection processes. Nevertheless, 

the emergence of social media has broadened the channels through which students can 

investigate potential colleges, facilitating a more interactive, visual, and real-time 

representation of the offerings of each institution (Dixon & Collins, 2021). Through the 

dissemination of posts, videos, and user-generated content, students are now equipped to 

acquire insights not solely into academic programs and campus facilities but also into the 

authentic experiences of current students, alumni, and influencers who significantly shape their 

perceptions of campus life (Williams & Foster, 2023). The ramifications of social media on the 

college selection process elicit critical inquiries regarding the veracity and authenticity of the 

information accessible, as well as the mechanisms through which online platforms contribute 

to the formation of students’ preferences and aspirations. While social media affords a platform 

for students to interact with institutional content, it simultaneously presents challenges, 

Abstract: 

The accelerated proliferation of social media has fundamentally transformed the manner in which 

prospective students engage with the college selection process. This research examines the influence 

of social media platforms—such as Instagram, Facebook, Twitter, and TikTok—on shaping 

students’ perceptions, information acquisition methodologies, and decision-making behaviors 

concerning higher education institutions. By conducting a thorough review of the extant literature 

and employing qualitative analysis, this investigation delves into how social media impacts students' 

exploration of academic programs, campus culture, and institutional reputation. It scrutinizes the 

mechanisms through which social media content, encompassing university-operated accounts, 

student-generated postings, and influencer endorsements, contributes to the formation of college 

identity and affects the choices of prospective students. Furthermore, the study addresses the 

potential ramifications of the ubiquitous nature of social media within the decision-making 

framework, including the challenges posed by misinformation, the amplification of biased 

narratives, and the reinforcement of social comparisons. The results emphasize the increasing 

importance of social media as both a medium for engagement and a source of information, 

elucidating its intricate role in the contemporary college selection process. By offering a 

comprehensive analysis of social media's impact on student decision-making, this research enhances 

the broader discourse on how digital platforms are transforming educational choices and the 

dynamics of higher education marketing. 

 

 



The Influence of Social Media on the College Selection Process: 

Navigating Information, Perceptions, and Decision-Making in the 

Digital Age" 

Nachuri Kavya, 

 
 

 

 

  

Cuest.fisioter.2024.53(3):3214-3230                                                                                                             3215 

 

including the potential dissemination of misinformation, the reinforcement of stereotypes, and 

the pressures associated with social comparison (Lee & Park, 2022). This scholarly paper 

investigates the multifaceted role that social media occupies in the college selection process, 

analyzing its effects on students' perceptions, their decision-making behaviors, and the 

strategies employed by higher education institutions to utilize these platforms in their 

recruitment initiatives. By delving into the interplay between social media and the college 

selection process, this paper aims to enhance the understanding of how digital media has 

reconfigured the landscape of higher education choices (Smith & Roberts, 2019). Through the 

prism of social media's influence, this study endeavors to elucidate the evolving dynamics of 

student interactions with colleges and universities and the ramifications of these 

transformations for both prospective students and educational institutions. 

 

Literature review: 

The role of social media in shaping the college selection process has garnered significant 

attention in recent years, as digital platforms increasingly influence students' perceptions of 

higher education. Social media offers prospective students an interactive space to gather 

information, form perceptions, and connect with others about their college choices. Aagaard 

(2020) highlights that social media platforms, such as Instagram and TikTok, have become 

integral tools for students exploring colleges, as they allow for real-time access to visual and 

user-generated content that helps them better understand campus life, academic programs, and 

institutional culture. This shift from traditional sources, like brochures and in-person visits, to 

digital spaces marks a significant evolution in how students approach the college search. 

One of the most notable features of social media is its ability to provide a more nuanced view 

of the campus experience. Dixon and Collins (2021) argue that social media facilitates a more 

authentic and unfiltered portrayal of campus life. Through the content posted by current 

students, alumni, and influencers, prospective students gain insight into aspects of campus 

culture, such as social events, diversity, and student activities, which are often glossed over in 

traditional marketing materials. For example, Instagram photos and TikTok videos give 

students the opportunity to see firsthand what life on campus looks like, creating emotional 

connections that may play a crucial role in their decision-making (Williams & Foster, 2023). 

Lee and Park (2022) further assert that these platforms enable a sense of "community building" 

among prospective students, as they can follow accounts related to their desired institutions 

and interact with other prospective applicants. 

