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ABSTRACT. Student program selection has become a strategic concern for higher education
institutions, yet empirical evidence on how marketing mix factors influence enrolment decisions in
Islamic teacher education remains limited. This study investigates the determinants of prospective
students’ admission decisions in Madrasah Ibtidaiyah Teacher Education programs at State Islamic
Religious Higher Education Institutions (PTKIN) in Indonesia. Using a quantitative survey of 547
students from three PTKING, data were collected through a structured Likert-scale questionnaire and
analysed using Confirmatory Factor Analysis and regression techniques. The findings identify five
key determinants of admission decisions: Influence of Surroundings, Consideration of University,
Perceived Usefulness, Social Consideration, and Vocational Aspects. Among these, the Influence of
Surroundings emerged as the most dominant factor, indicating the central role of family, peers, and
community networks in shaping students’ program choices. Institutional reputation and perceived
career prospects also significantly influenced decision-making. This study extends the higher
education marketing literature by providing an empirically grounded model of student choice within
the marketing mix framework in the context of Islamic higher education.
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INTRODUCTION

Education has become a highly competitive global sector in which higher education
institutions must actively attract and retain students in an increasingly crowded marketplace
(Conceicao et al., 2024; Mahmood et al., 2024; Mgweba et al., 2024; Sadikov, 20206). In this context,
students are no longer passive recipients of educational services but rational and social decision-
makers who evaluate alternative programs based on perceived value, institutional image, digital
communication, and future career prospects, in line with recent applications of consumer behaviour
models to higher education choice (Arief & Brabo, 2025; Baruno et al., 2024; Eum, 2025).

In many countries, one of the most dynamic segments of higher education is faith-based and
religious teacher education, which plays a strategic role in shaping values-oriented basic education
systems (Evendi, 2022; Maksum et al., 2025; Niskaromah et al., 2025). In Indonesia, Madrasah
Ibtidaiyah Teacher Education programs (Pendidikan Guru Madrasabh Ibtidaiyah, PGMI), offered within
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State Islamic Religious Higher Education Institutions (Perguruan Tinggi Keagamaan Islam Neger,
PTKIN), prepare teachers for Islamic primary schools and integrate Islamic values with
contemporary pedagogical and subject-matter knowledge (Halili et al, 2021; Muzhiat &
Kartanegara, 2020; Sitompul et al., 2023; Solichin & Alim, 2023; Sufaini et al., 2022). These programs
contribute directly to the quality of Islamic basic education and, by extension, to the human capital
formation of large segments of the Muslim population, making their sustainability and attractiveness
a matter of wider societal concern beyond the Indonesian context (Binangkit & Siregar, 2020;
Rosser, 2018; Sumiati et al., 2024; World Bank, 2021).

However, Islamic teacher education programs often face perceived disadvantages in the
broader higher education market, especially regarding graduate career prospects and institutional
prestige compared to secular teacher education programs such as Primary School Teacher
Education (PGSD) (Baruno et al., 2024; Hermawan et al., 2022; Suhardi & Pragiwani, 2017). In the
Indonesian context, the long-standing debate on the equivalence between PGMI and PGSD degrees,
including documented cases of discrimination in civil service recruitment and access to teacher
professional education (PPG), suggests that institutional and regulatory factors can shape how
prospective students evaluate these programs (Khaeroni & Farhurohman, 2020). At the same time,
national and institutional application data reveal a paradoxical pattern: while some PGMI programs
experience declining first-choice applications over time, others at leading PTKINs such as UIN
Imam Bonjol Padang and UIN Sunan Kalijaga Yogyakarta have become among the most
competitive and in-demand study programmes in their institutions, with high numbers of applicants
and tight selection ratios (Ma’ruf & Juhaidi, 2025; Panitia Nasional Penerimaan Mahasiswa Baru
Perguruan Tinggi Keagamaan Islam Negeri, 2024). This divergence indicates that PGMI is not
uniformly "unattractive"; instead, student demand appears to be contingent on how specific
programs position and market themselves within their social and institutional environments
(Ramdhiani & Wahdiniwaty, 2018).

The case of UIN Sultan Maulana Hasanuddin Banten further illustrates this tension.
Institutional data indicate that the number of first-choice applicants to the PGMI program decreased
sharply, from 618 in 2019 to 328 in 2023, despite the program's mandate to support the supply of
qualified Madrasah Ibtidaiyah teachers in the region. This decline is particularly problematic in light
of national quality assurance requirements, such as those of the Indonesian Accreditation Agency
for Education (LAMDIK), which expects a consistent annual increase in applicant demand as one
indicator of program competitiveness (Bakar et al., 2022). Understanding why some PGMI programs
can maintain or increase high demand while others experience significant decline is, therefore, both
a practical management issue and a theoretically relevant question for higher education marketing
and quality assurance (Sumiati et al., 2024; World Bank, 2021).

Recent research on student choice has identified a broad range of determinants, including
academic quality and program reputation, social influences from parents and peers, financial
considerations, institutional facilities, and perceived career outcomes (F. Ahmad et al., 2023; Baruno
et al., 2024; Juhaidi, 2024b; LaFave et al., 2020; Maniu & Maniu, 2014; Maringe, 2006; Moody, 2020;
Soutar & Turner, 2002; Tannous et al., 2024). Studies in higher education marketing have also
adapted the services marketing mix framework (7P) to conceptualise how elements such as program
design (product), tuition and financial aid (price), physical and digital accessibility (place), and
communication strategies (promotion), along with people, process, and physical evidence, shape
student decision making (Ambarwati et al., 2024; Effendi et al., 2022; Febriansah, 2024; Ibrahim et
al., 2023; Ivy, 2008; Tuten & Solomon, 2015; Zebua & Us, 2025). Nevertheless, much of this work
has been conducted in secular universities or general higher education contexts and tends to treat
marketing mix elements and social-psychological influences as separate analytical strands (Adrianto
& Suharyanti, 2024; Arief & Brabo, 2025; Chatterjee & Kumar, 2020; Eum, 2025; Gupta, 2020;
Ibrahim et al., 2023; Juhaidi, 2024b). There is limited empirical evidence on how marketing mix—
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related factors interact with social, institutional, and vocational considerations in faith-based teacher
education, particularly in Muslim-majority systems.

In the Indonesian context, recent studies have examined student preferences for higher
education and the influence of reputation, financial aid, and social networks on institutional choice,
but they rarely focus specifically on Islamic teacher education or systematically map empirically
derived decision factors onto the marketing mix framework (F. Ahmad et al., 2023; Ambarwati et
al., 2024; Febriansah, 2024). Existing research on PGMI and Islamic education has tended to
highlight issues of graduate employability, negative stigma, and program positioning, but often in
descriptive or normative terms that do not quantify the relative importance of different determinants
in student decision making (Ramdhiani & Wahdiniwaty, 2018; Sufaini et al., 2022; Suhardi &
Pragiwani, 2017). Consequently, two key gaps remain: first, the lack of factor-analytic evidence on
the structure and dominance of decision factors among students choosing PGMI; and second, the
absence of an empirically grounded linkage between these factors and the elements of the marketing
mix that PTKIN can strategically manage (Febriansah, 2024; Ma’ruf & Juhaidi, 2025).

Addressing these gaps is essential not only for Indonesian policymakers and PTKIN leaders
but also for the broader international literature on higher education marketing in religious and value-
based institutions (Berger & Milkman, 2012; Maringe & Gibbs, 2009; Mayer, 2020; Sumiati et al.,
2024; Wotld Bank, 2021). If social influence, institutional reputation, perceived usefulness, and
vocational alignment turn out to be the primary drivers of student choice in this context, then
marketing strategies for Islamic teacher education should differ systematically from those of secular
programs that rely more heavily on geographic proximity or generic branding appeals (Auliarahman
& Sumadi, 2020; Febriansah, 2024; Hemsley-Brown & Oplatka, 2016; Juhaidi, 2024b). Moreover,
demonstrating how empirically extracted factors can be mapped onto the 7P marketing mix model
offers a transferable analytical approach for other religious teacher education systems facing similar
enrollment and positioning challenges (Ambarwati et al., 2024; Effendi et al., 2022; Ibrahim et al.,
2023; Ivy, 2008; Zebua & Us, 2025).

In light of these considerations, this study has two analytical objectives. First, it seeks to
identify the latent factors that structure prospective students' decisions to enrol in PGMI at PTKIN,
using factor analysis to quantify the relative contribution of social, institutional, perceived usefulness,
and vocational dimensions. Second, it aims to interpret these empirically derived factors within the
7P marketing mix framework to formulate evidence-based implications for designing marketing
strategies in Islamic higher education. By doing so, the study positions the PGMI case within global
debates on student choice and higher education marketing, while offering context-specific insights
relevant to faith-based teacher education in other settings.

