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ABSTRACT

Background: Research has well documented how social media acts as a primary 
information source for both enrolled and prospective students. However, universities 
often lack clear, evidence-based guidance on how to engage their internal and external 
audiences. This knowledge gap forces university public relations (PR) teams to rely 
on trial and error, often struggling to create impactful content. Purpose: This study 
investigates student preferences for social media content and information sources to 
enlighten university PR staff who want to improve their institutional communication. 
Methods: This research employed a mixed-methods approach, combining a 
quantitative survey of 330 students with qualitative insights gathered from focus 
group discussions (FGDs) and in-depth interviews with 150 students. The survey 
included current students because they were once prospective students, so they 
could give insights as both prospective and current students. Results: Students trust 
unofficial sources (such as community accounts) and direct recommendations from 
those closest to them more than official university channels. They are also much 
more interested in authentic, story-based content. Conclusions: The implications of 
these findings suggest that, to increase engagement and institutional image, campus 
social media teams should consider presenting story-based content and increasing 
audience interactivity. Implications: To strengthen their image and engagement, the 
teams need to prioritize story-based content, amplify credible community voices, 
and increase two-way engagement. Universities are also advised to create secondary 
accounts to post more entertaining and light-hearted content to reduce audience 
reliance on unofficial sources, and or collaborate with community-driven accounts.
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INTRODUCTION 

Social media has now become the main 

source of information in various countries. 

Despite doubts about its accuracy, social media 

are popular not only among the young but also 

among the older age group. In Indonesia, social 

media has become a daily part of most people’s 

lives. In lists of the most social media users by 

country, Indonesia almost always ranks in the 

top 10. In fact, the average Indonesian spends 

almost the entire day 7 hours, 42 minutes on 

the internet, and more than 3 of those hours are 

spent on social media (Digital, 2025).

For three years in a row, social media has 

been the largest source of information for the 

Indonesian people. Not only to inform them 

about the current situation, but social media 

is also used to meet their information needs 

before making decisions. Social media provides 

various information about goods and services 

that can help someone before buying or choosing 

a particular service provider. Nowadays, social 

media is considered accountable media by both 

the public (Reuters, 2024) and professional 

groups such as journalists (Utami & Prastya, 

2024).

The ability of social media to reach a 

wide audience and enable creative and real-

time interactivity has changed marketing, 

sales, and public relations practices. Various 

industrial sectors and agencies immediately 

took advantage of social media for promotional 

purposes, increasing sales and reputation 

while maintaining relationships. Although 

the positive influence of social media on 

sales is still being debated due to the many 

studies with contradictory results (Liadeli 

et al., 2023; Rodriguez et al., 2012; Zhou & 

Charoensukmongkol, 2020). direct interaction 

with consumers on social media has been 

proven to help a company in understanding 

consumer tastes and developing plans to 

improve its products and business (Chaing et al., 

2021; Dholakia et al., 2004). In public relations 

practice, social media remains an effective tool 

for increasing brand awareness (Ansari et al., 

2019; Tiago & Veríssimo, 2014) and building a 

positive image (Seo & Park, 2018), making it a 

potential public relations tool.

The growing significance of digital 

technologies and students’ active use of social 

media platforms have led universities to adopt 

social media marketing strategies (Karadağ et 

al., 2024). Universities are utilizing various 

online methods to stay competitive (Sintani et 

al., 2021). Up until now, social media has been 

seen as a crucial communication and marketing 

tool for universities to recruit prospective 

students and enhance brand visibility 

(Istikhoroh et al., 2021), despite ongoing debate 

over its effectiveness in attracting new students. 
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One study suggests that although students may 

not report visiting university social media sites 

or say that social media does not impact their 

matriculation decision, the vast majority still 

reported using social media platforms to learn 

more about the higher education schools under 

consideration (Peruta & Shields, 2018).

In the practice of higher education public 

relations, creating a social media account is 

now a necessity. Universities use social media 

not only to disseminate messages and increase 

awareness, but also enhance engagement with 

their various stakeholders (Nguyen et al., 

2021). Several recent studies have explored 

the use of social media in university settings 

(Asri et al., 2023; Majid et al., 2025). Research 

shows that a university’s social media presence 

can greatly impact how its reputation is 

perceived by students. A strong social media 

presence enhances students’ perceptions of 

their institution’s reputation, which is vital 

for attracting new students and retaining 

current ones (Ghani et al., 2023). Effective 

social media engagement can also positively 

influence students’ attitudes towards campus. 

Effective social media engagement positively 

influences students’ attitudes towards further 

education, highlighting the role of reputation 

in their decision-making (Simiyu et al., 2019). 

Additionally, social media engagement helps 

higher education institutions to enhance brand 

performance through improved brand image 

and loyalty (Yang et al., 2020) and allows 

universities to manage their reputations during 

crises and respond to threats (Khare et al., 2018). 

As for the internal public, the university’s social 

media has helped students stay connected with 

peers and institutions (Song et al., 2023).

Besides exploring the use of social media 

as a tool of image creation and maintenance, 

scholars are also interested in studying the 

correlation between university social media and 

prospective students. University social media 

serves as the primary source of information 

for students and prospective students (Peruta 

& Shields, 2018). It offers direct insights 

from universities and peer recommendations, 

which are essential during the information 

search and evaluation stages of decision-

making (Kusumawati, 2019). For Indonesians, 

academic and non-academic information on 

social media significantly influences their 

choice of institution (Oktivera et al., 2024), 

especially for private universities (Ghani et al., 

2023).

Although the impacts are well-known, 

research on university social media management 

practices is limited. This has often made 

university public relations (PR) staff guess 

what content will generate views, engagement, 

and ultimately have a positive impact on the 

institution. Shortly, the staff do not always 
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have a clue about their audience’s preferences. 

Research on universities’ social media also 

often focuses on the external public (especially 

prospective students) and rarely addresses the 

internal public (students), who make up a large 

share of the followers of the accounts. Research 

in this area also often overlooks unofficial 

university-related accounts, which can play a 

significant role in disseminating information 

and are frequently preferred by students.

Through a comprehensive examination of 

students’ sources of information, the types of 

information they expect on social media, and 

how they talk about their campus, this study 

aims to help PR staff formulate a strategy. This 

is important because analyzing relevant data 

and metrics is crucial for informing effective 

content strategies that enhance engagement 

with stakeholders, including prospective and 

current students and alumni (Maresova et al., 

2020). For that reason, instead of conducting a 

content analysis of university social media, this 

study asks the students directly. 

In contrast to the hypodermic needle 

theory, which positions audiences as passive 

and homogeneous message recipients, Uses and 

Gratifications Theory (UGT) sees individuals 

as active, reflective, and rational subjects in 

selecting media to fulfill specific needs (Katz 

et al. 1974; McQuail, 2010; Ruggiero, 2000; 

Sundar & Limperos, 2013). UGT sees students 

as communicative actors who consciously 

evaluate various media channels and make 

choices based on their relevance, usefulness, 

and ability to provide psychological and social 

gratification.

