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Abstract 

The requirements in entering the world of work today demand professional skills 

and abilities according to the needs of the organization. Therefore, effective marketing 

strategies become important for vocational colleges to get prospective students. There are 

several studies that examine the factors that influence students' decisions in choosing a 

college, but research focusing on vocational college research is still very limited. This 

study aims to analyze the determinants that influence students' decisions in choosing a 

course of study at a Vocational College. This study was conducted by an online survey 

of 158 respondents who were studying at three Vocational Universities in Banten 

Province, namely ASM Lepisi, Politeknik LP3I Jakarta Tangerang Campus, and 

Politeknik PGRI Banten. Analyze the data using Partial Least Square Structural Equation 

Modeling (PLS-SEM). Finally, the author expects the empirical results of this study to be 

useful as a reference for marketing practitioners of Vocational Universities in West Java 

and Banten, in particular and Indonesia in general. 

Keywords:  Quality Perception, Motivation, Social Media Marketing, Value  

 Perception, and Student Decision. 

 

 

INTRODUCTION  

The requirements of the world of work towards skilled and competent human 

resources raise public awareness to continue education to a higher level of education. 

Large companies today need human resources that have a higher education background, 

in order to improve the competitiveness of the organization. This makes the community's 

animo to continue their education to college or university increasing every year. But the 

number of universities in West Java and Banten is very much and always increases over 

time. Based on data obtained from the Higher Education Database of the Ministry of 

Research, Technology, and Higher Education of the Republic of Indonesia. There are 

currently 456 universities (https://www.lldikti4.or.id) in West Java and Banten. With the 

number of universities, making competition between universities increasingly tight, 

especially for Vocational Colleges. Universities are institutions that need to determine 

segmentation or consumers that can be reached or served effectively by marketers. To 
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win competition and gain students in student admissions, "universities need to analyze 

consumer behavior and determine clear target markets so that they can later analyze 

market opportunities and competitors, and ultimately be able to implement different 

promotions. from what other institutions do" (Handayani, 2019). According to 

Rudhumbu, N., Tirumalai, A., Kumari (2017), "analyzing the factors that influence the 

choice of college students should be treated as an important component in improving the 

institution's marketing strategy plan for new student enrollment", as it "has great benefits 

for higher education institutions as they try to attract more students in today's competitive 

world" (Ilgan, A., Ataman, O., Ugurlu, F., Yurdunkulu, 2018). 

An understanding of consumer behavior helps marketers to understand how 

consumers think, feel and choose from a variety of alternatives such as products, services, 

and how consumers are influenced by their environment, reference groups, families, and 

salespeople, and so on. Consumer behavior is influenced by cultural, social, personal and 

psychological factors. There are several factors that influence consumers in decision 

making. Some literature and research mention some of the rare factors that influence 

consumer decisions, including "perceptions of perceived quality and value"(Zeithaml, V., 

1988), "motivation" (Prebensen et al., 2013) and "social media marketing" (Nurohman, 

Y.A., Qurniawati, 2018). Based on the explanation above, this study aims to examine the 

determinants that influence students' decision to choose a course in Vocational College. 

 

RESEARCH METHODS 

This research analyzes the determinants that influence students' decisions in 

choosing a course of study at Vocational College. In this study there are four free 

variables namely "quality perception" (X1), "motivation" (X2), "social media marketing" 

(X3), and "trust" (X4), as well as two bound variables namely "value perception" (Y1) and 

"student decision" (Y2). The tool used to analyze the data in this study is SmartPLS 3.0. 

In this study, the population used was students who were studying at vocational colleges. 

The technique used to determine samples in this study is non-probability sampling. 

The principle of selection in this method is to select each sample without providing equal 

opportunities for each element or member of the population to be sampled. In addition, 

this study also uses purposive sampling techniques. The respondents' provisions in this 

study were based on the following characteristics: (1) respondents were students of 

Vocational Colleges in West Java and Banten, namely ASM Lepisi, Politeknik LP3I 

Jakarta Tangerang Campus, and Politeknik PGRI Banten, and (2) respondents were 

students. who chooses a Diploma 3 (three) program at a Vocational College. This study 

used the Likert scale created by into five alternative answers for each variable as a 

measurement scale, i.e. '1 = strongly disagree', '2 = disagree', '3 = somewhat disagree', '4 

= agree', '5 = strongly agree'. 

