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ANALISIS PENGAMBILAN KEPUTUSAN KULIAH DENGAN PERCEIVED 
VALUE SEBAGAI VARIABEL MEDIASI PADA UNIVERSITAS 

NAZHATUT THULLAB AL-MUAFA SAMPANG 

SINTA ALFIANI 
NPM. 25061020005 

ABSTRAK 

 Penelitian ini bertujuan untuk menganalisis peran social media 
marketing dan persepsi biaya terhadap pengambilan keputusan kuliah 
melalui perceived value di Universitas Nazhatut Thullab Al-Muafa 
Sampang. Tujuan utama dari penelitian ini adalah untuk: 1) menganalisis 
pengaruh social media marketing terhadap pengambilan keputusan kuliah, 
2) menganalisis pengaruh persepsi biaya terhadap pengambilan 
keputusan kuliah, 3) menganalisi pengaruh perceived value terhadap 
pengambilan keputusan kuliah, 4) menganalisi pengaruh social media 
marketing terhadap pengambilan keputusan kuliah melalui perceived 
value, 5) menganalis pengaruh persepsi biaya terhadap pengambilan 
keputusan kuliah melaui perceived value. 

 Populasi penelitian ini adalah seluruh mahasiswa Universitas 
Nazhatut Thullab Al-Muafa Sampang. Sampel penelitian terdiri dari 112 
responden yang dipilih menggunakan metode purposive sampling dengan 
kriteria tertentu. Data penelitian dianalisis menggunakan teknil partial least 
square (PLS) yang didukung oleh perangkat Smart PLS 4.0. 

 Hasil penelitian menunjukkan bahwa: 1) social media marketing 
berkontribusi terhadap pengambilan keputusan kuliah, 2) Persepsi biaya 
tidak berperan dalam pengambilan keputusan kuliah, 3) Perceived value 
berkontribusi terhadap pengambilan keputusan kuliah, 4) Social media 
marketing berkontribusi terhadap pengambilan keputusan kuliah yang 
dimediasi oleh perceived value, 5) Persepsi Biaya berkontribusi terhadap 
Pengambilan Keputusan Kuliah yang dimediasi oleh Perceived Value, 
yang artinya besaran atau keterjangkauan biaya kuliah tidak akan mampu 
menggerakkan keputusan calon mahasiswa untuk mendaftar kecuali jika 
biaya tersebut terlebih dahulu diinternalisasi dan dipersepsikan memiliki 
nilai kemanfaatan (value) yang sepadan atau tinggi bagi masa depan 
mereka. 

Kata Kunci: Social Media Marketing, Persepsi Biaya, Perceived Value, 
Pengambilan Keputusan Kuliah. 
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THE ANALYSIS OF STUDENT ENROLLMENT DECISION WITH PERCEIVED 
VALUE AS A MEDIATING VARIABLE AT NAZHATUT THULLAB AL-

MUAFA SAMPANG UNIVERSITY 

SINTA ALFIANI 
NPM. 25061020005 

ABSTRACT 

This study aims to analyze the role of social media marketing and cost 
perception in the decision making for college through perceived value at 
Nazhatut Thullab Al-Muafa Sampang University. The main goal of this study 
is to: 1) to analyze the influence of social media marketing on college 
decision making, 2) to analyze the influence of cost perception on college 
decision making, 3) to analyze the influence of perceived value on college 
decision making, 4) to analyze the influence of social media marketing on 
college decision making through perceived value, 5) to analyze the influence 
of cost perception on college decision making through perceived value. 

The population of this study is all students of Nazhatut Thullab Al-
Muafa Sampang University. The research sample consisted of 112 
respondents selected using purposive sampling with certain criteria. The 
research data was analyzed using the partial least square (PLS) technique 
supported by the Smart PLS 4.0 software. 

The result of study indicate that: 1) social media marketing contributes 
to college decision making, 2) Cost perception doesn't play a role in deciding 
to go to college, 3) Perceived value contributes to the college decision 
making, 4) Social media marketing contributes to college decision making 
that is mediated by perceived value, 5) Cost Perception contributes to 
College Decision Making that is mediated by Perceived Value, which means 
that the amount or affordability of tuition fees won't be able to influence a 
prospective student's decision to enroll unless the cost is first internalized 
and perceived as having a corresponding or high value for their future. 

Keywords: Social Media Marketing, Cost Perception, Perceived Value, 
College Decision Making. 


