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Abstract 

Purpose – This research is conducted to strengthen social media 

capabilities to improve Private Islamic Higher Education marketing 
performance as well as the number of prospective students. 

Methodology – The design of this study is a survey. The data processed 

with SPSS and Amos program are collected from the elements of leaders 
of Indonesian private Islamic higher education. Multi-stage sampling and 
simple random methods are applied. 

Findings – Digital public relations and digital network empowerment, 

respectively has a very significant role to strengthen social media 
capabilities to improve Private Islamic Higher Education marketing 
performance and as well as the number of prospective students.  

Implications – The findings of this research encourage Private Islamic 

Higher Education to apply both digital public relations and digital network 
empowerment on social media.  

Originality – This research develops digital public relations and digital 

network empowerment as intervening variables, considering that both 
digital constructs have the capabilities to realize the marketing-related 
activities through a collaborative relationship approach required by social 
media to attract prospective students to join Private Islamic Higher 
Education. 
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Introduction 

Many entry routes provided by State higher education are justified in discouraging the 
opportunities for private Islamic higher education to get prospective students (Alfian, 2018). This 
justification is exacerbated by the fact that in the last three years, the number of private Islamic 
higher education has continued to increase, while the number of prospective students has 
continued to decline. Based on the data provided by the dashboard of the Education 
Management Information System (EMIS) of Indonesian Islamic higher education accessed in 
September 2022, the number of private Islamic higher education in the Academic Year of 
2019/2020 is 786 with the number of new students studying at both state and private Islamic 
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higher education as many as 229,217. In the Academic Year of 2020/2021, the number of private 
Islamic higher education is 806 with the number of new students studying at both state and 
private Islamic higher education as many as 213,763. Meanwhile, in the Academic Year of 
2021/2022, the number of Private Islamic Higher Education is 821 with the number of new 
students studying at both state and private Islamic higher education as many as 206,803. 

The increase in the number of private Islamic higher education and the continuous 
decrease in the number of new students has made the competition among Indonesian private 
Islamic higher education to recruit prospective students increasingly stringent. Many marketing 
tools to recruit prospective students are discussed and implemented then, but social media is an 
interesting issue for marketers to improve the marketing performance and the number of 
prospective students (Saravanakumar & Laksmi, 2012). Social media is an effective, inexpensive, 
reliable, and trusted marketing media for companies to market products and to get customers 
(Saravanakumar & Laksmi, 2012; Chatterji et al., 2020). Private Islamic Higher Education can use 
social media as marketing media to improve marketing performance and as well as to recruit 
prospective students. The findings of Constantinides and Fountain (2008),  Kim et al., (2010), 
and Mangold and Faulds (2009) have revealed that social media have capabilities to improve 
marketing performance. The condition is an opportunity for Private Islamic Higher Education to 
improve the number of prospective students. The opportunity is supported by the findings of 
Gibbs (2002), and Brown and Oplatka (2006) revealing that social media is a potential marketing 
media for prospective student recruitment. The findings make sense since most social media 
users are Z Generation (Schroth, 2019). Specifically, the findings of the Association of 
Indonesian Internet Service Providers or Asosiasi Penyelenggara Jasa Internet Indonesia (2022) 
reveal that the largest number of social media users in Indonesia is at the age of students who will 
continue their higher education, as many as 99.16%. The data reveals that social media is an 
attractive marketing tool to recruit prospective students (Boyd, 2007). 

However, the use of social media as a means of marketing Private Islamic Higher 
Education should pay attention to the findings of Stephen and Galak, (2009), and Constantinides 
and  Stagno (2011) revealing that social media capabilities to improve higher education marketing 
performance are still under traditional marketing capabilities. Even social media is ranked at the 
bottom of the list of information sources that prospective students need to decide to join higher 
education (Constantinides & Stagno, 2011). In detail, it is revealed that only 29.8% of prospective 
students access higher education social media as an information source. 95.1% of the prospective 
students maintain their social media and 75.5% even access social media at least once a day. 