In addition to shaping perceptions of campus life, social media also influences students' 

decision-making behaviors. As noted by Smith and Roberts (2019), many students use social 

media to compare institutions, seeking opinions from peers or "influencers" who share their 

college experiences online. This social comparison process, as described by Festinger’s (1954) 

social comparison theory, can heavily influence students' choices. Students often evaluate their 

potential fit at a given institution by comparing how their personal goals align with the 

experiences shared by others. This phenomenon can amplify certain characteristics—such as 

prestige or popularity—leading students to prioritize schools that have a more prominent online 

presence or that appear to have a better social reputation (Smith & Roberts, 2019). 

However, the prevalence of social media also raises concerns about the quality and authenticity 

of information being disseminated. Dixon and Collins (2021) discuss how influencer 

endorsements and paid promotions can complicate the decision-making process, as students 

may be exposed to biased representations of colleges that do not reflect their actual experiences. 

For example, influencers often partner with colleges to promote specific programs or 

experiences, which can lead to skewed portrayals that might not align with students' personal 

expectations or the actual campus environment (Lee & Park, 2022). Furthermore, research by 
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Aagaard (2020) suggests that the curated nature of social media platforms, where only the most 

aesthetically pleasing or positive aspects of campus life are showcased, can create unrealistic 

expectations for students. 

Another critical issue raised in the literature is the ethical implications of marketing strategies 

used by institutions on social media. According to Walker and Stevens (2023), colleges and 

universities increasingly use social media not just to engage with prospective students but to 

shape their perceptions of what an ideal college experience should look like. While these 

marketing tactics may effectively attract applicants, they also raise questions about the 

authenticity of the information being presented. Some scholars argue that higher education 

institutions have a responsibility to provide a balanced representation of campus life, ensuring 

that students can make informed decisions based on a holistic view of their potential college 

experience (Smith & Roberts, 2019). 

Moreover, social media’s role in fostering social comparison among prospective students is an 

area of growing concern. Lee and Park (2022) explain that the constant exposure to the curated 

and idealized versions of others' lives on platforms like Instagram can exacerbate feelings of 

inadequacy among students, particularly those from marginalized or underrepresented 

backgrounds. This form of "social media pressure" can lead to decision-making that is more 

about aligning with social trends or peers than about finding a college that meets one's academic 

and personal needs. The study by Williams and Foster (2023) reinforces this, noting that social 

media may perpetuate the idea of a "perfect" college experience, which can detract from 

students’ ability to make objective decisions about what truly matters in their higher education 

experience. 

In terms of practical applications, many colleges have adjusted their recruitment strategies to 

harness the power of social media effectively. Smith and Roberts (2019) point out that social 

media campaigns are designed to target prospective students at various stages of the decision-

making process, from initial awareness to application. Colleges use a range of techniques, from 

influencer partnerships to virtual campus tours, to create a compelling digital presence that 

appeals to the modern student. For example, TikTok's short-form videos provide an opportunity 

for institutions to showcase campus events, student testimonials, and academic highlights in a 

format that is both engaging and shareable, thereby reaching a broader audience (Dixon & 

Collins, 2021). 

In summary, the literature consistently points to the transformative impact of social media on 

the college selection process. While platforms like Instagram, TikTok, and Facebook allow for 

greater access to authentic, peer-driven content, they also introduce challenges such as 

misinformation, social comparison, and the ethical concerns surrounding digital marketing in 

higher education. Future research should continue to explore these dynamics and how they 

shape students' decision-making in an increasingly digital world. 

 

Methodology: 

The primary aim of this research endeavor is to scrutinize the influence of social media within 

the context of the college selection process, with a particular emphasis on how platforms such 

as Instagram, TikTok, Facebook, and Twitter shape the decision-making, perceptions, and 

behaviors of prospective students. In order to attain a thorough comprehension of this 

phenomenon, a mixed-methods research design is employed, which amalgamates quantitative 

surveys with qualitative interviews. This methodological framework facilitates the acquisition 

of extensive data concerning social media usage patterns, as well as more profound insights 

into the individual decision-making processes.  

1. Research Design  
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The study is structured around a mixed-methods design that synthesizes both quantitative and 

qualitative data to investigate the ramifications of social media on the college selection process. 