 

LIBRARY REVIEW AND HYPOTHESES 

Perceived Quality and Value 

Quality and Value Perceived quality is "consumer assessment of the superiority of 

a product" (Zeithaml, V., 1988). "The perception of high quality shows that consumers 

have found the difference and excellence of a product or service with similar products 

offered by other companies after a long evaluation" (Kurnianto, 2015).  Zeithaml, V. 

(1988) in his research explains the theory of the "Means-End Model" which states that 
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"perception of quality can directly affect the perceived value". When consumers feel that 

the quality of the products purchased is in line with their expectations, it will increase the 

perceived value. The better the quality of products provided by the company that can be 

felt by customers, the better the value felt by consumers. 

In addition, according to Chen et al. (2017), "quality perception has an important 

role in the process of perceived value formation, which indicates that the quality of service 

will increase the value and benefits felt by consumers, thus positively affecting their 

buying intentions". Products or services that have good quality indicate that the product 

or service meets consumer expectations. When a product or service can meet customer 

expectations, then the consumer perceives that a product or service has a high value. 

Based on the above statement, it can be formulated hypotheses as follows:  

H1: Perceived quality positively affects the perceived value. 

 

Perceived Quality and Student Decisions 

Perceived quality encourages consumers to "consider and purchase products or 

services from a particular brand" (Kandasamy, 2014). It is based on a person's behavior 

in making decisions about what he wants that relates to perception. "Perception will relate 

to a person's behavior in making decisions about what he wants, including purchasing 

decisions" (Harjati & Sabu, 2014). The increasing consumer awareness lately makes them 

just want to buy or pay for a well-known and quality brand or product. So, it is important 

for universities to create a perception of superior quality in the hearts of the community, 

especially prospective students. According to Nguyen (2014), "quality perception takes 

into account the subjectivity that is the consumer's evaluation of a product or service and 

the assessment based on several attributes". Based on the above statement, it can be 

formulated hypotheses as follows:  

H2:  Perceived quality positively affects students' decisions in choosing a  

       study program at vocational colleges. 

 

Motivation and Perceived Value 

In consumer behavior, motivation plays an important role in consumer decision 

making. According to Ryan, R. M. D. & Edward (2000) "motivation can be distinguished 

into two types, namely intrinsic motivation and extrinsic motivation". Intrinsic motivation 

is the motivation to get challenges, pleasures, interests and satisfaction without any 

outside encouragement. While extrinsic motivation is the motivation that is done because 

of external demands. Motivation, both intrinsic and extrinsic will encourage a person to 

act, where the action is also based on values that suit him. Several studies have found a 

link between motivation and perceived value (Prebensen et al., 2013). Based on the 

description above, it can be formulated hypotheses as follows:  

H3: Motivation positively affects the perceived value. 

 

Motivations and Student Decisions 

Decisions taken by consumers are part of consumer behavior, where stable 

decisions are usually influenced by a variety of factors. Motivation is one of the factors 

that influence consumers to make decisions. Similarly, with students who will choose a 

college to continue their studies, this is influenced by their motivation. According to 

(Wahyuni, 2008) states that "the motivation of purchase is the consideration and influence 
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that encourages people to make purchases". This information is supported by the results 

of several studies that describe the relationship between motivation and consumer 

decisions. Based on the above statement, it can be formulated hypotheses as follows:  

H4: Motivation positively affects students' decisions in choosing a study  

       program at vocational colleges. 

 

Social Media Marketing and Perceived Value 

Today, "the internet has changed the way conventional human interactions have in 

the past and also created a new bridge for communication" (S. C. Chen & Lin, 2019). The 

rapid development of information technology affects people's behavior in 

communicating, as well as the way they seek and obtain information. Many organizations 

or companies utilize this technology through social media as a means of advertising and 

marketing. 

With social media, organizations and companies seek to influence consumers, by 

educating the market about the value and excellence they offer. Several studies have 

shown results of "the impact of social media marketing on perceived value" (S. C. Chen 

& Lin, 2019) in his research found that "social media marketing has a positive impact on 

perceived value". Meanwhile, in the results of research conducted by Serawati (2019) and 

Khan (2019) stated that "social media marketing has an influence on value awareness". 

Based on the above statement, it can be formulated hypotheses as follows:  

H5: Social media marketing positively affects the perceived value. 