METHOD

This study employed a quantitative, cross-sectional, confirmatory research design to examine
how marketing mix—related factors shape prospective students' decisions to enrol in PGMI at
PTKIN in Indonesia. We chose the design to test a theoretically grounded factor structure derived
from prior research on student choice and higher education marketing rather than to explore new
dimensions inductively. The target population comprised undergraduate students enrolled in the
PGMI programme at PTKIN who had completed the formal admission process and were therefore
able to report the considerations undetlying their enrolment decisions retrospectively. This study
was conducted at three PTKIN with established PGMI programmes and differing levels of applicant
demand and competitiveness: UIN Sultan Maulana Hasanuddin Banten, UIN Imam Bonjol Padang
(West Sumatra), and UIN Sunan Kalijaga Yogyakarta. According to official data from the national
higher education database (Pangkalan Data Pendidikan Tinggi, PDDifkt), these institutions together
hosted 1,665 active PGMI students in the second semester of the 2022/2023 academic year, with
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453 students at UIN Sultan Maulana Hasanuddin Banten, 610 at UIN Imam Bonjol Padang, and
602 at UIN Sunan Kalijaga Yogyakarta.

The required sample size was determined in accordance with established guidelines for factor
analysis and finite population sampling. MacCallum et al. (2001) recommend subject-to-variable
ratios of at least 4:1, and preferably 20:1 for smaller datasets, while noting that sample adequacy
must ultimately be judged in relation to model complexity and communality patterns. Comrey and
Lee (as cited in MacCallum et al.,, 2001) further classify samples of 300 as "good", 500 as "very
good", and 1,000 as "excellent" for factor-analytic research. Complementing these rules of thumb,
the Krejcie and Morgan (1970) table indicates that, for a finite population of approximately 1,600—
1,700 individuals at a 5% margin of error, a sample of about 310-313 respondents is adequate. On
this basis, the minimum target sample was set at 313 PGMI students, allocated proportionally to
each institution according to its share of the total PGMI population (approximately 85 from UIN
Sultan Maulana Hasanuddin Banten, 115 from UIN Imam Bonjol Padang, and 113 from UIN Sunan
Kalijaga Yogyakarta).

A cluster random sampling technique was employed, with intact student groups (e.g., class
cohorts) within each PGMI programme serving as sampling clusters. Clusters were randomly
selected at each PTKIN, and all students within the selected clusters were invited to participate until
the proportional target for each institution was met or exceeded. Students who were invited received
an explanation of the research objectives and were informed that participation was voluntary and
would not affect their academic standing.

Data collection was conducted between April and June 2024, a period chosen to be relatively
close to the national Islamic university admission cycle (SPAN-PTKIN and UM-PTKIN) to
minimise recall bias in reporting enrollment decisions. The questionnaire was administered online
using a Google Forms survey link, which was disseminated through official and informal WhatsApp
groups of PGMI students at the three PTKIN. During this period, 547 students completed the
questionnaire in full; all of these responses met the eligibility criteria and were included in the
analysis. The final sample of 547 cases, therefore, exceeded both the commonly cited minimum of
313 respondents for confirmatory factor analysis and the recommended ratio of 5-10 respondents
per indicator, given the 25 observed indicators used in this study.

Data were collected using a structured questionnaire designed to measure students'
perceptions of marketing mix—related factors and their enrollment decisions. Instrument
development followed three stages: construct specification, item generation, and expert validation.
First, latent constructs were specified based on the literature on student choice and higher education
marketing, including dimensions related to the influence of surroundings, consideration of
university, perceived usefulness, social consideration, vocational aspects, and geographic location.
Second, an initial item pool was adapted from existing scales used in prior studies on the marketing
mix and university choice, then translated and contextualised for the PGMI and PTKIN settings.

Content validity was assessed by three senior academics in educational management and
Islamic teacher education, who evaluated each item for relevance, clarity, and cultural
appropriateness. Based on their feedback, ambiguous items were revised, overlapping items were
removed, and several statements were rephrased to better reflect the PGMI context. The final
instrument comprised 25 items measuring five main latent factors (Influence of Surroundings,
Consideration of University, Perceived Usefulness, Social Consideration, and Vocational Aspects),
two items related to Geographic Location, and demographic and background questions (e.g.,
admission pathways). All perceptual items employed a five-point Likert scale ranging from 1
(strongly disagree) to 5 (strongly agree). Before the primary survey, a pilot test was conducted with
50 PGMI students from a PTKIN not included in the main sample to examine item comprehension,
response patterns, and preliminary reliability. The pilot results indicated satisfactory internal
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consistency at the subscale level (Cronbach's alpha > 0.70), and we made minor wording
adjustments to enhance clarity.

Data analysis followed a staged procedure: preliminary analyses in IBM SPSS 26 and
confirmatory factor analysis in IBM SPSS Amos. First, we performed data screening to detect
missing values, outliers, and violations of statistical assumptions. Because the online survey required
complete responses to proceed, missing data were minimal; nonetheless. We excluded all cases that
showed inconsistent or invalid responses. Descriptive statistics, including skewness and kurtosis,
were examined to assess univariate normality at the item level. Multicollinearity was evaluated
through inter-item correlations and variance inflation factors (VIFs). VIFs were inspected to
determine multicollinearity, with values below three generally considered indicative of non-
problematic multicollinearity in applied regression settings (Joseph Franklin Hair et al., 2019).

Second, Confirmatory Factor Analysis (CFA) was employed to evaluate the measurement
model and to confirm the hypothesised five-factor structure. The adequacy of the data for factor
analysis was assessed by examining the Kaiser—Meyer—Olkin (KMO) measure of sampling adequacy
and Bartlett's test of sphericity, using a minimum KMO value of 0.50 as the criterion for adequacy.
(Field, 2018). A significant Bartlett's test result (p < 0.05) was treated as evidence that the correlation
matrix was suitable for factor extraction (Pallant, 2013). The analysis retained factors that met
Kaiset's eigenvalue criterion (eigenvalues> 1) and yielded an interpretable rotated solution. The final
measurement model excluded items and factors that showed weak or conceptually inconsistent
loadings (Joseph Franklin Hair et al., 2019; Howard, 2023; Okan et al., 2025; Tan et al., 2019).

Third, the analysis assessed the reliability and validity of the measurement model. Internal
consistency reliability was evaluated by computing Cronbach's alpha for each factor, with values
above 0.70 treated as acceptable (Field, 2018; Joseph Franklin Hair et al., 2019; Nunnally, 1994).
Convergent validity was examined through standardised factor loadings = 0.50, average variance
extracted (AVE) = 0.50, and composite reliability (CR) = 0.70, consistent with recommended
thresholds for construct validity in structural equation modelling (Fornell & Larcker, 1981; Joseph
Franklin Hair et al., 2019). Discriminant validity was assessed using the Fornell-Larcker criterion by
comparing the square root of AVE for each construct with its inter-construct correlations; it was
deemed adequate when the square root of AVE exceeded all corresponding correlations, indicating
that each construct shared more variance with its own indicators than with any other construct
(Joseph F. Hair et al.,, 2021; Mohamed & Ahmed, 2020; Rasoolimanesh, 2022). Items with low
loadings or problematic cross-loadings were considered for removal, as this improved the overall
model fit without compromising theoretical coherence (Hair et al., 2019; Kock & Lynn, 2012), a
practice commonly recommended in CFA (M. A. N. Ahmad et al., 20106).

Finally, multiple regression analysis was conducted to examine the predictive strength of the
five latent factors on students' self-reported interest and decisions to enrol in the PGMI program.
Factor scores derived from the validated CFA model were used as independent variables, while
indicators of enrollment interest and program choice served as dependent variables. Before
estimation, assumptions of linearity, homoscedasticity, normality of residuals, and absence of
multicollinearity were checked and met acceptable criteria. The analytic strategy, therefore, remained
within a confirmatory factor and regression framework, rather than a complete structural equation
model, consistent with the study's primary objective of identifying and interpreting the dominant
determinants of student choice (Dash & Paul, 2021; Joe F Hair et al., 2020; Xiong et al., 2025).

Model fit in the CFA was evaluated using multiple goodness-of-fit indices, including the chi-
square to degrees of freedom ratio (¥?/df) < 3.0, the Comparative Fit Index (CFI) = 0.90, the
Tucker—Lewis Index (TLI) = 0.90, the Root Mean Square Error of Approximation (RMSEA) =
0.08, and the Standardised Root Mean Square Residual (SRMR) = 0.08 (Dash & Paul, 2021;
Goretzko et al, 2024; Joseph Franklin Hair et al., 2019; Kline, 2016), which are widely used
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benchmarks in confirmatory factor analysis (Hassim et al., 2020). These indices were used to guide
iterative model refinement while avoiding overfitting and preserving theoretical interpretability.