In the Indonesian higher education 

environment, students’ needs for information 

about the university can be categorized into 

three main dimensions. First, basic information 

needs, including quick, clear access to academic 

information such as registration schedules, 

academic policies, curricula, and scholarship 

opportunities. Second, social integration needs, 

or the need to establish an identity as part of 

the campus community. In this matter, social 

media is needed to establish connections with 

fellow students and gain symbolic recognition 

within the institutional space. Third, the need 

for entertainment, where social media is used 

to relieve academic tension while strengthening 

students’ emotional attachment to the institution 

(McQuail, 2010; Sundar & Limperos, 2013).

When official university communication 

channels fail to provide these specific 

gratifications, students will turn to alternatives. 

Other accounts, such as unofficial social media 

accounts or online student community accounts, 

might be perceived as more responsive, 

casual, and relevant to their tastes and needs. 

This behavior confirms that students’ media 

preferences are not solely determined by 
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institutional authority, but rather by the extent 

to which the media provides meaningful 

gratification within their academic and social 

contexts (Katz et al., 1974; Ruggiero, 2000).

Complementing students’ active 

information selection process, Social Presence 

Theory provides a crucial conceptual framework 

for understanding communication preferences 

in digital spaces. This theory explains the extent 

to which a medium enables users to perceive 

the social presence of others as “real,” warm, 

and human in technology-mediated interactions 

(Gefen et al., 2003; Short et al., 1976; Sundar 

et al., 2016; Walther, 1996). In the context of 

contemporary digital communication, social 

presence is not only determined by the technical 

characteristics of the medium, but also by 

symbolic cues, language styles, and interaction 

patterns that build perceptions of interpersonal 

closeness  (Sundar et al., 2016; Walther, 1996).

For Generation Z students, the perception 

of a communication channel’s humanness is 

a key factor in establishing trust, emotional 

affiliation, and sustained engagement. Several 

studies have shown that young audiences tend 

to be more responsive to communications that 

demonstrate a high level of social presence 

through informal language, empathy, and 

two-way dialogue compared to impersonal, 

institutional messages (Gefen et al., 2003; 

Sundar et al., 2016). This preference explains 

why community or unofficial accounts like 

menfess (short for “mention and confess,” 

an anonymous message-sharing account) or 

accounts that provide updates on all university 

admissions are popular. Even more popular and 

trusted than official university platforms.

Although official university social media 

has become a fundamental necessity, the gap 

between the rigid institutional communication 

style and students’ expectations for more human 

interactions creates unique challenges for public 

relations practitioners. Students’ tendency to 

trust unofficial accounts or communities such 

as menfess suggests that social presence and 

information gratification are determining factors 

in the effectiveness of digital communication in 

higher education environments. Therefore, this 

study aims to explore in depth the preferences 

of students’ sources and types of information 

content at the State University of Malang to 

provide evidence-based guidance for public 

relations staff in formulating communication 

strategies that are more participatory, authentic, 

and able to increase engagement with internal 

and external stakeholders.

RESEARCH METHOD

This study used a mixed methods approach 

to combine the strengths of statistical analysis 

with in-depth contextual understanding. 
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This integration would enable researchers to 

capture the complexity of students’ information 

preferences and the role of social media.

The use of mixed methods assumes that 

a communication phenomenon cannot be 

adequately understood through a single approach 

(Creswell et al., 2011; Kreps & Maibach, 2008). 

By combining various analytical perspectives, 

this method allows researchers to compare and 

validate findings, enrich data interpretation, and 

link quantitative patterns with the underlying 

social experiences and processes (Axinn & 

Pearce, 2006). Through this strategy, quantitative 

and qualitative findings were expected to 

complement each other. This resulted in a more 

complete and contextual understanding of the 

dynamics of institutional communication in the 

Indonesian higher education environment.

For the quantitative aspect, this research 

was conducted from August to October 2023. 

Involving 330 students from UM from various 

classes (2020-2023) and faculties. The survey 

was conducted with current students due to 

their experiences as prospective students. This 

allows them to provide information on student 

needs and assess campus social media from 

an interested perspective. Furthermore, they 

can share their information-seeking process 

regarding campus and academic life, both 

before and after enrolling. Sample selection 

was carried out in a stratified random manner 

to ensure balanced representation from various 

faculties and groups. Quantitative data were 

collected using SurveyMonkey, an online 

survey tool that enables efficient data collection 

and distribution. 

Focus Group Discussions (FGDs) and in-

depth interviews were used to collect qualitative 

data. The FGDs consisted of 10 sessions, each 

with 8-10 participants to facilitate interactive 

discussions and get collective insights (Krueger 

& Casey, 2015). FGDs and interviews were 

conducted to confirm and deepen the survey 

responses. 

Research participants were active UM 

students from the class of 2020-2022. A total 

of 150 students participated in this research, 

selected using purposive sampling (Patton, 

2002) to ensure a diversity of perspectives 

across majors, including the Natural Sciences 

and Social Sciences. Criteria for selecting 

participants included 1) active UM student 

status, 2) active use of UM’s official social media 

platforms, and 3) prior interactions with them. 

The number of participants was determined 

based on the principle of data saturation in 

qualitative research (Guest et al., 2006).

In addition to FGDs, in-depth interviews 

were conducted with 15 informants selected 

based on criteria, including representatives 

from various faculties and classes. These 

interviews allow researchers to gain deeper 
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insight into individual experiences and 

perceptions (Seidman, 2006). They aim to gain 

deeper insight into their personal experiences 

and specific needs regarding social media 

information. Interviews were also conducted 

during the period September to November 

2023, carefully recorded for further analysis, 

and followed the code of ethics for social and 

humanities research, including maintaining the 

confidentiality of informants’ personal data.

To provide context, a brief institutional 

background of UM is presented. This 

contextualization is important to understand 

students’ responses. UM is a public higher 

education institution located in Malang and 

Blitar, East Java, Indonesia, established in 1954. 

Initially named as Perguruan Tinggi Keguruan 

Malang and later known as IKIP Malang 

(1964–1999), UM is among the oldest teacher 

education institutes in Indonesia. It has three 

campuses: two in Malang City and one in Blitar 

City. The main campus is in Jalan Veteran, one 

of the main corridors of education and student 

activities in Malang. 

This research specifically involved students 

enrolled at Campus 1, the main campus, 

which is currently undergoing infrastructure 

development, including the construction of 

new buildings and the launch of new study 

programs. A proportion of respondents were 

drawn from newly established study programs 

that still have provisional accreditation status. 

