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4.0/ than the t-table value of 1.992. The coefficient of determination shows that Instagram promotion
@ \ contributes 80.1% to students’ decision-making, while 19.9% is influenced by other factors.

@ : Among the promotional indicators, context has the strongest influence, while in the decision-
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making process, university recognition and information search are the most dominant factors.
These findings suggest that Instagram serves as an effective digital promotional tool in
influencing prospective students’” university selection decisions.
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Introduction

The rapid advancement of digital technology has significantly transformed communication
patterns and information dissemination across various sectors, including higher education. Social
media has emerged as a dominant platform that enables institutions to interact directly with their
audiences, shape public perception, and strengthen institutional branding. In Indonesia, the
number of active social media users continues to grow, making digital platforms an essential
medium for communication and marketing strategies (We Are Social, 2023). This development
encourages higher education institutions to adopt digital promotional approaches to remain
competitive. Promotion is an integral element of the marketing mix that functions to inform,
persuade, and remind consumers about products or services offered by an organization (Kotler &
Keller, 2016). In the digital era, promotional strategies have shifted toward social media platforms
due to their broad reach, interactive features, and cost efficiency. Social media enables

https://pubjournals.com/ijhcim


mailto:adeputri16916@gmail.com
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

International Journal of Human Capital and Innovative Management Vol: 3, No 1, 2026 17 of 22

organizations not only to disseminate information but also to build engagement and relationships
with their audiences (Hanna et al., 2011). Therefore, digital promotion plays a strategic role in
influencing consumer attitudes and decision-making processes.

Instagram, as a visually oriented social media platform, has become one of the most effective
digital marketing tools. Its features —such as photo and video sharing, stories, reels, live streaming,
hashtags, and direct messaging —allow institutions to present content creatively and interactively.
Instagram’s visual characteristics make it particularly effective in attracting the attention of younger
generations, especially prospective university students. Research indicates that social media
significantly influences consumer perceptions and behavioral intentions (Alalwan et al., 2017). In
the context of higher education, social media serves as a primary source of information for
prospective students when exploring universities. The effectiveness of social media promotion can
be analyzed through the 4C concept introduced by Chris Heuer, which includes Context,
Communication, Collaboration, and Connection (Solis, 2010). Context refers to how messages are
packaged and presented meaningfully; Communication emphasizes clarity and interaction;
Collaboration highlights audience participation; and Connection focuses on maintaining long-term
relationships with followers. These elements collectively determine how well promotional
messages are received and interpreted by the target audience.

In addition, the decision-making process of choosing a university can be explained using
consumer behavior theory. Kotler and Keller (2016) describe five stages in the decision-making
process: problem recognition, information search, evaluation of alternatives, purchase decision,
and post-purchase behavior. Applied to higher education, prospective students first recognize the
need to pursue further education, then seek information from various sources, compare
alternatives, make enrollment decisions, and finally evaluate their satisfaction after enrollment.
Dehasen University Bengkulu utilizes its official Instagram account (@dehasen) as a digital
promotional medium to provide information about academic programs, campus facilities, student
achievements, and institutional activities. As competition among universities becomes increasingly
intense, digital platforms such as Instagram play a crucial role in influencing prospective students’
perceptions and decisions. However, fluctuations in student enrollment numbers indicate the need
to evaluate the effectiveness of such promotional strategies.

Although previous studies have examined the influence of social media marketing on
consumer and student decision-making, the magnitude and significance of its impact vary
depending on context and research approach. Therefore, empirical research is necessary to measure
how far Instagram promotion contributes to students” decisions in selecting a university. Based on
this background, this study aims to analyze the influence of promotion through Instagram
@dehasen on new students’ decisions in choosing Dehasen University Bengkulu. This research is
expected to contribute to the development of digital marketing communication studies in higher
education and provide practical recommendations for optimizing social media promotion
strategies.

Methods

This study employed a quantitative explanatory research design to analyze the influence of
promotion through Instagram @dehasen on new students’ decisions in choosing Dehasen

https://pubjournals.com/ijhcim



International Journal of Human Capital and Innovative Management Vol: 3, No 1, 2026 18 of 22

University Bengkulu. The explanatory approach was used to examine the causal relationship
between the independent variable, namely Instagram promotion, and the dependent variable,
students’ decision-making. Data were collected using a survey method through a structured
questionnaire distributed to respondents. The population of this study consisted of all new
students of the Communication Science Department, Faculty of Social Sciences, Dehasen
University Bengkulu, Class of 2024. Based on academic records, the total active population was 94
students. The sample size was determined using the Slovin formula with a 5% margin of error,
resulting in 76 respondents. Probability sampling was applied to ensure that each member of the
population had an equal opportunity to be selected as a respondent.

