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Abstract. The purpose of this study is to investigate the impact of digital media 

on the decision of prospective students about Politeknik Negeri Bali (PNB). As 

digital platforms become the primary mode of communication, understanding 

their role in shaping educational decisions is critical. The research uses a 

quantitative approach to examine how PNB uses digital media channels to engage 

with prospective students and influence their perceptions and preferences. The 

aim is to determine prospective students’ perceptions of the digital marketing 

communication channels used by PNB and to test the influence of perceived 

usefulness/PEU and perceived ease of use/PEO on prospective students’ 

intentions to choose PNB. Data collection involved distributing surveys to 

incoming PNB students, focusing on those admitted through the 2024 

Achievement-Based National Selection (SNBP) route, from a total applicant pool 

of 1,023. A sample size of 95 was established using purposive sampling. 

Research findings show that the digital marketing communication channels used 

by PNB significantly influence prospective students’ intentions to choose PNB. 

These results explain the important role of digital marketing communication 

media in shaping prospective students’ views and tendencies toward PNB. 
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1 Introduction 

Social behavior has changed profoundly with the advent of the digital age. According 

to 2023 data, Indonesia is poised to witness a substantial rise in internet usage, with 

projections indicating that it will encompass 212.9 million individuals, equivalent to 

77.0 percent of the population. Concurrently, social media adoption is expected to reach 

60.4 percent, while mobile phone penetration is forecasted to hit 128.0 percent (Kemp, 

2023). This transformative shift in behavior has catalyzed significant changes within 

the realm of marketing. Traditionally, marketing strategies were predominantly 

executed through conventional means. However, with the rise of digital platforms, there 

has been a paradigm shift towards employing digital approaches and leveraging social 

media platforms and websites. By embracing marketing systems that harness the power 

of social media and online platforms, businesses can offer clients swift and efficient 

access to product and service information. Consequently, this facilitates heightened 

customer satisfaction (Susanti, 2018). 
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The surge of digitalization has significantly revolutionized marketing approaches 

within the higher education sector over the years. Universities are grappling with 

escalating hurdles in capturing the attention of potential students. Traditional marketing 

tactics such as print advertisements and brochures have become less effective in an age 

dominated by information technology and the Internet. Consequently, relying solely on 

conventional marketing methods is no longer adequate. Presently, an increasing 

number of prospective students are turning to online avenues to glean information about 

universities and academic programs, while also engaging in communication via social 

media platforms. As a result, it is imperative for higher education institutions, including 

Bali State Polytechnic (PNB), to overhaul their strategies for connecting with 

prospective students. This necessitates a paradigm shift towards innovative and 

digitally-driven approaches to marketing and engagement. 

Marketing communications strategies in various sectors, including higher 

education, are increasingly adopting digital marketing communications (DMC) in line 

with advances in information technology. DMC encompasses a range of tools and 

platforms such as social media (e.g. Facebook, Instagram, Twitter, LinkedIn, 

Snapchat), mobile apps, websites, digital advertising (including visual content and 

digital billboards), email newsletters, and podcasts. By using DMC, businesses can 

maintain ongoing communications and transactions that are accessible from multiple 

locations. This allows businesses to expand their market reach (Yasmin et al., 2015), 

access a broader consumer base (Chaffey & Patron, 2012), increase sales and 

competitiveness (Rizaldi & Hidayat, 2020), and raise awareness among potential 

customers, thereby influencing their purchasing decisions (Stephen, 2016). Similarly, 

educational institutions can use digital media to showcase the services and benefits they 

offer to students on a national and global scale (Baltes, 2015). 

The impact of digital marketing communications (DMC) on consumer purchase 

intentions and behavior has been thoroughly investigated in numerous studies. The 

results of these studies consistently show a positive and significant relationship between 

DMC and consumer purchase intentions (Ering & Pandowo, 2015; Sawaftah, 2020) as 

well as consumer behavior (Mihaela, 2015; Pratama & Prasandy, 2018; Mensah & 

Amenuvor, 2022). For example, Heimonen’s study highlights the transformative 

impact of digital media in fostering purchase intention (Heimonen, 2018). However, 

some studies report conflicting findings regarding the influence of DMC on purchase 

intentions. For example, Hawila and Samuel’s research suggests that DMC does not 

have a significant impact on purchase intentions (Hawila & Samuel, 2017). In addition, 

several previous studies have shown that the relationship between digital marketing and 

purchase intentions is not significant. 