The study adhered to standard ethical procedures for social and educational research. Before
data collection, institutional permission was obtained from the relevant faculties and programme
heads at each participating PTKIN, as well as from Perkumputan Dosen PGMI Indonesia (PD-PGMI).
Student participation was entirely voluntary, and no incentives or academic penalties were associated
with participation or non-participation. An information sheet attached to the online questionnaire
explained the research aims, the anonymous and aggregate nature of data reporting, and
respondents' rights to withdraw at any time before submission. Informed consent was obtained
electronically before students could access the main questionnaire. No personally identifiable
information was collected, and all responses were stored securely and used solely for research
purposes in accordance with institutional ethical guidelines.

RESULT AND DISCUSSION
Result

Sample characteristics

A total of 547 PGMI students from three PTKIN (UIN Sultan Maulana Hasanuddin Banten,
UIN Imam Bonjol Padang, and UIN Sunan Kalijaga Yogyakarta) participated in the study and
provided complete responses. The sample consisted predominantly of female students, with 484
(88.48%) females and 63 (11.52%) males.

Table 1. Gender distribution of respondents

Gender n Percentage
Male 63 11,52%
Female 484 88,48%
Total 547 100,00%

Most respondents were admitted through the national State Islamic Higher Education
Entrance Exam (UM-PTKIN), accounting for 221 students (40.4%). Meanwhile, 104 students
(19.0%) entered via SPAN-PTKIN, and 192 students (35.1%) were admitted through independent
or institutional admission pathways. In terms of age, the majority were between 18 and 22 years,
with a mean age of 20.5 years (SD = 1.8). Furthermore, 481 students (88.0%) indicated that PGMI
was their first-choice programme at the time of application, while 66 students (12.0%) reported
PGMI as a second or alternative choice.

Exploratory factor analysis

Before factor extraction, the suitability of the data for factor analysis was assessed using the
KMO measure and Bartlett's test of sphericity. The KMO value was 0.898, indicating excellent
sampling adequacy for factor analysis, as values closer to 1.0 suggest a compact pattern of
correlations and the extraction of distinct, reliable factors. Generally, KMO values above 0.80 are
considered meritorious, indicating that the variables in this dataset share sufficient common
variance to justify the application of factor analysis techniques.

Bartlett's test of sphericity yielded an approximate chi-square value of 4963.882 with 300
degrees of freedom and a p-value of < 0.001, indicating that the null hypothesis of an identity
correlation matrix can be rejected. This result confirms that the correlations among variables are
statistically significant and that the data matrix is appropriate for factor analysis. Together, the
KMO and Bartlett statistics provide strong evidence that the observed variables are interrelated
and suitable for factor extraction.

Inspection of the anti-image correlation matrix showed that all Measures of Sampling
Adequacy (MSA) values, as reflected in the diagonal elements, were above 0.50, ranging from 0.648
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to 0.939. MSA values greater than 0.50 indicate that individual variables are appropriate for
inclusion in the factor model, as their partial correlations with other variables are lower than their
zero-order correlations.

Factor extraction was conducted using Principal Component Analysis (PCA) with Varimax
rotation. The Total Variance Explained table showed that five components had eigenvalues greater
than 1.0, satisfying Kaiset's criterion for factor retention, whereas the sixth component had an
eigenvalue below 1.0 and was therefore not retained in the final model. The five retained
components jointly accounted for 67.579% of the total variance, indicating that they capture a
substantial proportion of the shared variance among the 25 indicators. Factor loadings were
examined using the Rotated Component Matrix, with loadings of 0.30-0.40 or higher.

Table 2. Rotated Component Matrix (Factor Loadings)

No Indicator Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 CO;E?;HH
1 I 789 .681
2 12 756 .648
3 13 742 .627
4 14 .831 712
5 15 .805 .698
6 16 773 .671
7 17 761 .659
8 18 814 .703
9 C1 758 .654
10 C2 749 .643
11 C3 721 .619
12 C4 .685 .589
13 P1 763 .656
14 P2 T41 .637
15 P3 728 .623
16 S1 751 .645
17 S2 738 .634
18 S3 719 .615
19 Vi 756 .649
20 V2 743 .629
21 V3 721 .608
22 V4 712 .598
Eigenvalue 5.834 2.947 2.156 1.834 1.521

% Variance Explained 27.78 14.03 10.27 8.73 7.24 67.58
Cumulative % 27.78 41.81 52.08 60.81 67.58

Extraction Method Principal Component Analysis (PCA)

Rotation Method Varimax with Kaiser Normalisation

Note Loadings < 0.30 are suppressed for clarity. All loadings shown are

significant at p < 0.001.

After Varimax rotation, the Rotated Component Matrix (Table 2) displays the standardised
factor loadings for each indicator on the five extracted factors. All retained indicators loaded
meaningfully (= 0.68) on their respective factors, with no cross-loadings above 0.30 on alternate
factors, confirming the measurement model's discriminant validity.

The Influence of Surroundings factor (F1) exhibited the highest eigenvalue (5.834) and
explained 27.78% of the total variance, with loadings ranging from 0.74 to 0.83 across indicators
I1-18. The remaining four factors—Consideration of University (F2, eigenvalue = 2.947, 14.03%
variance), Perceived Usefulness (F3, eigenvalue = 2.156, 10.27% variance), Social Consideration
(F4, eigenvalue = 1.834, 8.73% variance), and Vocational Aspects (F5, eigenvalue = 1.521, 7.24%
variance)—demonstrated robust and internally consistent factor structures with loadings between
0.68 and 0.76. Geographic Location indicators (G1, G2) were excluded because their factor
loadings were below 0.40 across all components, indicating insufficient contribution to the latent
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factor structure. The cumulative variance explained by all five factors was 67.58%, supporting the
adequacy of the factor solution.

In contrast, the two indicators for Geographic Location (G1 and G2) exhibited low and
diffuse loadings across the extracted components, with values below the usual significance
thresholds, suggesting they did not form a distinct, substantively meaningful factor. Given their
weak contribution to the factor structure, the Geographic Location indicators were excluded from
subsequent analyses, and the final measurement model was defined in terms of the five dominant
latent factors. Overall, the EFA results demonstrate that the initial six conceptual dimensions can
be parsimoniously represented by five statistically and substantively coherent latent factors, with
Influence of Surroundings emerging as the strongest factor in terms of eigenvalue and loading
pattern.

Confirmatory Factor Analysis (CFA) was then performed on the 23 retained indicators to
validate the five-factor measurement model identified in the exploratory phase. Overall model fit
indices indicated an acceptable fit to the data: ¥?/df < 3.0, CFI = 0.90, TLI = 0.90, RMSEA <
0.08, and SRMR = 0.08. These values satisfy commonly used benchmarks in confirmatory factor
analysis and support the adequacy of the proposed measurement model. Table 3 presents the
standardised factor loadings, AVE, and CR for each latent factor. All indicators loaded significantly
(p < 0.001) onto their respective factors, with loadings ranging from approximately 0.57 to 0.84,
exceeding the minimum threshold of 0.50.

Table 3. Summary of CFA results: factor loadings, AVE, and CR

Factor Indicators Standardised loading ~ AVE CR
Influence of Surroundings C1-C5 0.66-0.83 =050 =20.70
Consideration of the University P1-P3 0.69-0.79 =050 =070
Petceived Usefulness S1-S3 0.63-0.78 =050 =20.70
Social Consideration V1-V4 0.61-0.77 =050 =20.70
Vocational Aspects 11-18 0.57-0.84 =050 =070
Reliability and validity

All indicators loaded significantly (p < 0.001) on their intended latent factors in the CFA,
with standardised factor loadings ranging from approximately 0.57 to 0.84. AVE values supported
convergent validity at or above 0.50 and CR values above 0.70 for all five constructs. Discriminant
validity was confirmed using the Fornell-Larcker criterion, whereby the square root of AVE for
each construct exceeded its correlations with other constructs, indicating that the latent factors are
empirically distinct. Internal consistency reliability, as assessed by Cronbach's alpha, also met
recommended thresholds (« > 0.70) for each factor, demonstrating satisfactory reliability of the
measurement scales.

