Journal of Namibian Studies, 35 (2023): 1135-1151 ISSN: 2197-5523 (online)

Marketing Mix Factors Influencing Students'
Decisions When Choosing Private
Universities

Retnaning Tyas'®, M. Huda. A Y2, Imron Arifin3
and Achmad Supriyanto®*

1 Dr. Retnaning Tyas, S.E., M.M is working on Departement
Economic Education, University/Institusi, STKIP PGRI Jombang,
City Jombang, Province East Java, Country Indonesia.

Email: retnaningtyas.eko.stkip.jo@gmail.com
2 prof. Dr. M. Huda. A.Y. M. Pd is working on Education Management,
Faculty of Education, State University of Malang, Malang,

East Java, Indonesia.

3 Prof. Dr. Imron Arifin. M. Pd is working on Education
Management, Faculty of Education, State University of Malang,
Malang, East Java, Indonesia.

4 Prof. Dr. Drs. H. Achmad Supriyanto, M.Pd., M.Si is working on
Education Management, Faculty of Education, State University of Malang,
Malang, East Java, Indonesia.

Abstract
Paradigm changes in the world of education encourage tertiary
institutions to make adjustments, this is no exception for
university educational institutions. Especially for private
universities, understanding the needs of potential customers is
important. This study aims to look for factors that can encourage
prospective students to decide on choosing the college they
enter. This research was conducted by distributing questionnaires
that had been entered at private universities in Malang City. The
number of samples in this is 398 respondents. The analytical tool
used in this research is exploratory factor analysis. The results of
the study show that marketing is a factor that shapes the decision
to select a private university in the city of Malang. In this
marketing mix there are seven factors consisting of, product,
price, promotion, place, physical evidence, process and people.
Of the 7P factors, six of them become factors that shape
university selection decisions, namely product, price, promotion,
place, physical evidence, and people. Meanwhile, in the process
factor, the factor analysis cannot be a factor forming a university

selection decision, this can be seen from the KMO value which is
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less than 0.5 Keywords: factor of choosing a private university,
marketing mix

Keywords: private university selection factor, marketing mix.

1. INTRODUCTION

Higher Education Public Relations is a higher education
communication agent to the community with the aim of
building good relations with stakeholders. Good relations with
all stakeholders have a positive impact on the reputation of the
university. In an effort to build relationships with public
relations stakeholders, higher education requires proper
planning so that the strategies pursued are also right on target.
Large publications do not guarantee that they will attract
potential customers effectively. The initial stage required in
planning is to conduct a need assessment. Banghart and Trull
in Sa'ud (2007) there are several stages that must be passed in
the preparation of educational planning, including: need
assessment, formulation of goals and objectives, policy and
priority setting, program and project formulation, feasibility
testing, plan implementation, and evaluation and revision for
future plans. Need assessment is the process of identifying and
prioritizing needs that support organizational performance
(Kaufman: 1992).

Organizational managers will identify needs, then
compare the needs that have been identified to find out which
needs must be prioritized or which have an impact on
organizational performance. In an effort to build relationships
with prospective students, university public relations require a
completeness assessment. This integrity assessment is seen
from two aspects, namely the needs of higher education
institutions and the needs of students. Higher education as a
provider of educational services, requires knowledge of what
educational needs must be provided to users of its services,
namely students. For this reason, a two-way assessment of
needs is needed from the perspective of universities and
students. This needs assessment is closely related to the
decision-making process.

The needs that have been prioritized must continue with
the organizational decision to make the right program.
(Sonhadji and Huda, 2015: 3) For this reason, university public
relations needs to understand the behavior patterns of college
election decision-making by prospective customers. The
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decision-making process for consumers is a series of complex
decisions, moreover the decision to enter higher education. In
the early stages before making a decision, someone will
identify, they are faced with so many considerations and
influences both from within and from outside. So a big and
intense stimulus is needed to be able to influence someone to
choose which college to enter. It's a big mistake for universities
to think that if potential customers will definitely buy their
products, in other words, they are waiting without trying to be
proactive in convincing and inviting consumers to buy their
products. Developments and competition in the world of
education, require higher education institutions to realize that
marketing is important for their institutions.

The marketing paradigm in education has demanded a
shift, where marketing in education is not only interpreted as
the sale of educational products or just promotions from
educational institutions. The definition of marketing according
to Kotler and Armstrong (2012:28) is "the process by which
companies create value for customers and build strong
relationships with customers in order to capture value from
customers in return". Marketing management requires a series
of effective activities including planning in line with the vision
and mission of the organization, strategy formulation that is
integrated in all parts of the tertiary institution.