While the utilization of digital media can undeniably augment the sales of products 

or services, the research underscores that elements such as information presentation, 

perceived presence, and attention play pivotal roles in engendering purchase intentions 

(Karman, 2015; Pazeraite & Repoviene, 2018). Referring to the concept of Digital 

Marketing Communications from Kliatchko, digital marketing communications must 

pay attention to two pillars, namely content and digital communication channels in 

building intent. According to Oana (2018), the success of marketing actions is mainly 

determined by the choice of interesting content and channels that are relevant to the 

target audience. Content and channel selection. based on the target audience’s 

preferences to convey the message successfully. Content includes content types content 
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values and communication channels selected for promotional purposes according to 

prospective students’ preferences. 

The research aims to understand prospective students’ perceptions of the digital 

marketing communication channels used by Politeknik Negeri Bali (PNB) and how 

these perceptions (particularly Perceived Usefulness (PEU) and Perceived Ease of Use 

(PEO) influence their decision to enroll at PNB. Two hypotheses are proposed in this 

research, namely Hypothesis 1 (H1): There is a positive relationship between 

the perceived usefulness (PEU) of PNB’s digital marketing channels and prospective 

students’ intentions to choose PNB. Hypothesis 2 (H2): There is a positive relationship 

between the perceived ease of use (PEO) of PNB’s digital marketing channels and 

prospective students’ intentions to choose PNB. 

2 Methodology 

The purpose of this study is to examine, through the use of quantitative methods, the 
impact of the perception of digital marketing channels on the interest of prospective 
students in Politeknik Negeri Bali (PNB). Specifically, it focuses on students who 
applied through the 2024 National Achievement-Based Selection Programme (SNBP). 
With a total of 1,716 applicants to the SNBP, a purposive sampling technique was used 
to select a sample of 95 participants. This approach ensures that participants have 
relevant characteristics, namely being prospective students who applied through SNBP. 
The purpose of the analysis is to assess how digital marketing communications influence 
their decision to choose the SNBP. This study used a 1-5 Likert scale questionnaire to 
collect primary data on three main factors: perceived usefulness and ease of use of digital 
marketing channels (DMCs), and intention to choose. The validity of the data was 
assessed using Pearson correlation (r ≥ 0.3) and reliability was assessed using 
Cronbach’s alpha (α ≥ 0.6). Detailed results are presented in Table 1.  

Table 1. Results of the validity and reliability of the instrument 

Item 
Validity Reliability 

Value Description Value Description 

Perceived Usefulness (PU):    

a. Effective 0.870 Valid 

0.835 Reliable 
b. According to the needs 0.826 Valid 

c. Efficient 0.727 Valid 

d. Accurate 0.851 Valid 

Perceived Ease of Use (PEU):    

a. Easy to understand 0.812 Valid 

0.791 Reliable 
b. Simple 0.759 Valid 

c. Flexible 0.739 Valid 

d. Easy to Access 0.843 Valid 

Intention to choose (ICHO)     

a. Pay attention 0.841 Valid 

0.849 Reliable b. Create interest 0.908 Valid 

c. Desire to try 0.912 Valid 
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Item 
Validity Reliability 

Value Description Value Description 

d. Would recommend 0.647 Valid 

The data analysis methods employed include descriptive statistical analysis and 
inferential analysis using PLS-SEM. Descriptive statistics offer an overview of the 
characteristics of each variable, providing a general description of the data. The PLS-
SEM method is a causal-predictive approach to SEM that emphasizes prediction in 
estimating statistical models, the structure of which is designed to provide causal 
explanations (Sarstedt et al., 2017). 

3 Result and Discussion 

3.1. Result 

Characteristics of Research Respondents. A considerable portion of the research 

participants were female, making up 70.5 percent of the sample, which reflects a higher 

level of female participation compared to their male counterparts. The remaining 29.5 

percent of respondents were male. Participants were from three types of schools: 

Madrasah Alawiyah (5.3%), High School (54.7%), and Vocational High School 

(40.0%). An overview of the research respondents is presented in Table 2 below.  

Table 2.  Research respondents 

Gender 
Madrasah alawiyah High school Vocational high school 

Amount Percent Amount Percent Amount Percent 

Female 5 5.3% 34 35.8% 28 29.5% 

Male 0 0.00% 18 18.9% 10 10.5% 

Total 5 5.3% 52 54.7% 38 40.0% 

Results of Descriptive Statistical Analysis. Respondents’ perceptions of the construct 

variables perceived usefulness, perceived ease of use, and intention to choose are shown 

in Table 3. 
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Table 3. Respondents’ perceptions of indicators 

No. Indicators 
Frequency Score 

Description 
1 2 3 4 5 Total Avg. 

