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Abstract 

Branding in higher education has rapidly shifted from physical, event-based promotion to digital-first 

engagement, especially after the COVID-19 pandemic. In this evolving environment, management 

institutions must leverage Artificial Intelligence (AI) to enhance visibility, credibility, and brand equity. This 

study examines the impact of AI-driven branding strategies on institutional growth, stakeholder trust, and 

competitive positioning, with a specific focus on management institutions in Karnataka. A mixed-methods 

research design was adopted, combining descriptive and exploratory approaches. Primary data were 

collected from 200 MBA faculty members across six regions of Karnataka using structured questionnaires 

and interviews. Quantitative analysis employed mean, standard deviation, chi-square, and regression 

techniques, while qualitative insights supported interpretation. Reliability was ensured through pilot 

testing and Cronbach’s Alpha. The findings reveal that branding is strongly associated with enrolment 

growth, reputation, and long-term sustainability. AI is widely perceived as a strategic enabler of brand 

consistency, institutional identity, and competitive advantage, though its potential in personalization and 

trust-building remains underutilized. Key challenges include high implementation costs, limited technical 

skills, inadequate training, and data privacy concerns. The study also highlights a clear shift from 

traditional branding to AI-enabled personalization and virtual engagement in the post-COVID era.  
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1. INTRODUCTION 

Branding in higher education has traditionally relied on physical visibility through brochures, fairs, and 

campus events. However, the COVID-19 pandemic accelerated a paradigm shift, pushing institutions to 

embrace digital platforms and reimagine their brand narratives. This transformation has been further 

advanced by AI, which enables personalized communication, real-time engagement, and data-driven 

insights. In this context, branding has evolved into a multidimensional construct that integrates 

institutional identity, emotional resonance, technological adoption, and long-term strategic growth 

(Sabbar & Nygren Gustafsson, 2021). The objectives of this study are threefold: (i) to analyze the evolution 

of branding strategies pre- and post-COVID; (ii) to evaluate the influence of AI-centric branding on brand 

equity; and (iii) to examine levels of awareness, readiness, and challenges in adopting AI-based branding 
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frameworks. By combining quantitative and qualitative data, this study addresses a critical gap in 

understanding how management institutions can future-proof their branding strategies in an increasingly 

competitive and digitally driven environment (Viswanath Reddy, Sreenivas & Lavanya, 2023). 

1.1 AI in Branding Strategies  

Studies indicate that AI-driven branding techniques enhance marketing effectiveness by utilizing 
predictive analytics, automated content generation, and consumer behaviour analysis (Kaplan & Haenlein, 
2020). AI enables institutions to personalize student interactions and improve digital engagement through 
automated systems (Dwivedi et al., 2021). 

Table No-1 Various AI Branding Themes and descriptions   

Theme Short Description References 

Changing Audience 
Dynamics 

Gen Z and Gen Alpha expect digital, personalized, and 
interactive brand experiences, which AI enables. 

Eromosele, R. C. 
(2024) 

Enhanced Engagement 
& Visibility 

AI helps create targeted content that improves 
visibility and emotional connection. 

Singh, B., & 
Pathania, A. K. 
(2024) 

Data-Driven Decision 
Making 

AI provides real-time insights to improve branding 
strategies. 

Makosa, S. (2024) 

Differentiation in a 
Crowded Market 

AI helps institutions highlight unique strengths and 
brand identity. 

Zhuplev et al. (2025) 

Boosting Trust & Loyalty AI ensures consistent communication that builds 
stakeholder trust. 