The implementation of marketing management in tertiary
institutions can be seen from the relationship between tertiary
institutions and their market, in which tertiary institutions can
influence the level, reach, timing and composition of higher
education market demand in an effort to achieve
organizational goals. Marketing for educational organizations
is a series of processes to create, communicate and shape value
for consumers in an effort to build relationships that can
benefit universities and other interested parties. Marketing
aims to select target markets, ensure the survival of
institutions, service effectively and designed to meet consumer
needs and wants, and involves program planning, pricing,
communication and distribution activities.

2. LITERATURE REVIEW

Grove & Kraft (2006) show that in educational marketing, the
marketing mix is the most important determinant of marketing
success. In higher education, the marketing mix helps
organizations achieve a predetermined target market. The
marketing mix requirements for organizations are increasing
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along with the development of the higher education market.
The 4P marketing mix is deemed insufficient to meet the needs
of the organization, so a more complete marketing mix is
developed. Marshall & Jhonston (2010: 13) explained that the
traditional marketing mix concept consisting of 4P, namely
product, price, place and promotion already requires
expansion, it is felt that 4P alone cannot meet marketing needs,
for this it is necessary to add 3 other elements, namely people,
physical evidence and process, so that it becomes the seven
elements of 7P.

The Elements That Influence Students' University Selection
The marketing mix of educational services are elements of
educational organizations that can be controlled by
organizations in communicating with students and will be used
to satisfy students (Hurriyati, 2009: 154). The basic task of a
higher education marketing manager is to combine the seven
elements into a marketing program to support exchanges with
consumers. However, good marketing mix management does
not just happen. Marketing managers must know the various
issues and options involved in each element of the marketing
mix. Marketers need to be aware of how these elements can
be combined in order to obtain an effective marketing
program. The market must be analyzed through consumer
research and research results must be used to develop
marketing strategies. Universities are marketers for services
where the products offered by companies are a mixture of
tangible and intangible goods. In the application of marketing
management practices and the 7 P approach, it can influence
consumer attitudes and behavior.

However, in applying the 7P marketing strategy, it is not
limited to how many consumers buy the service. But also on
how close the relationship between universities and their
consumers is. In service products, there is a crucial relationship
between the customer and the service provider The complexity
of this University is related to how to form a magnet that is an
attraction for consumers to buy services at this college. With
so many faculties and departments owned, it is an advantage
in meeting the greater needs of buyers of higher education
services, but on the other hand it is a big task to convince
prospective students that the services provided by the
University are able to meet their needs. In an effort to give
confidence to potential customers, namely students, the
University needs to formulate an appropriate marketing
strategy, so that the funds and efforts made by the University
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are effective and on target. In developing the University's
marketing strategy, a database of consumers who have chosen
the University is needed, the perceptions of the selected
University are needed as the basis for the strategy to meet
consumer needs.

3. RESEARCH METHODS

This research was conducted at all active private universities in
the city of Malang. The research was carried out in the
university area which was the object of this study, namely
Muhammadiyah Malang University, Malang Islamic University,
Gajayana University, Kanjuruhan University Malang, Widya
Karya Catholic University, Widya Gama University, Tribuana
Tungga Dewi University, Merdeka University, Wisnu Wardhana
University and Ma University Chung.

The population is a collection of individuals with
predetermined qualities and characteristics (Nazir, 2005: 272).
The population in this study were all active undergraduate
students at private universities in Malang City To obtain
respondents who are in accordance with the objectives
expected by the researcher, the researcher determines the
criteria for sampling. The criteria include: 1. Respondents are
active undergraduate students 2. Respondents can make their
own decisions in determining their choice to enter college. The
number of samples taken in this study amounted to 398
respondents. The basis for determining the number of samples
is based on the Slovin sample calculation formula with an error
level of 0.05, where with a population of 62787, the number of
samples is 398 respondents The data used in this research is
primary data. Primary data is data that is directly obtained from
the source, namely respondents who have been determined,
collected specifically and directly related to the problem under
study. Most of the research instruments used in obtaining
information were collected in a list of questionnaires.

