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Article history: This research aims to determine the role of family, the influence of

. peers and brand image on the decision to study at Universitas
ngce!veg Bes (1)2 gggg Mahkota Tricom Unggul. The population in the research is all students
A ewsted Des 24’ 2023 at the Medan Budisatrya Private Vocational School in the 2022-2023
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theory will be built that functions to explain, predict and control a
phenomenon. From the results of this research, it can be seen that
campus promotions should also attract family interest so that they can
influence someone in deciding to study at a university. The influence
of peers also needs to be considered. This is also related to the
experience of a person or alumni who experienced studying at a
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1. INTRODUCTION
Education is a systematic process involving teaching and learning with the aim of developing
knowledge, skills, values and understanding in a person or individual (Nasib, 2021). With the
educational process, it is hoped that students can actively develop their potential to achieve a brighter
future (Nasib, 2022). It is also known that education has a very big role in improving the standard of
living for the better, so that many individuals are currently also competing to be able to pursue
education to a higher level (Wasiman, 2021). Education is also an important investment in a person's
life and is one of the most important priorities for most individuals who have high hopes of being able
to continue and complete their education to the highest level (M. Nasib, 2021)(Pasaribu, 2024).
Furthermore, the educational process cannot of course be separated from all the efforts made to
develop all abilities in order to produce high quality and competitive human resources (Syaifullah,
2021)(Novirsari, 2022)(Pasaribu, 2024).

Higher education is a level of education that has a complex responsibility to help educate a
nation's generation. The development of higher education in Indonesia has also experienced various
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improvements. Based on data obtained from (databoks, 2023) the number of universities in
Indonesia continues to grow until it reaches 3,115 units in 2022. The following are the number of
universities in Indonesia:
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(Source processed from databoks, 2023)

If we look at the data, the number of higher education developments in Indonesia to date has
increased a lot. This can certainly indicate that Indonesian society is increasingly aware of the
importance of education to a higher level to improve self-quality. Of the large number of universities
in Indonesia, of course each university must be able to compete fiercely in order to obtain a large
number of students for the sustainability of the university. Universities must be able to implement
reliable strategies to be able to compete with other universities. It is known that many factors can of
course influence a person's decision in choosing a campus or college, especially private, namely
family support, individual motivation, facilities, situation, promotion, brand image and peer influence
(Kurniadhi, 2022). These factors that influence a person's decision making need to be considered so
that universities can compete with existing competitors.

In determining the decision to choose a college, of course the influence of the family
environment is quite a big influence. Family is a place where a person or individual can tell stories
and ask for opinions, especially regarding decisions in choosing a college or further studies. In this
case, the family certainly has the role of parents or close relatives who provide a lot of input into a
person's decision in choosing a college. Research on families which influence the decision to choose
a university requires further research in order to find out the results with different research samples
for developing countries.

Influence from peers is also an important factor in an individual deciding which university to
choose to continue their studies (Hernita, 2019). It is known that peers often provide
recommendations about universities based on their own experiences. If friends have a positive
experience at a college, they will recommend it to their friends.

The university's brand image can be a determining factor in choosing a university. A good
brand image reflects the quality of education, reputation and facilities offered by the university
because with a strong Brand Image in the eyes of prospective students, this image will continue to
exist in the minds of prospective students and create confidence in being able to study. A university
that has a good brand image can attract prospective students to choose this university as a place to
continue their education.

2. RESEARCH METHOD

This type of research is classified as quantitative or causal research. Quantitative research or causal
research is research that seeks to see whether a variable acts as an independent variable that
influences other variables which become dependent variables. The population and sample for this
research were 100 students at the Medan Budisatrya Private Vocational School in the 2022-2023
academic year (Sugiyono, 2016). In this case the sampling technique is purposive sampling,
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meaning that the sampling technique is carried out deliberately. This means that the researcher
determines the sample himself because there are certain considerations. Therefore, the researcher
concluded that the sample for this study was all class XlI students at the Medan Budisatrya Private
Vocational School in the 2022-2023 academic year. The data collection method was distributed
through a questionnaire with a Likert scale research instrument measurement scale to respondents
whose selection criteria were 5 = Strongly Agree (SS), 4 = Agree (S), 3 = Neutral (R), 2 = Disagree
(TS), 1 = strongly disagree (STS). Meanwhile, the data analysis technique in this research is multiple
linear regression analysis. When testing the hypothesis with the t-test (partial), F-test (simultaneous)
and coefficient of determination.