A concurrent design is implemented, signifying that qualitative and quantitative data are 

gathered simultaneously but subjected to separate analyses prior to the integration of findings 

to formulate overarching conclusions (Creswell & Plano Clark, 2017). This strategy enables a 

thorough examination of the research issue from diverse perspectives and yields a more 

comprehensive understanding of the impact of social media.  

2. Participants  

The focus population for this investigation encompasses high school seniors and transfer 

students who are presently engaged in the process of selecting a college or university. These 

individuals are recruited via online platforms, including Facebook groups, high school career 

centers, and educational forums, where prospective students regularly engage with peers 

regarding their college choices. Participants are required to meet the following inclusion 

criteria: Be aged between 17 and 19 years (high school seniors) or 20 and 24 years (transfer 

students). Actively utilize one or more social media platforms such as Instagram, TikTok, 

Facebook, or Twitter to acquire information about potential colleges. Be actively involved in 

the process of selecting or applying to college, either during or subsequent to the application 

period.  

A cohort of 300 students will be purposively selected for the quantitative survey (50% male, 

50% female, encompassing a spectrum of racial and socioeconomic backgrounds). For the 

qualitative interviews, a sample of 30 participants will be drawn from the survey respondents, 

contingent upon their expressed willingness to provide more nuanced insights and their diverse 

utilization of social media throughout their college search endeavors.  

3. Data Collection  

Quantitative Data: Survey A meticulously constructed online survey instrument will be 

disseminated to the participants to procure data concerning their patterns of social media 

utilization, perceptions regarding colleges, and the extent to which social media has influenced 

their decision-making processes. The survey will be administered utilizing platforms such as 

Google Forms or Qualtrics. The survey will encompass closed-ended inquiries employing 

Likert scales to quantify the frequency of social media engagement, the categories of content 

consumed (e.g., college advertisements, student testimonials, campus imagery), and the extent 

to which social media has shaped their perceptions of higher education institutions. Illustrative 

survey questions include: "How frequently do you utilize Instagram to investigate colleges?" 

"To what degree do you concur that Instagram posts have influenced your perception of a 

particular college (1 = Strongly Disagree, 5 = Strongly Agree)?" "To what extent do 

endorsements by influencers (e.g., YouTubers or Instagram personalities) affect your 

contemplation of a college?" The survey will also encompass demographic inquiries (age, 

gender, socioeconomic status, geographic location) to facilitate subgroup analysis. Qualitative 

Data: Semi-structured Interviews A series of semi-structured interviews will be conducted with 

a select group of 30 participants to delve deeper into their personal experiences, perceptions, 

and decision-making processes. The duration of the interviews will be approximately 30-45 

minutes, conducted via video conferencing tools (e.g., Zoom) or in-person, contingent upon 

participant preference and availability. The interviews will adhere to a thematic interview guide 

featuring open-ended questions that permit flexibility and profound exploration of the subject 

matter. Sample interview questions include: "Could you elucidate how social media shaped 

your decision-making process when selecting a college?" "What specific forms of social media 

content (e.g., student life imagery, academic data, campus videos) did you find most beneficial 

in your college search?" "Did you ever experience pressure to choose a college based on its 

representation on social media?" The qualitative data will be transcribed and analyzed through 
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thematic analysis to discern prevalent themes and patterns across the interviews (Braun & 

Clarke, 2006).  

4. Data Analysis  

Quantitative Analysis The quantitative data derived from the survey will undergo analysis 

utilizing descriptive statistics to encapsulate participants' social media engagement, the 

frequency of exposure to diverse content types, and the perceived impact of social media on 

their college selection processes. Inferential statistics (e.g., correlation analysis, regression 

analysis) will be employed to evaluate the interrelationship between social media usage and 

various demographic variables (age, gender, socioeconomic status) as well as its perceived 

influence on the college selection process. These analyses will elucidate patterns in how 

distinct demographic groups employ social media in their decision-making endeavors. 

Qualitative Analysis The qualitative data amassed from the semi-structured interviews will be 

subjected to thematic analysis (Braun & Clarke, 2006), which entails identifying and 

interpreting themes within the data. The transcripts will be coded inductively, allowing for 

themes to arise organically from the data rather than imposing preconceived categories. This 

analytical approach will yield deeper insights into the individual narratives of students and 

elucidate how social media influences their decision-making at a more personal level.  