Factors influencing enrolment decisions

Regression analysis using factor scores for the five latent constructs as predictors and
students' reported interest in and decision to enrol in PGMI as the outcome showed that the overall
model was statistically significant (F-test, p < 0.001) and accounted for a substantial proportion of
variance in enrolment decisions (R* as reported in the SPSS output). Influence of Surroundings
emerged as the strongest predictor, followed by Consideration of University, Perceived Usefulness,
and Vocational Aspects. At the same time, Social Consideration had a more minor but still positive
and significant effect on students' decisions.

Descriptively, 40% of respondents acknowledged that peers significantly influenced their
choice of programme and university, and 35% reported guidance from academic counsellors,
underscoring the central role of social networks. In addition, 80% emphasised university
reputation, 85% believed that PGMI graduates have good employment opportunities, 65%
favoured institutions with active outreach (e.g., open houses and campus visits), and 70% indicated
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that testimonials from current students or alums reinforced their decision, highlighting the
importance of social, institutional, and career-related considerations in PGMI enrolment.

Discussion
Opening conceptual takeaways

The findings indicate that students' decisions to choose PGMI at PTKIN are influenced by a
mutually reinforcing interplay among social influence, institutional reputation, perceived
usefulness, and vocational calling, rather than by isolated individual preferences. Religious values
do not merely form a cultural background; they function as a social amplifier, strengthening family
and peer endorsement of Islamic teacher education as a meaningful life pathway. The results also
indicate that in this context, digital accessibility and social networks can partly substitute for
geographic proximity, signalling a shift towards socially embedded, digitally mediated decision-
making in Islamic higher education.

Compared with previous studies on marketing strategies in higher education (Maringe, 20006),
this study underscores the need for tailored promotional efforts, particularly through digital
platforms and community engagement (Benchekroun et al., 2024; Juhaidi, 2024a; Pamungkas et al.,
2023; Rawat et al., 2022; Tobing & Rufaidah, 2025). The exclusion of geographic location as a
significant factor suggests a shift towards online-based marketing strategies, indicating that digital
accessibility may outweigh physical proximity in influencing students' decisions. This insight
contributes to the broader discourse on digital transformation in educational marketing.

Social reinforcement and religions values

Social factors emerged as the strongest determinant of enrolment, with a large proportion of
students reporting that family, peers, and religious communities directly influenced their decision
to enrol in PGMI. This pattern is consistent with Social Influence Theory, which posits that
compliance with parental expectations, identification with religiously oriented peer groups, and the
internalisation of Islamic values collectively translate faith commitments into concrete educational
choices (Azmi & Khoeri, 2025; Liang et al., 2024; Oliveira et al., 2023).

Religious values, in this sense, act as a social amplifier, intensifying the persuasive power of
family and community narratives that frame PGMI not only as a study program but also as a morally
significant vocation. Consistent with recent work on Islamic higher education, Students are drawn
to institutions that simultaneously strengthen their religious identity and provide credible academic
pathways, indicating that value congruence and social belonging are central drivers of enrollment
in faith-based programs (Albustomi & Hefniy, 2025; Cook, 2022; Juhaidi, 2024b; Sanchez-
Tabernero, 2024).

Perceived nsefulness, vocational meaning, and employability

Perceived usefulness and vocational aspects constitute the second layer of decision-making,
in which students evaluate PGMI in terms of career prospects, skill acquisition, and alignment with
a sense of calling to teach in religiously oriented primary schools. In line with contemporary human
capital perspectives, students interpret PGMI as an investment that yields both labour-market
returns and religious—moral fulfilment, rather than as a narrow or inferior track compared with
secular teacher education (Arifin & Wahzudi, 2020; Lundeto, 2023; Suyadi et al., 2022).

This result reframes PGMI from a "less competitive programme" into a vocationally
meaningful pathway in which employability is defined not only by salary and sectoral flexibility but
also by the opportunity to serve Islamic schooling ecosystems. Extending recent studies on
employability and Islamic higher education, the present results suggest that vocational commitment
and perceived societal relevance can offset lingering stigma when institutions successfully
communicate graduate outcomes and career trajectories in religious and public education settings.
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Digital accessibility, marketing mix, and socio-religious modification

The non-salience of Geographic Location as a factor, combined with evidence that students
respond strongly to outreach, testimonials, and institutional reputation, implies that digital channels
and social networks reduce the importance of physical distance in PGMI recruitment. Consistent
with studies on digital marketing in Islamic higher education, social media, institutional websites,
and digital public relations now function as key "Places" and "Promotion" vehicles through which
prospective students and their families encounter information, narratives, and role models
(Albustomi & Hefniy, 2025; Juhaidi, 2024a; Maulana et al., 2026; Riofita & Dimasadra, 2022).

These findings extend the traditional 7P marketing mix by embedding socio-religious
dynamics within Product, Promotion, People, and Place for Islamic higher education. The
empirically validated five-factor structure (Influence of Surroundings, Consideration of University,
Perceived Usefulness, Social Consideration, Vocational Aspects) effectively operationalises a
marketing mix in which social reinforcement and religious identity are not external constraints but
integral components of how the "product" (PGM]I) is perceived and demanded. In this sense, the
study implicitly modifies conventional marketing-mix models by incorporating religiously framed
social capital and digital accessibility as core elements of educational choice in PTKIN.

Theoretical contributions and novelty

First, the study integrates social reinforcement and digital accessibility into a single
explanatory framework for Islamic higher education marketing, showing how online channels
magnify family and peer influence rather than replacing them. Social factors are the most dominant
determinant in students' decisions to enrol in the PGMI Study Program. The influence of family,
peers, and community is crucial in shaping students' academic choices. This finding indicates that
educational decisions are not merely individual choices but are firmly embedded within prevailing
social norms. In this context, Kelman's Social Influence Theory provides a framework for
understanding how social norms and influences from significant others, such as family members,
shape individual decision-making (as cited by Davlembayeva & Papagiannidis, 2025). Kelman
identifies three types of social impact: compliance, identification, and internalisation. In the
educational context, many students may comply with their parents' expectations or identify with
family norms that emphasise the importance of religious education. Some students may even
internalise these values, perceiving religious education as integral to their life purpose.

However, social influence is also dynamic. In societies increasingly exposed to digital media
and global information flows, broader educational trends can shape parental and peer preferences.
In this regard, PTKIN institutions can play a crucial role in shaping public opinion and influencing
the choices of families and prospective students through well-designed and strategic campaigns.
For instance, integrating successful alumni as inspirational role models in family and community
settings can be effective.

Additionally, local communities play a significant role in shaping educational choices. In
many regions of Indonesia, madrasahs or Islamic schools are often the preferred choice for families
due to their alignment with religious values. This phenomenon is consistent with Putnam's (2000)
research, which suggests that social engagement, such as membership in spiritual communities,
substantially influences individual preferences, including educational decisions. Therefore, PTKIN
institutions must actively involve local religious communities in their promotional strategies to
attract more prospective students.

Second, it reframes PGMI as a vocationally meaningful pathway in which religiously
motivated teaching careers and perceived usefulness jointly underpin students' choices, challenging
deficit narratives that portray PGMI as a second-tier option. One of the primary challenges
identified in this study is the persistent stigma attached to PGMI graduates. Some students
expressed concerns that PGMI graduates are often undervalued or perceived as less competitive
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than graduates from other programs, such as PGSD or non-religious disciplines. This stigma is
frequently linked to the perception that PGMI graduates have limited career opportunities, mainly
confined to religious education sectors, such as madrasahs or other Islamic educational institutions.

Despite this stigma, the majority of PGMI students remain optimistic about their future
career prospects. This positive outlook is driven by the belief that religious education remains
highly relevant in society, particularly in primary schools that require qualified Islamic studies
teachers. Furthermore, many students view the teaching profession as a calling, where the ability
to contribute to society and shape future generations outweighs financial rewards. To address this
stigma, PTKIN institutions must implement strategic measures. One practical approach is
strengthening partnerships between PGMI programs and general education institutions or non-
religious educational sectors. By fostering these collaborations, PGMI graduates can demonstrate
their competencies in broader educational settings, proving they possess skills relevant beyond
madrasahs.

Third, the research provides empirical validation of a marketing-mix-informed measurement
model in the under-researched context of PTKIN, demonstrating that the five latent factors map
coherently onto extended 7P dimensions while remaining sensitive to socio-religious specificities.
PTKIN institutions can enhance PGMI students' employability by offering additional skill-based
training in educational technology, modern pedagogy, and classroom management. These
supplementary qualifications will equip graduates with the necessary skills to adapt to diverse
teaching environments, making them more competitive in the broader job market. PTKIN
institutions must also take an active role in reshaping public perceptions of PGMI graduates. This
goal can be achieved by promoting the success stories of PGMI alums who have excelled in various
career paths within religious education and other professional fields. Public campaigns highlighting
the achievements of PGMI graduates can be an effective strategy to mitigate negative stereotypes
and elevate the program's perceived value.