This condition is a critical contextual factor, 

as the Indonesian labor market commonly 

prioritizes graduates from programs accredited 

A (Excellent). In contrast, newly opened study 

programs are typically eligible to attain the 

maximum accreditation level, “B,” during their 

initial phase of implementation.

RESULTS AND DISCUSSION

In the digital age, prospective students 

have access to a vast array of resources when 

researching potential universities. It makes the 

process of choosing an institution both rich in 

opportunity and fraught with complexity. With 

the proliferation of online platforms, traditional 

sources of information, such as people (parents, 

teachers, and peers), brochures, and campus 

visits, are now complemented by a range of 

digital tools, including university websites, 

social media, online reviews, and student 

forums. With the high number of users and 

time spent on social media, it is reasonable to 

assume that this tool may be the main source 

of information for university choice. However, 

looking at the survey results, it is not always the 

case.

The students discussed how they first 

learned about the university. It turns out that 

social media does play a role as a source of 
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information. Sadly, it was not the campus’s 

official social media (see Figure 1). Students 

said they know more about admission or even 

academic info from community-run social 

media. Most students mention the importance 

of community-run social media accounts that 

share information about public universities in 

Indonesia (e.g., @kejarptn.id, @masukptn, 

etc.) or specific campuses (e.g., @infoUM, @

mahasiswaUM). These accounts are not owned 

by the campus but actively post information 

about various campuses, or even specific 

campuses, for economic purposes.

When they were prospects, they loved 

following non-specific accounts not only for up-

to-date information but also to save time. Those 

accounts provide information from multiple 

universities, so they do not have to visit each 

university’s website and social media accounts 

individually. This tendency to follow unofficial 

account continue after they are accepted. 

Unofficial social media is preferred for the 

variety of information. Where they not only 

share academic information but also art events, 

sometimes even promotional information about 

food, English academies, and so on. 

Another important finding of the survey 

is the role of friends, teachers, and family as 

Source: Author Data, 2024

Figure 1 Students’ First Source of University Information  
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sources of information. This finding aligns 

with a previous study on factors influencing 

university decision-making among high school 

students. Several studies have found the 

important role of family in university selection; 

nuclear and extended family members have 

become important sources of information that 

can be trusted (Ishak et al., 2011). Families 

are the primary source of information about 

which university to attend, and their opinions 

and expectations are the most influential factor 

(Muradi et al., 2018). 

These parents often suggest universities to 

help their children gain better job opportunities 

(Leathwood & O’Connell, 2003; Moreau & 

Kerner, 2015). Briggs (2006) also recognizes 

the important role of teachers in students’ 

university choice, besides parents and siblings. 

However, Price et al. (2003) argued that parents, 

friends, and teachers are mainly influential in 

choosing a program and not a university. On 

the other hand, parents may also influence 

their children’s university decision-making due 

to financial support considerations (Murphy, 

1981).

During the discussion session, students 

shared that they turn to people they know for 

university references. That group of people 

could give their reference both directly and 

indirectly. Indirect reference could form in a 

story. Whether family or friends who are alumni 

or current students of UM often share their 

campus life, which helps prospective students 

familiarize themselves with the institution and 

leads to enrollment intention.

This storyline, as highlighted by Medupin 

(2023), is engaging because it transforms 

complex information into relatable narratives. 

This is particularly relevant in the context of 

higher education, where prospective students 

often seek not just information, but also 

connection and inspiration from their potential 

institutions. The second form of reference is 

the indirect one, in which the message can be 

more direct, such as clear suggestions to choose 

UM over other universities, praise for UM, or 

even a statement that UM is better than other 

universities. These references are mostly related 

to UM. Whether they are alumni, married to an 

alumni, current students, or friends of alumni or 

students. 

From the FGDs, students preferred more 

personal testimonials or suggestions about the 

university. Personal experiences are perceived 

to be more valuable than statistics and dry 

information. An alumni, parent, or teacher story 

or suggestion about the university is preferred.  

One of the participants, K (20), believed 

the words came from his seniors because they 

had really experienced it. He stated that even 

his parents’ campus experiences are outdated, 

but he still considered their opinion, especially 
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regarding campus quality and job prospects 

of a study program. Following the logic of 

purchasing goods, alumni or current students’ 

words work like a consumer’s review. And 

prospective students are just like prospective 

consumers who regard other people’s reviews 

to be trustworthy and credible (Pornpitakpan, 

2004).

The parents’ valuable input could be 

the deciding factor, rendering other aspects 

irrelevant. An example of this is students who 

choose new study programs that are not even 

accredited and lack laboratories. Although 

students admit that university rankings and 

accreditation status are important, they are not 

the decisive factors. MI (19), a student who 

joined a new study program, said his parents 

convinced him to take it, even though the 

program is new and its accreditation is still in 

progress. His parents said that if it is under a 

public university, then the quality can be trusted. 

It looks like, aside from perceptions of validity, 

face-to-face communication allows people to 

express their concerns and ask questions, which 

is often more challenging in online settings.  

Personal sources, whether by phone, 

chat, or face-to-face interaction, can create a 

dialogue and an immediate reason. Students 

often mention the availability of answers to 

their questions when they prefer talking about 

university with family, friends, or a teacher. The 

delay in answering on social media, where they 

often do not get a reply, makes traditional word 

of mouth still important in influencing university 

decision-making. Friends, family, and other 

word-of-mouth sources are extremely valuable 

when consumers perceive formal sources as 

less available or hard to access (Bloom, 1989; 

Sapienza, 1989). This word of mouth, along with 

environmental and social conditions, influenced 

students’ choices positively (Wadhwa, 2016).

This positive attitude towards storytelling 

and personal sources is also reflected in 

information-seeking behaviors on social media. 

Before choosing a university, some students 

admit that they are looking for campus vlogs 

from their students. Instead of specifically 

searching for an account, they would rather 

enter a keyword or hashtag related to the 

campus to see various student-made videos. 

Students see that story as more interesting, 

reliable, and informative, especially to illustrate 

campus life. In conclusion, it is safe to assume 

that whether it comes from people they know 

or strangers they found online, personal sources 

are loved for their personal nuance, perceived 

authenticity, and interactivity.

These results indicate that university 

public relations needs to improve their social 

media presence and engagement through 

story-based content, not just infographics and 

announcements, and interaction. It is worth 
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considering studies that found a significant 

positive relationship between perceived 

interactivity and outcome variables such as 

attitude and behaviour (Hudson et al., 2016; 

Vendemia, 2017). Additionally, as more parents 

use social media, it is a good idea to compile 

information not only for prospective students 

but also for parents. Lastly, although it may 

not align with the trend of digital platforms, 

maintaining a strong, positive attitude towards 

private sources, maintaining visibility and good 

relations with alumni and teachers will probably 

pay off well by increasing university brand 

awareness and the likelihood of enrollment, 

especially for universities.

