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Abstract: The higher education landscape in Indonesia is facing increasing competitive pressures,
requiring institutions to transform operational and student data into actionable strategies for
sustainable growth. Although business analytics has been widely adopted in the corporate sector,
its integration with marketing intelligence and marketing agility in higher education governance
remains underexplored. This study aims to examine how Indonesian higher education institutions
utilize business analytics to strengthen marketing intelligence and enhance marketing agility in
responding to dynamic market conditions. A qualitative phenomenological approach was
employed, involving in-depth interviews with 15 key informants, including faculty deans,
marketing and admissions directors, and data analysts from selected public and private universities
in Indonesia. The collected data were analyzed using Braun and Clarke's thematic analysis. The
findings reveal that business analytics plays a fundamental role in transforming raw institutional
data into actionable marketing intelligence, enabling higher education institutions to improve
decision-making and respond more adaptively to changing market dynamics. Furthermore, the
integration of marketing intelligence and marketing agility facilitates institutional responsiveness
and supports strategic growth. This study contributes to Dynamic Capabilities Theory by
explaining how data-driven capabilities operate within the bureaucratic structures and
organizational cultures of Indonesian higher education institutions. The study recommends
strengthening adaptive data infrastructure, establishing cross-functional analytics units, and
enhancing staff data literacy to support institutional adaptability and sustainable strategic growth.

Keyword: Business analytics; marketing intelligence; marketing agility; higher education;
dynamic capabilities; organizational culture; strategic growth; Indonesia.
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INTRODUCTION

Over the past decade, the higher education sector in Indonesia has undergone significant
transformation driven by technological advancements, demographic shifts, and evolving labor
market demands. Higher education institutions are increasingly operating in a competitive
environment characterized by domestic and regional competition for student recruitment,
institutional reputation, and academic excellence. These developments require universities to
continuously adapt their management strategies to respond to changing market dynamics and
prospective students' expectations (Fayyad, 2024). However, many institutions remain constrained
by conventional management practices and limited capabilities in processing and utilizing
institutional data. The growing volume of information generated through student interactions,
enrollment activities, academic services, social media, and alumni engagement presents both
opportunities and challenges for university management. Without adequate analytical capabilities,
institutions may struggle to identify emerging market trends, anticipate changes in student
preferences, and formulate timely strategic decisions (Syamsir et al., 2025). Consequently,
strengthening data-driven management has become increasingly relevant to the development of
adaptive and sustainable higher education institutions in Indonesia.

One of the fundamental challenges facing Indonesian higher education institutions is their limited
ability to transform extensive institutional data into meaningful strategic insights and competitive
advantages. Universities generate substantial amounts of data through learning management
systems, academic information systems, admission portals, digital marketing platforms, and social
media interactions. However, these data are often managed separately across organizational
departments, limiting their integration and strategic utilization (Almelhes, 2025). The absence of
an integrated business analytics framework can undermine the effectiveness of institutional
marketing strategies and restrict evidence-based decision-making. In such circumstances,
university leaders may rely heavily on managerial intuition and historical practices rather than
systematically interpreting market information. This condition can reduce marketing agility,
particularly when institutions need to respond to changing student recruitment patterns, emerging
educational preferences, and evolving labor market requirements. Therefore, understanding how
business analytics can facilitate the integration of institutional information and support more
responsive marketing strategies is essential for strengthening the strategic growth of Indonesian
higher education institutions (Moschogianni, 2024).

Previous studies have extensively examined the role of business analytics in improving
organizational performance, particularly in the corporate sector, where data-driven decision-
making supports market forecasting, operational efficiency, and strategic adaptation (Malawani et
al., 2025). In contrast, research on educational marketing has traditionally emphasized promotional
activities, institutional branding, and conventional communication strategies, with comparatively

@oommor\l GROUND



International Journal of Interdisciplinary Cultural Studies
ISSN: 2327-008X (Print), ISSN: 2327-2554 (Online)

Volume 21, Issue 2, 2026
https://cgscopus.com/index.php/journals

limited attention to the analytical foundations of marketing decisions. Although recent studies have
increasingly explored the application of big data in higher education, much of this research has
concentrated on learning analytics, student performance, academic monitoring, and student
retention. Meanwhile, marketing intelligence and marketing agility have predominantly been
investigated in corporate and manufacturing environments. These studies have highlighted the
importance of integrating market information into organizational decision-making and developing
the capacity to respond to environmental changes (Probojakti et al., 2025).