Grunwald et al. 
(2024) 

1.2 Role of AI in Management Institutions 

AI is revolutionizing management institutions by enhancing efficiency, personalization, and decision-
making. AI-driven solutions improve student recruitment, personalized learning, institutional branding, 
research analytics, career guidance, and financial management (Kottara, C., & Zaridis, A., 2024). AI-
powered chatbots and predictive analytics streamline the admissions process, while adaptive learning 
platforms and virtual tutors offer customized educational experiences. AI also plays a crucial role in 
branding and marketing by optimizing SEO, automating social media, and enhancing reputation 
management ( Kuleto, V., Ilić, M., Dumangiu, M., Ranković, M., Martins, O. M., Păun, D., & Mihoreanu, L. 
(2021) express that the additionally, AI-driven career guidance tools help students secure better job 
placements through job matching and resume screening. Administrative tasks like attendance tracking, 
scheduling, and financial management are now automated, reducing faculty workload and increasing 
efficiency. Kumar, S. (2019) emphasis that Virtual Reality (VR) and Augmented Reality (AR), powered by 
AI, create an immersive experience that can be leveraged for campus tours and interactive learning 
experiences. By integrating AI, management institutions can offer smarter, more efficient, and student-
centric education, preparing learners for a technology-driven future. 

 

Table No. 2: A Few Notable AI Applications in Management Institutions 



Area AI Use Reference 

Student Recruitment & 
Admissions 

Chatbots, applicant screening Swetha et al. (2025) 

Personalized Learning & 
Academics 

Adaptive learning, AI tutors Emma (2022) 

Research & Data Analytics Analytics, sentiment tools Pillai (2023) 

Institutional Branding & 
Marketing 

SEO, content, reputation Knuuttila (2024) 

Administration & Operations Attendance, scheduling Makinde et al. (2024) 

Career Guidance & Placements Job matching, CV screening Rahhal et al. (2024) 

Alumni & Industry Engagement Networking, donor analytics Chakravarty (2022) 

Financial Management & 
Budgeting 

Budgeting, fraud detection Han et al. (2024) 

Virtual & Augmented Reality in 
Education 

Virtual tours, gamification Walia & Walia 

AI Ethics & Compliance in 
Education 

Bias & privacy control Ashraf & Haile (2023) 

1.3 Role of AI in Branding for Management Institutions  

AI-driven branding enhances visibility, personalization, and engagement, helping management 

institutions strengthen brand equity and competitive advantage (Bhuvaneswari et al., 2024; Musaiqer & 

Hamdan, 2023). Tools such as chatbots, analytics, and automation support recruitment, efficiency, and 

brand loyalty. However, issues like data privacy, algorithmic bias, and ethical use must be carefully 

managed to sustain trust (Aydın & Nalbant, 2023). Ongoing evaluation of AI’s impact on reputation, 

enrolment, and retention is essential for building a future-ready and ethically sound education ecosystem 

(Makosa, 2024; Hashem et al., 2025). 

Table No.3 Compares this work with the related work or previous research by other researchers on 

the role of AI in branding 

Author(s) Year Focus 

Varsha, M., & Singh, B. P. 2024 Marketing Applications 

Indrasari, M., Syamsudin, N., & 
Tampubolon, L. R. R. U. 

2022 Brand Management 

Wilson, G., Johnson, O., & Brown, W. 2024 Consumer Behavior 

Bansal, E., Srivastava, V. K., & Kumar, A. 
(2001).  

2001 Branding Strategies 

Varsha, P. S., Akter, S., Kumar, A., 
Gochhait, S., & Patagundi, B. 

2021 AI on Branding 

Kumar, D., & Suthar, N.  2024 Ethics in Product Branding 

Hoyer, W. D., Kroschke, M., Schmitt, B., 
Kraume, K., & Shankar, V. 