Amidst the growing popularity of programs such as PGSD, PGMI is often perceived as less
flexible. PGSD offers broader career prospects, as its graduates can teach in various primary
schools—both public and private—without being restricted to a religious-based curriculum. This
approach makes PGSD more appealing to prospective students seeking wider career opportunities
beyond religious education. Additionally, the marketing and branding campaigns for PGSD
programs are generally more extensive, making prospective students more familiar with them than
with PGMI. Universities offering PGMI must enhance their marketing strategies to highlight the
program's unique advantages. For instance, a notable case demonstrates PGMTI's strengths: a PGMI
graduate in Bekasi successfully introduced an interactive learning method based on Islamic
technology in their classroom. This innovation gained recognition and was eventually adopted by
other schools. This case illustrates that PGMI possesses distinctive qualities that can serve as unique
selling points if effectively communicated.

Fourth, by showing that geographic location is not a distinct factor while social and digital
influences are, the study implicitly modifies existing marketing-mix models to account for
socio-religious embeddedness and digital mediation in faith-based higher education decisions. A
strategic approach that incorporates these elements can enhance institutional attractiveness and
strengthen the competitive positioning of PGMI programs in the higher education market.

1. Community-Based Campaigns

A community-based approach is an effective strategy to strengthen PGMI's appeal. This
strategy involves direct engagement with key stakeholders, including alumni, local communities,
and educational institutions, to create a positive image of PGMI. Successful alumni can serve as
ambassadors, providing tangible evidence of the program's potential. Research by Perna and Titus
(2005) indicates that alum testimonials significantly influence prospective students' decisions. By
leveraging alum experiences, institutions can build trust and credibility.
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Additionally, PGMI can engage in educational outreach programs, such as teacher literacy
training, digital learning initiatives, and community education projects. These initiatives contribute
to local communities and demonstrate the program's broader social impact. Research by Cummings
and Worley (2014) highlights that community engagement strengthens institutional reputation and
enhances public perception.

2. Digital Promotion

With the rise of digital media, leveraging platforms like Instagram, TikTok, and YouTube is
essential for reaching younger audiences. Studies by Duggan et al. (2015) suggest that over 70% of
young individuals rely on social media for educational decisions. Creating engaging content, such
as student testimonials, academic activities, and alumni success stoties, can enhance PGMI's
visibility. Furthermore, interactive features like live Q&A sessions and virtual campus tours can
foster direct engagement with prospective students. A well-designed website is also a critical
promotional tool. Research by Tuten and Solomon (2015) emphasises that transparent and user-
friendly websites significantly influence prospective students' enrollment decisions. A
comprehensive PGMI website should provide information on curriculum structure, career
opportunities, and accreditation status. Additional features such as real-time chat support and
virtual campus tours can enhance the user experience and attract more applicants.

3. Positive Branding

Shaping a strong and positive brand image for PGMI requires reframing its narrative. Instead
of focusing solely on religious education, PGMI should emphasise its graduates' versatility and
professional competencies. Research by Aaker and Joachimsthaler (2000) suggests that a well-
constructed brand narrative can strengthen public perception. Institutions should highlight
graduate employability, success stories, and the integration of Islamic values with modern
educational competencies. Infographics and inspirational videos are compelling branding tools.
Studies by Mayer (2020) indicate that visual information is processed faster and retained longer
than text-based content. Institutions can reinforce PGMTI's relevance and credibility by showcasing
alumni's achievements and career prospects. Additionally, research by Berger and Milkman (2012)
suggests that emotionally engaging content is more likely to be shared, further amplifying PGMI's
reach.

The findings also propose theoretical implications by challenging the assumption that Islamic
education programs struggle to compete with secular programs. While previous research suggests
that PGMI graduates face employment challenges, this study finds that vocational aspects and
institutional reputation significantly influence enrollment, suggesting that strategic branding can
enhance the attractiveness of PGMI programs (Maringe & Gibbs, 2009). These findings indicate
that existing theoretical models should be revised to incorporate social reinforcement and digital
accessibility as key determinants of marketing Islamic education.

Limitations and future research

Several limitations need to be acknowledged. The sample is drawn from three PTKIN and
relies on self-reported perceptions at a single point in time, which may be influenced by concurrent
promotional campaigns or by local institutional dynamics. The design does not explicitly model
potential moderating variables—such as family socioeconomic status, type and quality of prior
schooling, or intensity of digital media use—that might shape the strength of social or vocational
influences. Future research should incorporate multi-site or longitudinal designs, include broader
geographic coverage, and collect richer contextual data (e.g., marketing exposure, school
background, family income) to test moderation effects and address possible sampling or context
bias. Subsequent studies could also compare PGMI with other Islamic and non-Islamic teacher
education programmes, use experimental or quasi-experimental designs to assess the impact of
specific digital campaigns, and apply more advanced modelling (e.g., multigroup SEM) to examine
whether social reinforcement operates differently across demographic and regional subgroups.
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CONCLUSION

This study identifies the principal determinants shaping prospective students’ decisions to
enrol in Madrasah Ibtidaiyah Teacher Education (PGMI) programs at State Islamic Religious Higher
Education Institutions (PTKIN) in Indonesia. The findings indicate that enrolment decisions are
predominantly driven by social influence from family, peers, and religious communities, followed
by institutional reputation, perceived career prospects, and vocational commitment to becoming
Islamic primary school teachers. At the same time, geographic proximity plays a minimal role. The
study advances higher education marketing theory by proposing and empirically validating a five-
factor model of student decision-making that extends the traditional marketing mix framework
within the context of Islamic higher education. Specifically, the results highlight how social networks
and religious communities operate as strategic amplifiers of institutional reputation and marketing
communication, rather than merely contextual influences. In practice, the findings suggest that
PTKIN should prioritise community-engaged promotion, digital communication strategies, and the
clear articulation of graduate career pathways. Future research should employ broader samples and
comparative designs to further examine the interaction among social, institutional, and vocational
drivers in higher education choice.

ACKNOWLEDGMENT

We extend our gratitude to the Research and Publication Center, Institute for Research and
Community Service (LLPZM), UIN Sultan Maulana Hasanuddin Banten, for providing research
support that enabled the completion of this study. We also thank Tarbawi: Jurnal Keilmuan
Manajemen Pendidikan for the opportunity to publish our research results.

BIBLIOGRAPHY

Aaker, D. A., & Joachimsthaler, E. (2000). Brand leadership: Building assets in the information society. Free
Press.

Adrianto, E., & Suharyanti, Y. (2024). Marketing for higher education institution: A review and
theoretical framework. International Jonrnal of Industrial Engineering and Engineering Management,
6(2), 87-96. https://doi.org/10.24002/ijieem.v6i2.9639

Ahmad, F., Firdaus, M., & HP, A. (2023). The Influence of the marketing mix on decisions
prospective students choose higher education at Banyuwangi marine academy. Jurmal Ekononi,
12(01), 1069-1076. Retrieved from
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/1313

Ahmad, M. A. N, Hamid, S. F. A., Asmi, N. S. M., Pauzi, S. F. M., Zaini, A. A., & Zeni, S. M.
(2016). Developing a valid instrument to measure how personal characteristic and leader
behaviour affect team performance. KONAKA: Konferensi Akademik, 474-479. Retrieved from
https://it.uitm.edu.my/id/eprint/78930/

Albustomi, A. Y., & Hefniy. (2025). Digital branding strategies of Islamic higher education
institutions through religious content marketing. Journal of Education Management and Poliey, 1(1),
1-11. https://doi.org/10.61987 /sem.v1i1.000

Ambarwati, R., Masrokan, P., & Sujianto, A. E. (2024). Higher education marketing strategy through
7P to increase public interest (Case study at STKIP PGRI Trenggalek). EDUTEC': Journal of
Education And Technology, 8(1), 9-17. https://doi.org/10.29062/edu.v8i1.979

Arief, Z., & Brabo, N. A. (2025). The influence of word of mouth and social media marketing on
students’ decision to choose a university with brand image as a mediating variable (Case study
at Darunnajah University). Journal of Economics and Business (JECOMBI), 6(03), 227-243.
https://doi.org/10.58471/jecombi.v6i03.140

Tarbawi: Jurnal Keilmuan Manajemen Pendidikan, Vol. 12, No. 01, 2026, 11-28 23


https://doi.org/10.24002/ijieem.v6i2.9639
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/1313
https://ir.uitm.edu.my/id/eprint/78930/
https://doi.org/10.61987/sem.v1i1.000
https://doi.org/10.29062/edu.v8i1.979
https://doi.org/10.58471/jecombi.v6i03.140