The inability of social media to improve higher education marketing performance and as 
well as the number of prospective students is suspected by Constantinides & Stagno (2011) since 
higher education social media does not provide relevant content for the prospective students, 
does not have interactive dialogue, and does not have online communities as a forum for 
dialogue. Based on the findings of Wright and Hinson (2009), the online community is very 
interested in dialogue forums to discuss content that is relevant to their needs. Stephen & Galak, 
(2009) reveals that social media has a great opportunity to recruit prospective students through 
published content. Interesting publications are publications that can provoke prospective 
students to discuss and find references for the discussions. The interesting publications are 
displayed in the forms of photos and videos (Constantinides & Stagno, 2011) related to the 
achievements of higher education in the fields of academics, research, and community service 
since the publications on the three pillars are the publications that prospective students need to 
determine their decision to join higher education (Riofita & Iqbal, 2022; Sidin et al., 2003). 
Therefore, higher education should publish the achievements and discuss them interactively with 
prospective students on social media. To do so, this research considers that Private Islamic 
Higher Education social media should have digital public relations bridging Private Islamic 
Higher Education communication with prospective students (Constantinides & Stagno, 2011). 

Digital public relations functions as an intermediary for Private Islamic Higher Education 
and prospective students to collect and share information related to Private Islamic Higher 
Education achievements published on social media and to bridge interactive dialogue between 
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the two parties (Wright & Hinson, 2009). Digital public relations play an active role to attract 
prospective students to discuss the achievements published massively in the online community. 
Digital public relations activities on behalf of Private Islamic Higher Education to convince 
prospective students and assist the prospective students to get the interesting information needed 
to make choices towards Private Islamic Higher Education (Razmerita et al., 2016). Digital public 
relations services strengthen the effect of social media on marketing performance through 
relational marketing activities (Weiss, 2008) with a collaborative relationship approach (Gibbs, 
2002). Therefore, this research considers that it is necessary to examine the capability of digital 
public relations to do so (Constantinides & Stagno, 2011).  

Social media is also more effective to attract new customers than old customers (Alalwan, 
et al., 2017). The condition is an opportunity to empower customers who are Private Islamic 
Higher Education networks, digitally (Wang & Kim, 2017), as opinion leaders to strengthen and 
convince prospective students about the achievements of Private Islamic Higher Education 
published on social media. The capability of the networks to do so is considered very effective 
(Wright & Hinson, 2009), since the networks are the partners of Private Islamic Higher 
Education that are closely related to Private Islamic Higher Education activities. The condition 
makes the networks be trusted by prospective students (Muijs et al., 2010). Digital network 
empowerment on social media is carried out by prioritizing prospective students-focused 
paradigms based on openness, engagement, cooperation, and co-creation, therefore the networks 
tend to function to assist rather than to control the prospective students (Krishnan, 2008). This 
encourages Private Islamic Higher Education to carry out relational marketing activities (Weiss, 
2008) with a collaborative relationship approach to strengthen social media capabilities to 
improve marketing performance and as well as the number of prospective students (Gibbs, 
2002). Therefore, this research also proposes digital network empowerment to strengthen the 
effect of social media on improving Private Islamic Higher Education marketing performance 
and as well as the number of prospective students. 

This research is conducted to strengthen social media capabilities to improve Private 
Islamic Higher Education marketing performance and as well as the number of prospective 
students. Two digital constructs are considered to be able to strengthen the effect of social media 
capabilities on marketing performance and as well as the number of prospective students through 
relational marketing activities (Weiss, 2008) with a collaborative relationship approach (Gibbs, 
2002). The constructs are digital public relations and digital network empowerment. 

 

Literature Review 

Social Media and Spiral of Silent Theory 

Social media has changed the way to convey opinions to the public and to make the opinions 
accepted by the public, therefore, become public opinion (Zerback & Fauzi, 2016). Social media can 
function as digital public relations bridging the interactive dialogue between the sources of the 
opinion and the public to turn the opinions conveyed by the sources into public opinion. Even to 
build public opinion, through the capability to create social interaction, social media can also 
encourage the networks of the sources to convey and strengthen the opinions to those closest to the 
networks, therefore those closest to the networks can have the same opinion (Schulz & Rossler, 
2013). 