In recent years, social media has become 

a crucial platform for university students 

to share their views and experiences about 

their campuses. This shift marks a significant 

change in how students communicate and 

form opinions about their institutions. Students 

use social media to connect; they love sharing 

their daily life and things they love to generate 

responses from others (Ryan et al., 2014; Yang 

& Brown, 2013). This behavior should be 

captured and leveraged through collaboration 

among university PR staff, given that it has 

become apparent that students would like to 

actively participate in creating social media 

content (Eger et al., 2019).

This practice can be found in Universitas 

Sebelas Maret. This campus asked its 

international students to use hashtags to 

promote their university, acting as micro-

influencers within their social networks 

(Gardiana et al., 2022). This grassroots 

promotion not only increases the university’s 

visibility but also creates a sense of community. 

Student-generated content often appears more 

authentic and relatable than official university 

communications, thereby resonating more with 

audiences (Gardiana et al., 2022).

Although students’ post is more relatable, 

they are not without risk. Apparently, students 

not only use social media to post their daily 

lives or something entertaining. Students use 

social media to voice opinions and advocate for 

change (Hamid et al., 2022), thereby enhancing 

their university experience and fostering a sense 

of activism. But social media could also be an 

outlet for students to express disappointment or 

criticism of institutions (Arifin, 2024; Arrizqi 

& Nasukha, 2023), which risks the institution’s 

reputation.

Connected to their phone 24/7, almost 

90% of respondents admit regularly share 

their campus experience on social media (see 

Figure 2). The questionnaire also reveal that the 

respondents shared their experiences of sharing 

negative aspects of the university on social 

media. Luckily, most students said they never 

share the negative side of themselves on social 
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media (see Figure 3). However, deeper digging 

into the FGDs revealed that this behavior 

does not mean they have no complaints. This 

avoidance of online complaining is motivated 

by several reasons. One to be preferred over 

other channels, such as WhatsApp groups, 

online talks, menfess accounts, or their second 

accounts. This practice is driven by several 

reasons, from safety and interactivity in more 

private spaces to emotional resonance and 

Source: Author Data, 2024

Figure 2 Students’ Sharing Behavior on Social Media 

Source: Author Data, 2024

Figure 3 Sharing Negative of University Side on Social Media 
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personal branding issues, as they don’t want to 

be labeled as negative. 

This shows that decisions regarding 

various negative information on social media 

are based on considerations of profit and loss 

(cost-benefit analysis). Students may consider 

the risks of openly criticizing institutions in 

the public sphere, especially when it affects 

their self-image or social relationships. In 

relationships between students and universities, 

criticism is commonplace, while social media 

is seen as too open or risky. Cook & Rice 

(1998) and  Lawler & Thye (2007) explain that 

individuals tend to avoid behavior that could 

harm them. This tendency is even stronger in 

open social interactions witnessed by a wide 

audience, as individuals consider the risks of 

social evaluation, reputation, and symbolic 

consequences that may arise from actions in 

public spaces. In other words, students prefer 

to consider the long-term benefits of their self-

image rather than venting their disappointment 

on social media, which is more permanent and 

visible to many people.

While impressive quantitative metrics 

might initially reassure university PR staff, 

they don’t necessarily guarantee a crisis-

free environment. Negative word of mouth, 

particularly when shared offline, can still tarnish 

an institution’s reputation. Nowadays, it doesn’t 

take a large-scale campaign to spark a PR crisis; 

a single viral post can quickly escalate into a 

full-blown scandal.

In accordance with previous findings 

where students are hesitant to be perceived as 

‘negative,’ it is not surprising that almost all 

respondents admit they have ever shared the 

good side of the campus on social media as 

shown at Figure 4. The qualitative data shows 

that students love sharing their campus life, 

Source: Author Data, 2024

Figure 4 Sharing Positive University Side on Social Media Statistics
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including their academic experience, social life 

with other students, and campus facilities, and 

they receive compliments for it. This finding 

aligns with a previous study that found that 

social media is increasingly a tool students 

choose to express their academic experiences 

(Junco, 2012).

During the FGD, a student said he only 

loves to share the class situation when he was in 

the new building because it looked “aesthetic.” 

Students also love it when compliments about 

the nice facilities come from their friends at 

higher-ranking universities.

The positive information shared by these 

students should be welcomed, as consumers 

usually judge information from others as 

trustworthy and credible (Pornpitakpan, 2004). 

User-generated social media communications 

have a greater influence on consumers’ 

overall perception of a brand than company-

created social media communications. In the 

context of higher education in Indonesia, this 

means that students’ stories can significantly 

influence prospective students’ and the public’s 

perceptions of their institutions. In conclusion, 

digital storytelling among students in Indonesia 

serves as a powerful mechanism to increase 

engagement and promote their universities.

Additionally, receiving positive feedback 

when they post about their campus can foster 

students’ pride and sense of community, as 

positive social validation on social media has 

a major impact on individual well-being and 

sense of identity (Hoffner & Bond, 2022; Pang, 

2022). When users receive positive feedback 

and validation through likes, comments, and 

shares, it triggers the release of dopamine in 

the brain, creating feelings of pleasure and 

satisfaction (Bucyte, 2023; Okanovic & Agnès, 

2023).

Higher education institutions now realize 

the importance of social media platforms for 

many communication purposes. Social media 

has become an essential tool for universities 

to reach a wider audience, engage with 

students, faculty, other institutions, and the 

public (Jeong & Jalali, 2019). From marketing, 

student recruitment, student support, alumni 

communication, and crisis management, all 

are now involving this media (Palmer, 2013). 

Students nowadays even rely heavily on the 

campus’s official social media for academic-

related information, more than on the university 

website or campus staff. Social media is also a 

key factor in institutional branding, which has 

become an essential element in the management 

of educational institutions (Hasanah et al., 2023). 

Administrators and leaders in higher education 

institutions have recognized the importance of 

conveying a consistent brand message not only 

to external but also internal audiences (Judson 

& Taylor, 2014).
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Good communication with the internal 

public is essential, as it can foster loyalty. 

Specifically, student loyalty increases when 

students feel that their university communicates 

effectively with them and meets their various 

needs, including through social media 

(Maresova et al., 2020). It is why identifying 

students’ expected types of information on 

campus social media is crucial to fulfilling their 

needs, making them feel touched, and keeping 

them engaged. 

Platforms such as Facebook, Twitter, 

Instagram, and LinkedIn are valuable tools 

for promoting higher education programs and 

engaging prospective students (Safi et al., 2023). 