 

Social Media Marketing and Student Decisions 

According to Lusia, A., Suciati, P., Setiowati (2016), "the role of social media is 

very important for college marketing strategies". Based on the results of the study that 

stated that from some marketing stimuli conducted by a college found that the biggest 

factor influenced the decision of students in choosing a course of study in college is social 

media. . Regarding "marketing practices, social media plays a role in a variety of ways, 

such as improving customer service, maintaining customer relationships, informing 

consumers about the benefits of a product or service, promoting related brands or special 

offers, developing new products, or influencing brand attitudes" (Tuten, T. S., Michael, 

2017). It will also affect a consumer's decision to buy or use a product or service. 

In the current era, marketing practices through social media began to develop and 

used as a means of marketing to promote the "brand" of a company or organization. 

Universities certainly need to use social media as a marketing tool, so as to influence the 

decisions of prospective students in choosing it. Digital marketing in colleges is 

considered very important because universities face stiff competition. Therefore, it is 

important for them to understand how to attract students and how to market their 

institutions. Some studies support the above argument that shows the results that there is 

an influence of social media marketing on consumer decisions (Nurohman, Y.A., 

Qurniawati, 2018). Based on the above statement, it can be formulated hypotheses as 

follows:  

H6:  Social Media Marketing positively affects students' decisions in  

       choosing programs at Vocational Colleges. 
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Trust and Perceived Values 

Consumer behavior that adheres to religious values will also influence their 

behavior in the decision to purchase a product or service. According to Fauzi, W. I. M., 

Nazlida, M., Sany, S. M. Y., Rushamie (2016), consumers have attitudes and motivations 

developed with the values of trust they have when buying a product or using a service. In 

this case, the more religious a consumer will be the more obedient to religious values, 

which has an impact on the way consumers view a product or service that is not only to 

meet their needs, but also influenced by religious motives. Thus, trust will affect the 

perception of consumer value. Research that discusses the influence of trust on perceived 

values is very limited. However, there are studies that support the arguments that have 

been put forward before. Research conducted by Wahyuni (2008), found that trust 

positively affects the value felt by customers. Based on the above statement, it can be 

formulated hypotheses as follows:  

H7: Trust positively affects the perceived value. 

 

Trust and Student Decisions 

In consumer behavior, trust also influences purchasing behavior through the 

underlying sub-culture. The dimension of trust (intrapersonal and interpersonal) has 

significant possibilities in predicting certain aspects of consumer spending orientation. 

This suggests that those with high confidence tend to be less impulsive in making 

purchasing decisions. Similarly, in the decision-making to choose a university chosen by 

students, students who have a relatively high tendency to trust will choose a university 

that has the nuances or image it believes in, or at least has the same values as it has. The 

results of several studies show a relationship between trust and consumer decisions (Ilgan, 

A., Ataman, O., Ugurlu, F., Yurdunkulu, 2018), although research that discusses the 

influence of trust in the decision to choose higher education institutions is still very 

limited. Based on the above statement, it can be formulated hypotheses as follows:  

H8:  Trust positively affects students' decisions in choosing a course of study  

       at vocational colleges. 

 

Perceived Value and Student Decisions 

Consumer decision is a process that has stages or levels, where this process starts 

from the introduction of problems, until it ends in post-purchase behavior. In this 

decision-making process, towards the search for information and evaluation of 

alternatives, where consumers will compare a product or service from various brands, 

which will then choose the product or service in accordance with the perception of the 

expected value, which is the most profitable, with the minimum sacrifice. According to 

Zeithaml, V. (1988), the perceived value is an overall consumer assessment of the 

usefulness of a product based on perceptions of what is received and what is given, which 

is based on a comparison between benefits and sacrifices. Similarly, for prospective 

students who want to apply to college one of the considerations is how much profit will 

be earned when choosing the college, and how much sacrifice should be spent. Some 

researchers tried to analyze the relationship between perceived value and purchasing 

decisions, and then found positive relationship results between the two (H. S. Chen et al., 

2017). Based on the above statement, it can be formulated hypotheses as follows:  

H9:  Perception Value positively affects students' decisions in choosing a  
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       course of study at Vocational College. 