3. RESULTS AND DISCUSSIONS

Research Validity Test Results

Validity testing is carried out to test questionnaires used in research. In this study, the family influence
variable (X1) was measured with four indicators and in total consists of 8 statements. The following
are the results of the validity test of indicators of family influence:

Table 1. Validity Test Results of Family Influence (X1)

No |Statement items r count r table Information
(0,05)

1 Iltem 1 0,567 0,197 Valid

2 Item 2 0,445 0,197 Valid

3 Item 3 0,677 0,197 Valid

4 Item 4 0,689 0,197 Valid

5 Iltem 5 0,567 0,197 Valid

6 Iltem 6 0,679 0,197 Valid

7 Iltem 7 0,545 0,197 Valid

8 Iltem 8 0,534 0,197 Valid

Data source is SPSS 2023

From the results of validity testing and the results can be seen in the table above, it can be
concluded that all questionnaire statement items for the family influence variable can be said to be
valid. This can be seen from the calculated r value which turns out to be greater than the r table value
(0.197) with a significance of 0.05. The next variable tested is the peer influence variable. In this
variable there are four indicators with 8 statement items as well. The following validity test results
can be seen in Table 2:

Table 2. Validity Test Results of friends (X2)

Statement: r table Information

No ltems r count (0,05)

1 Item 1 0,677 0,197 Valid

2 Item 2 0,456 0,197 Valid

3 Item 3 0,543 0,197 Valid

4 Iltem 4 0,445 0,197 Valid

5 Item 5 0,356 0,197 Valid

6 Item 6 0,654 0,197 Valid

7 Item 7 0,567 0,197 Valid

8 Item 8 0,765 0,197 Valid

Data source is SPSS 2023
Based on the results of the validity test on this variable, the results can be seen in Table 2.
From the test results, it can be concluded that all statement items are completely valid because all
calculated r values are > from r table.
The next validity test is for the brand image variable. In this variable there are five indicators
with 8 statement items. The following are the results of the variable validity test of brand image:
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Table 3. Validity Test Results of brand image (X3)

Statement: r table Information

No Items r count (0,05)

1 Item 1 0,547 0,197 Valid

2 Item 2 0,656 0,197 Valid

3 Iltem 3 0,389 0,197 Valid

4 Item 4 0,456 0,197 Valid

5 ltem 5 0,398 0,197 Valid

6 ltem 6 0,578 0,197 Valid

7 Iltem 7 0,650 0,197 Valid

8 Iltem 8 0,678 0,197 Valid

Data source is SPSS 2023

Based on the results of the validity test on the brand image variable, it is known that all
statement items can be said to be valid. The validity of the questionnaire items indicates that the
research can be continued to the next stage by testing items on college decision making variables.
The final validity test carried out in this research was on the college decision making variable. In this
variable there are four indicators with 8 statement items. The following are the results of the validity
test on this variable:

Table 4. Validity Test Results of College Decision Making (Y)

Statement: r table Information

No ltems r count (0,05)

1 Iltem 1 0,523 0,197 Valid

2 Item 2 0,623 0,197 Valid

3 Item 3 0,566 0,197 Valid

4 Iltem 4 0,456 0,197 Valid

5 Item 5 0,652 0,197 Valid

6 Item 6 0,521 0,197 Valid

7 Item 7 0,523 0,197 Valid

8 Item 8 0,678 0,197 Valid

Data source is SPSS 2023
Based on the results of the validity test on the dependent variable (Y) for college decision making,
the results can be seen in Table 4 above. From the test results, it is known that all statement items
are valid.