2020 Customer Experience Management 

Vidrih, M., & Mayahi, S. 2023 Generative AI and Brand Storytelling 

Nabb, E., & Pettersson, L 2024 Data Privacy in AI-Driven Branding 

Guerra-Tamez, C. R. et al. 2023 AI's Role in Engaging Gen Z Consumers 



Ajiga, D. I. et al. 2024 AI-Powered Predictive Analytics for Branding 

Kastania, N. P. P. 2024 Building Trust through AI Transparency 

Tzirides, A. O et al 2024 AI-Enhanced Marketing Automation 

Mallik, A., Bhaumik, A., & Somani, P 2025 Future Trends in AI-Driven Branding 

Rajendran, V., Tiwari, A., & Tripathi, V.  2024 Challenges in Implementing AI for Brand Equity 

1.4 Key Elements of AI-Centric Branding in Management Institutions 

AI-centric branding enables management institutions to move beyond traditional reputation-based 
models toward data-driven, personalized, and adaptive brand engagement, which is essential for 
attracting digitally native learners such as Gen Z and Gen Alpha (Jelonek, Kumar, & Pawełoszek, 2024). By 
using AI tools such as analytics, machine learning, automation, and personalization, institutions can 
improve visibility, consistency, stakeholder engagement, and long-term brand credibility in a highly 
competitive education market (Sajan & Giri, 2025; Graça & Camarinha-Matos, 2024). At the same time, 
ethical AI use, transparency, and data privacy are critical to sustaining trust and legitimacy in AI-enabled 
branding systems (George & Wooden, 2023). When aligned with strategic goals and governance, AI-
centric branding strengthens institutional reputation, supports enrollment growth, and ensures 
sustainable competitive advantage in the digital era (Vishnoi et al., 2018). AI-powered branding helps 
management institutions build a future-ready, ethical, and competitive brand by using data-driven 
insights and personalization (Graça & Camarinha-Matos, 2024). AI-centric branding enhances 
engagement, visibility, and credibility, with its core components summarized in Table No. 4. 

Table No. 4 Key Branding AI Centric branding for management institutions  

AI Branding 
Elements 

Short Description Key Benefit Reference 

Personalization AI tailors’ content to 
users 

Higher 
engagement 

Gün (2025) 

Chatbots 24/7 virtual support Faster response Selvi et al. (2024) 

AI Content Auto digital content Brand visibility Suchanová (2024) 

SEO & Analytics Optimizes online reach More traffic Suchanová (2024) 

Sentiment Analysis Tracks public opinion Reputation control Samal et al. (2025) 

Data Analytics Uses big data Better decisions Raza (2024) 

Predictive Analytics Forecasts enrolment Better planning Singer (2023) 

VR / AR Virtual campus tours Higher interest Mallik & Aithal (2024) 

Gamification Interactive engagement Higher retention Adeoye & Otemuyiwa 
(2024) 

Ethics & Trust Transparent AI use User confidence Prosper (2023) 

Human Oversight Human control over AI Reduced bias Mensah (2023) 

Automation Automates marketing Cost saving Samal et al. (2025) 

Budget Optimization AI budget planning Better ROI Tarumingkeng (2024) 

Reputation Mgmt Monitors online image Brand safety Lo Conte (2025) 

Alumni & Industry Relationship building Loyalty Sarder & Mustaqeem 
(2024) 

Innovation Uses new AI tools Competitiveness Sajan & Giri (2025) 

Adaptive Branding Flexible AI strategy Long-term growth Desheng (2024) 



AI-centric branding in management institutions offers a powerful framework for enhancing brand equity 
by leveraging data-driven insights, personalization, efficiency, ethical considerations, and human-
centricity. By integrating these elements effectively, institutions can build strong, adaptable brand 
identities that resonate with stakeholders and foster long-term sustainability in a rapidly evolving 
educational landscape( Gabrah, A. Y. B., Boateng, H., Twum, K. K., & Antwi, E. O. (2025).  

2. LITERATURE REVIEW & CONCEPTUAL FRAMEWORK 

2.1 Evolution of Branding in Higher Education 

Branding in higher education has traditionally emphasized academic achievements, faculty 

qualifications, campus infrastructure, and alumni accomplishments (Koiri, Mukherjee & Das, 2022). 

However, with the rise of the digital era, students increasingly evaluate institutions based on emotional 

connections, storytelling, and digital experiences. The COVID-19 pandemic further accelerated this 

transition, shifting branding from campus-centric events to digital-first strategies that prioritize 

flexibility, personalization, and global reach (Amzat, 2016). 