4. RESULTS

The results of the factor analysis of university selection
decisions are the result of a combined analysis of factor scores
formed based on the marketing mix theory, namely the 7Ps
which are formed into observed variables, namely: Product,
Price, Promotion, Place, Physical. evidence (physical evidence),
People (HR), Process (process). In factor analysis, these
variables will be analyzed further to determine the adequacy
of the correlation between the initial variables.
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Based on the results of the factor analysis in the KMO table
and Bartlett's test above, it can be seen that the KMO Measure
of Sampling Adequacy (MSA) is 0.771 because the value is
0.771 ("> 0.5). This indicates the adequacy of the sample. The
KMO and Bartlet's test scores (as shown in the chi-square
value) are 253,988 with a significance value of 0,000. this states
that the correlation between the factors forming variables can
be explained by other variables and appropriate factor analysis
is carried out. This shows that the process factor is indeed
determined by Product (product), Price (price), Promotion
(promotion), Place (place), Physical evidence (physical
evidence), People (HR), Process (process).

Table 1. Matrix Component Table

Component

1 2
Factor product .655 -.433
Factor Price .666 178
Factor Promotion .548 .100
Factor Place 721 229
Factor Phisichal
evidence 682 ~189
Factor People 724 -.105
Factor Process .168 .891

Extraction Method: Principal Component
Analysis.
a. 2 components extracted.

In the Rotated Component matrix the value that needs to
be considered is the factor loading of each variable. Loading
factor is the magnitude of the correlation between the factors
that are formed with these variables. In the product variable,
the correlation between teacher qualifications and factor 1
(0.655) while in factor 2 (-0.433), the product is included in
factor 1, because its value is greater than factor 1.
Furthermore, the teaching variable which is Price (price), has a
correlation value to factor 1 of 0.666 while the correlation with
factor 2 is 0.178, so the price variable enters factor 1. In the
Promotion variable, the correlation value with factor 1 is 0.548
while the value correlation with factor 2 is 0.100, thus a good
promotion variable can be categorized as factor 1. The Place
variable has a correlation value with factor 1 of 0.721, while a
correlation value with factor 2 of 0.229. Then the place variable
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can be categorized in factor 1. In managing Physical Evidence,
it correlates with factor 1 of 0.682, while the correlation with
factor 2 of -0.189. Then the variable managing a good place is
included in factor 1. In the People variable (HR) it can be seen
that this variable is correlated with factor 1 of 0.724 while the
correlation with factor 2 is 0.105, then the HR transparency
variable is in factor 1. In the Process variable it can be seen that
this variable is correlated with factor 1 of 0.168 while the
correlation with factor 2 is 0.891, so the transparency variable
of the management of the learning tertiary institution is
included in factor 2. Based on the rotation results in this factor
analysis, it can be concluded that factor one consists of the
variables Product (product), Price (price), Promotion
(promotion), Place (place), Physical evidence (physical
evidence), People (HR). Meanwhile, Factor 2 is Process
(process). From the University's point of view, the decision to
select a University by prospective students is an important
matter.

The decision to choose a university for university
marketers is a short-term goal that must be achieved, after that
university marketers can only determine their long-term goals
in the form of loyalty from their consumers, namely students.
In the University's efforts to achieve its short-term goals, the
University needs to consider two factors, namely internal
factors which are factors that can be controlled by the
University and external factors which are beyond the control of
the university.

According to Angipora (2002: 50) the internal
environment is the influence that comes from within the
company, which directly affects consumer decisions in buying
a service product. The form of the internal environment is
often referred to as the service marketing mix, namely product,
price, place, promotion, people, physical evidence and process.
The external environment is an environmental influence that
comes from outside the company which indirectly influences
consumer decisions in buying service products such as family,
buyer tastes, friends and lifestyle. In an effort to achieve short-
term goals, universities need to develop internal factors that
suit the needs of potential customers. To be able to understand
consumer needs, university marketers need to conduct
research to find out the basis for university selection decisions
by students. The marketing mix model has been developed for
quite a long time by marketers, both service and goods
marketers. In developing the factors that influence university
selection decisions, researchers use two stages of analysis. The

1141



Journal of Namibian Studies, 35 (2023): 1135-1151 ISSN: 2197-5523 (online)

first stage is the stage of determining student needs
assessment using factors from the marketing mix, which
consist of: product, price, promotion, place, physical evidence,
people and process. The next stage is to determine the factors
of the marketing mix in forming university selection decisions.

5. DISCUSSIONS

Based on the results of the research that has been done, the
results of the Product factor analysis are one of the factors that
shape the decision to choose a university. Product is a major
factor in influencing university selection decisions. This is in
accordance with research from Fattal (2010) where the
product or program offered by the university has been
identified as the most influential factor in pressing prospective
students to decide to enter a university. In this study, the
product was built on several factors, namely available majors,
variety of majors, curriculum that supports job search after
graduation, curriculum suitability, department accreditation,
institutional accreditation, quality of academic services, ease of
obtaining academic services.