1 Effective 0 12 36 244 80 372 3.88 Useful 

2 According to the needs 0 8 42 228 100 378 3.94 Useful 

3 Efficient 0 2 24 240 130 396 4.13 Useful 

4 Accurate 0 24 42 216 75 357 3.72 Useful 

Perceived Usefulness 3.91 Useful 

1 Easy to understand 0 16 81 184 70 351 3.66 Easy 

2 Simple 0 14 66 216 50 346 3.60 Easy 

3 Flexible 0 12 87 164 95 358 3.73 Easy 

4 Easy to Access 0 12 60 216 75 363 3.78 Easy 

Perceived Ease of Use 3.69 Easy 

1 Pay attention 0 12 27 268 65 372 3.88 Intend 

2 Create interest 0 18 42 232 70 362 3.77 Intend 

3 Desire to try 2 26 45 204 70 347 3.61 Intend 

4 Would recommend 1 24 45 200 85 355 3.70 Intend 

Intention to choose 3.74 Intend 

The average perception of respondents towards the perceived usefulness construct is 
3.91, suggests that respondents generally found the digital marketing channels used by 
Politeknik Negeri Bali (PNB) to be useful. perceived ease of use an average score of 
3.69 indicates that respondents perceived the PNB’s digital marketing channels as 
somewhat easy to use. Intention to choose with an average score of 3.74, respondents 
expressed a moderate intention to choose PNB. 

PLS-SEM Analysis Results. Measurement Model Testing (Outer Model), The outer 

model test aims to specify the relationship between variables and their indicators. The 

analysis stage in the outer model is measured using convergent validity, discriminant 

validity, and reliability testing. 

Testing with convergent validity. Tests of convergent validity are needed to ensure that 
indicators of a construct are highly correlated. This test can be evaluated in two stages: 
by examining the outer loadings and the average variance extracted (AVE). If the cross-
loading value with the measured construct is equal to or greater than 0.70, the individual 
reflective indicator is considered to have a high correlation. The outer loading results for 
each indicator are illustrated in Figure 1. 
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Figure 1. PLS algorithm diagram output 

According to the PLS algorithm output (Figure 1), all indicators exhibit a positive 
relationship with their respective latent variables, with each indicator having a loading 
factor greater than 0.7, which is considered quite high. These results indicate that each 
indicator is effective in accurately measuring the latent variables. Construct validity is 
assessed by examining the AVE score in the next step. According to Ghozali & Latan 
(2015), a good model has an AVE for each construct greater than 0.50 (> 0.50). The 
results indicate that the AVE values for the PU, PEU, and ICHO constructs all exceed 
0.50, demonstrating adequate convergent validity (see Table 4). 

Table 4. Average variance extracted (AVE) value 

Construct Average variance extracted (AVE) 

Intention to choose (ICHO) 0.790 

Perceived Ease of Use (PEU): 0.717 

Perceived Usefulness (PU): 0.682 

Construct Reliability Test. Reliability tests are conducted to confirm the accuracy, 
consistency and precision of the instrument in measuring the construct. Construct 
reliability is assessed using two measures: composite reliability and Cronbach’s alpha. 
A variable is considered reliable if the composite reliability is greater than 0.6 and the 
Cronbach’s alpha is at least 0.70 (Hair et al., 2019). The results for Cronbach’s alpha 
and composite reliability are presented in Table 5. 
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Table 5. Cronbach’s alpha and composite reliability values 

 Cronbach’s alpha 
Composite 

reliability (rho_a) 

Composite 

reliability (rho_c) 

ICHO 0.912 0.916 0.938 

PEU 0.868 0.868 0.910 

PU 0.843 0.861 0.895 

The alpha and composite reliability values in Table 5 indicate that the data from the 
research instrument are consistent and stable. Both Cronbach’s Alpha and Composite 
Reliability values meet the required threshold of 0.70, indicating satisfactory reliability 
across all variables. 

Discriminant Validity Test. The discriminant validity test uses cross-loadings (CL), 
Fornell-Larcker criterion (FLC), and heterotrait monotrait ratio (HTMT) values (Hair 
et al., 2019). The criteria for each method are as follows: Cross-loading values (Table 
6) should be greater than 0.70 to ensure good discriminant validity (Henseler et al., 
2016). For FLC, a variable is considered to have good discriminant validity if its FLC 
value is higher than those of other variables (Table 7). The HTMT ratio (Table 8) should 
ideally be less than 0.90 or 0.85 (Franke & Sarstedt, 2019). 