Despite the growing body of literature on business analytics, marketing intelligence, and marketing
agility, the relationships among these three concepts remain insufficiently explored in the context
of Indonesian higher education. In particular, limited empirical attention has been given to the
processes through which institutional data are transformed into actionable marketing intelligence
and subsequently translated into adaptive marketing strategies. Existing research has also provided
limited insight into how organizational culture, administrative structures, and institutional
characteristics influence the adoption of analytics-driven decision-making in universities.
Furthermore, the predominance of quantitative approaches in analytics research may not fully
capture the managerial interpretations, organizational dynamics, and cultural challenges associated
with implementing data-driven strategies (Tenggono et al., 2025).

The novelty of this study lies in its integration of business analytics, marketing intelligence,
marketing agility, and organizational culture within the context of Indonesian higher education.
Rather than treating business analytics solely as a technical instrument for data processing, this
study conceptualizes it as an organizational capability that shapes managerial interpretation,
strategic decision-making, and institutional adaptation. Theoretically, the study contributes to
Dynamic Capabilities Theory by examining how data-driven capabilities support the development
of marketing intelligence and institutional agility within the distinctive bureaucratic and cultural
conditions of higher education institutions (Rani et al., 2025).

METHODOLOGY

This study employed a qualitative research design using a phenomenological approach to explore
the experiences, perceptions, and interpretations of key decision-makers regarding the integration
of business analytics into higher education governance in Indonesia. The phenomenological
approach was selected to obtain an in-depth understanding of how institutional actors utilize
analytical capabilities to develop marketing intelligence and enhance marketing agility (Goh et al.,
2025). This approach also enabled the study to examine the organizational and cultural factors
influencing data-driven decision-making within universities. By focusing on the lived experiences
of institutional stakeholders, the research sought to capture both the technical processes and
managerial considerations involved in adopting business analytics in higher education.

@oommor\l GROUND



International Journal of Interdisciplinary Cultural Studies
ISSN: 2327-008X (Print), ISSN: 2327-2554 (Online)

Volume 21, Issue 2, 2026
https://cgscopus.com/index.php/journals

The research was conducted at selected public and private universities located in major academic
centers in Indonesia, particularly the Greater Jakarta area (Jabodetabek) and surrounding
metropolitan regions in Java. These locations were selected because of their competitive higher
education environments, where institutions face increasing demands to strengthen student
recruitment, institutional reputation, and academic competitiveness. The diverse institutional
characteristics of public and private universities also provided an opportunity to examine
variations in organizational structures, governance practices, and approaches to implementing
data-driven marketing strategies.

The study involved 15 key informants selected through purposive sampling based on their strategic
responsibilities and direct involvement in institutional marketing, data management, and academic
governance (Nurhasan et al., 2025). The informants consisted of five faculty deans, five marketing
and admissions directors, and five data analysts or heads of information technology systems from
selected public and private universities. This selection enabled the study to capture perspectives
from different managerial and operational levels, providing a comprehensive understanding of
how business analytics is integrated into institutional decision-making and marketing practices.
Primary data were collected through semi-structured, in-depth interviews lasting approximately
60 to 90 minutes with each informant. The interviews explored participants' experiences in using
analytical tools, integrating institutional databases, interpreting market information, addressing
organizational resistance, and implementing adaptive marketing strategies. In addition to
interviews, data triangulation was conducted through non-participant observation of institutional
analytics dashboards and the examination of relevant secondary documents. These documents
included university strategic plans, annual student recruitment reports, and marketing campaign
performance evaluations. The combination of interviews, observations, and document analysis
enabled the researchers to examine the research phenomenon from multiple perspectives and
strengthen the credibility of the findings (Latukismo et al., 2024).