The quality of academic services in this study also has a
significant influence. In accordance with the opinion of Kotler
and Armstrong (2012) that when entering the field of
education, the first thing to pay attention to is service and
curriculum. Second, this type of product is intangible,
inseparable and easily damaged. Services can only be
understood by respondents when they are involved. According
to Stark and Zadeh (2013) in most service industries
(educational institutions,) the essence of a service is basic, but
not special characteristics or requirements and in terms of
differentiation, additional services or other marketing
instruments are used. Based on the data above, it can be
concluded that process factors do not influence the decision
factors for choosing a university. The process is part of higher
education that has been experienced by students, where in the
process the researcher looks at learning methods, learning
opportunities and learning evaluation. The three indicators
developed by the researcher are things that are understood by
students when they are directly involved in the University.
Meanwhile, the university selection decision is a process
carried out before carrying out the learning process at the
university. This is in accordance with the research of Mainu and
Mainu (2014) which states that in their research all marketing
mix variables have an influence on university selection except
for process variables. On the other factors, namely product,
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price, promotion, place, physical evidence, and people, each
has the ability to form university selection decisions, namely on
the communal value, namely the Product (product) value of
0.617; Price is 0.475, Promotion is 0.310, Place is 0.573,
Physical Evidence is 0.501, People (HR) is 0.535. The smaller the
value of communalities means the weaker the relationship
with the factors formed. Thus it can be concluded that the most
important thing for students in making decisions to enter
private universities in the city of Malang is the product factor.
Furthermore, on the location factor of the university, the
private university studied in Malang has a special attraction for
students. The geographical environment of the city of Malang
has a high enough attractiveness for prospective students. The
next factor is the people (HR) in the university, the quality of
the university's human resources consisting of teachers,
educational staff and university managers is an important
factor for students to make their choices at the university.
Physical evidence owned by the University is one of the factors
to convince prospective students to enter the University, the
exterior and interior of lecture buildings, libraries, laboratories
and all types of supporting facilities provide an illustration of
confidence that the selected University is able to meet the
expected higher education needs. Price in this study is not the
main factor in influencing university selection decision making,
this means that the level of sensitivity of respondents to the
cost of education is relatively low. The last factor is promotion,
promotional activities carried out by universities can influence
university selection decisions, introducing universities is an
important factor for universities, especially private universities.
Providing an overview of the education provided which
includes products, human resources, physical evidence and
prices is one way to convince potential customers from the
university.

In this study most of the respondents self-financed with
sources of funds originating from their parents. As for the
source of funds coming from the student's own fees or
scholarships, the amount is very small. Financial aid (Merit-
Based Scholarships, Need-Based Scholarships and Education
Loans) also plays an important role in attracting the attention
of students who wish to enter college. Alma (2009: 383) states
that prices for higher education services are strongly
influenced by the quality of the products offered. If product
quality is high, then potential customers are willing to pay
more, as long as it is within their affordability. In making
decisions on choosing a private university in the city of Malang,
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the majority of respondents chose of their own free will, while
the percentage of parents or other factors was very low.
According to Alma (2009: 383), "Strategic location and
easily accessible by public transportation, will be an attraction
for prospective students. The location of universities can also
be reached virtually, namely via the internet with the
availability of a university website. According to Hurriyati
(2009: 165) "in higher education services, promotions that can
be carried out are advertising (such as TV, radio, spot and
billboard advertisements), sales promotions (such as
exhibitions and invitations), making direct contact with
prospective students, and conduct community relations
activities. This category consists of four sources of information:
newspaper ads, street billboards, University brochures and
flyers and websites. It is these sources that Universities use to
promote and advertise themselves, as well as communicate
and deliver certain messages to the general public and to
potential students in particular. Newspaper advertising was
rated low and came ninth on the list of sources of information.
The physical evidence factor is indeed determined by the
availability of buildings for learning activities (X5.1); learning
support facilities (X5.2); availability of learning facilities (X5.3);
completeness of library collections (X5.4), reading facilities in
the library (X5.5), availability of learning support laboratory
facilities (X5.6), completeness of learning support laboratory
facilities (X5.7). The amount of variance that can be explained
by the new factors formed is 62.697% while the remaining
37.303% is explained by other factors not examined. In their
activities, higher education institutions need well-prepared
personnel, namely academic staff and related academic staff,
who are able to carry out their work to high quality standards.
Academic success is linked to personnel because consumers
continually evaluate the quality of employees based on
interactions with them. (Soedijati, Pratminingsih, 2011, p.
2126) at the same time, academic success depends heavily on
the quality of personnel and especially on their research
performance, which is reflected in the relevance of different
articles, books and special studies, as well as by participation in
scientific conferences with the aim of disseminate information.
A successful school must be based on teaching principles. All
teaching systems, methods, forms and all working
instruments/tools depend on them. Without teaching
principles, in other words, every system, method, form and
every means of work will be incomplete. Teacher skills in
preparing systems, methods, forms and ways of working with
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teaching principles will be productive and students will learn
with quality.