The independent variable in this study was promotion through Instagram @dehasen,
measured using the 4C concept of social media promotion proposed by Chris Heuer, which
includes context, communication, collaboration, and connection (Solis, 2010). The dependent
variable was students’ decision in choosing a university, measured based on the consumer
decision-making process theory by Kotler and Keller (2016), which consists of university
recognition, information search, evaluation of alternatives, decision-making, and post-decision
behavior. The research instrument consisted of 19 statements measured using a five-point Likert
scale ranging from 1 (strongly disagree) to 5 (strongly agree). Instrument validity was tested using
the Pearson Product-Moment correlation technique, and all items showed correlation coefficients
higher than the r-table value (0.225), indicating that they were valid. Reliability testing was
conducted using Cronbach’s Alpha, resulting in values of 0.960 for the promotion variable and
0.951 for the decision-making variable, both exceeding the minimum threshold of 0.60 and
therefore considered reliable.

Data were analyzed using IBM SPSS version 26. The analysis included a normality test using
the Kolmogorov-Smirnov method, Pearson correlation analysis to measure the strength of the
relationship between variables, a linearity test to confirm the linear relationship, the coefficient of
determination (R?) to assess the contribution of Instagram promotion to students’ decision-
making, and a t-test to examine the significance of the influence at a 0.05 significance level.

Results and Discussion

The analysis was conducted on data collected from 76 respondents using IBM SPSS version
26. The results begin with descriptive statistics, followed by inferential statistical testing to examine
the relationship and influence between variables. Based on respondent characteristics, female
students dominated the sample (73.7%), while male students accounted for 26.3%. The majority of
respondents were aged 18-20 years (82.9%). Regarding the primary source of information about
Dehasen University Bengkulu, 60.5% of respondents reported Instagram as their main source,
followed by friends or family (31.6%), the official website (6.6%), and brochures or banners (1.3%).
These findings indicate that Instagram functions as the dominant information channel among
respondents.

Before hypothesis testing, the normality of the data was examined using the Kolmogorov-
Smirnov test. The result showed an Asymp. Sig. (2-tailed) value of 0.071, which is greater than the
significance level of 0.05. Therefore, the data were normally distributed and suitable for parametric
analysis.
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Table 1. Normality Test (Kolmogorov-Smirnov)
N Test Statistic Asymp. Sig. (2-tailed)
76 0.098 0.071

The Pearson correlation test was conducted to measure the strength of the relationship

between Instagram promotion and students” decision-making. The results showed a correlation
coefficient (r) of 0.895 with a significance value of 0.000 (p < 0.05). This indicates a very strong and
statistically significant positive relationship between the two variables.

Table 2. Pearson Correlation Analysis
Variables r Sig. (2-tailed) N
Instagram Promotion — Student Decision 0.895 0.000 76

To determine the magnitude of influence, the coefficient of determination (R?) was
calculated. The R Square value was 0.802, meaning that 80.1% of the variance in students” decision-
making is explained by Instagram promotion, while 19.9% is influenced by other variables not
examined in this study.

Table 3. Model Summary (Coefficient of Determination)
R R Square Adjusted R Square
0.895 0.802 0.799

Hypothesis testing was performed using a t-test with a significance level of 0.05 and degrees
of freedom (df) = 74. The calculated t-value was 4.166, which exceeded the t-table value of 1.992.
The significance value was 0.000 (< 0.05), indicating that the effect of Instagram promotion on

students” decisions is statistically significant.

Table 4. t-test Results
Variable t-value t-table Sig.
Instagram Promotion 4.166 1.992 0.000

In addition to inferential testing, descriptive analysis was conducted to examine the
achievement level of each indicator. For the Instagram promotion variable, the Context indicator
obtained the highest percentage score (80.26%), followed by Communication (79.07%), Connection
(78.94%), and Collaboration (78.02%). Meanwhile, for the decision-making variable, the highest
percentage was found in Information Search (87.89%), followed by Decision to Choose the
University (82.5%), Post-Decision Behavior (82.5%), University Recognition (82.23%), and
Evaluation of Alternatives (80.26%).