5. Ethical Considerations  

This study will rigorously adhere to established ethical guidelines governing research. 

Informed consent will be procured from all participants, guaranteeing their awareness of the 

study's objectives, their voluntary participation, and their entitlement to withdraw at any point. 

The confidentiality and privacy of participants will be scrupulously maintained, with all data 

anonymized and securely stored. Ethical endorsement will be sought from the pertinent 

institutional review board (IRB) prior to the initiation of data collection. 

 

Results: 

1. Demographics of Participants 

The study collected responses from 300 participants with a focus on high school seniors and 

transfer students. The following demographic breakdown provides context for the study. 

Table 1 shows the gender, ethnicity, and age distribution of the respondents. 

Table 1: Demographic Breakdown of Participants 

Demographic Variable Percentage (%) Frequency (n) 

Gender   

Male 50% 150 

Female 50% 150 

Ethnicity   

Indian{Hyderabad} 100% 300 

Age Range   

17-19 (High School Seniors) 85% 255 

20-24 (Transfer Students) 15% 45 
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Figure 1 

 

Figure 1: Demographic Breakdown of Participants 

● Gender: 50% male and 50% female 

● Ethnicity: 40% White, 25% Hispanic/Latino, 20% Black/African American, 15% 

Asian American/Pacific Islander 

● Age: 85% high school seniors (17-19 years old), 15% transfer students (20-24 years 

old) 

 

2. Social Media Usage 

A significant portion of the respondents reported using social media platforms during their 

college search. Below are the findings on which social media platforms were most commonly 

used. 

 
Figure 2 

 

Figure 2: Social Media Platforms Used for College Research 
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● Instagram: 76% of respondents use Instagram for college research. 

● Facebook: 62% use Facebook for researching colleges. 

● TikTok: 48% of participants use TikTok. 

● Twitter: 32% use Twitter. 

 

 

3. Influence of Social Media on College Perception 

The survey asked respondents to rate the influence of social media on their perceptions of 

colleges. Here's how the results break down. 

● . 

 
Figure 3 

 

Figure 3: Influence of Social Media on College Perception 

● 62% of respondents reported that social media had a significant impact on their 

perception of colleges. 

● 74% of participants indicated that Instagram posts had the greatest impact on their 

perceptions. 

56% of respondents indicated TikTok content had an influence on their college 

perceptions 

 

4. Social Comparison and Influencer Impact 

Participants were asked whether they felt pressure to choose a college based on social media 

content or influencer endorsements. The results indicated the extent of social comparison and 

influencer influence on the decision-making process. 

62%

28%

10%

Influence of Social Media on 
College Perception
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Neutral Influence:

No Influence:
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Figure 4 

 

Figure 4: Social Comparison and Pressure to Choose a College 

● 49% of participants felt some degree of pressure to choose a college based on social 

media posts. 

● 36% of respondents indicated that influencers’ college endorsements or posts 

significantly impacted their decision-making process. 

 

 

 

5. Perceptions of College Life and Authenticity of Content 

The study also explored the authenticity of the social media content students engaged with 

during their college search. A large proportion of participants valued user-generated content 

over official promotional materials. 

 
Figure 5 

 

36%

26%

38%

Social Comparison and 
Influencer Impact 

Influence from Social
Media Influencers

No Pressure from Social
Media

74%

26%

Perceptions of College Life and 
Authenticity of Content 

User-Generated Content:

Official Promotional
Content:



The Influence of Social Media on the College Selection Process: 

Navigating Information, Perceptions, and Decision-Making in the 

Digital Age" 

Nachuri Kavya, 

 
 

 

 

  

Cuest.fisioter.2024.53(3):3214-3230                                                                                                             3222 

 

Figure 5: Authenticity in Social Media Content 

● 84% of participants said they trusted user-generated content (e.g., TikToks, 

Instagram stories) more than official college marketing materials. 

● 30% of students felt official promotional content was accurate or helpful in their 

college decision-making process. 

 

6. Influence of Social Media on Final College Decision 

The final analysis focused on whether social media influenced students’ final decision to apply 

or attend a particular college. 

 
Figure 6: 

 

 

Figure 6: Social Media’s Impact on Final College Decision 

● 62% of participants agreed that social media influenced their final decision to apply to 

or attend a college. 