Data analysis began with familiarization with interview transcripts and supporting documents to
understand the overall dataset. Initial codes were then generated, followed by identification of
patterns and development of preliminary themes aligned with the research objectives. These
themes were reviewed and refined to ensure consistency with the coded data and research
questions. The final analysis involved defining and naming themes and developing an interpretive
narrative connecting empirical findings with the theoretical framework. NVivo 12 supported data
organization and coding throughout the process. A comparative analysis of public and private
universities was also conducted to examine similarities and differences in institutional practices,
organizational cultures, and the adoption of business analytics (Utami et al., 2025).
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Ethical considerations were incorporated throughout the research process to protect the rights,
privacy, and confidentiality of all participants. Before the interviews, each informant provided
informed consent after receiving an explanation of the research objectives, voluntary participation,
data protection procedures, and confidentiality assurances (Prakasa et al., 2025). Participants were
informed of their right to withdraw from the study without adverse consequences. To maintain
confidentiality and minimize potential professional repercussions, the identities of individual
informants and their institutions were anonymized using identification codes, such as Informant 1
and University A. All collected data were handled in accordance with the principles of research
confidentiality and responsible academic practice.

RESULT AND DISCUSSION

Business Analytics, Marketing Intelligence, and Institutional Agility in Higher Education

The findings demonstrate that business analytics has developed beyond a technical mechanism for
collecting and processing institutional data and has become an organizational capability that
supports strategic decision-making in Indonesian higher education. Universities increasingly
employ digital dashboards, integrated information systems, and analytical applications to monitor
student behavior, enrollment patterns, digital engagement, and marketing performance.
Nevertheless, technological availability alone does not guarantee effective institutional decisions.
The strategic value of analytics depends on the capacity of university leaders and marketing
personnel to interpret analytical outputs and connect them with institutional priorities, student
expectations, and changing market conditions. This finding highlights the importance of
integrating technological capability with managerial judgment and organizational knowledge.

A central finding concerns the role of marketing intelligence as an interpretive mechanism between
institutional data and strategic action. Indicators such as website traffic, prospective student
inquiries, enrollment trends, and campaign performance provide empirical information about
market behavior. However, these indicators require contextual interpretation, particularly in
relation to students' socioeconomic characteristics, educational expectations, and decision-making
preferences. Marketing intelligence therefore transforms analytical evidence into meaningful
institutional knowledge. From an interdisciplinary perspective, this process illustrates the
interaction between technology, organizational practices, managerial interpretation, and the social
characteristics of higher education communities. Business analytics provides evidence, while
marketing intelligence provides contextual meaning that enables institutions to formulate more
relevant and responsive strategies.

The findings further indicate that marketing agility emerges when analytical insights are converted
into institutional action. Universities adapt promotional channels, recruitment strategies, academic
program communication, and educational offerings in response to changing student preferences
and labor-market conditions. However, institutional responsiveness is mediated by governance
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structures, including formal approval mechanisms, hierarchical authority, and collegial decision-
making. Consequently, marketing agility in higher education should not be interpreted as the
unrestricted acceleration of managerial decisions. Rather, it represents the capacity to respond to
environmental changes while preserving academic quality, institutional accountability, and
regulatory compliance.

The comparison between public and private universities also reveals the importance of
organizational and cultural context. Public institutions tend to operate through more formal and
collegial decision-making arrangements, while private institutions in the study demonstrated
relatively greater managerial centralization and competitive pressure related to student recruitment
and institutional sustainability. These differences suggest that analytics-driven transformation
cannot be implemented through a uniform organizational model. Instead, institutional strategies
need to reflect governance structures, organizational culture, leadership practices, and competitive
environments.

Overall, the findings establish an interconnected process involving analytical information
acquisition, managerial interpretation, and strategic execution. Business analytics identifies
relevant information, marketing intelligence transforms information into contextual
understanding, and marketing agility facilitates institutional responses. The study therefore
contributes to interdisciplinary higher education research by demonstrating that sustainable
strategic growth depends not on technology alone, but on the alignment of digital capabilities with
human interpretation, organizational culture, institutional governance, and academic values. This
perspective reinforces the relevance of Dynamic Capabilities Theory while highlighting the
contextual importance of institutional agility within higher education.

