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ABSTRAK

“PENGARUH SOCIAL MEDIA MARKETING DAN CULTURE
TERHADAP ENROLLMENT INTENTION DI PERGURUAN
TINGGI MELALUI MEDIASI PERCEIVED USEFULNESS”

(Shara Yosevina)

Pemasaran melalui media sosial (social media marketing) telah menjadi sarana bagi
perguruan tinggi dalam upaya meningkatkan jumlah pendaftaran calon mahasiswa,
baik lokal maupun asing. Perguruan tinggi juga perlu memahami elemen budaya
(culture) dalam upaya menjangkau calon mahasiswa asing sebagai target
pemasaran. Tujuan dari penelitian ini adalah untuk menganalisis bagaimana
pengaruh faktor-faktor social media marketing dan culture terhadap minat
mendaftar (enrollment intention) calon mahasiswa ke suatu perguruan tinggi.
Penelitian ini menggunakan metode kuantitatif dengan teknik pengumpulan data
melalui penyebaran kuesioner terhadap 216 responden. Hasil penelitian
menunjukkan bahwa social media marketing tidak berpengaruh signifikan terhadap
enrollment intention, sehingga diperlukan mediasi persepsi kegunaan (perceived
usefulness) yang dapat membuat pengaruh tersebut menjadi signifikan. Pengaruh
culture terhadap enrollment intention juga ditemukan memiliki hasil yang sama.
Implikasi dari penelitian ini adalah supaya perguruan tinggi dapat meningkatkan
nilai perceived usefulness media sosial sebagai sarana pemasaran dalam upaya
menarik calon mahasiswa untuk mendaftar. Penelitian selanjutnya diharapkan
dapat menambah jumlah responden berkewarganegaraan asing.

Kata kunci: Perguruan tinggi, Pemasaran melalui media sosial, Budaya, Minat
mendaftar, Persepsi kegunaan.
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ABSTRACT

“THE EFFECT OF SOCIAL MEDIA MARKETING AND
CULTURE ON THE ENROLLMENT INTENTION IN HIGHER
EDUCATION INSTITUTIONS THROUGH PERCEIVED
USEFULNESS AS A MEDIATION”

(Shara Yosevina)

Social media marketing has become a tool for higher education institutions (HEISs)
in an effort to increase the number of prospective student enrollments, both local
and foreigners. HEIs should also understand the elements of culture in an effort to
reach prospective foreign students as target market. The aim of this study is to
analyze how social media marketing and cultural factors influence the enrollment
intention of prospective students to HEIs. This study used quantitative method with
data collection techniques by distributing questionnaires to 216 respondents. The
results show that social media marketing has no significant effect on enrollment
intention, thus mediation of perceived usefulness is required to cause this effect
significant. The influence of culture on enrollment intention was also found to have
the same results. The implication of this study is that HEIs can increase the
perceived usefulness of social media as a marketing tool in an effort to attract
prospective students to enroll. Future research is expected to increase the number
of foreign respondents.

Keywords: Higher education institutions (HEIs), Social media marketing, Culture,
Enrollment intention, Perceived usefulness.
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