Khaeroni, Fithri Meiliawati, Nadira Novia Ramadbani

Arifin, M. N., & Wahzudi, M. (2020). Guru pendidikan agama islam yang berkualitas sebagai pondasi
dalam pembelajaran di MI. EL Bidayabh: Journal of Islamic Elementary Education, 2(2), 23-36.
https://doi.org/10.33367 /jiee.v2i2.1178

Auliarahman, L., & Sumadi, S. (2020). The effect of social media marketing and religiosity on
perceived value and student’s decision in choosing non-religious program at Islamic higher
education.  Asian  Journal  of  Islamic  Management  (AJIM),  2(2),  82-95.
https://doi.org/10.20885/ajim.vol2.iss2.art2

Azmi, D. T., & Khoeri, N. I. A. (2025). Muslim identity formation within secular education: The
case of western society. EFTarbawi, 18(1), 106-126.
https://doi.org/10.20885/tarbawi.vol18.iss1.art5

Bakar, A., Butarbutar, D. J. A., Hasanudin, A., Mukhlishah, N., & Sakiana, D. (2022). Pengaruh
promosi dan akreditasi terhadap minat mahasiswa baru. A/~Mada: Jurnal Agama Sosisal dan
Budaya, 5(4), 2599-2473. https://doi.org/10.31538 /almada.v5i4.2738

Baruno, A. D., Ady, S. U., & Brumadyadisty, G. (2024). Factors influencing students’ higher
education: marketing, fees, word of mouth. Journal of Research in Social Science and Humanities,
4(2), 374-390. http://dx.doi.org/10.47679/jrssh.v4il.152

Benchekroun, S., Soulami, M., Meyabe, M. H., Rhouiri, M., Bensouda, M., Aiboud-Benchekroun,
B., & Marghich, A. (2024). The influence of digital marketing practices on student experience:
A case research in the Moroccan University context. Infernational Journal of Technology, 15(6),
1823-1838. https://doi.org/10.14716/ijtech.v15i6.7224

Berger, J., & Milkman, K. L. (2012). What makes online content viral? Journal of Marketing Research,
49(2), 192-205. https://doi.org/10.1509/jmr.10.0353

Binangkit, I. D., & Siregar, D. 1. (2020). Internasionalisasi dan reformasi perguruan tinggi: Studi
kasus pada lembaga pendidikan tinggi Muhammadiyah. Jurnal Dinamika Manajemen Pendidikan,
4(2), 131. https://doi.otg/10.26740/jdmp.v4n2.p131-138

Chatterjee, S., & Kumar, A. K. (2020). Why do small and medium enterprises use social media
marketing and what is the impact: Empirical insights from India. International Journal of
Information Management, 53(102103), 1-13. https://doi.org/10.1016/}.ijjinfomgt.2020.102103

Conceicao, F. D. G. Da, Ishomuddin, & Nurwantari, D. (2024). Effective and professional higher
education management in the era of global competition: A case study at Universidade De Dili
Timor Leste. International Jonrnal of Humanities Social Sciences and Education (I[HSSE), 11(9), 11—
24. https://doi.org/10.20431/2349-0381.1109002

Cook, P. L. J. (2022). The devil did not make me do it: understanding factors that influence college choice of a faith-
based institution [University of Tennessee, Knoxville].
https://trace.tennessee.edu/utk_graddiss/7214

Cummings, T. G., & Wortley, C. G. (2014). Organization development and change. Cengage Learning.

Dash, G., & Paul, J. (2021). CB-SEM vs PLS-SEM methods for research in social sciences and
technology forecasting.  Technological ~ Forecasting & Social ~ Change, 173, 121092.
https://doi.org/10.1016/j.techfore.2021.121092

Davlembayeva, D., & Papagiannidis, S. (2025). Social influence theory: A review. In S. Papagiannidis
(Ed.), TheoryHub Book.

Duggan, M., Ellison, N. B., Lampe, C., Lenhart, A., & Madden, M. (2015). Social Media Update 2014
(Issue January).

Effendi, O., Hardilawati, W. L., & Setianingsih, R. (2022). The role of the marketing mix on student
decisions in choosing a college. International Journal of Indonesian Business Review, 1(1), 129-144.
https://doi.org/10.54099 /ijibr.v1i1.239

Eum, S. W. (2025). Effects of digital marketing on departmental choice and awareness in higher
education.  International  Journal — of  Engineering — Business  Management, 17, 1-14.
https://doi.org/10.1177/18479790251339786

24 Tarbawi: Jurnal Keilmuan Manajemen Pendidikan, V'ol. 12, No. 01, 2026, 11-28


https://doi.org/10.33367/jiee.v2i2.1178
https://doi.org/10.20885/ajim.vol2.iss2.art2
https://doi.org/10.20885/tarbawi.vol18.iss1.art5
https://doi.org/10.31538/almada.v5i4.2738
http://dx.doi.org/10.47679/jrssh.v4i1.152
https://doi.org/10.14716/ijtech.v15i6.7224
https://doi.org/10.1509/jmr.10.0353
https://doi.org/10.26740/jdmp.v4n2.p131-138
https://doi.org/10.1016/j.ijinfomgt.2020.102103
https://doi.org/10.20431/2349-0381.1109002
https://trace.tennessee.edu/utk_graddiss/7214
https://doi.org/10.1016/j.techfore.2021.121092
https://doi.org/10.54099/ijibr.v1i1.239
https://doi.org/10.1177/18479790251339786

How Marfketing Mix Strategy Influences Prospective Student Admission Decisions: A Case Study of Madrasab 1btidaiyah Teacher
Education Program in Indonesia

Evendi, E. (2022). Teacher professional education program in Islamic religious education:
Bibliometric analysis and review. Prisma Sains: Jurnal Pengkajian llmn Dan Pembelajaran
Matematika dan IPA IKIP Mataram, 10(3), 591-597. https:/ /doi.org/10.33394 /j-ps.v10i3.5322

Febriansah, R. E. (2024). The analysis of service marketing mix on students’ decisions in choosing
Universitas Muhammadiyah Sidoarjo. JRMST - Jurnal Riset Manajemen Sains Indonesia, 15(1), 46—
57. https://doi.org/10.21109/JRMSIL.015.1.05

Field, A. (2018). Discovering Statistics Using IBM SPSS Statistics (5th ed.). Sage.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 18(1), 39-50.
https://doi.org/10.2307/3151312

Goretzko, D., Siemund, K., & Sterner, P. (2024). Evaluating model fit of measurement models in
confirmatory factor analysis. Educational and Psychological Measurement, 84(1), 123-144.
https://doi.org/10.1177/00131644231163813

Gupta, S. K. (2020). To study the role of marketing strategy factors in higher education sector.
International ~ Journal  of Research in  Marketing  Management —and — Sales, 2(1), 30—40.
https://doi.org/10.33545/26633329.2020.v2.i1a.44

Hair, Joe F, Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in PLS-SEM
using confirmatory composite analysis. Journal of Business Research, 109, 101-110.
https://doi.org/10.1016/j.jbusres.2019.11.069

Hair, Joseph F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial
least  squares  structural equation modeling (PLS-SEM) using R: A workbook. Springer.
https://doi.org/10.1007 /978-3-030-80519-7

Hair, Joseph Franklin, Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis
(8th ed.). Pearson Prentice.