Table 6. Cross loadings value 

 ICHO PEU PU 

ICHO1 0.861 0.684 0.677 

ICHO2 0.904 0.609 0.734 

ICHO3 0.904 0.620 0.503 

ICHO4 0.884 0.647 0.446 

PEU1 0.609 0.839 0.565 

PEU2 0.616 0.906 0.544 

PEU3 0.591 0.802 0.497 

PEU4 0.627 0.838 0.638 

PU1 0.579 0.608 0.894 

PU2 0.629 0.650 0.861 

PU3 0.422 0.369 0.720 

PU4 0.572 0.524 0.818 

Table 7. Fornell-larcker criterion (FLC) 

  ICHO PEU PU 

ICHO 0.889   

PEU 0.722 0.847  

PU 0.675 0.664 0.826 
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Table 8. Heterotrait-monotrait ratio (HTMT) 

  Heterotrait-monotrait ratio (HTMT) 

PEU <-> ICHO 0.810 

PU <-> ICHO 0.748 

PU <-> PEU 0.761 

Model Fit Test. The goodness of fit test in PLS is assessed by evaluating the R-squared 
and adjusted R-squared values to determine how well the endogenous variable is 
explained by the exogenous variable. R-squared values are interpreted as follows: 0.67 
indicates strong explanatory power, 0.33 indicates moderate explanatory power and 0.19 
indicates weak explanatory power. In this study, the R-squared and adjusted R-squared 
values were 0.590 and 0.581 respectively, indicating that the model has almost strong 
explanatory power. Model fit was also assessed using the Q-squared measure of 
predictive relevance. A Q-squared (Q2) value greater than 0, 0.25 and 0.50 indicates 
low, medium and high predictive relevance respectively. The study yielded a Q-squared 
value of 0.561, indicating high predictive relevance. In addition, the Standardized Root 
Mean Square Residual (SRMR) was used to assess model fit, with a value of 0.08 
indicating a good fit (Hu & Bentler, 1999). The SRMR in this study was 0.08, which 
met the criterion for good fit. 

Hypothesis Test Results. The next test is to see the significance between the influence of 
the construct variables perceived usefulness, perceived ease of use on intention to 
choose. The significant relationship is seen through path coefficients in the Bootsrapping 
report. The results obtained from testing the Research Hypothesis are shown in Table 9. 

Table 9. Path coefficients 

  

Original 

sample (O) 

Sample 

mean (M) 

Standard deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 
P values 

PEU -> ICHO 0.489 0.488 0.099 4.962 0.000 

PU -> ICHO 0.350 0.355 0.100 3.518 0.000 

Referring to Table 9, it can be observed that hypothesis: As the t-values exceed the 
critical t-value of 1.98, hypothesis 1 (H1) and hypothesis 2 (H2) are supported. This 
suggests that both perceived usefulness and perceived ease of use have a statistically 
significant positive effect on the intention to choose PNB. The results suggest that 
students who perceive PNB’s digital marketing channels as useful and easy to use are 
more likely to consider choosing PNB. 

3.2. Discussion 

The study’s findings robustly support Hypotheses 1 (H1) and 2 (H2), as indicated by the 
t-values surpassing the critical t-value of 1.98, demonstrating statistical significance. 
This confirms that both perceived usefulness and perceived ease of use have a significant 
impact on prospective students’ intentions to choose PNB. 

These results align with previous research by Rho et al. (2014) and Ifinedo (2016), 
which emphasized the importance of perceived usefulness in influencing user intention. 
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Additionally, the study highlights that perceived ease of use also has a statistically 
significant positive effect on the intention to choose PNB. This supports and builds on 
the findings of Nofal et al. (2020) and Briez et al. (2022), which showed that 
communication channels affect purchase intentions. Overall, when students view PNB’s 
digital marketing channels as both valuable and easy to use, they are more likely to 
consider PNB as their preferred educational institution. This underscores the critical role 
of PNB’s digital marketing strategies in shaping prospective students’ perceptions and 
preferences. 

4 Conclusion 

These results highlight the crucial role that digital marketing channels play in shaping 
the perception and choices of PNBs. By ensuring their digital marketing efforts are 
informative, user-friendly, and cater to student needs, PNB can effectively attract and 
retain prospective students. Further research could explore the specific types of digital 
marketing channels that resonate most with prospective students and how these channels 
can be optimized for maximum impact. Additionally, qualitative studies could delve 
deeper into students’ perceptions and decision-making processes to gain richer insights. 
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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