Business Analytics and the Development of Marketing Intelligence

The findings demonstrate that business analytics has evolved from a technical information-
management tool into an important organizational capability within Indonesian higher education
institutions. The participating universities increasingly utilize digital dashboards, integrated
information systems, and analytical applications to monitor student behavior, enrollment patterns,
digital engagement, and marketing performance. These technologies provide institutional actors
with timely information that can support recruitment planning and marketing evaluation. However,
the findings indicate that the availability of analytical infrastructure does not automatically result
in improved strategic decision-making. The effectiveness of business analytics depends on the
ability of university leaders and marketing personnel to interpret analytical outputs and connect
them with institutional priorities and changing market conditions.

@oommor\l GROUND



International Journal of Interdisciplinary Cultural Studies
ISSN: 2327-008X (Print), ISSN: 2327-2554 (Online)

Volume 21, Issue 2, 2026
https://cgscopus.com/index.php/journals

A particularly important finding is the role of marketing intelligence in transforming institutional
data into meaningful strategic information. Indicators such as website traffic, prospective student
inquiries, enrollment statistics, and campaign performance provide empirical signals regarding
market behavior. Nevertheless, these indicators cannot be interpreted effectively without
considering the socioeconomic characteristics, educational expectations, and decision-making
preferences of prospective students. Marketing intelligence therefore functions as an interpretive
bridge between raw analytical information and institutional decision-making. Business analytics
provides the evidence, while marketing intelligence enables institutional actors to understand the
implications of that evidence for recruitment and marketing strategies.

The findings suggest that effective data-driven management requires an appropriate combination
of technological resources and managerial judgment. Universities that possess analytical systems
but lack the organizational capacity to interpret their outputs may not obtain significant strategic
benefits. Consequently, business analytics should be regarded not simply as an investment in
technology but as a broader institutional capability involving data infrastructure, leadership,
analytical competence, and contextual understanding. This finding emphasizes that the
transformation of data into strategic value depends on how effectively universities connect
analytical information with institutional knowledge and managerial decision-making.

Business Analytics and the Development of Marketing Intelligence

From Institutional Data to Strategic Decision-Making in Higher Education
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Source: Compiled by the author based on field observations, 2026.

The figure: Business analytics develops into marketing intelligence and supports strategic
decision-making in higher education. Institutional data are collected through digital dashboards
and integrated information systems, then analysed to identify student behavior, enrollment
patterns, and marketing trends. These analytical outputs are interpreted through contextual
knowledge and managerial judgment. Marketing intelligence subsequently supports recruitment
planning, marketing strategy, and program positioning, while leadership, analytical competence,
and organizational understanding ensure that data are transformed into meaningful institutional
actions.
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Marketing Agility and Institutional Responsiveness in Higher Education

The marketing agility enables higher education institutions to transform analytical information into
strategic and responsive institutional action. The process consists of three interconnected stages:
analytical information acquisition, managerial interpretation, and strategic execution. The first
stage involves obtaining relevant information from institutional and market data, allowing
universities to recognize changing student preferences, competitive conditions, and emerging
opportunities. The second stage focuses on managerial interpretation, in which analytical
information is converted into meaningful insights that can support institutional decision-making.
The quality of this interpretation is important because data become strategically valuable only
when managers understand their relevance to institutional objectives and conditions.

The third stage involves strategic execution, where interpreted insights are translated into
appropriate institutional responses, including adjustments to strategies, programs, communication,
and organizational priorities. However, marketing agility does not operate independently.
Institutional governance, organizational culture, leadership, and decision-making structures
influence the speed and effectiveness with which analytical insights can be implemented. Public
and private universities may demonstrate different implementation patterns because of variations
in governance arrangements, organizational structures, and institutional priorities.

Overall, the figure emphasizes that effective marketing agility depends on alignment among data,
managerial interpretation, organizational capabilities, and governance. Such alignment enables
institutions to respond to changing environments while maintaining academic quality and
institutional accountability. Consequently, marketing agility can contribute to sustainable
institutional growth when strategic responses remain consistent with academic objectives,
organizational values, and long-term institutional development.