However, those platforms are nothing without 

the ability to drive engagement. Content that 

engages and enhances the consumer experience 

is essential for driving engagement and 

influencing behavior (Anjorin et al., 2024). In 

the university context, research has shown that 

social media engagement significantly influences 

university (Ahmadi, 2019). Universities that 

actively engage with their audience on social 

media platforms can enhance relationships, 

trust, authenticity, visibility, and branding, 

which are essential for maintaining a positive 

image and attracting prospective students (Ann 

Voss & Kumar, 2013). Social media engagement 

itself goes beyond mere interactions; it involves 

creating value for audiences. This is why social 

media staff should not only focus on driving 

engagement but also on providing critical 

information about academic programs, campus 

life, and admissions processes (Ulfa et al., 

2023).

Engagement on social media also mediates 

between student satisfaction and involvement 

in higher education (Simbolon & Yanti, 2021). 

Social media engagement also represents 

the strength of personal relationships, values 

adopted, and considerations in the use of social 

media (Hermita et al., 2023). Studies have also 

highlighted the role of social media engagement 

in driving enrollment among prospective 

students, underscoring the need for universities 

to develop effective engagement strategies on 

these platforms (Nguyen et al., 2021). 

Knowing the importance of engagement 

on a university’s social media platforms and 

understanding the desired content type are 

essential to driving and maintaining engagement. 

By actively engaging their audience on social 

media, higher education institutions can build 

a vibrant online community, attract prospective 

students, and enhance the overall educational 

experience for their stakeholders.

This research involved internal audiences 

as respondents. Therefore, it is natural that many 

students follow the university’s official social 

media platforms. However, being a follower 

does not automatically reflect satisfaction 
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with the content presented. Research findings 

show that some students even stated that 

they no longer follow the university’s official 

social media accounts, even though they had 

previously been active followers.

Students generally find university social 

media more relevant during the pre-registration 

phase. This is especially true when they are still 

prospective students seeking information about 

registration and admissions. After officially 

becoming students, perceptions of content 

usefulness tended to decline. One respondent, 

AF (19), stated that: “But after I was accepted 

as a student, most of the information was no 

longer relevant. Interestingly, most important 

announcements were shared in the study 

program WhatsApp group, and the unimportant 

ones were rather.”

This statement indicates a shift in 

information channel preferences, from 

institutional social media to more direct, 

contextual communication channels, such as 

study program WhatsApp groups. In terms of 

information usefulness, students demonstrated 

diverse assessments, influenced by the relevance 

of the content, its accessibility to daily academic 

needs, and the efficiency of the communication 

channel used.

Some informants felt that the information 

presented was less relevant or acceptable once 

the need for it had passed. However, another 

informant, A (19), stated that although the 

information was occasionally important, its 

presence was often overshadowed by other 

information deemed insignificant, making the 

main message less visible and less well received 

by students. Another dissatisfied student said, 

“Maybe it is important for the university, but 

I do not know for the students... It often feels 

more like a social media platform to promote 

the campus officials.” Students are also 

unhappy when the campus posts about students’ 

achievements, featuring the faces of campus 

officials. They perceived it as inappropriate; the 

students should be the ones under the spotlight. 

From the discussion, it can be said that most 

students do not see the official social media as 

bad, but they do not find it relatable or engaging, 

and they feel it is rarely about them.

Quantitative data mining shows that six 

main types of information are expected by more 

than 50% of respondents on university social 

media: 1) academic information, 2) scholarships, 

3) student activities, 4) photos of campus 

atmosphere, 5) study program information, and 

6) student achievements. These top answers 

shown in Figure 5 can give us at least three 

insights. First, students want information that 

helps their campus life, whether academic, 

scholarship, or study program-related. Second, 

they want social media to also display content 

that puts students at the center (e.g., student 
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activities and achievements). Lastly, the role 

of visual storytelling cannot be ignored. The 

demand for photos of campus scenes is evidence 

that visual elements, such as images and videos, 

play an important role in increasing engagement 

on social media platforms (Gurrieri & Drenten, 

2019). Studies examining university public 

relations practices on social media found that 

high communication efficiency with students was 

achieved primarily through posting photos and 

videos. This visual aspect attracts attention and 

encourages further interaction, as audiences are 

more likely to engage with visually stimulating 

content. Additionally, the impact of storytelling 

goes beyond engagement; it also shapes the 

public’s perception of higher education. First-

person narratives in social media content can 

generate higher levels of engagement and 

connectedness, which is important for effective 

online marketing (Pachucki et al., 2022).

CONCLUSION

This study provides insight into the 

dynamics of student information preferences 

within the evolving social media ecosystem 

in Indonesian higher education. Key findings 

suggest that social media has not completely 

replaced traditional communication channels. 

In this study, official campus accounts ranked 

below parents, teachers, and alumni as sources 

of information about higher education. This does 

Source: Author Data, 2024

Figure 5 Sharing Positive of University Side on Social Media Statistics



208PRofesi Humas, Volume 10, No. 2, 2026, pp. 191-214

Student information preferences and the role of social media in Indonesian higher education
(Rani Prita Prabawangi, Megasari Noer Fatanti, Ahmad Munjin Nasih)

not mean that students do not seek information 

through social media; rather, it means that 

unofficial social media platforms are preferred. 

Therefore, at least for now, good relationships 

with alumni and high school teachers may have 

a more significant impact on generating input 

from new students, both in terms of quantity 

and quality.

Nevertheless, social media optimization is 

certainly essential. Especially for the general 

public, social media is a primary source of 

information for meeting basic needs and 

fostering identity and a sense of belonging. 

Like most Indonesians, college students prefer 

content that resonates with personal narratives 

and experiences. Students find authentic, 

relatable content more engaging and impactful. 

One of the study’s findings relates to student 

preferences. They prefer campus community 

accounts over official accounts created by 

the university. Students tend to view official 

institutional accounts as rigid, formal, and often 

slow to respond to pressing issues. In contrast, 

unofficial accounts have a stronger “social 

presence” because they use a more humane 

and community-based style. This situation 

demonstrates a shift in information authority. 

Information power no longer lies in the formal 

position of an institution, but rather in the level 

of authenticity and speed of interaction offered 

by these organic accounts.

This research complements studies on 

university public relations by highlighting 

the crucial role of active students as “internal 

publics.” To date, many studies have focused 

solely on social media as a marketing tool for 

recruiting new students. However, this study 

demonstrates that managing information for 

existing students is far more complex and 

requires two-way communication. In the future, 

the success of university communications 

will no longer be measured by the number of 

announcements posted, but by the extent to 

which the campus can appear more “human” to 

compete with community accounts.

The managerial implications of this research 

are clear for public relations practitioners 

in higher education. Universities should no 

longer view unofficial community accounts 

as threats or competitors. Universities should 

rather view them as models for understanding 

student information preference. Campus social 

media teams should start using a more relaxed 

storytelling style. Furthermore, information 

delivery should be streamlined, and digital 

customer service functions should be further 

enhanced. Universities are also advised to 

consider creating secondary accounts to post 

more entertaining and light-hearted content to 

reduce audience reliance on unofficial sources, 

and or collaborate with community-driven 

accounts.
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While useful, this research still has 

limitations. It focused only on State University of 

Malang (UM). Therefore, the results may differ 

if applied to private universities or universities 

outside Java. Future research should examine the 

psychological impact of anonymous accounts 

like menfess. Furthermore, it is also important 

to examine how social media algorithms 

spread hoaxes among students. In conclusion, 

universities need more than just having social 

media accounts. They must transform into more 

responsive, honest, and caring entities that 

address students’ needs.