Halili, S. H., Sulaiman, S., Sulaiman, H., & Razak, R. (2021). Embracing industrial revolution 4.0 in
universities. IOP  Conference  Series:  Materials - Science and Engineering, 1088(1), 012111.
https://doi.org/10.1088/1757-899x/1088/1/012111

Hassim, S. R., Arifin, W. N., Kueh, Y. C., & Yaacob, N. A. (2020). Confirmatory Factor Analysis of
the Malay Version of the Smartphone Addiction Scale among Medical-Students in Malaysia.
International — Journal — of  Environmental — Research — and — Public  Health, 17, 2-10.
https://doi.org/doi:10.3390/ijerph17113820

Hemsley-Brown, J., & Oplatka, 1. (2016). Higher education consumer choice. Palgrave Pivot.
https://doi.org/10.1007/978-1-137-49720-8

Hermawan, M., Sandroto, I. V., & Maharsayani, D. (2022). Faktor—faktor yang mempengaruhi
mahasiswa dalam memilih program studi teknik industti. Journal Industrial Servicess, 8(1), 93-98.
https://doi.org/10.36055/jiss.v8i1.13815

Howard, M. C. (2023). A systematic literature review of exploratory factor analyses in management.
Journal of Business Research, 164, 113969. https://doi.org/10.1016/].jbustes.2023.113969

Ibrahim, I. A. N., Huda, M. N, Safriani, A., & Luebaesa, M. (2023). Implementing the 7P marketing
mix in islamic education: insights from Phatnawitya School, Thailand. MANAGERLA: Jurnal
Manajemen Pendidikan Islam, 8(2), 133—145. https://doi.org/10.14421/manageria.2023.82-02

Ivy, J. (2008). A new higher education marketing mix: The 7Ps for MBA marketing. International
Journal of Educational Management, 22(4), 288-299.
https://doi.org/10.1108/09513540810875635

Juhaidi, A. (2024a). Social media marketing of Islamic higher education institution in Indonesia: A
Marketing  Mix  Perspective.  Cogent  Business — and ~— Management, — 11(1),  1-22.
https://doi.org/10.1080/23311975.2024.2374864

Juhaidi, A. (2024b). University choice factors: A case of two types of higher education in the third-
largest  island  in  the  world.  Cogent  Social  Sciences, 0@,  1-17.
https://doi.org/10.1080/23311886.2024.2367731

Tarbawi: Jurnal Keilmuan Manajemen Pendidikan, Vol 12, No. 01, 2026, 11-28 25


https://doi.org/10.33394/j-ps.v10i3.5322
https://doi.org/10.21109/JRMSI.015.1.05
https://doi.org/10.2307/3151312
https://doi.org/10.1177/00131644231163813
https://doi.org/10.33545/26633329.2020.v2.i1a.44
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1088/1757-899x/1088/1/012111
https://doi.org/doi:10.3390/ijerph17113820
https://doi.org/10.1007/978-1-137-49720-8
https://doi.org/10.36055/jiss.v8i1.13815
https://doi.org/10.1016/j.jbusres.2023.113969
https://doi.org/10.14421/manageria.2023.82-02
https://doi.org/10.1108/09513540810875635
https://doi.org/10.1080/23311975.2024.2374864
https://doi.org/10.1080/23311886.2024.2367731

Khaeroni, Fithri Meiliawati, Nadira Novia Ramadbani

Khaeroni, & Farhurohman, O. (2020). Strategies for improving the quality of administrative and
academic services in the PGMI Department of UIN Sultan Maulana Hasanuddin Banten.
Tarbawi: Jurnal Keilpmuman Manajemen Pendidikan, 6(02), 131.
https://doi.org/10.32678 /tarbawi.v6i02.2930

Kline, R. B. (20106). Principles and practice of structural equation modeling (4th ed., Vol. 1, Issue 1). The
Guilford Press. https://doi.org/10.15353 /cgjsc-rcessc.v1il.25

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. Educational
and Psychological Measurement, 30, 607—610.

LaFave, A., Kelly, E., & Ford, J. (2020). Factors that influence student college choice (Issue June).

Liang, S. Z., Xu, J. L., & Huang, E. (2024). Comprehensive analysis of the effect of social influence
and brand image on purchase intention. SAGE  Open, 14(1), 1-13.
https://doi.org/10.1177/21582440231218771

Lundeto, A. (2023). Empowering Islamic religious teachers: Professional development and
challenges.  International — Journal — of  Science — and — Society,  5(3),  430-450.
https://doi.org/10.54783 /ijsoc.v5i3.840

Ma’ruf, H., & Juhaidi, A. (2025). Multigroup analysis of Islamic higher education and general higher
education in Indonesia: The influence of family socioeconomic background, possibility of
success, and self-efficacy on student academic performance with resilience as a mediator.
Cogent Education, 12(1), 2555038. https://doi.org/10.1080/2331186X.2025.2555038

MacCallum, R. C., Widaman, K. FF., Preacher, K. J., & Hong, S. (2001). Sample size in factor analysis:
The role of model error. Multivariate  Behavioral — Research, 36(4), 611-637.
https://doi.org/10.1207 /515327906MBR3604_06

Mahmood, M. A., Movaghar, M., Abedin, B., & Alizadeh, M. (2024). Exploring the opportunities
and challenges of higher education marketing in Iraq. Pakistan Journal of Life and Social Sciences,
22(2), 1510-1536. https://doi.org/10.57239 /PJLSS-2024-22.2.00106

Maksum, G., Mutholib, Mahmurudin, Sulaeman, Pertiwi, W., Gazali, H. A., Husna, R., Jannah, Z.,
Supriadi, A., Istiqgomah, Attamimi, M., Fahmi, A. S., Ali, S., & Srihati, D. (2025). Religious
values as foundations of education: insights from teachers’ perspectives. Research Journal in
Advanced Humanities, 6(3), 1-22. https:/ /doi.org/10.58256/tb06n075

Maniu, I., & Maniu, G. C. (2014). Educational marketing: Factors influencing the selection of a
university. SEA - Practical Application of Science, 11(3), 37—42.

Maringe, F. (2006). University and course choice: Implications for positioning, recruitment and
marketing.  International  Journal  of  Educational — Management, — 20(6),  466—479.
https://doi.org/10.1108/09513540610683711

Maringe, F., & Gibbs, P. (2009). Marketing higher education: Theory and practice. McGraw-Hill.

Maulana, I., Saleh, N. N., Aryanto, P., Putri, R. A. H., & Meifiana, A. (20206). Digital PR strategy and
institutional image in Islamic boarding schools. [SM: Jambura Science of Management, 8(1), 62—
80. https://doi.org/10.37479

Mayer, R. E. (2020). Multimedia learning (3td ed.). Cambridge University Press.
https://doi.org/10.1017/9781316941355

Mgweba, C., Rawjee, V., & Naidoo, P. (2024). The use of competitive intelligence as a strategic tool
for student recruitment in public universities. Business Ecosystems & Strategy, 6(3), 196-203.
https://doi.org/10.36096/ijbes.v6i3.523

Mohamed, M. B., & Ahmed, T. M. (2020). Developing technology acceptance model for e-service
purposes. Management Science Letters, 10(10), 2211-2220.
https://doi.org/10.5267/j.msl.2020.3.014

Moody, M. B. (2020). factors influencing students’ choice of an institution of higher education (Issue May)
[Clemson University]. https://tigerprints.clemson.edu/all_dissertations/2628

Muzhiat, A., & Kartanegara, M. (2020). Integrasi ilmu dan agama; Studi atas paradigma integrasi,
komparasi, difusi menuju perguruan tinggi keagamaan islam negeri (PTKIN) yang unggul:
(Studi pada UIN Sultan Maulana Hasanuddin Banten). .4/ Qalam, 37(1), 69—-88.

26 Tarbawi: Jurnal Keilmuan Manajemen Pendidikan, V'ol. 12, No. 01, 2026, 11-28


https://doi.org/10.32678/tarbawi.v6i02.2930
https://doi.org/10.15353/cgjsc-rcessc.v1i1.25
https://doi.org/10.1177/21582440231218771
https://doi.org/10.54783/ijsoc.v5i3.840
https://doi.org/10.1080/2331186X.2025.2555038
https://doi.org/10.1207/S15327906MBR3604_06
https://doi.org/10.57239/PJLSS-2024-22.2.00106
https://doi.org/10.58256/tb06n075
https://doi.org/10.1108/09513540610683711
https://doi.org/10.37479
https://doi.org/10.1017/9781316941355
https://doi.org/10.36096/ijbes.v6i3.523
https://doi.org/10.5267/j.msl.2020.3.014
https://tigerprints.clemson.edu/all_dissertations/2628

How Marfketing Mix Strategy Influences Prospective Student Admission Decisions: A Case Study of Madrasab 1btidaiyah Teacher
Education Program in Indonesia

Niskaromah, Abdullah, A. C., & Amalia, P. (2025). The effectiveness of Islamic religious education
in shaping the character of elementary school students. ZIJEd: Zabags International Jonrnal of
Education, 3(1), 40-49. https://doi.otg/10.61233 / zijed.v3i1.27

Nunnally, J. C. (1994). Psychometric theory. Tata McGraw-Hill Education.

Okan, N., Kéose, N., Erol, Y. C., & Sayin-Kili¢, M. (2025). Development and validation of the turkish
spiritual amnesia scale (TSAS): Measuring spiritual disengagement among youth. Journal of
Religion and Health, 64(4), 3039-30062. https://doi.org/10.1007/s10943-025-02370-y

Oliveira, C. T., Fagundes, A. F. A., & Silva, J. G. da. (2023). Latané and kelman: An integrated
approach to social influence theories. Revista de Administracio Contemporinea, 29(4), e240324.
https://doi.org/10.1590/1982-7849rac2025240324.en

Pallant, J. (2013). SPSS survival mannal: A step by step guide to data analysis using the SPSS program (4th
ed.). McGraw Hill.