 

RESEARCH FRAMEWORK 

After conducting previous research studies and formulating hypotheses, a research 

theory framework was designed to determine what factors influenced students' decisions 

in choosing a course in Vocational College. Based on the development of the hypothesis 

outlined above, a research framework can be created as a model: 

 

 
Figure 1. Research Framework  

Source: Secondary data processed (2021) 

 

DATA ANALYSIS 

The number of respondents in this study was 184 people, with details of 118 female 

respondents or 64.1%, while male respondents amounted to 66 people or 35.9%. 

Furthermore, the respondents were selected and only selected who met the criteria, so that 

the remaining respondents who were sampled were 158 respondents. 

 

Outer Model Evaluation 

Evaluation of the Outer Model is performed to determine the results of validity and 

reliability tests. This measurement model shows how a manifest variable or indicator 

represents a latent variable to be measured. The stages in the Outer Model evaluation can 

be divided into two, namely the construction validity test which includes the validity of 

the convergent and discriminatory validity, and the reliability test that includes composite 

reliability and Cronbach' alpha. 

Convergent validity tests are used to validate latent variable indicators assessed 

based on loading factors. The indicator can be said to be valid if it has a loading factor 

value> 0.7. But the loading factor value > 0.6 is still acceptable, and another criterion is 

that each latent variable must have an AVE value > 0.5 (Ghozali, I., Latan, 2015). In this 

study, some indicators have a loading factor value of < 0.6 so it should be removed from 

the model. The final result of the loading factor value of each indicator is as follows. 
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Table 1. Convergent Validity Test with Loading Factor 

 
      Source: Primary data processed (2021) 

 

The recommended AVE value should be above 0.5 (Ghozali, I., Latan, 2015). 

Evaluation results based on AVE values in latent variables in this study can be seen in the 

following table that shows the value for each construction is higher than the threshold 

value of 0.5. 

 

Table 2. Reliability Test and AVE Test of outer model 

 
 Source: Primary data processed (2021) 
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The next evaluation is the validity of the discriminant. The evaluation is to look at 

the cross loading value on the indicator of each intended construction and compare it with 

the cross loading value on other construction indicators, with the factor loading criteria 

of each scale item for the specified latent construction should be higher than its loading 

on other constructions, and also the value should be greater than 0.7. The cross loading 

value in this study can be seen in the following table. 

 

Table 3. Factor Loadings and Cross Loadings of outer models

 

 
 Source : Primary data processed (2021) 

 

In addition, discriminant validity testing can also be performed by comparing 

fornell-larcker criteria. Good discriminant validity is indicated from the Fornell-Larcker 

Criterion for any construction greater than the correlation between constructions in the 

model (Ghozali, I., Latan, 2015). The cross-loading values between constructions can be 

seen as follows: 
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Table 4. Discriminant Validity Test with Fornell-Larcker Criteria 

 
Source : Primary data processed (2021) 

 

The next outer model evaluation is a reliability test that can be done by measuring 

two criteria, namely composite reliability and Cronbach' Alpha whose value should be 

above 0.7, so that a construction can be said to be reliable. The results of composite 

reliability tests and Cronbach' Alpha show that all constructions have values above 0.7 as 

presented in table 2 in advance. 

 

Inner Model Evaluation 

Evaluation of the Inner Model or structural model aims to predict causality 

relationships between latent variables based on the proposed model. In pls-sem research, 

structural model evaluation was conducted by looking at the value of the coefficient of 

determination (R2), the predictive relevance of Q2, and also the Goodness of fit (GoF) 

index. 

First by looking at the magnitude of the variance presentation described in the R2 

value for endogenous latent construction. The R2 assessment criteria can be classified into 

three, i.e. the R2 value is 0.67 which indicates that the model is strong, the R2 value is 

0.33 which indicates that the model is medium, and the R2 value is 0.19 which indicates 

that the model is weak (Haryono, 2017). The R2 values in endogenous latent variables in 

this study can be seen in table 5 below. 

 

Table 5. Value of R-Square 

 
 Source : Primary data processed (2021) 

 

Based on the R2 value in table 5 above, it can be seen that the R2 value in the 

perceived construction value is 0.589, and the student decision construction is 0.482. This 

indicates that the variable value is felt relatively strongly because the value is close to 

0.67, while the construction of student decisions is moderate because the value is close to 

0.33. Next evaluation by testing the predictive relevance of Q2 to measure how well the 

observation value is generated by the model as well as the approximate parameters. In its 

assessment, the Q2> 0 value indicates that the model has predictive relevance, and if the 

Q2<0 value indicates that the model has no predictive relevance (Ghozali, I., Latan, 2015). 