Acknowledgments: We would like to thank the 
Institute for Community Empowerment (LP2M) at State 
University of Malang (UM) for their administrative and 
technical assistance during this research. We also extend 
our gratitude to the respondents and informants for 
taking the time to share their stories and opinions. Their 
assistance was invaluable in completing this research.

Author Contributions: Conceptualization,RPP, MNF, 
AMN.; methodology, RPP; validation, RPP, MNF.; 
formal analysis, RPP, MNF, AMN.; investigation, RPP, 
MNF data curation, RPP, MNF, AMN.; writing—original 
draft preparation, RPP.; writing—review and editing, 
RPP, MNF.; visualization, RPP, MNF.; supervision, RPP, 
MNF, AMN. and R.G.; project administration, MNF.; 
funding acquisition, RPP, MNF, AMN. All authors 
have read and agreed to the published version of the 
manuscript.

AI Declaration: During the preparation of this work, 
the author(s) used Grammarly in order to translate and 
improve readability. After using this tool/service, the 
author(s) reviewed and edited the content as needed 
and take(s) full responsibility for the content of the 
publication.

Ethical Clearance: Ethical approval was not required 
for this study as it involved non-sensitive, anonymous 
surveys where participants cannot be identified directly 
or through identifiers linked to them. Participation was 
strictly voluntary, and all respondents were informed 
of the study’s purpose prior to participation. Data were 
processed in aggregate to ensure complete confidentiality, 
adhering to the institutional ethical guidelines.

Data Availability Statement: Not applicable 

Conflicts of Interest: The funders were not involved 
in the planning of this research. They also had no 
involvement in data collection or analysis. Furthermore, 
they were not involved in writing the report or making 
the decision to publish the results.

Funding: This research was funded by an Internal 
Research Grant from the Institute for Research and 
Community Service (LP2M), State University of 
Malang, in 2023 with contract number 13.7.100/UN32.
III/KP/2023, and the APC was funded by the same grant. 

REFERENCES

Ahmadi, Y. (2019). The impact of social 
media engagement on university student 
recruitment. University of Northern British 
Columbia

Anjorin, K. F., Raji, M. A., & Olodo, H. B. 
(2024). The influence of social media 
marketing on consumer behavior in the 
retail industry: A comprehensive review. 
International Journal of Management & 
Entrepreneurship Research, 6(5), 1547–
1580.

Ann Voss, K., & Kumar, A. (2013). The value of 
social media: are universities successfully 
engaging their audience? Journal of 
Applied Research in Higher Education, 
5(2), 156–172.

Ansari, S., Ansari, G., Ghori, M. U., & Kazi, 
A. G. (2019). Impact of brand awareness 
and social media content marketing on 



210PRofesi Humas, Volume 10, No. 2, 2026, pp. 191-214

Student information preferences and the role of social media in Indonesian higher education
(Rani Prita Prabawangi, Megasari Noer Fatanti, Ahmad Munjin Nasih)

consumer purchase decision. Journal of 
Public Value and Administrative Insight, 
2(2), 5–10.

Arifin, C. (2024). BEM FISIP Unair Gaungkan 
Tagar Perlawanan dan Foto Hitam di 
Instagram Pasca Pembekuan oleh Dekanat. 
Tribunnews.Com.

Arrizqi, D., & Nasukha, T. R. (2023). 
Buntut Polemik Uang Pangkal, 
Mahasiswa UGM Gaungkan Tagar 
#UniversitasGagalMerakyat. Https://
Www.Balairungpress.Com/.

Asri, T. M., Putri, D. H., & Septian, M. D. 
(2023). Branding analysis of Brawijaya 
University vocational education. PRofesi 
Humas, 8(1), 1–22.

Axinn, W. G., & Pearce, L. D. (2006). Mixed 
method data collection strategies. 
Cambridge University Press.

Bloom, P. N. (1989). A decision model for 
prioritizing and addressing consumer 
information problems. Journal of Public 
Policy & Marketing, 8(1), 161–180.

Briggs, S. (2006). An exploratory study of the 
factors influencing undergraduate student 
choice: the case of higher education in 
Scotland. Studies in Higher Education, 
31(6), 705–722.

Bucyte, S. (2023). Habit or addiction? A 
qualitative exploration of Instagram and 
addictive design characteristics.

Chaing, T., Rau, H., Shiang, J. W., & Chiang, 
L. J. (2021). Social media marketing in 
the sales volume prediction for the Lolita 
fashion brand.

Cook, K. S., & Rice, E. (1998). Social exchange 
theory. UMI.

Creswell, J. W., Klassen, A. C., Plano Clark, V. 
L., & Smith, K. C. (2011). Best practices 
for mixed methods research in the health 
sciences. Bethesda (Maryland): National 

Institutes of Health, 2013(2011), 541–545.
Dholakia, U. M., Bagozzi, R. P., & Pearo, L. 

K. (2004). A social influence model of 
consumer participation in network-and 
small-group-based virtual communities. 
International Journal of Research in 
Marketing, 21(3), 241–263.

Digital. (2025). We Are Social Indonesia. 
Wearesocial.Com.

Eger, L., Egerova, D., & Kryston, M. (2019). 
Facebook and public relations in higher 
education: A case study of selected faculties 
from the Czech Republic and Slovakia. 
Romanian Journal of Communication and 
Public Relations, 21(1), 7–30.

Gardiana, M. D., Rahmanto, A. N., & 
Satyawan, I. A. (2022). Perceptions of 
International Students toward Social 
Media of Universitas Sebelas Maret. 7th 
International Conference on Social and 
Political Sciences (ICoSaPS 2022), 375–
381.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). 
Trust and TAM in Online Shopping: An 
Integrated Model1. MIS Quarterly, 27(1), 
51–90. https://doi.org/10.2307/30036519

Ghani, M. R. A., Nawi, W. N. F. W. M., & 
Husain, R. (2023a). Social media impact 
on university reputation and enrollment: 
an empirical investigation of online 
presence and student choices. I-IECONS 
e-Proceedings, 379–392.

Ghani, M. R. A., Nawi, W. N. F. W. M., & 
Husain, R. (2023b). Social media impact 
on university reputation and enrollment: 
An empirical investigation of online 
presence and student choices. I-IECONS 
e-Proceedings, 379–392.