Marketing Agility and Institutional Responsiveness in Higher Education

From Insights to Action within Governance and Institutional Contexts
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Source: Compiled by the author based on field observations, 2026.
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The figure how marketing agility enables higher education institutions to transform analytical
information into strategic action. The process involves three stages: analytical information
acquisition, managerial interpretation, and strategic execution. Institutional governance,
organizational culture, and decision-making structures influence responsiveness. Public and
private universities may differ in implementation, while effective alignment among data,
leadership, governance, and capabilities supports academic quality, institutional accountability,
and sustainable growth.

DISCUSSION

Business Analytics as a Dynamic Organizational Capability

The findings demonstrate that business analytics should be understood as an organizational
capability rather than simply as a technological instrument. The participating universities
increasingly use digital dashboards, integrated information systems, and analytical applications to
examine student behavior, enrollment patterns, digital engagement, and marketing performance.
However, the strategic contribution of these technologies depends on how institutional actors
interpret and use the information generated. This finding extends the conventional understanding
of digital transformation by showing that analytical infrastructure becomes strategically
meaningful only when it is embedded within managerial routines and institutional decision-
making. Business analytics therefore represents the initial capability through which universities
identify changes in their external and internal environments.

This finding is consistent with the logic of Dynamic Capabilities Theory, particularly the capacity
to sense changes, identify opportunities, and mobilize organizational resources. In the present
study, analytics strengthens the sensing function by enabling universities to detect shifts in student
preferences, recruitment patterns, and market conditions. However, sensing does not automatically
lead to organizational adaptation. Analytical outputs must first be interpreted through marketing
intelligence, which provides contextual meaning to quantitative information. Website traffic,
student inquiries, enrollment statistics, and campaign performance, for example, become
strategically useful only when institutional actors understand their relationship with student
expectations, socioeconomic characteristics, and competitive conditions. The findings therefore
suggest that the transition from data to strategic value is mediated by managerial sense-making.
This interpretation contributes to the literature by positioning marketing intelligence as an
intermediate organizational capability. Business analytics generates evidence, whereas marketing
intelligence enables decision-makers to evaluate the relevance and implications of that evidence.
Marketing agility subsequently completes the process by translating interpreted information into
institutional responses. The resulting relationship can be conceptualized as a sequence of sensing,
interpreting, and acting. Such a process demonstrates that dynamic capabilities in higher education
emerge through the interaction of technology, human expertise, organizational knowledge, and
managerial action rather than through technological adoption alone.
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Business Analytics as a Dynamic Organizational Capability

From Data to Strategic Action in Higher Education
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Source: Compiled by the author based on field observations, 2026.

The figure: Business Analytics as a dynamic organizational capability that transforms data into
strategic action. Business Analytics supports sensing opportunities, Marketing Intelligence enables
interpretation and contextual understanding, while Marketing Agility facilitates responsive
institutional action. Grounded in Dynamic Capabilities Theory, the process integrates technology,
human expertise, organizational knowledge, and managerial action to strengthen institutional
competitiveness.

Bureaucratic Agility and the Governance of Institutional Responsiveness

A second important finding concerns the influence of governance structures on the speed and
effectiveness of marketing agility. The participating universities operate within formal academic
and administrative arrangements that include approval procedures, hierarchical authority, collegial
consultation, and institutional accountability. These arrangements distinguish higher education
from commercial organizations, where marketing decisions may often be implemented through
more centralized and immediate managerial processes. In universities, strategic responsiveness
must operate within boundaries established by academic quality, institutional responsibilities, and
regulatory requirements. The findings therefore suggest that agility should not be interpreted as
the elimination or weakening of bureaucracy.

Instead, the study proposes Bureaucratic Agility as a context-specific perspective for
understanding responsiveness within higher education. Bureaucratic agility refers to the
institutional capacity to make appropriate and timely adjustments while maintaining legitimate
administrative procedures and academic governance. This concept provides a more nuanced
interpretation of organizational agility because it recognizes that formal structures may
simultaneously constrain and support institutional adaptation. Procedures can slow decision-
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making when they become excessively fragmented, but they can also provide coordination,
accountability, and protection of academic standards. The strategic challenge is therefore to
develop governance arrangements that preserve institutional control while reducing unnecessary
delays in responding to relevant market information.