The results of the Q2 predictive relevance test show that the two endogenous variables in 

this study have good predictive relevance which can be seen as follows. 
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Table 6. Value of Q-Square 

 
Source : Primary data processed (2021) 

 

The final step to evaluating the inner model is to use the Goodness of Fit Index 

(GoF), which is used to evaluate structural models and overall measurement models, with 

the criteria GoF = 0.10 of a small value, GoF = 0.25 of a medium value, GoF = 0.36 of a 

large value. The result of goodness conformity can be determined through the following 

calculations: 

 
Based on the calculation results, a value of 0.575 can be determined because this 

research model has a large GoF index. This explains the research data according to the 

research model. 

 

HYPOTHESIS TEST 

After evaluating the outer model and inner model, the next step is hypothesized 

testing based on the evaluation of the inner model or structural model that has been 

obtained in the table below by looking at the t-statistical value as well as the p value. 

Criterion, if the statistical value t is greater than 1.96, and the p value is less than 0.05 at 

a significant rate of 5%, then the hypothesis is accepted, or in other words there is an 

influence between exogenous variables on endogenous variables in each hypothesis has 

been proposed. 

Table 7. Path Coefficient and Significance 

 
Source : Primary data processed (2021) 
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DISCUSSION 

The Effect of Perceived Quality on Perceived Value 

Based on hypothesis testing, it was shown that perceived quality construction had 

a positive influence on the construction of perceived values as indicated by the coefficient 

of line 0.459. In addition, the perceived quality and construction relationship of the 

perceived value is significant because it has a statistical value of t 7,299 greater than the 

value of t-table (1.96), and also a value of p 0.000 smaller than 0.5. So H1 is supported. 

This research is in accordance with the Means-End Model theory developed by (Zeithaml, 

V., 1988) on the relationship between price, quality, and value, which states that 

perceived quality can directly affect the perceived value. The results of this study also 

support the results of previous research conducted by Hapsari, R. Cl. & D. (2016) and H. 

S. Chen et al. (2017) findings in this study and also some previous studies reinforce the 

theory that perceived quality has a significant positive influence on perceived values. The 

positive influence shows that the higher the quality students feel, the higher the value 

students feel towards vocational higher education institutions. 

 

The Effect of Perceived Quality on Student Decisions 

The second hypothesis test showed that the construction of perceived quality did 

not have a significant influence on students' decisions in choosing a course of study at a 

Vocational Higher Education institution. This is evidenced by the path coefficient value 

0.053, and also the t-statistical value 0.534 which is smaller than 1.96, and the p value 

0.593 greater than 0.05. Therefore, H2 is not supported. This study is contrary to previous 

research Hapsari, R. Cl. & D.(2016) which found that perceived quality had a positive 

influence on purchasing decisions. Nevertheless, this study is in accordance with the 

means-end model theory developed by Zeithaml, V. (1988), in which the theory explains 

that perceived quality must pass the perceived value to influence consumer purchasing 

decisions. In addition, H. S. Chen et al. (2017) explained in their research that the 

perceived quality of consumers needs to go through the perceived value of consumers to 

influence purchasing intentions. 

 

The Influence of Motivation on Perceived Values 

The third hypothesis test showed that building motivation had a positive influence 

on the perceived value as evidenced by the coefficient of the 0.320 path. The relationship 

between motivational construction and perceived value is significant because it has a 

statistical value of t greater than 1.96, which is 4,802, and has a value of p 0.000 which is 

smaller than 0.05. Based on the data, H3 is supported. The higher the motivation of 

students to study at vocational higher education institutions, the higher the perceived 

value student. Building motivation in this study included intrinsic motivation and 

extrinsic motivation. The results of this study support the results of previous research 

conducted by Wang, X. L., Chia (2015), Prebensen et al.(2013) which found that 

motivation has a positive influence on perceived values.  

 

The Influence of Motivation on Student Decisions 

The results of hypothesis testing in this study showed that building motivation has 

a positive influence on students' decisions in choosing a course of study at Vocational 

College, as evidenced by the coefficient of line 0.314. In addition, the relationship 
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between building student motivation and decisions proved significant with a statistical 

score of 3,763 greater than 1.96 and a p 0.000 value of less than 0.05, so H4 was supported. 