2.2 Emergence of AI in Marketing and Education 

Artificial Intelligence (AI) has transformed multiple sectors by offering data-driven insights, process 

automation, and personalized experiences. Within education, AI applications extend beyond teaching into 

marketing and administration, using tools such as chatbots, predictive analytics, sentiment analysis, and 

automated content generation. These tools enhance engagement, streamline operations, and align 

branding with stakeholder needs (Grewal, Guha, Beccacece Satornino & Becker, 2025). AI-driven 

platforms also help institutions respond more effectively to changing market dynamics, reflecting broader 

global trends in AI-powered marketing 

2.3 Brand Equity in a Digital-First Era 

Brand equity—comprising awareness, perceived quality, loyalty, and brand associations—remains 

essential for differentiation in competitive education markets. Post-pandemic, AI-driven tactics such as 

predictive outreach, personalized communication, and digital engagement are replacing traditional 

physical branding methods, improving visibility and trust (Leslie, 2019). However, the challenge lies in 

measuring AI’s direct contribution to brand equity due to varying adoption levels, ethical concerns, and 

institutional readiness. 

2.4 Rationale for AI-Centric Branding 

Modern branding goes beyond conventional visibility to embrace AI-enabled strategies that provide highly 

personalized, data-informed experiences (Deryl, Verma & Srivastava, 2025). AI allows institutions to 

optimize budgets, improve student engagement, and enhance institutional reputation. Yet, challenges 

such as high implementation costs, the need for technical expertise, and ethical considerations—

particularly around transparency and algorithmic bias—pose barriers (Tanomvorsin & San-Um, 2018). By 

examining AI’s transformative role, this study seeks to propose a framework for sustainable, inclusive, and 

innovation-driven branding within management institutions. 



2.5 Research Gap 

Existing literature emphasizes AI’s potential in marketing automation and customer engagement but 
rarely examines its deeper influence on brand equity in higher education. Specifically, there is limited 
research on how AI impacts brand identity, emotional appeal, and real-time stakeholder interactions in 
management institutions. Furthermore, issues such as cultural relevance, creativity, and ethical adoption 
remain underexplored. This study addresses these gaps by integrating AI-driven branding strategies into 
a holistic model of brand equity for management institutions. 

2.6 Conceptual Framework for the Study 

This study proposes a conceptual framework that highlights how AI-centric branding influences both 
academic and non-academic functions of management institutions. While Virtual Reality (VR) and other 
immersive technologies play a supporting role, AI stands out as the core enabler of innovation, data-driven 
decision-making, and stakeholder engagement. 

 

 

 

 

 

 

 

 

Fig. No. 1 Researchers conceptual framework on variables influencing AI-centric branding for new age 

management Institutions  

Table No-5 Explanation for Conceptual Framework  

Segment 
(Independent variables) 

Areas Statement Summary 

Academic 
Areas 

(AI strengthens curriculum 
design, enhances teaching 

methods, supports 
advanced research, and 

Curriculum Design AI-enhanced curricula signal innovation and 
relevance 

Teaching Methods AI-driven teaching tools demonstrate modern 
pedagogy 

Research & 
Publications 

AI-related research positions institution as 
thought leader 

Academic 

Areas 

Non-

Academic 

Areas 

AI Centric 

Branding 



improves assessment 
systems, thereby 

projecting the institution as 
innovative and credible. 
Faculty expertise in AI 

further reinforces 
institutional reputation and 

trust.)  

Faculty Expertise Faculty with AI credentials strengthen 
academic brand and trust 

Assessment Systems AI-driven evaluations improve credibility and 
satisfaction  

Non-Academic 
Areas 

(AI-driven tools transform 
admissions, student 

recruitment, and alumni 
engagement, while also 

enhancing industry 
partnerships, global 

collaborations, and digital 
presence. In 

administration, AI 
improves efficiency 
through predictive 

analytics, smart 
infrastructure, and 

resource optimization.) 