The comparison between public and private universities reinforces this interpretation. The findings
indicate that public institutions generally demonstrate more formal and collegial decision-making
patterns, whereas the private institutions examined show relatively greater managerial
centralization and stronger competitive pressures related to recruitment and institutional
sustainability. These differences influence how quickly analytical insights are transformed into
marketing responses. However, the findings should be interpreted within the boundaries of the
participating institutions rather than generalized to the entire Indonesian higher education sector.
The key implication is that analytics-driven strategies need to be compatible with institutional
governance rather than imposed through a standardized organizational model.

Bureaucratic Agility and the Governance of Institutional Responsiveness

Balancing Administrative Procedures and Strategic Agility in Higher Education
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The figure: how bureaucratic agility enables higher education institutions to balance
administrative control with strategic responsiveness. Governance structures provide procedures,
accountability, and academic standards, while agility supports timely adaptation. Differences
between public and private universities influence decision-making speed. Effective governance
therefore requires streamlined processes, cross-unit coordination, and analytics integration to
achieve responsive and sustainable institutional outcomes.

Organizational Culture, Strategic Integration, and Sustainable Growth
The third major finding highlights the importance of organizational culture and cross-functional
integration in determining whether analytical capabilities generate sustainable strategic value. The
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results show that technological infrastructure alone is insufficient when employees have limited
analytical competence, managers are reluctant to rely on evidence, or institutional units operate
independently. Business analytics therefore requires complementary organizational resources,
including leadership commitment, staff data literacy, communication across departments, and
decision-making arrangements that allow relevant information to influence institutional action.
The findings indicate that organizational culture is not merely a background condition; it actively
shapes how data are interpreted, accepted, and incorporated into strategic management.

From an interdisciplinary perspective, this finding is particularly relevant because higher education
institutions combine technological systems with professional cultures, academic values,
administrative structures, and diverse stakeholder interests. Marketing intelligence should
consequently not be restricted to marketing or admissions departments. Its strategic value increases
when information is shared among information technology units, marketing personnel, academic
leaders, admissions teams, and institutional planners. Such cross-functional integration can create
organizational routines through which data are continuously collected, interpreted, discussed, and
incorporated into planning and quality improvement. The results therefore support a broader
understanding of digital transformation as an organizational and cultural process rather than a
purely technological transition.

The findings also suggest that sustainable strategic growth should be assessed through
multidimensional outcomes. Enrollment remains an important indicator, but it should be
considered alongside student quality, institutional reputation, academic relevance, retention, and
organizational sustainability. This broader perspective prevents marketing agility from becoming
a narrow mechanism for short-term recruitment. Instead, agility can contribute to long-term
institutional development when strategic responses remain consistent with academic mission and
institutional values. In this sense, the relationship among business analytics, marketing
intelligence, and marketing agility represents a mediated pathway toward strategic growth:
analytics identifies relevant signals, intelligence provides interpretation, and agility enables
institutional action.

Taken together, the three dimensions demonstrate that higher education institutions develop
strategic responsiveness through the alignment of digital capabilities, managerial interpretation,
organizational culture, and governance. The study therefore extends Dynamic Capabilities Theory
by showing how sensing and responding mechanisms operate within the distinctive bureaucratic
and cultural environment of Indonesian higher education. The concept of Bureaucratic Agility
further contributes a contextual explanation of how universities can remain responsive without
compromising academic integrity and institutional accountability. Future research should test this
framework across a larger population of Indonesian universities and examine whether
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organizational culture, leadership, digital readiness, and Bureaucratic Agility strengthen or
constrain the relationship between business analytics and sustainable strategic growth.

Organizational Culture, Strategic Integration, and Sustainable Growth

From Dataand Collaboration to Long Term Institutional Development n Higher Education
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Source: Compiled by the author based on field observations, 2026.

The figure: how organizational culture, strategic integration, and digital capabilities collectively
support sustainable growth in higher education. Business analytics identifies relevant signals,
marketing intelligence interprets information, and marketing agility enables strategic action.
Cross-functional collaboration, governance, human resources, and organizational culture
strengthen this process, producing responsive, competitive, and sustainable institutional outcomes.