Based on the results of the research that has been done,
it can be seen that the needs of students in choosing a tertiary
institution as a whole can be described in the marketing mix.
Marketing Mix is a combination of factors that can encourage
prospective students to be more confident in the university
selection process. In this study the intended marketing mix is
7P which consists of Product, Price, Promotion, Place, Physical
Evidence, People and Process. Theoretically, the seven factors
of the 7P marketing mix can influence the decision to select a
university. However, based on the factor analysis carried out
by the researchers, it shows that only Product, Price,
Promotion, Place, Physical Evidence, People influence the
decision to select a university. Whereas the Process does not
affect the decision to select a tertiary institution, it can be
concluded that in the needs assessment from the aspect of
student needs, respondents consider that the process at the
university is not important in selecting a tertiary institution.

6. LIMITATION AND FUTURE STUDIES

According to the report, colleges are requesting that students
be recruited using the marketing mix tactics on which this study
is based. To prospective students, the university is marketing
programs and courses (Product). While non-EU students must
pay tuition (Price), this program/courses are free for students
from Sweden and the EU. The university sees tuition fees as a
different way to generate cash for Swedish higher education
institutions. Due to the intangible nature of service qualities,
HE institutions confront challenges while marketing their
programs and courses, such as'marketing pressures' from
competing universities and a method of physically presenting
the service to the students.

The cities in which the universities are located are also
promoted by the institutions as wonderful places to live, work,
and study. There are two ways that services are delivered or
channels for HE institutions: online or on-campus. These
techniques are employed for the comfort of prospective pupils.

The three components of the promotional mix are all
being used by HE institutions to reach potential students. They
do this utilizing a variety of advertising mediums (TV, social
media, billboard advertisements, etc.), public relations (visits
to high schools), and sales promotion in the form of
scholarships for overseas students.
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The programs and courses that colleges provide are
needed by the students. This suggests that students will be
drawn to strong programs that are appropriate for the present
employment market.

Before attempting to pick or make a decision on a
university, the student goes through the decision-making
process. In the beginning, they have a need or motivation for a
certain program, whether it be for a future employment or for
additional education. Second, students do informational
searches. The information is obtained via the university
website, magazines, friends, family members, and the HE
contact person.

Additionally, the students selected an institution that
wasn't too far from their home area or city.

7. IMPLICATIONS

The purpose of the study was to ascertain whether or not
traditional marketing mix components have an impact on
students' decisions about universities. Numerous scholars have
looked into the marketing mix for universities as well as the
decision-making process of students. Previous research,
however, did not link the components of the marketing mix to
the students' preferences. There are variations from past
research as a result. It has been demonstrated that the
marketing mix affects the motivational elements that lead
people to pick HE. However, there is a vacuum in the research
that needs to be filled in order to explore how the marketing
mix influences students' decisions about which Swedish
university to attend.

The marketing mix techniques that were provided were
the first attempt to fill this vacuum in the literature.
Furthermore, the empirical results are supported by interviews
with first-year students at the Swedish universities of Lund and
Malmé. Thus, by highlighting components of the marketing mix
that affect students' decisions about universities, new research
in this field has added to the body of literature. As a result, it is
thought that the study is founded on accurate and dependable
findings, opening up new avenues for investigation and
scholarly contribution.

Implication for the authority over universitieS given that
universities are serving as the degree program's providers to
meet the demands and goals of the students. Universities must
continually research the demands of the present and future
labor markets.
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If the aforementioned actions are taken into account, they
will have a positive feedback impact on universities' ability to
provide programs that are necessary in the job market today
and in the future while also meeting student demand.

And implications for students that it should broaden their
qguest for knowledge to include what other colleges have to
offer. In light of the fact that students are the university's main
consumers of services, in addition to the present and
foreseeable future employment markets. When choosing a
university program, people can make better decisions if they
are well-informed. The program's worth as well as the financial
burden of moving should be considered by the students.
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