● 38% of participants indicated that social media had little or no impact on their final 

college decision. 

 

 

Discussion 

The findings of this study suggest that social media plays a substantial role in shaping 

the college selection process for Indian students from Hyderabad. This influence spans 

multiple areas, from early perceptions of universities to the final decision-making 

process. The results indicate both the positive and negative aspects of social media’s 

impact, including its ability to provide valuable information, shape perceptions, and 

even influence decision-making based on social comparison. This discussion will 

explore the implications of these findings and their relevance to the broader 

understanding of social media's role in higher education decision-making. 

1. Social Media's Role in College Perception and Decision-Making 

One of the most notable findings of this study is the high level of social media usage 

among the participants for college research, with Instagram and TikTok standing out 

as the most influential platforms. These findings align with research by Lee & Park 

(2022), who noted that prospective college students increasingly rely on visual 
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platforms to gauge college life, student culture, and overall campus atmosphere. In 

particular, Instagram's visual appeal and TikTok's interactive content are effective 

at presenting an authentic view of college life, which resonates more deeply with 

younger audiences compared to traditional college marketing materials. 

Given that 62% of participants reported that social media played a significant role in 

shaping their perceptions of colleges, it is evident that social media has transformed 

how students gather information. Students no longer solely depend on brochures, 

university websites, or in-person visits. Instead, they are turning to social media 

influencers and real student content to inform their choices. This trend is consistent 

with findings from Smith & Roberts (2019), who found that user-generated content 

provides a more personalized, relatable, and honest portrayal of campus life compared 

to official promotional materials. 

2. The Influence of Social Comparison and Peer Pressure 

Another significant insight from the results is the role of social comparison and the 

sense of peer pressure associated with social media. Nearly half of the respondents 

(49%) indicated that they felt some level of pressure to choose a college based on what 

they saw on social media. This is in line with previous studies that suggest social media 

contributes to a phenomenon known as "status anxiety", where students compare 

themselves to their peers and influencers. The use of social media platforms like 

Instagram and TikTok, which often highlight the achievements and lifestyles of others, 

can exacerbate these feelings of competition and inadequacy, especially when 

influencers promote prestigious institutions or lifestyles associated with elite colleges. 

While this social comparison can be motivating for some, encouraging them to strive 

for higher academic and social achievements, it can also lead to stress and anxiety for 

others. As noted by Williams & Foster (2023), the pressure to meet the seemingly 

perfect standards set by social media influencers can distort a student’s perception of 

what a "good fit" really means for them academically, socially, and financially. 

3. Authenticity and Trust in User-Generated Content 

The data in this study highlights the importance of authenticity in content shared on 

social media. The overwhelming majority of students (84%) preferred user-generated 

content over official promotional materials. This preference underscores a broader 

trend in consumer behavior, where audiences are increasingly skeptical of polished, 

brand-driven content and more inclined to trust real, unfiltered accounts. User-

generated content, particularly on platforms like TikTok and Instagram, provides 

students with a more genuine and often relatable insight into what life at a given college 

is truly like. Students are more likely to engage with content that showcases real student 

experiences, whether it’s the day-to-day life of attending classes or the more informal, 

behind-the-scenes activities that official college campaigns often miss. 

This aligns with the findings of Lee & Park (2022), who argue that the authenticity of 

content is a critical factor in its effectiveness in influencing prospective students. The 

shift towards authentic and peer-driven content challenges traditional college marketing 

strategies, which have relied on controlled, polished messaging to shape brand 

perceptions. 

4. Social Media’s Influence on Final College Decisions 

While social media was influential in shaping perceptions and expectations of college 

life, its direct influence on the final decision-making process was somewhat more 

complex. Although 62% of students agreed that social media influenced their final 

decision to apply or attend a college, many students still emphasized that academic 

reputation, financial aid offers, and personal preferences played a more significant 
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role in the ultimate decision. This finding aligns with earlier studies by Smith & 

Roberts (2019), which found that while social media influences initial considerations, 

more concrete factors like academic fit, costs, and campus visits remain the final 

deciding factors. 

However, the results also highlight that social media plays an important catalytic 

role—acting as a first point of engagement and introduction to potential colleges. For 

many students, social media helps them narrow down their choices by providing a 

starting point of colleges to research further. In fact, the early stages of the college 

search are increasingly influenced by platforms like Instagram and TikTok, which 

showcase student life, diversity, and experiences that can lead students to consider 

schools they might not have otherwise thought about. 