CONCLUSION

This study concludes that business analytics, marketing intelligence, and marketing agility operate
as interconnected capabilities that enhance the strategic responsiveness of higher education
institutions in Indonesia. The findings show that digital data generate strategic value only when
institutions are able to interpret, integrate, and transform information into actionable decisions.
Business analytics supports the identification of enrollment trends, prospective student behavior,
and marketing performance, while marketing intelligence converts these analytical outputs into
contextual understanding of student expectations and competitive conditions. Marketing agility
then enables institutions to translate such intelligence into timely adjustments in recruitment
strategies, promotional activities, communication channels, and academic program positioning.
The findings therefore support the proposed relationship among Technology Absorption,
Intelligence Conversion, and Execution Agility.

The study also demonstrates that the effectiveness of data-driven decision-making is influenced
by organizational culture and institutional governance. Differences between public and private
universities indicate that formal procedures, collegial decision-making, leadership practices, and
competitive pressures shape the speed and manner in which analytical insights are implemented.

© common ground 1310



International Journal of Interdisciplinary Cultural Studies
ISSN: 2327-008X (Print), ISSN: 2327-2554 (Online)

Volume 21, Issue 2, 2026
https://cgscopus.com/index.php/journals

Consequently, marketing agility in higher education cannot be treated simply as a technological or
commercial capability. Institutions must balance responsiveness with academic standards,
accountability, and institutional legitimacy. In this context, the study proposes Bureaucratic
Agility as a contextual concept describing the ability of universities to respond to environmental
changes while remaining within appropriate administrative and academic governance
arrangements.

Overall, sustainable strategic growth should extend beyond short-term enrollment increases to
include student quality, institutional reputation, academic relevance, and organizational
sustainability. The study contributes to Dynamic Capabilities Theory by demonstrating that
analytics-based capabilities are mediated by managerial interpretation, organizational culture, and
governance structures. However, the conclusions remain bounded by the qualitative design and
the purposive sample of 15 informants. Future research should test the proposed relationships
using larger samples and quantitative approaches, particularly Structural Equation Modeling, to
further examine the relationships among business analytics, marketing intelligence, marketing
agility, and sustainable

RECOMMENDATIONS

Based on the findings, Indonesian higher education institutions should strengthen the integration
of business analytics with institutional strategy, managerial processes, and marketing functions.
Universities should move from fragmented information systems toward integrated data
environments that allow relevant information to be accessed, interpreted, and shared across
academic, marketing, admissions, information technology, and planning units. Establishing cross-
functional analytics teams can facilitate the conversion of institutional data into actionable
marketing intelligence. At the same time, universities should improve staff data literacy so that
academic and administrative personnel are able to evaluate analytical information critically and
use evidence appropriately in decision-making.

Universities should also improve selected decision-making procedures to enhance responsiveness
while preserving academic governance. Rather than eliminating formal procedures, institutions
can streamline decisions that require rapid responses by establishing clear authority, evidence-
based protocols, and appropriate delegation mechanisms. Public universities may integrate
analytical evidence into collegial deliberation and consensus-building processes, whereas private
universities should ensure that faster managerial responses remain consistent with academic
quality and institutional mission. These measures can strengthen Bureaucratic Agility, enabling
institutions to respond to market changes without compromising accountability, transparency, or
academic standards.
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At the strategic level, marketing intelligence should become part of institutional planning and
quality improvement rather than remain an isolated marketing function. University leaders should
establish regular mechanisms for reviewing recruitment data, prospective student behavior, digital
campaign performance, competitor information, and program demand. The resulting insights
should inform adjustments in recruitment, communication, and program positioning. Performance
evaluation should also use balanced indicators encompassing enrollment, student quality,
retention, reputation, academic relevance, and institutional sustainability. This approach can
prevent excessive emphasis on short-term recruitment outcomes.

Finally, future studies should validate and extend the proposed qualitative model across a wider
range of Indonesian higher education institutions. Quantitative research can examine the
relationships among business analytics, marketing intelligence, marketing agility, and strategic
growth, while longitudinal and comparative studies could investigate the influence of
organizational culture, leadership, digital readiness, and Bureaucratic Agility. Such research would
strengthen the empirical foundation of data-driven higher education governance and provide
practical evidence for developing institutions that are adaptive, responsive, and sustainable.
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