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Abstract

This research paper is titled “Integrated Marketing Communications Influencing the Decision to
Study in Private Higher Education Institutions in the New Normal.” It is mixed methods research combining
quantitative research to study receivers. The research objectives were: 1. to study the relationship between
the perception of integrated marketing communication and the decision to study at private higher education
institutions in the “New Normal.” 2. to study the relationship between the perception of brand equity and
the decision to study at private higher education institutions in the “New Normal.” The qualitative research
data consisted of in-depth interview 5 individuals from corporate communications personnel or departments
involved in policies for the dissemination of promotional marketing information for top 5 private universities
with the greatest number of new students (Office of the Hight Education Commission, 2020). The quantita-
tive research data consisted of 400 sets of questionnaires completed by first year student. The number of
questionnaires completed by students from each school was proportional to the number of students at each
private university. The results of the research were as follows: In the COVID-19 situation in the New Normal
era of private higher education institutions. Integrated Marketing Communication (IMC) provides business
continuity. During the new digital age (Business Continuity in a New Digital Era). integrated marketing commu-
nication (including the presentation of news. activities. advertising, public relations, promotions, and event
marketing) affects the audience’s decision regarding where to study at for a bachelor’s degree at a private
higher education institution. Which, in turn, comes from the recognition of Brand Equity. In terms of Brand
Awareness, Perceived Quality and Brand Associations. communication between the Sender and Receiver with
digital lookup and Q&A, while social distancing is “New Normal.” This sparked a paradigm shift that completely
transformed business communication, especially with in the education industry. It has been rebalanced into
a digitally integrated marketing strategy with technology and platforms, as well as remote operations and
virtualization tools. resulting in a “ Virtual Digital Face-to-Face Marketing” that produces Brand Equity in the

“New Normal”.
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