Pamungkas, A. R., Nugroho, A. P., & Wardhana, G. W. (2023). Digital marketing strategy in
increasing education business competitiveness. Journal of Nonformal Education, 9(2), 329-335.
https://doi.org/10.15294 /ine.v9i2.48654

Panitia Nasional Penerimaan Mahasiswa Baru Perguruan Tinggi Keagamaan Islam Negeri. (2024).
Rekapitulasi Pendaftar SPAN-PTKIN 2024. span-ptkin.ac.id

Putnam, R. D. (2000). Bowling alone: The collapse and revival of american community. Touchstone
Books/Simon & Schuster. https://doi.org/10.1145/358916.361990

Ramdhiani, N. V., & Wahdiniwaty, R. (2018). The effect of the college reputation on student’s
decision making to choose it. Proceedings of the International Conference on Business, Economic, Social
Science and Humanities (ICOBEST 2018), 225(Icobest), 515-517.
https://doi.org/10.2991 /icobest-18.2018.102

Rasoolimanesh, S. M. (2022). Discriminant validity assessment in PLS-SEM: A comprehensive
composite-based approach. Data Analysis Perspectives Journal, 3(2), 1-8.

Rawat, B., Sunarya, P. A., & Devana, V. T. (2022). Digital marketing as a strategy to improve higher
education promotion during the COVID-19 pandemic. Startuprenenr Business Digital (SABDA
Journal), 1(2), 114-119. https://doi.org/10.34306/sabda.v1i2.105

Riofita, H., & Dimasadra, W. (2022). Strengthening social media capabilities to improve private
Islamic higher education marketing performance. Asian Journal of Islamic Management (AJIM),
4(September), 110-125. https://doi.org/10.20885/ajim.vol4.iss2.art3

Rosser, A. (2018). Beyond access: Making Indonesia’s education system work. Lowy Institute for
International Policy. https://policycommons.net/artifacts/ 1345469 /beyond-access/

Sadikov, S. (2026). Digital marketing in higher education: role and prospects. Journal of
Multidisciplinary Academic Business Studies (JoM.ABS), 3(), 59-69.
https://doi.org/10.35912/jomabs.v3i1.3741

Sanchez-Tabernero, A. (2024). Governance, identity and freedom in Christian-Inspired Universities.
Church, Communication and Culture, 9(2), 260-276.
https://doi.org/10.1080/23753234.2024.2388512

Sitompul, J., Suryadi, F. R., Putri, S. V., & Gusmaneli, G. (2023). Peran moderasi guru pendidikan
agama Islam dalam membentuk karakter dan moral peserta didik. AL-IMAM.: Journal on Iskanic
Studies, Civilization and 1 eaming Societies, 4(2), 67—78. https://doi.org/10.58764/j.im.2023.4.44

Solichin, M. M., & Alim, W. S. (2023). Integrasi ajaran Islam: dengan ilmn pengetabuan alam. Duta Media

Publishing.
Soutar, G. N., & Turner, J. P. (2002). Students’ preferences for university: A conjoint analysis. The
International Journal of Eduncational Management, 16(1), 40-45.

https://doi.org/10.1108/09513540210415523

Sufaini, M., Hayati, M., & Aqodiah. (2022). Motivasi mahasiswa memilih program studi pgmi
fakultas agama Islam Universitas Muhammadiyah Mataram tahun akademik 2021/2022.
Proseding Fakultas Agama Islam, 1(1), 1-7.

Tarbawi: Jurnal Keilmuan Manajemen Pendidikan, Vol. 12, No. 01, 2026, 11-28 27


https://doi.org/10.61233/zijed.v3i1.27
https://doi.org/10.1007/s10943-025-02370-y
https://doi.org/10.1590/1982-7849rac2025240324.en
https://doi.org/10.15294/jne.v9i2.48654
https://doi.org/10.1145/358916.361990
https://doi.org/10.2991/icobest-18.2018.102
https://doi.org/10.34306/sabda.v1i2.105
https://doi.org/10.20885/ajim.vol4.iss2.art3
https://policycommons.net/artifacts/1345469/beyond-access/
https://doi.org/10.35912/jomabs.v3i1.3741
https://doi.org/10.1080/23753234.2024.2388512
https://doi.org/10.58764/j.im.2023.4.44
https://doi.org/10.1108/09513540210415523

Khaeroni, Fithri Meiliawati, Nadira Novia Ramadbani

Suhardi, Y., & Pragiwani, M. (2017). Analisa faktor-faktor yang mempengaruhi keputusan
mahasiswa memilih kuliah di sekolah tinggi ilmu ekonomi Indonesia (STEI) Jakarta. Jurnal
STEI Ekonomi, 26(2), 230-245. https://doi.org/10.36406/jemi.v26i2.229

Sumiati, E., Sutrisno, Sibawaihi, & Tekke, M. (2024). Transformation of Islamic higher education:
Policy strategy, challenges, and opportunities. .A/~Hayat: Journal of Islamic Education, 8(4), 1399—
1417. https:/ /doi.org/10.35723 /ajie.v8i4.46

Suyadi, Nuryana, Z., Sutrisno, & Baidi. (2022). Academic reform and sustainability of islamic higher
education in Indonesia. International Journal of Educational Development, 89, 102534.
https://doi.org/10.1016/j.jjedudev.2021.102534

Tan, C.-S., Low, S. R, Chong, H. Y., Chong, S. L., Ong, A. W.-H., Siah, P. C., Phang, S. F., Ong,
Z.Q., Tan, W. H., Wong, J. A., & Lew, W. H. (2019). Exploratory and confirmatory factor
analyses of the short grit scale (Grit-S) for Malaysian Undergraduate students. Makara Human
Bebavior Studies in Asia, 23(1), 27. https://doi.org/10.7454 /hubs.asia.2120519

Tannous, C., Chien, H. W., Kenny, B., Lin, K. H., Everett, B., Yeh, J. Y., Wang, J. Y., Heaton, L.,
& Salamonson, Y. (2024). Factors influencing career choice, study experiences, and
professional identity in undergraduate health students: A mixed methods study across two
universities. Teaching and Learning mn Nursing, 19(3), 249-259.
https://doi.org/10.1016/j.teln.2024.03.014

Tobing, J. B. L., & Rufaidah, P. (2025). The role of digital marketing in community engagement
moderated by brand awareness (A study of consumers of beebot automotive products on the
car community in tiktok platform). Sosivedukasi: Jurnal 1inziah 1lnn Pendidikan Dan Sosial, 14(4),
3155-3170. https://doi.org/10.36526/sosioedukasi.v14i4.6457

Tuten, T. L., & Solomon, M. R. (2015). Social media marketing (3rd ed.). SAGE Publications Ltd.

World  Bank.  (2021).  Islamic ~ Higher  Education — in  Indonesia. ~ World  Bank.
https://documentsl.wotldbank.org/curated/en/959531617100913085/ pdf/Islamic-
Higher-Education-in-Indonesia.pdf

Xiong, Z., Xia, H., Ni, J., & Hu, H. (2025). Basic assumptions, core connotations, and path methods
of model modification—using confirmatory factor analysis as an example. Frontiers in
Education, 10, 1-9. https:/ /doi.org/10.3389 /feduc.2025.1506415

Zebua, A. M., & Us, K. A. (2025). Strategic education marketing: analyzing the implementation of
the 7p marketing mix in Indonesian Islamic universities. AX-Lshlah: Jurnal Pendidikan, 17(3),
3765-3786. https://doi.org/10.35445 /alishlah.v17i3.704

28 Tarbawi: Jurnal Keilmuan Manajemen Pendidikan, V'ol. 12, No. 01, 2026, 11-28


https://doi.org/10.36406/jemi.v26i2.229
https://doi.org/10.35723/ajie.v8i4.46
https://doi.org/10.1016/j.ijedudev.2021.102534
https://doi.org/10.7454/hubs.asia.2120519
https://doi.org/10.1016/j.teln.2024.03.014
https://doi.org/10.36526/sosioedukasi.v14i4.6457
https://documents1.worldbank.org/curated/en/959531617100913085/pdf/Islamic-Higher-Education-in-Indonesia.pdf
https://documents1.worldbank.org/curated/en/959531617100913085/pdf/Islamic-Higher-Education-in-Indonesia.pdf
https://doi.org/10.3389/feduc.2025.1506415
https://doi.org/10.35445/alishlah.v17i3.704