Research Reliability Test Results

The next test, namely the reliability test. Data reliability testing is testing an instrument that, when
used several times to measure the same object, will produce the same or reliable data. The reliability
test must also meet the criteria with the Cronbach Alpha value must be greater than 0.60.
Furthermore, after conducting reliability testing on the questionnaire, the following results were
obtained:
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Table 5. Reliability Test Results for All Research Variables

Cronbach's
No Variabel Alpha r theory Information
1 [Family (X1) 0,890 0,600 Reliabel
2 [Friends (X2) 0,981 0,600 Reliabel
3 [Brand Image (X3) 0,978 0,600 Reliabel
4 |College Decision Making (Y) 0,889 0,600 Reliabel

Data source is SPSS 2023

From the results of reliability testing, all variables from this research can be said to be reliable, with
the overall results can be seen in the table above. It is known that the Cronbach Alpa value for all
statement items for each research variable is greater than 0.60, of course indicating that the question
items in this research are reliable and worthy of the next stage of research.

Normality Test

The next test is the normality test. The normality test is a test carried out to determine whether the
data is normally distributed or not. The normality test is carried out using the normal test. The P-P
Plot is a type of normal probability plot that describes how well the data distribution approaches the
theoretical normal distribution. A good research or scientific work is one whose data can be
distributed normally. The following are the results of the data normality test in the research:

Normal P-P Piot of Regression Standardized Residual
Dependent Variable: Y
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Figure 2. Normal P-Plot

The image above shows that the data distribution in the image above can be said to be spread
around the diagonal line or not spread far from the diagonal line. These results indicate that the data
to be regressed in this study is normally distributed or it can be said that the data normality
requirements can be met.

Hypothesis Test Results

The next test is to carry out a data hypothesis test or t test (partially). This test was carried out to be
able to partially see the influence of the variables family influence (X1), peer influence (X2), brand
image (X3) on college decision making at Universitas Mahkota Tricom Unggul (Y). The following are
the results of the t test in this research:
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Table 6. T Test Results

Coefficients?
Unstandardized Standardized
Model Coefficients Coefficients T Sig.
B Std. Error Beta
(Constant) 6.509 3.541 2.231 .003
Family 192 .069 .254 2112 .020
1 Friends .243 .086 .267 3.450 .001
Brand
Image .356 .106 .302 3.785 .000
a. Dependent Variable: college decision making

Data source is SPSS 2023

From the results of partial data hypothesis testing and the results can be seen in Table 6
above, the results obtained are:

1. Theinfluence of family on college decision making from the results of the regression analysis
in the research showed that the t-count was 2,112 > t-table 1,984 and the significance value
was 0.003 < 0.05. From the results of the regression test, it can be concluded that the family
variable (X1) has a positive and significant effect on college decision making at Universitas
Mahkota Tricom Unggul, Medan (Y).

2. The influence of friends on college decision making from the results of the regression
analysis in the research showed that the t-count was 3,450 > t-table 1,984 and the
significance value was 0.001 < 0.05. From the results of the regression test, it can be
concluded that the friends variable (X2) has a positive and significant effect on college
decision making at Universitas Mahkota Tricom Unggul, Medan (Y).

3. The influence of brand image on college decision making from the results of the regression
analysis in the research showed that the t-count was 3,785 > t-table 1,984 and the
significance value was 0.001 < 0.05. From the results of the regression test, it can be
concluded that the brand image variable (X3) has a positive and significant effect on college
decision making at Universitas Mahkota Tricom Unggul, Medan (Y).

F Test Results (Simultaneous)

The next stage of testing is carrying out the F or simultaneous test. This test certainly aims to
determine the influence of independent or independent variables simultaneously on the dependent
or dependent variable. The results of the F test in this research can be seen in Table 7 as follows:

Table 7. F Test Results (Simultaneous)

ANOVA?®
Sum of Mean .

Model Squares Df Square F Sig.
1| Regression 245.013 2 89.321 5.421 .0002

Residual 942.234 96 17.334

Total 967.543 99
a. Dependent Variable: college decision making
b. Predictors: (Constant), family, friends, brand image

Data source is SPSS 2023

Based on the results of the F Test or Simultaneous Test which was carried out and the results can
be seen in Table 7, the calculated F was greater than the F table (5,421 > 3.090) and a significance
value of 0.000 < 0.005. From the results of the F Test in this research, the results can be obtained
that family, friends, brand image have a positive and significant influence on college decision making
at Universitas Mahkota Tricom Unggul, Medan (Y).
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Determination Test Results (R-Square)