Through digital public relations and digital network empowerment, social media can 
encourage anyone to be able and dare to express opinions and form public opinion therefore 
social media becomes a very broad forum for enjoying the same opinion menu for opinion 
consumers (Shabir, et al, 2019). The capability of social media to develop digital public relations 
and digital network empowerment to build public opinion is an explanation of the spiral of 
silence theory indicating that anyone can and dares to convey opinions to the public as long as 
the opinions have the potential to become public opinion, as intended by Neumann (1974). This 
fact encourages this research to develop digital public relations and digital network empowerment 
as the mediators strengthening social media to convey information about private Islamic higher 
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education achievements in academics, research, and community service to prospective students 
to build an opinion on the mind of the prospective students that private Islamic higher education 
has the strengths that the prospective students need and that can attract the prospective students 
to decide to join. In other words, this research develops digital public relations and digital 
network empowerment to strengthen the effect of social media on marketing performance based 
on the sprial of silent theory. 

 
Marketing Performance 

The presence of social media is more to empower customers as the networks to improve 
marketing performance (Rha et al., 2002). Therefore social media has redefined marketing 
performance (Constantinides, 2006). Marketing performance in this research is defined as a 
measure of Private Islamic Higher Education performance in prospective student recruitment 
through social media publishing materials of academics, research, and community service 
achievements (Morgan et al., 2002; Best, 2008; Nguyen et al., 2017; Sidin et al., 2003). The 
publication materials are delivered in the form of creative photos and videos attracting 
prospective students to discuss and find references from Private Islamic Higher Education for 
the discussions (Stephen & Galak, 2009; Constantinides & Stagno 2011). To succeed, the social 
media effect on marketing performance is strengthened by digital public relations and digital 
network empowerment. The digitization of the constructs is carried out to adjust to the Private 
Islamic Higher Education market (Setiawan & Ferdinand, 2021), namely the prospective students 
from the z generation, surfing digitally every day (Schroth, 2019). Through digitization, 
publications can be delivered in a reliable, responsible, and transparent manner. Even though 
digitization, creative publications delivered through social media become the materials and 
marketing strategies providing competitive advantages to attract prospective students to join 
(Chatterji et al., 2020). Marketing performance is measured based on the amount of income, the 
number of registrations, and the number of market shares resulting from Private Islamic Higher 
Education within a certain period or at least in one academic year (Li, 2000). 

 
Social Media 

Social media is a web technology used to interact with online communities (Qureshi & Zahoor, 
2017). In this research, the interaction carried out by Private Islamic Higher Education through 
social media is with prospective students and is intended to publish the achievements of 
academic, research, and community service in the forms of photos and videos (Wright & Hinson, 
2009; Stephen & Galak, 2009; and Constantinides & Stagno 2011;  Nguyen et al., 2017; Sidin et 
al., 2003). The interaction is carried out in an interesting way to attract prospective students to 
join (Stephen & Galak, 2009; Constantinides & Stagno 2011;  Nguyen et al., 2017;  Razmerita et 
al., 2016). Through the interactions, Private Islamic Higher Education assists the prospective 
students to understand and evaluate Private Islamic Higher Education through the published 
achievements therefore the prospective students can then decide to join (Albors et al., 2008). 
Therefore, social media is used effectively as a marketing tool to improve marketing performance 
and as well as to recruit prospective students. The work is supported by the findings of 
Constantinides and Fountain (2008), Kim et al., (2010), and Mangold and Faulds (2009) revealing 
that social media is an effective tool to improve marketing performance. Even Gibbs (2002), and 
Brown and Oplatka, (2006) reveal that social media is a potential marketing media for 
prospective student recruitment. There are many types of social media (Dabbagh & Kitsantas, 
2012), but the most widely and popularly used in Indonesia are YouTube, Facebook, and 
Instagram (Syam & Nurrahmi, 2020; Auliarahman & Sumadi, 2020). The prospective students 
spend more than five hours a day using social media (Adiarsi et al., 2015). Therefore, the social 
media used by Private Islamic Higher Education in this research refers to YouTube, Facebook, 
and Instagram. The proposed hypothesis is: 
H1: Social media has a significant effect on marketing performance. 
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O'Brien (2009) reveals that Twitter plays a significant role in public relations. Wright and 
Hinson (2009) reveal that blogs have made many changes to public relations. Meanwhile, Scott 
(2008) indicates that the web should be used by public relations to communicate with the 
strategic public. The conditions imply that social media can be very influential on public relations. 
The effect of social media on public relations is supported by Wright and Hinson (2009), and 
Graham et al., (2013). Social media is a public relation channel to affect customers, personalize 
products, and develop collaboration and innovation aimed at customers (Constantinides, 2014). 
Therefore, through social media, Private Islamic Higher Education can function in public 
relations digitally to make relationships and maintain relationships with prospective students 
(Wright & Hinson, 2009). Even digital public relations can play a role in convincing prospective 
students about Private Islamic Higher Education achievements published on social media, 
discuss the achievements interestingly, and then assist the prospective students to decide to join 
(Stephen & Galak, 2009; Constantinides & Stagno 2011;  Nguyen et al., 2017;  Razmerita et al., 
2016). The proposed hypothesis is: 
H2: Social media has a significant effect on digital public relations. 
 