Based on the positive influence between the two constructions, it can be said that the 

higher the motivation of prospective students, the higher their willingness to choose 

Vocational Higher Education.  The results of this study are in line with previous studies 

conducted by Rizqiah & P., Ratna (2017), Lusia, A., Suciati, P., Setiowati (2016) and 

Handayani (2019) who found that the motivation had a positive and significant impact on 

students' decisions in choosing higher education institutions. In addition, research 

conducted by Gunawan (2018) found that motivation has a significant influence on 

consumer purchasing decisions. 

 

The Impact of Social Media Marketing on Perceived Value 

Subsequent hypothesis testing showed that social media marketing construction had 

a positive influence on the perceived value as evidenced by the path coefficient value of 

0.181. The relationship between the construction of social media marketing and the 

perceived value is significant because it has a statistical value of t 2,690 greater than 1.96, 

and a value of p 0.007 which is less than 0.05. Thus, H5 is supported. This explains that 

the better and more precise social media marketing strategies undertaken by Vocational 

Higher Education, further increase the value students feel towards vocational higher 

education to be chosen. The results of this study are in line with the findings of a previous 

study conducted by S. C. Chen & Lin (2019) which stated that there is a positive and 

significant influence between social media marketing on perceived value. This research 

is also in line with a similar study conducted by Serawati (2019) which found that social 

media marketing affects consumer perception. Likewise in a study conducted by Khan 

(2019) which found that social media marketing has an influence on value awareness. 

 

The Influence of Social Media Marketing on Student Decisions 

Further hypothesis test results in this study showed a positive but insignificant 

relationship between social media marketing and students' decision to choose a course of 

study at a Vocational Higher Education institution, as evidenced by the coefficient of line 

0.098. The statistical value t smaller than 1.96 is 1.180, and the p value is 0.239 > 0.05, 

which indicates the relationship between the two constructions is insignificant. As such, 

H6 is not supported. The results of this study are not in line with the results of previous 

research conducted by Nurohman, Y.A. & Qurniawati (2018) which found that social 

media promotion has a positive influence on the choice of study programs. 

Although the results of this study are contrary to the previous studies mentioned 

above, there are several other studies that are in line with the results of this study. 

Balakrishnan, et al (2014) found that there was no significant effect between social media 

marketing on purchasing intentions. Another similar study conducted by Hapsari, R. Cl. 

& D. (2016) showed that social media had no significant impact on students' decisions in 

choosing higher education institutions. This can be due to the lack of involvement of 

university management such as the Public Relations Division and Marketing Division in 

responding to or interacting with social media users, as well as a lack of interesting and 

innovative content. 
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The Influence of Trust on Perceived Values 

Subsequent hypothesis testing showed results that trust construction had a positive 

but insignificant influence on the construction of perceived value. This is evidenced by 

the path coefficient 0.078, but the t-statistical value of 1.442 is smaller than 1.96, and the 

p value 0.150 is greater than 0.05. As such, H7 is not supported. Basically, there is very 

limited research available that discusses the correlation between belief and perceived 

value. Empirically, the results of this study are contrary to the results of research 

conducted by Rizqiah & P., Ratna, (2017) which states that trust has a positive influence 

on the value felt by customers. Based on the results of this study, it can be stated that the 

value that students feel about Vocational Higher Education is not influenced by individual 

beliefs. This is because the perceived value is the overall consumer assessment of the 

utility of the product based on the perception of what is received and what is given based 

on the comparison between benefits and sacrifices. So, in this case, trust measured from 

the dimensions of faith and behavior and worship has nothing to do with a consumer's 

general assessment of the benefits of a product or service with respect to what is provided 

and what is received in return. 

 

The Influence of Trust on Student Decisions 

In hypothesis testing in this study showed that building trust has a negative 

relationship with the construction of student decisions as evidenced by the coefficient 

value of the line -0.052. In addition, the relationship between the two constructions was 

also declared insignificant because it has a t-statistical value of less than 1.96 which is 

0.710, and a p value greater than 0.05, which is 0.478. Based on the results, H8 is not 

supported. The results of this study do not empirically support some previous research 

conducted by Ilgan, A., Ataman, O., Ugurlu, F., Yurdunkulu (2018) which states that trust 

has a positive and significant impact on consumer interest and purchasing decisions. This 

is due to the difference in the nature of the object of this study with previous research, 

namely banks and universities, where the selection of higher education institutions is not 

influenced by halal-haram considerations, so students are more likely to choose based on 

the quality or value obtained. 