Guest, G., Bunce, A., & Johnson, L. (2006). 
How many interviews are enough? An 
experiment with data saturation and 



211 PRofesi Humas, Volume 10, No. 2, 2026, pp. 191-214

Student information preferences and the role of social media in Indonesian higher education
(Rani Prita Prabawangi, Megasari Noer Fatanti, Ahmad Munjin Nasih)

variability. Field Methods, 18(1), 59–82.
Gurrieri, L., & Drenten, J. (2019). Visual 

storytelling and vulnerable health care 
consumers: normalising practices and 
social support through Instagram. Journal 
of Services Marketing, 33(6), 702–720.

Hamid, R. S., Abror, A., Anwar, S. M., & 
Hartati, A. (2022). The role of social media 
in the political involvement of millennials. 
Spanish Journal of Marketing-ESIC, 26(1), 
61–79.

Hasanah, I., Hefniy, H., & Zaini, A. W. (2023). 
Strengthening brand identity: Embracing 
local wisdom through character education 
management. Indonesian Journal of 
Education and Social Studies, 2(2), 83–94.

Hermita, M., Hermana, B., Harmanto, S., 
Suhendra, A., & Pasaribu, M. (2023). 
Social Media Engagement and Studentâ€TM 
s Intention in Indonesian Higher Education 
Using Unified Theory of Acceptance and 
Use of Technology. MATRIK: Jurnal 
Manajemen, Teknik Informatika Dan 
Rekayasa Komputer, 22(3), 605–614.

Hoffner, C. A., & Bond, B. J. (2022). Parasocial 
relationships, social media, & well-being. 
Current Opinion in Psychology, 45, 
101306.

Hudson, S., Huang, L., Roth, M. S., & Madden, 
T. J. (2016). The influence of social 
media interactions on consumer–brand 
relationships: A three-country study of 
brand perceptions and marketing behaviors. 
International Journal of Research in 
Marketing, 33(1), 27–41.

Ishak, I., Haron, M. N., Mohamad, N., Nik, Z., 
& Rashid, A. A. (2011). Family control and 
earnings management: Malaysia evidence. 
The 2nd International Conference on 
Economics, Business and Management, 22, 
82–86.

Istikhoroh, S., Moeljadi, Sudarma, M., & Aisjah, 
S. (2021). Does social media marketing 
as moderating relationship between 
intellectual capital and organizational 
sustainability through university managerial 
intelligence?(empirical studies at private 
Universities in East Java). Cogent Business 
& Management, 8(1), 1905198.

Jeong, D., & Jalali, A. (2019). Who tweets in 
academia? An overview of Twitter use in 
higher education. Advances in Medical 
Education and Practice, 171–174.

Judson, K. M., & Taylor, S. A. (2014). Moving 
from marketization to marketing of higher 
education: The co-creation of value in 
higher education. Higher Education 
Studies, 4(1), 51–67.

Junco, R. (2012). The relationship between 
frequency of Facebook use, participation 
in Facebook activities, and student 
engagement. Computers & Education, 
58(1), 162–171.

Karadağ, H., Tosun, P., & Ayan, B. (2024). User-
generated and brand-generated content as 
indicators of university brand personality 
and business strategy. Journal of Marketing 
for Higher Education, 34(2), 646–668.

Katz, E., Blumler, J. G., & Gurevitch, M. 
(1974). Utilization of mass communication 
by the individual. In E. Blumler, J. G. Katz 
(Ed.), The Uses of Mass Communications: 
Current Perspectives on Gratifications 
Research (pp. 19–32). SAGE.

Khare, K., Stewart, B., & Khare, A. (2018). 
Artificial intelligence and the student 
experience: An institutional perspective.

Kreps, G. L., & Maibach, E. W. (2008). 
Transdisciplinary science: The nexus 
between communication and public health. 
Journal of Communication, 58(4), 732–
748.



212PRofesi Humas, Volume 10, No. 2, 2026, pp. 191-214

Student information preferences and the role of social media in Indonesian higher education
(Rani Prita Prabawangi, Megasari Noer Fatanti, Ahmad Munjin Nasih)

Krueger, R. A., & Casey, M. A. (2015). Focus 
group interviewing. Handbook of Practical 
Program Evaluation, 506–534.

Kusumawati, A. (2019). Evaluation of social 
media role as an information source 
in decision-making process of Higher 
Education Institution’s (HEIs) selection. 
Annual International Conference of 
Business and Public Administration 
(AICoBPA 2018), 44–47.

LAWLER, E. J., & THYE, S. R. (2007). 
Social exchange theory. Handbook of the 
Sociology of Emotions, 295.

Leathwood, C., & O’connell, P. (2003). ‘It’s 
a struggle’: the construction of the ‘new 
student’in higher education. J. Education 
Policy, 18(6), 597–615.

Liadeli, G., Sotgiu, F., & Verlegh, P. W. J. 
(2023). A meta-analysis of the effects of 
brands’ owned social media on social 
media engagement and sales. Journal of 
Marketing, 87(3), 406–427.

Majid, A., Wahyuni, H. I., Abrar, A. N., & 
Fitrah, A. A. (2025). Systematic review of 
university public relations communication 
strategies: 2010–2022. PRofesi Humas, 
10(1), 121–143.

Maresova, P., Hruska, J., & Kuca, K. (2020). 
Social media university branding. 
Education Sciences, 10(3), 74.

McQuail, D. (2010). McQuail’s Mass 
Communication Theory (6th ed.). SAGE 
Publications, Inc.

Medupin, C. (2023). Perspectives on Using 
Storytelling as a Means of Teaching and 
Learning: Reflections from Diverse Groups 
of Participants on the Theme “What’s in 
Your River?” Education Sciences, 14(1), 
18.

Moreau, M.-P., & Kerner, C. (2015). Care 
in academia: An exploration of student 

parents’ experiences. British Journal of 
Sociology of Education, 36(2), 215–233.

Muradi, A. J., Ismet, B. O. Z., & Azami, M. 
A. (2018). Study on Adapting of Afghan 
Students in Universities of Turkey. 
International Journal of Scientific Research 
and Management, 6(10), 694–700.

Murphy, D. D. (1981). The future of 
predominantly black public colleges and 
universities. Urban Education, 16(1), 77–
92.

Nguyen, L., Lu, V. N., Conduit, J., Tran, T. T. 
N., & Scholz, B. (2021). Driving enrolment 
intention through social media engagement: 
a study of Vietnamese prospective 
students. Higher Education Research & 
Development, 40(5), 1040–1055.

Okanovic, I., & Agnès, T. (2023). Tiktok: a 
modern spotlight on emerging artists: 
Understanding why and how TikTok users 
take partin viral behaviors towards musical 
artists on the platform. Https://Www.Diva-
Portal.Org/.

Oktivera, E., Wirawan, F. A. W., & Jaya, A. 
S. (2024). Pemilihan Media Sosial Dalam 
Pemenuhan Informasi Memilih Perguruan 
Tinggi. Jurnal Audiens, 5(1), 127–139.