Social media is an effective means of communication to affect networks (Weber, 2007). 
Social media has changed the way organizations interact with networks (Wright & Hinson, 2009). 
Social media can empower digital networks to get customers (Constantinides, 2014). In other 
words, social media can capitalize on network empowerment to recruit new customers (Stephen 
& Galak, 2009). The condition is an opportunity for Private Islamic Higher Education to apply 
social media to empower digital networks for prospective student recruitment (Constantinides, 
2014). Private Islamic Higher Education networks are lecturers, academic staff, students, higher 
education organizers, student organizations, high schools, community leaders, and youth 
organizations (Dlouha et al., 2017). Digitizing network empowerment on social media is 
considered effective and reliable for recruiting prospective students since the networks are part of 
the elements actively involved in Private Islamic Higher Education activities (Dlouha et al., 2017). 
The proposed hypothesis is: 
H3: Social media has a significant effect on digital network empowerment.  
 
Digital Public Relations 

Digital public relations in this research is defined as two-way digital communication between 
Private Islamic Higher Education and prospective students on social media provided by Private 
Islamic Higher Education, to discuss interactively the achievements of Private Islamic Higher 
Education in the fields of academics, research, and community service, published in the form of 
photos and videos (Levens, 2012). In terms of Private Islamic Higher Education, digital public 
relations services convey information and convince prospective students to join. Meanwhile, from 
the perspective of prospective students, digital public relations serves as a media to get the 
information needed convincingly before deciding to join Private Islamic Higher Education (Huang 
& Hagan, 2011). The application of digital public relations on social media is needed by Private 
Islamic Higher Education to affect the decision-making behavior of prospective students 
(Constantinides & Fountain, 2008). Digital public relations are a means for Private Islamic Higher 
Education to communicate (Parise & Guinan, 2008) and carry out relational marketing activities 
(Weiss, 2008) on social media. Through digital public relations, Private Islamic Higher Education 
runs marketing in the form of collaborative relationships approach (Gibbs, 2002). The approach is 
built and maintained attractively on social media with active and massive interactions 
(Constantinides & Stagno, 2011). Through digital public relations, Private Islamic Higher Education 
brings together the information that prospective students need with what Private Islamic Higher 
Education provides to improve marketing performance (Constantinides & Stagno, 2011). The 
capability of digital public relations to improve marketing performance is supported by the findings 
of Bagwell (2016) and Hassani (2017). The proposed hypothesis is: 
H4: Digital public relations have a significant effect on marketing performance. 
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Digital Network Empowerment 