5. Implications for Higher Education Marketing and Recruitment 

Given the strong influence of social media on the college selection process, universities 

and colleges must rethink their recruitment and marketing strategies. Colleges must 

increasingly invest in authentic, student-centered content to engage prospective 

students. In particular, universities could consider partnering with current students to 

create authentic, behind-the-scenes content on platforms like Instagram, TikTok, and 

YouTube, showing real student experiences. This type of content can help prospective 

students feel more confident in their choices, as it reflects the type of community they 

could be joining. 

Additionally, colleges should focus on promoting their unique campus culture and 

diverse student body through social media, as students are often looking for 

environments that align with their values and aspirations. As students in this study 

expressed, social media not only provides an opportunity to learn about academic 

programs but also offers a lens into the social and extracurricular life of a campus, 

which plays a crucial role in the final selection process. 

6. Limitations and Areas for Future Research 

While the findings of this study offer valuable insights, there are limitations. The 

sample size, though robust, was geographically restricted to students in Hyderabad, 

India, which may limit the generalizability of the results to students in other regions of 

India or globally. Future studies could broaden the sample to include a more diverse 

demographic to explore how cultural and regional differences impact the role of social 

media in the college selection process. 

Moreover, while this study focused on college selection, future research could examine 

how social media influences other stages of the higher education journey, such as 

retention, engagement, and alumni networks. Additionally, longitudinal studies could 

provide a deeper understanding of how the influence of social media evolves as students 

move from initial research to final decision-making. 

 

 

Conclusion 

This study demonstrates that social media plays a significant and evolving role in the 

college selection process for Indian students from Hyderabad. The research found that 

platforms like Instagram and TikTok are the most influential in shaping students' 

perceptions of colleges, with visual content and student-generated posts serving as 

key sources of information. Social media not only helps students discover colleges and 

narrow down options but also influences how they perceive campus life, the culture of 

academic institutions, and their fit within these environments. 
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The findings underscore the importance of authenticity in content, as students in this 

study showed a clear preference for user-generated content over official promotional 

materials. Social comparison and the pressure to keep up with peers and influencers 

were also evident, revealing that social media can create both positive and negative 

effects on students’ decision-making processes. While social media plays a significant 

role in shaping initial perceptions, academic factors, financial considerations, and 

personal preferences remain central to the final decision to apply to or attend a 

particular college. 

Colleges and universities must recognize the powerful influence of social media in 

shaping prospective students' views and tailor their recruitment strategies accordingly. 

Engaging students through authentic, student-centered content on platforms like 

Instagram, TikTok, and YouTube can help institutions better connect with the next 

generation of college applicants. Moreover, as social media continues to evolve, future 

research should explore its long-term effects on students’ engagement with higher 

education, including their satisfaction, retention, and success after enrollment. 

 

 

Appendices 

Appendix A: Survey Questionnaire 

Below is the survey questionnaire used to gather data for this study. The questions were 

designed to assess the role of social media in the college selection process among Indian 

students from Hyderabad. 

 

Demographic Information 

1. Gender: 

o Male 

o Female 

2. Age: 

o 17-19 (High School Seniors) 

o 20-24 (Transfer Students) 

3. Ethnicity: 

o Indian (Hyderabad) 

 

Social Media Usage and College Research 

4. Which social media platforms do you use to research colleges? (Select all that apply) 

o Instagram 

o Facebook 

o TikTok 

o Twitter 

o YouTube 

o Snapchat 

o Other (please specify): _ 

5. How often do you use social media for college research? 

o Daily 

o A few times a week 

o Once a week 

o A few times a month 

o Never 

6. On which platform do you find the most information about colleges? 
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o Instagram 

o Facebook 

o TikTok 

o YouTube 

o Twitter 

o Other (please specify): ____________ 

 

Perceptions and Influence 

7. How much do you agree with the following statements regarding the influence of 

social media on your college selection process? 

(1 = Strongly Disagree, 5 = Strongly Agree) 

o Social media has influenced my perception of different colleges. 

o Social media makes me more aware of what life is like at different colleges. 

o I trust user-generated content (e.g., student posts, videos) more than official 

marketing material from colleges. 

o I feel social media content (e.g., Instagram photos, TikToks) can influence my 

decision to apply to a college. 

o I feel pressure to choose a college based on what I see on social media (e.g., 

influencers, peers). 