 

The Effect of Perceived Value on Student Decisions 

In the latest hypothesis testing showed that the perceived value had a positive 

influence on students' decisions in choosing a course of study in Vocational Higher 

Education. This is evident from the coefficient value of the path held by 0.384. In 

addition, the relationship between building perceived grades and student decisions proved 

significant, as it had a statistical score of t 3,664 greater than 1.96, and a p value of 0.000 

that was less than 0.05. Thus, H9 is supported. The positive influence in the findings of 

this study shows that the higher the value students feel towards Vocational Higher 

Education institutions, the higher the willingness to choose Vocational Higher Education. 

The results of this study are in line with previous research conducted by Serawati 

(2019) which found that the perceived value has a positive influence on purchasing 

decisions. In addition, research conducted by S. C. Chen & Lin, (2019) found that 

perceived value has an important mediation role in the indirect influence of perceived 

quality and risk on purchasing intentions. In line with the study, Nguyen (2014) also 
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found that the perceived value has a positive and significant effect on purchasing 

intentions. 

 

CONCLUSION 

Based on the above analysis and discussion, the conclusions of the results of this 

study can be summarized as follows: (1) The perceived quality has a positive and 

significant influence on the perceived value, which means that the higher the perceived 

quality, the higher the value felt by students. (2) The perceived quality does not have a 

significant influence on student decisions, which means that the high quality of 

Vocational Higher Education will not necessarily affect students' decisions in choosing a 

Higher Education. This is because the perceived quality needs to pass the perceived value 

to influence student decisions. (3) Motivation has a positive and significant influence on 

perceived value, which means that the higher the student's motivation, the better the 

student's perceived value. (4) Motivation has a positive and significant influence on 

student decisions, which means the higher the motivation possessed by students, the 

higher the willingness to choose Vocational Higher Education institutions. (5) Social 

media marketing has a positive and significant effect on perceived value. This shows that 

the better the social media marketing strategy used, the higher the value felt by students. 

(6) Social media marketing does not have a significant influence on student decisions, 

which means that social media marketing is not enough to influence students' decisions 

in choosing Vocational Higher Education institutions, but it is necessary to go through 

perceived value variables. (7) Trust has no significant influence on perceived value. (8) 

Trust has no significant influence on student decisions, otherwise it has a negative 

relationship. (9) The perceived value has a significant influence on student decisions. This 

means that the higher the score felt by students towards Vocational Higher Education, the 

higher their willingness to choose Vocational Higher Education. 

 

RECOMMENDATIONS 

This research offers several recommendations that allow vocational higher 

education marketing practitioners in Banten Province, even in Indonesia generally, to 

develop and design effective marketing strategies to recruit new students. Vocational 

Colleges must conduct periodic and continuous evaluation of quality perceptions, 

especially prospective students of their institutions, so as to improve the quality of 

Vocational Higher Education felt. Some ways that can be done is by improving the quality 

and competence of lecturers, as well as providing high-quality learning facilities and 

facilities, in order to increase the value felt by prospective students so that it will influence 

their decision to choose a College or Vocational University. Vocational Higher Education 

Institutions need to develop marketing strategies that aim to motivate prospective 

students, both in terms of intrinsic motivation and extrinsic motivation. This can be done 

by creating educational content or articles in various promotional media such as official 

institutional websites or blogs, social media, or also creating guest posts on online news 

portals and print media publications, with content that encourages or motivates 

prospective students, such as the importance of having professional skills and skills to be 

able to compete in the world of work , provide scholarships, and so on. In addition, 

Vocational Higher Education institutions need to create engaging social media content on 

social media platforms such as Facebook, Instagram, and YouTube and maintain 
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relationships with prospective students with interactive and fast social media admins, 

which is a big challenge for marketers of these institutions. 

 

LIMITATIONS 

This study faces some limitations. The main limitation is that the data is collected 

in hybrid form: direct responses and online responses because the data was collected in 

the middle of the coronavirus pandemic. According to Al-Salom (2019), participants in 

online data collection may not contribute valid data, especially in stressful life events such 

as the Covid-19 pandemic. This data collection procedure may affect the validity of the 

facts provided by the respondent. 
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