Digital network empowerment is the digital empowerment of Private Islamic Higher Education 
partners for prospective student recruitment. The empowerment of the networks is carried out 
digitally to strengthen the publication of achievements in academics, research, and community 
service delivered by Private Islamic Higher Education in the forms of photos and videos on 
social media (Stephen & Galak, 2009, Constantinides & Stagno, 2011, Nguyen et al., 2017; Sidin 
et al., 2003). Digital network empowerment plays a role in convincing prospective students of the 
published achievements by being actively involved in interactive conversations in the dialogue 
forum on social media (Constantinides & Stagno, 2011). The networks are even provided the 
opportunity to assist prospective students to register through the online registration system. 
Therefore, digital network empowerment is supported by the system, coordination, and 
socialization capabilities for service and marketing needs that are not constrained by distance, 
space, and time (De Boer et al., 1999). Digital network empowerment is seen as providing 
effective results, considering that the networks are partners closely related to Private Islamic 
Higher Education activities, therefore can be trusted by prospective students (Muijs et al., 2010). 
The capability of digital network empowerment to improve marketing performance is supported 
by the findings of Bampo et al., (2008). The proposed hypothesis is: 
H5: Digital network empowerment has a significant effect on marketing performance 
 
Social Media, Public Relations and Marketing Performance 

The findings of Constantinides and Stagno (2011) reveal that prospective students do not use 
social media as the main source of information to choose higher education. Even social media 
fails to increase the number of prospective students since it displays irrelevant content, does not 
have interactive dialogue, and does not have online communities as a forum for dialogue. Refer 
to Wright and Hinson (2009), Stephen and Galak (2009), Constantinides and Stagno (2011),  
Nguyen et al., (2017), and Sidin et al., (2003), Private Islamic Higher Education should create 
social media content in the forms of photos and videos publishing Private Islamic Higher 
Education achievements and provoke prospective students to discuss the achievements 
interactively and interestingly in online dialogue forums. To do so, Private Islamic Higher 
Education requires digital public relations bridging Private Islamic Higher Education 
communication with the prospective students (Constantinides & Stagno, 2011). Through digital 
public relations, Private Islamic Higher Education can collect and share information about the 
achievements with prospective students (Wright & Hinson, 2009). Through interactive dialogue, 
digital public relations lead prospective students to be interested in Private Islamic Higher 
Education and register (Razmerita et al., 2016). The condition is an opportunity to improve 
Private Islamic Higher Education marketing performance as well as the number of prospective 
students. The proposed hypothesis is: 
H6: Digital public relations mediate the effect of social media on marketing performance 

significantly. 
 
Social Media, Digital Network Engagement and Marketing Performance 

Previous studies have revealed that social media affects improving marketing performance 
(Constantinides & Fountain, 2008; Kim et al., 2010; Mangold & Faulds, 2009). Even Gibbs 
(2002), and Brown and Oplatka (2006) reveal that social media is a potential marketing medium 
to recruit prospective students. However, the findings of Stephen and Galak (2009) and 
Constantinides and Stagno (2011),  reveal the opposite results. It is even found that prospective 
students are not interested in using social media for their information needs to determine their 
desired higher education (Constantinides & Stagno, 2011). The condition should be addressed by 
Private Islamic Higher Education by carrying out relational marketing activities (Weiss, 2008). 
The relational marketing activities are realized by assisting the prospective students to get the 
information needed through publications on social media, in the forms of photos and videos of 
higher education achievements, in the fields of academics, research, and community service. 
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Therefore, relational marketing activities encourage Private Islamic Higher Education to use 
social media with a collaborative relationship approach. For success, higher education requires 
the trust of prospective students. To gain the trust, Private Islamic Higher Education can digitally 
empower networks actively involved with higher education activities (Dlouha et al., 2017). In 
other words, digital network empowerment functions as an opinion leader with a collaborative 
relationship approach to strengthen and convince prospective students about the achievements 
published on social media to then affect them to decide to join. The collaborative relationship 
approach is considered effective in strengthening social media capabilities to improve marketing 
performance (Gibbs, 2002). For service and marketing needs, Private Islamic Higher Education 
provides a system, coordination, and socialization capabilities for digital network empowerment 
(De Boer et al., 1999). Therefore, digital network empowerment not only serves to strengthen 
and convince prospective students of Private Islamic Higher Education achievements published 
on social media but also to assist the prospective students to carry out the registration process. 
The proposed hypothesis is: 
H7: Digital network empowerment mediates the effect of social media on marketing 

performance significantly. 
 