Pachucki, C., Grohs, R., & Scholl-Grissemann, 
U. (2022). No story without a storyteller: 
The impact of the storyteller as a narrative 
element in online destination marketing. 
Journal of Travel Research, 61(8), 1703–
1718.

Palmer, S. (2013). Modelling engineering 
student academic performance using 
academic analytics.

Pang, H. (2022). Connecting mobile 
social media with psychosocial well-
being: Understanding relationship 
between WeChat involvement, network 
characteristics, online capital and life 



213 PRofesi Humas, Volume 10, No. 2, 2026, pp. 191-214

Student information preferences and the role of social media in Indonesian higher education
(Rani Prita Prabawangi, Megasari Noer Fatanti, Ahmad Munjin Nasih)

satisfaction. Social Networks, 68, 256–263.
Patton, M. Q. (2002). Two decades of 

developments in qualitative inquiry: 
A personal, experiential perspective. 
Qualitative Social Work, 1(3), 261–283.

Peruta, A., & Shields, A. B. (2018). Marketing 
your university on social media: a content 
analysis of Facebook post types and 
formats. Journal of Marketing for Higher 
Education, 28(2), 175–191.

Pornpitakpan, C. (2004). The persuasiveness 
of source credibility: A critical review of 
five decades’ evidence. Journal of Applied 
Social Psychology, 34(2), 243–281.

Price, I. F., Matzdorf, F., Smith, L., & Agahi, H. 
(2003). The impact of facilities on student 
choice of university. Facilities, 21(10), 
212–222.

Reuters. (2024). Digital News Report. 
Reutersinstitute.Politics.Ox.Ac.Uk.

Rodriguez, M., Peterson, R. M., & Krishnan, 
V. (2012). Social media’s influence on 
business-to-business sales performance. 
Journal of Personal Selling & Sales 
Management, 32(3), 365–378.

Ruggiero, T. E. (2000). Uses and 
Gratifications Theory in the 21st Century. 
Mass Communication and Society, 
3(1), 3–37. https://doi.org/10.1207/
S15327825MCS0301_02

Ryan, T., Chester, A., Reece, J., & Xenos, S. 
(2014). The uses and abuses of Facebook: 
A review of Facebook addiction. Journal of 
Behavioral Addictions, 3(3), 133–148.

Safi, A. Q., Setianti, Y., & Sapi, A. (2023). 
Evaluating social media marketing in 
Afghanistan’s private Universities. PRofesi 
Humas, 8(1), 62–81.

Sapienza, A. M. (1989). R&D collaboration as a 
global competitive tactic—Biotechnology 
and the ethical pharmaceutical industry. 

R&D Management, 19(4), 285–295.
Seidman, I. (2006). Interviewing as qualitative 

research: A guide for researchers in 
education and the social sciences. Teachers 
college press.

Seo, E.-J., & Park, J.-W. (2018). A study on the 
effects of social media marketing activities 
on brand equity and customer response 
in the airline industry. Journal of Air 
Transport Management, 66, 36–41.

Short, J., Williams, E., & Christie, B. (1976). The 
Social Psychology of Telecommunications. 
John Wiley & Sons.

Simbolon, F. P., & Yanti, L. (2021). Customer 
Engagement in Higher Education: How 
Important the Role of Social Media 
Marketing, E-Service Quality, and 
E-Satisfaction for Generation Z Students? 
Journal The Winners, 22(1), 15–23.

Simiyu, G., Komen, J., & Bonuke, R. (2019). 
Social media, external prestige and 
students’ attitude towards postgraduate 
enrollment: a conditional process analysis 
across levels of university reputation. 
SEISENSE Journal of Management, 2(5), 
1–19.

Sintani, L., Fransisca, Y., Anjarini, A. D., & 
Mulyapradana, A. (2021). Identification 
of the effectiveness of higher education 
marketing strategies using social media. 
International Research Journal of 
Management, IT and Social Sciences, 9(1), 
1–9.

Song, B. L., Lee, K. L., Liew, C. Y., & 
Subramaniam, M. (2023). The role of social 
media engagement in building relationship 
quality and brand performance in higher 
education marketing. International Journal 
of Educational Management, 37(2), 417–
430.

Sundar, S. S., Bellur, S., Oh, J., Jia, H., 



214PRofesi Humas, Volume 10, No. 2, 2026, pp. 191-214

Student information preferences and the role of social media in Indonesian higher education
(Rani Prita Prabawangi, Megasari Noer Fatanti, Ahmad Munjin Nasih)

& Kim, H.-S. (2016). Theoretical 
Importance of Contingency in Human-
Computer Interaction. Communication 
Research, 43(5), 595–625. https://doi.
org/10.1177/0093650214534962

Sundar, S. S., & Limperos, A. M. (2013). Uses 
and Grats 2.0: New Gratifications for 
New Media. Journal of Broadcasting & 
Electronic Media, 57(4), 504–525. https://
doi.org/10.1080/08838151.2013.845827

Tiago, M. T. P. M. B., & Veríssimo, J. M. C. 
(2014). Digital marketing and social media: 
Why bother? Business Horizons, 57(6), 
703–708.

Ulfa, M., Hariyati, F., & Akbari, D. A. (2023). 
Social Media Rebranding Strategies for 
Expanding Audience Reach on Higher 
Education Institution Promotions and 
Admissions. Technium Soc. Sci. J., 42, 76.

Utami, N. W., & Prastya, N. M. (2024). 
University’s Official Instagram as a News 
Sources for The Media. Jurnal Komunikasi 
Dan Bisnis, 12(1), 107–120.

Vendemia, M. A. (2017). When do consumers 
buy the company? Perceptions of 
interactivity in company-consumer 

interactions on social networking sites. 
Computers in Human Behavior, 71, 99–
109.

Wadhwa, R. (2016). New phase of 
internationalization of higher education 
and institutional change. Higher Education 
for the Future, 3(2), 227–246.

Walther, J. B. (1996). Computer-Mediated 
Communication. Communication 
Research, 23(1), 3–43. https://doi.
org/10.1177/009365096023001001

Yang, C., & Brown, B. B. (2013). Motives 
for using Facebook, patterns of Facebook 
activities, and late adolescents’ social 
adjustment to college. Journal of Youth and 
Adolescence, 42(3), 403–416.

Yang, S., Keller, F., & Zheng, L. (2020). Basics 
of social network analysis. Soc Netw Anal 
Methods Examples, 2–25.

Zhou, J., & Charoensukmongkol, P. (2020). 
The effect of social media use on customer 
qualification skills and adaptive selling 
behaviors of export salespeople in China. 
Journal of Asia Business Studies, 15(2), 
278–300. https://doi.org/10.1108/JABS-
12-2019-0377.