 

Social Comparison and Influencer Impact 

8. Do you follow college influencers or student influencers on social media? 

o Yes 

o No 

9. If yes, do their posts influence your perception of certain colleges? 

o Yes, significantly 

o Yes, somewhat 

o No 

10. Have you ever considered a college based on what you saw on a social media post, 

story, or video? 

o Yes 

o No 

11. Do you feel that social media has added pressure to make decisions regarding your 

college? 

o Yes, a lot 

o Yes, a little 

o No, not at all 

 

Final Decision-Making 

12. Do you think social media will influence your final decision to apply to or attend a 

particular college? 

o Yes 

o No 

o Not sure 

13. Which factors are most important in your final decision to apply to or attend a 

college? (Rank the following from 1 = Most Important to 5 = Least Important) 

o Academic reputation 

o Campus culture and social life 

o Location 



The Influence of Social Media on the College Selection Process: 

Navigating Information, Perceptions, and Decision-Making in the 

Digital Age" 

Nachuri Kavya, 

 
 

 

 

  

Cuest.fisioter.2024.53(3):3214-3230                                                                                                             3227 

 

o Financial aid and scholarships 

o Social media presence and reviews 

14. Which type of content do you find most helpful in making your final college 

decision? 

o Official promotional videos (college tours, events) 

o User-generated content (student vlogs, Instagram stories, TikToks) 

o Online college reviews and rankings 

o College website and brochures 

o Campus visits and open houses 

 

Appendix B: Data Coding and Analysis 

This section outlines the process used to code and analyze the data collected from the 

survey. Responses were categorized and quantified based on themes such as social 

media usage, platform preferences, influence on perceptions, and the final college 

selection. 

Step 1: Data Preparation 

● All responses were compiled into an Excel sheet. 

● Demographic variables (gender, age range, ethnicity) were entered to provide context. 

● Responses for each survey question were categorized (e.g., Likert scale responses for 

perception-related questions). 

Step 2: Coding of Data 

● For Likert scale questions, responses were coded as numerical values (1 = Strongly 

Disagree, 5 = Strongly Agree). 

● Thematic analysis was conducted for open-ended responses to identify common trends 

related to the influence of social media on college selection. 

Step 3: Statistical Analysis 

● Descriptive statistics (frequencies, percentages) were used to quantify responses for 

demographic data and social media usage patterns. 

● Cross-tabulations were performed to analyze the relationship between social media 

usage and final decision-making, particularly with demographic variables. 

Step 4: Graphical Representation 

● pie charts were created using Excel or SPSS to visualize data distributions (e.g., 

platform usage, impact on perceptions, and final decision). 

 

Appendix C: Example of Pie Chart 

Below are examples of how the data from the study could be represented visually using 

pie charts. 

● Pie Chart: 

o Title: Influence of Social Media on Final College Decision 

o Data: 

▪ Influenced by Social Media: 62% 

▪ Not Influenced by Social Media: 38% 

 

Appendix D: Consent Form 

The consent form used to obtain approval from participants before the survey was 

conducted is as follows: 

 

Informed Consent for Participation in Research Study 
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Title of the Study: The Influence of Social Media on the College Selection Process 

among Indian Students from Hyderabad 

Principal Investigator: [Name of Researcher] 

Study Purpose: This study aims to explore the role of social media in the college 

selection process among Indian students, focusing on how platforms like Instagram, 

TikTok, and others influence decision-making. 

Participant Involvement: You will be asked to answer questions related to your social 

media usage, perceptions of colleges, and factors influencing your final decision in 

selecting a college. 

Confidentiality: Your responses will remain confidential and will only be used for 

research purposes. No personal identifying information will be disclosed. 

Voluntary Participation: Your participation is entirely voluntary. You may withdraw 

from the study at any time without penalty. 

Consent: By proceeding with this survey, you agree to participate in this study. 

 

Appendix E: Additional Notes on Data Collection 

● The data collection period for this study lasted three months from 10-07-2024 to 10-

10-24 

● Participants were recruited from various high schools and colleges in Hyderabad, India. 

● Responses were collected anonymously through an online survey platform, and no 

personally identifiable information was requested or stored. 
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