 
Figure 1. Conceptual Framework 

 

Research Methods  

The design of this research is a survey. The population is the elements of leaders (rector or vice-
rector, dean or vice dean of university or institute, chairman or vice chairman of college. and 
head of department or head of study program) of Indonesian private Islamic higher education 
organizers. Multi-stage sampling was applied since Indonesian private Islamic higher education 
has 3 levels of accreditation, namely: Excellent, Very Good, and Good. This research used a 
simple random method to take 30 private Islamic higher educations at each level. This research 
then collected 90 private Islamic higher education and 3 elements of leaders in each for samples, 
therefore 270 samples should be the respondents. 267 respondents could only participate, and 
only 265 respondents whose data could be verified. For description, 92 or 34.6% of respondents 
were from private Islamic higher education accredited Excellent, 95 or 35.7% of respondents 
were from Private Islamic higher education accredited Very Good, and 78 or 29.7 % of 
respondents were from private Islamic higher education accredited Good.  

 
Table 1. Private Islamic Higher Education Accreditation of Respondents’  

No. Accreditation Levels Number % 

1. Excellent 92 34.6  
2. Very Good 95 35.7  
3. Good 78 29.7  

Total 265 100  

Source: Processed primary data, 2022 
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Based on the forms of private Islamic higher education, 84 or 31.6% of respondents were from 
universities, 89 or 33.5 % of respondents were from institutes, and 92 or 34.9% of respondents 
were from colleges. 
 

Table 2. Private Islamic Higher Education Forms of Respondents’ 

No. Institutional Forms Number % 

1. University 84  31.6  
2. Institute 89   33.5  
3. College 92  34.9  

Total 265 100  

Source: Processed primary data, 2022 

 
Meanwhile, based on genders, 146 or 55.1% of respondents were males, and 119 or 44.9% of 
respondents were females.  
 

Table 3. Private Islamic Higher Education Respondent Genders 

No. Genders Number % 

1. Male 146  55.1  
2. Female 119   44.9  

Total 263 100  

Source: Processed primary data, 2022 

 

The instrument of this research was a questionnaire containing closed questions sent via a 
google form link to respondents. A Linkert scale in the range of 1 to 5 was used for answers, 
where 1 represented strongly disagree and 5 represented strongly agree. The questionnaire was 
based on the indicators of the variables. Social media adopted 4 indicators from Chanthinok et al. 
(2015), namely: customer communication channel focus, product diversity presentation 
awareness, proactive competitor learning capability, and market response timeliness orientation. 
The digital public relations variable adapted 4 indicators from Heerden and Rensburg (2005), 
namely: communication technician, communication facilitator; expert prescriber; and problem-
solving facilitator. Digital network empowerment adapted 8 indicators from Dlouha, et al., 
(2017), namely: lecturers, academic staff, students, higher education organizers, student 
organizations, high schools, community leaders, and youth organizations. Marketing performance 
adopted 3 indicators from Li (2000), namely: income, number of registration, and market share. 

The model reliability of this research was based on Cronbach’s Alpha values. Cronbach’s 
Alpha is excellent if the values around 0.9 are excellent, is very good if the value is around 0.8, is 
adequate if the values are around 0.6 to 0.7, and is unreliable if the values are below 0.5 (Kline, 
1998). The model validity of this research was based on Confirmatory Factor Analysis consisting 
of the values of factor loadings, Average Variance Extracted (AVE), and Composite Reliability 
(CR). According to Hair et al., (2017), the values of factor loadings should be at least 0.5, the 
Average Variance Extracted (AVE) should be larger than 0.5, and Composite Reliability (CR) 
should be at least 0.7. Meanwhile, model fit analysis was based on the critical values of Chi-
Square (CMIN/DF): 1 to 3; Probability: ≥ 0.05; Root Mean Square Error Approximation 
(RMSEA): ≤ 0.08; Incremental Fit Index (IFI): ≥ 0,90; Goodness of Fit Index (GFI): ≥ 0.90; 
Comparative Fix Index (CFI): ≥ 0.95; and Tucker-Lewis Index (TLI): 0.95 (Hair et al., 2017). 
 