Admissions & 
Marketing 

AI branding attracts digitally savvy students 

Placements & Industry 
Relations 

AI-branded institutions are better aligned with 
industry needs 

Alumni Engagement Alumni associate with a forward-thinking 
brand 

Admissions & 
Marketing 

AI branding attracts digitally savvy students 

Placements & Industry 
Relations 

AI-branded institutions are better aligned with 
industry needs 

Alumni Engagement Alumni associate with forward-thinking brand 

Social media & Digital 
Presence 

AI-driven success stories enhance visibility and 
engagement 

Global Collaborations AI focus attracts global partners and improves 
brand equity 

Infrastructure & 
Campus Experience 

Smart infrastructure improves satisfaction and 
reputation 

Administrative 
Efficiency 

AI streamlines processes, portraying efficiency 

Data-Driven Decision 
Making 

AI analytics enhance trust and leadership 
perception 

By addressing both academic and non-academic areas, the framework positions AI as a strategic driver of 
brand equity. It integrates personalization, data-driven insights, ethical governance, and stakeholder trust 
to build sustainable branding strategies for new-age management institutions. 

3. RESEARCH METHODOLOGY 

This study employs a mixed-methods approach, combining descriptive and exploratory research designs. 

By integrating quantitative surveys with qualitative interviews, the study captures both statistical 

patterns and nuanced stakeholder perspectives on brand equity in management institutions across 

Karnataka. Data were collected from 200 MBA faculty members (MBA institutions in Shivamoga, Hublli, 

Davanagere, Mysuru, Mangaluru, and Bengaluru regions) using structured questionnaires, distributed 

both online and offline, with all responses fully completed. Quantitative analysis utilized statistical 

techniques such as mean, standard deviation, chi-square, and regression, while qualitative insights were 

derived from interviews to enhance the depth of findings. The research approach used for the paper, AI-

Centric Branding: Redefining Brand Equity for New-Age Management Institutions, is described in this 

chapter. It describes the methodology, sample strategies, data collection procedures, and research 

design utilized to investigate how AI-driven branding affects institutional brand equity. This study 



attempts to give a thorough grasp of how AI technologies improve branding strategies in management 

institutions by utilizing a combination of qualitative and quantitative methodologies. 

 

3.1 Research Design 

Table No. 6 Research Design Framework  

Variables Meaning 

Sample Universe Faculty Members  

Sample Population MBA Faculty Members from AICTE and the State University 
approved the MBA Institutions in Karnataka only 

Research Design Descriptive in nature 

Sampling Unit Shivamoga, Davanagere, Mysuru, Hublii, Mangaluru, Bangaloru 
(Karnataka State only) 

Sample Size The study selected 200 MBA faculty members from a 
population of 2,850, based on a 95% confidence level and 5% 
margin of error, ensuring reliable representation. Data were 
collected through questionnaires and supported by interviews 
to strengthen qualitative insights. 

Sampling 
Method/Technique 

Probability and Non-Probability 

Sampling   Probability Sampling- Simple Random Sampling for Faculty 
Members  
Non-Probability Sampling- Area Sampling for choosing a 
Management Institution in different areas, irrespective of its 
affiliations 

Data Collection duration May-July 2025 

Sample Instrument Structured Questionnaire  

Research Method Mixed Methods 
o Quantitative Studies: Surveys, experiments, and data 
analysis to measure AI impacts on management institutions' 
brand equity. 
 
o Qualitative Studies: Case studies, interviews, and focus 
groups to explore how AI impacts management institutions' 
brand equity. 
 

Data Collection Source Primary data- Questionnaires, a fundamental technique for 
gathering primary data that is adequate for all research needs. 
 
Secondary data: sources such as the company's catalogue, 
product line book, various websites, and literature reviews 
were used. 

3.2 Statistical Analysis and Ethical Considerations 



• Validity and Reliability 

The questionnaire was pilot-tested and refined based on the feedback. Random sampling, 

anonymity, and neutral questions were used to reduce bias and improve accuracy. 