Next, a determination test or R-Square is carried out. This test is carried out to show what percentage
influence the independent or independent variable has on the dependent or dependent variable. The
results of the determination test can be seen in Table 8 below:

Table 8. (R-Square)
Model Summary

Model R R Adjusted R Std. Er_ror of the
Square Square Estimate
1 .5892 412 .663 2.7890

a. Predictors: (Constant), family, friends, brand image
Data source is SPSS 2023

From the results of the determination test, the results obtained are as in Table 8 above. The results
of the determination test in this study show that the variable college decision making (Y) can be
explained by the variables family (X1), friends (X2) and brand image (X3) amounting to 66.3%, the
remaining 33.7% is influenced by other variables that are not examined in this research. Other
variables that were not examined in this research can be included as further variables that will be
researched in the same field in the future.

The influence of family on college decision making at Universitas Mahkota Tricom Unggul,
Medan

Based on the results of the T test carried out in this research, it can be seen that the t-count results
obtained were 2,112 > t-table 1,984 and a significance value of 0.003 < 0.05. From the results of the
regression test, it can be concluded that the family variable (X1) has a positive and significant effect
on college decision making at Universitas Mahkota Tricom Unggul, Medan (Y). This certainly
indicates that the first hypothesis or H1 is accepted. Furthermore, the influence of family factors is
very large on a person's decision to choose whether to go to campus or college. The results of this
research are also in line with research conducted by (Wiyono, 2018) which provides research results
that family has a positive and significant impact on college decision making.

The influence of friends on college decision making at Universitas Mahkota Tricom Unggul,
Medan

Based on the results of the T test in this research, it can be seen that the t-count is 3,450 > t-table
1,984 and the significance value is 0.001 < 0.05. From the results of the regression test, it can be
concluded that the friends variable (X2) has a positive and significant effect on college decision
making at Universitas Mahkota Tricom Unggul, Medan (Y). This certainly indicates that the second
hypothesis or H2 is accepted. It is known that friends influence individual decisions in choosing to go
to campus or college. The results of this research are also in line with research conducted by
(Hernita, 2019) which provides research results that friends have a positive and significant impact on
college decision making at Universitas Mahkota Tricom Unggul.

The influence of brand image on college decision making at Universitas Mahkota Tricom
Unggul, Medan

Based on the results of the T test in this study, it can be seen that the t-count is 3,785 > t-table 1,984
and the significance value is 0.001 < 0.05. From the results of the regression test, it can be concluded
that the brand image variable (X3) has a positive and significant effect on college decision making at
Universitas Mahkota Tricom Unggul, Medan (Y). From the results of the regression test, it can be
concluded that the brand image variable (X3) has a positive and significant effect on individual
decisions in choosing to go to campus or college. This certainly indicates that the third hypothesis or
H3 is accepted. It is known that brand image greatly influences an individual's decision in choosing
to go to college or college. Furthermore, the results of this research are also in line with research
conducted by (Desy, 2016) which provides research results that brand image has a positive and
significant impact on the choice of a campus or college.
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The influence of family, friends and brand image on college decision making at Universitas
Mahkota Tricom Unggul, Medan

Based on the results of the F Test or Simultaneous Test which was carried out in this research, the
results obtained were that the calculated F was greater than the F table (5,421 > 3.090) and a
significance value of 0.000 < 0.005. From the results of the F Test in this research, the results can
be obtained that family, friends, brand image have a positive and significant influence on college
decision making at Universitas Mahkota Tricom Unggul, Medan (Y). This research is in line with
research conducted by (Afina et all.,, 2019) which shows the results that brand image, education
costs and facilities directly influence a person's interest in continuing school.

4. CONCLUSION

From the results of the research and discussions carried out in this research or scientific work, it can
be concluded that the family influences an individual's decision in choosing to go to college or
university at Universitas Mahkota Tricom Unggul. From the results of this research, it can be seen
that campus promotions should also attract family interest so that they can influence someone in
deciding to study at a university. The influence of peers also needs to be considered. This is also
related to the experience of a person or alumni who experienced studying at a campus or college.
Brand image also influences individual decisions in choosing to study at a campus or university at
Universitas Mahkota Tricom Unggul. This certainly provides input for the campus to further improve
its brand image if the campus wants to be able to compete with other campuses.
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