Table 5. Percentage Achievement of Promotion Indicators

Indicator Percentage (%)
Context 80.26
Communication 79.07
Collaboration 78.02
Connection 78.94

Table 6. Percentage Achievement of Decision-Making Indicators
Indicator Percentage (%)
University Recognition 82.23
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Information Search 87.89
Evaluation of Alternatives 80.26
Decision to Choose 82.50
Post-Decision Behavior 82.50

Overall, the statistical findings consistently demonstrate that promotion through Instagram
@dehasen has a strong, positive, and statistically significant influence on students’” decisions in
choosing Dehasen University Bengkulu. The correlation coefficient of 0.895 indicates a very strong
relationship between Instagram promotional activities and students’ decision-making processes.
Furthermore, the coefficient of determination (80.1%) shows that Instagram promotion explains a
substantial proportion of the variance in students’ decisions, confirming its strategic and influential
role as a digital marketing tool in the context of higher education.

The dominance of the Context indicator (80.26%) suggests that the way promotional
messages are packaged, visually presented, and linguistically structured significantly affects
audience perception. This finding aligns with Chris Heuer’s 4C concept, which emphasizes that
relevant and meaningful content is the foundation of effective social media engagement (Solis,
2010). In this study, respondents perceived that the information provided through Instagram was
clear, visually appealing, and aligned with their needs as prospective students. This indicates that
content quality plays a critical role in shaping institutional image and influencing initial interest.

The Communication indicator also showed a high percentage (79.07%), indicating that clarity
and accessibility of information contribute to students” understanding of the university profile.
Social media platforms function not only as promotional tools but also as communication channels
that facilitate information exchange and interaction (Hanna et al., 2011). Clear and structured
information reduces uncertainty and supports prospective students in evaluating educational
options.

The Collaboration and Connection indicators, although slightly lower than Context, still
demonstrated high levels of effectiveness. These findings suggest that engagement and interaction
between the institution and its audience help strengthen relational bonds and trust. The Connection
indicator (78.94%) indicates that Instagram helps maintain students’ sense of attachment and
ongoing interaction with the institution. This supports the notion that social media enables
organizations to build long-term relationships rather than merely delivering one-way promotional
messages. Regarding the decision-making variable, the highest percentage was found in the
Information Search stage (87.89%). This result reflects the importance of digital platforms as
primary sources of information during the decision-making process. According to Kotler and Keller
(2016), information search is a crucial stage in consumer decision-making, as individuals actively
seek data to reduce uncertainty before making a choice. In this context, Instagram functions
effectively as an accessible and comprehensive source of institutional information.

The high percentages in University Recognition (82.23%) and Decision to Choose the
University (82.5%) further confirm that promotional exposure contributes to strengthening
students” confidence in their final decisions. These findings are consistent with consumer behavior
theory, which explains that exposure to relevant and persuasive information influences attitudes
and behavioral intentions (Kotler & Keller, 2016). The positive post-decision behavior (82.5%) also
indicates satisfaction and willingness to recommend the university, suggesting that digital
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promotion may indirectly support word-of-mouth communication. The strong influence identified
in this study is consistent with previous research indicating that social media marketing
significantly affects consumer perceptions and behavioral intentions (Alalwan et al., 2017). In the
higher education context, digital platforms are not only informational tools but also persuasive
mechanisms that shape brand image and institutional credibility.

However, although Instagram promotion explains 80.1% of the variance in decision-making,
the remaining 19.9% suggests that other factors also contribute to students’ choices. These factors
may include academic reputation, tuition fees, family influence, peer recommendations, and
campus facilities. Therefore, while digital promotion plays a dominant role, it should be integrated
with broader institutional strategies to ensure sustainable enrollment growth. Overall, the
discussion confirms that Instagram promotion when implemented with strong contextual
relevance, clear communication, collaborative engagement, and relational connection serves as an
effective strategy in influencing prospective students’ university selection decisions.

Conclusion

This study concludes that promotion through Instagram @dehasen has a strong, positive,
and statistically significant influence on students’ decisions in choosing Dehasen University
Bengkulu. The correlation coefficient of 0.895 indicates a very strong relationship between
Instagram promotional activities and students’ decision-making processes. Furthermore, the
coefficient of determination (80.1%) demonstrates that Instagram promotion explains a substantial
proportion of the variance in students’ decisions, while 19.9% is influenced by other factors not
examined in this study.

Among the promotional dimensions, the Context indicator shows the highest contribution,

indicating that content relevance, clarity of message, and visual presentation are key factors in
influencing prospective students. On the decision-making side, the Information Search and
University Recognition stages emerge as the most dominant, highlighting the importance of
accessible and comprehensive digital information in shaping students’ choices.
These findings confirm that Instagram functions not only as an information-sharing platform but
also as an effective strategic communication tool capable of influencing prospective students’
perceptions and enrollment decisions. Therefore, optimizing digital promotional strategies through
engaging, clear, and relevant content can significantly enhance institutional competitiveness in the
higher education sector.
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