• Cronbach’s Alpha 

Internal consistency was tested using Cronbach’s Alpha, where values above 0.70 confirmed the 

reliability of the measurement scales. 

 

• Ethical Considerations 

The study followed strict ethical standards, including informed consent, data confidentiality, and 

anonymity. Special care was taken to prevent bias, misuse of data, and coercion, ensuring 

transparent and responsible research practices. 

 

4. RESULTS  

 

4.1 Purpose of Branding in the AI Era-The strongest purpose of branding for management institutions is 

supporting long-term growth by reinforcing institutional values and vision (Mean = 4.7), followed closely 

by increasing enrolment (Mean = 4.68). Branding is therefore seen primarily as a strategic growth and 

sustainability tool, not merely a promotional activity. However, enhancing academic reputation ranked 

lowest (Mean = 3.83), indicating that stakeholders believe reputation depends more on academic output 

and rankings than branding efforts. 

 

4.2 Impact of AI on Brand Equity- A strong 65% of respondents believe AI will improve institutional brand 

equity in the next five years. AI has the greatest impact on competitive positioning (Mean = 4.92) and 

branding consistency across platforms (Mean = 4.77), showing near-universal confidence in AI’s ability to 

strengthen market presence. However, areas such as content delivery, recruitment, and stakeholder 

engagement show relatively higher variation, suggesting uneven or early-stage AI adoption. 

 

4.3 Awareness of AI in Branding--Faculty are highly aware of digital-first branding, virtual events, and AI-

based marketing, but lack practical knowledge of specific AI tools and their strategic use. Only 20% have 

actually used AI tools for branding, and only 27.5% say their institution has clear AI branding objectives, 

revealing a major strategy and implementation gap. 

 

4.4 AI Impact on Brand Equity Dimensions- AI-driven branding has a strong positive influence on both 

academic and non-academic brand equity, especially in research, placements, digital presence, and 

decision-making. High correlations (above 0.7) confirm that AI integration directly strengthens overall 

institutional brand value. 

 

4.5 Pre-COVID vs Post-COVID Branding- Post-COVID branding has shifted from physical, prestige-based 

marketing to digital, empathetic, and AI-enabled engagement. Virtual events, AI personalization, real-time 

communication, and digital advertising now dominate, proving that institutions that adopt digital-first 

strategies are more relevant and competitive. 



 

4.6 Key Challenges in AI Adoption- The biggest barriers are lack of technical expertise (Mean = 3.95), high 

cost of AI tools (3.93), and budget limitations (3.78). Ethical, data privacy, and infrastructure issues are 

secondary, meaning the main obstacle is not fear—but lack of capacity and resources. 

 

 

5. DISCUSSION 

5.1 Theoretical Implications-The study extends Brand Equity Theory and TAM by showing that AI-driven 

personalization, analytics, and engagement are now key drivers of trust and brand value in higher 

education. 

5.2 Managerial Implications-Institutions should adopt AI-based branding, focus on personalization and 

consistency, and invest in AI training, alumni engagement, and industry collaboration to strengthen their 

brand. 

5.3 Policy Implications-Policies should ensure ethical AI use, data privacy, and fairness, while providing 

funding and training support to promote inclusive and sustainable AI adoption. 

6. CONCLUSION  

1. Problem Statement- Traditional branding is no longer effective for digitally native students. 

Management institutions need AI-driven branding to improve visibility, trust, and competitive positioning. 

2. Methodology- This conceptual study reviews literature to explain how AI tools like analytics, 

personalization, and prediction can strengthen institutional brand equity. 

3. Key Findings- AI improves brand consistency, personalization, and competitive advantage. It enhances 

human creativity and supports better branding decisions. 

4. Limitations & Future Work- The study is non-empirical and limited by cost, skill gaps, and ethical issues. 

Future research should test the model and examine ethical AI use. 
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