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Abstract

This research investigates the impact of
digital content attractiveness on the
behavioral engagement of international
students at Big Ben Education Institute in
Malaysia during the June August 2025
academic period. Using a descriptive—
analytical approach, 101 questionnaires
were distributed to students and the data
were analyzed with SPSS. The findings
indicate that all dimensions of content
attractiveness quality, credibility, and value
have a statistically significant effect on
behavioral engagement, with credibility
exerting the strongest influence, followed by
interactive features, then visual and finally
cognitive aspects. Results also show that
browsing and intention to register are the
most common forms of engagement,
whereas participation and commenting are
relatively less frequent. The study therefore
recommends that educational institutions
focus on developing reliable, interactive,
and diverse digital content that reflects the
needs of international students.

Keywords: Digital content attractiveness;
Behavioral engagement; Digital educational
marketing; International students.
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Abstract Keywords:

This research investigates the impact of . . i

digital content attractiveness on the Digital content attractiveness;

behavioral engagement of international Behavioral engagement;

students at Big Ben Education Institute in Digital educational marketing;

Malaysia during the June August 2025 International students.

academic period. Using a descriptive . .

analytical gpproach, 10‘(’1 questionngires JEL Classification Codes: M31, 123, D91.
were distributed to students and the data
were analyzed with SPSS v.26. The findings
indicate that all dimensions of content
attractiveness quality, credibility, and value
have a statistically significant effect on
behavioral engagement, with credibility
exerting the strongest influence, followed by
interactive features, then visual and finally
cognitive aspects. Results also show that
browsing and intention to register are the
most common forms of engagement,
whereas participation and commenting are
relatively less frequent. The study therefore
recommends that educational institutions
focus on developing reliable, interactive, and
diverse digital content that reflects the needs
of international students.
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