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of private universities in Syriathe role of electronic marketing in Reinforcing the
reputation

Abstract
The researcher aim of this study was to investigate the role of electronic marketing in
Reinforcing the reputation of private universities, using a survey method by distributing a
guestionnaire to a sample of 400 students from private universities (Al-Qalamoun, Al-
Ittihad, Al-Manara, Antioch). Interviews were also conducted with electronic marketing
department managers, and interactive browsing (internet immersion) and observation were
used to compare evaluation criteria on university websites.
The study found a positive correlation between the evaluation of electronic marketing and
all its elements (service, price, distribution, promotion, privacy, personalization, customer
service, information security, virtual communities, website design) and the enhancement of
the reputation of private universities.
The sampled private universities enjoyed a high reputation, with Al-Qalamoun University
having the highest reputation. The university website was the most commonly used by
students of private universities, followed by Facebook. The main reasons for students using
their university's electronic marketing tools were to stay updated with news and inquire
about specific matters.
The managers of electronic marketing departments in private universities benefited from
electronic marketing in Reinforcing their university's reputation by improving its image
through disseminating information about its services and advantages, promoting it in a
distinctive manner, and building strong content that highlights the university's positives.
They also focused on addressing rumors or anything that negatively affects its reputation.
The results also showed that university websites varied in their use and adherence to design
indicators, as those in charge of the websites did not adhere to design rules regarding image
size and font type and size. However, all websites focused on providing content standards,
ease of navigation, and organization.
Keywords: electronic marketing, reputation, electronic marketing mix, Syrian universities
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