Results and Discussions  

The minimum value of Cronbach’s Alpha for this study is 0.785. It means that the research 
model has good reliability. The minimum value of factor loading is 0.546, of AVE is 0.614, and 
of CR is 0.708. It means, based on the values of Confirmatory Factor Analysis, the validity of the 
construct is satisfied. Meanwhile, the values of Chi-Square (CMIN/DF): 1.863; Probability: 0.000; 
RMSEA: 0.057; IFI: 0.962; GFI: 0.912; CFI: 0.961; TLI: 0.952. The model of this study is fit, 
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although profitability is in marginal fit (Hair et al., 2017). Furthermore, construct reliability and 
validity are presented in Table 4. 

 
Table 4. Construct Reliability and Validity 

Variables and Indicators Factor Loadings AVE α Cronbach CR 

Social Media   0.614 0.785   0.708 
SM1 0.566     
SM2 0.546     
SM3 0.676     
SM4 0.664    

Digital Public Relations  0.727 0.874 0.883 

DPR1 0.831    
DPR2 0.846    
DPR3 0.807    
DPR4 0.745    

Digital Network 
Empowerment 

  0.623 0.912   0.910 

DNE 1 0.731    
DNE2 0.828    
DNE3  0.732    
DNE4 0.841    
DNE5 0.702    
DNE6 0.744    
DNE7 0.704    
DNE8 0.684    

Marketing Performance  0.749 0.831 0.834 

MP1 0.723    
MP2 0.818    
MP3 0.829    

Source: Processed primary data, 2022 

 
The results of the hypothesis test using structural model analysis show that H1 has a p-

value of 0.024 or p ≤ 0.05 at a standardized estimate value of 0.207, therefore the hypothesis 
stating that social media has a significant effect on marketing performance is supported 
significantly. H2 is supported very significantly because the p-value is well below 0.05 (p ≤ 0.05) 
at a standardized estimate value of 0.087. It means that social media affects digital public relations 
very significantly. Furthermore, H3 is supported very significantly, because the p-value is well 
below 0.05 (p ≤ 0.05) at a standardized estimate value of 0.088. Therefore, social media affects 
digital network empowerment very significantly. H4 is supported very significantly because the p-
value is well below 0.05 (p ≤ 0.05) at a standardized estimate value of 0.121. It means that digital 
public relations affect marketing performance very significantly. H5 is not supported, because the 
p-value is 0.982 (p ≥ 0.05) at a standardized estimate value of 0.136. Therefore, the finding does 
not support the hypothesis stating that digital network empowerment has a significant effect on 
marketing performance.  

 
Table. 5. Structural Model Analysis 

No. Relationship Between Variables 
Standardized 

estimate 
P Result 

1. Social Media and Marketing Performance (H1) 0.207 0.024 H1 is supported 
2. Social Media and Digital Public Relations (H2) 0.087 *** H2 is supported 
3. Social Media and Digital Network Empowerment (H3) 0.088 *** H3 is supported 
4. Digital Public Relations and Marketing Performance (H4) 0.121 *** H4 is supported 
5 Digital Network Empowerment and Marketing 

Performance (H5) 
0.136 0.982 H5 is not 

supported 

Source: Processed primary data, 2022 
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The mediation test is conducted using the Sobel Test based on the coefficients of 
regression. The regression coefficient of social media on marketing performance is 0.471, with a 
standard error value of 0.038 and a significance value of 0.000. Meanwhile, when mediating the 
effect of digital public relations on marketing performance, the regression coefficient of digital 
public relations on marketing performance is 0.424, with a standard error value of 0.037 and a 
significance value of 0,000. Using Sobel Test, at a significance level of 0,05 or 5%, the Z value or 
mediation value of digital public relations on the effect of social media on marketing performance 
is 8.414, larger than the critical value of 1,96. It means that H6 is supported significantly or digital 
public relations can enhance the effectiveness of social media on marketing performance 
significantly.  

When mediating the effect of social media on marketing performance, the regression 
coefficient of digital network empowerment on marketing performance is 0.137, with a standard 
error value of 0.019 and a significance value of 0,000. Using Sobel Test, at a significance level of 
0,05 or 5%, the Z value or mediation value of digital network empowerment on the effect of 
social media on marketing performance is 6.233, larger than the critical value of 1,96. It means 
that H7 is supported or digital network empowerment can enhance the effectiveness of social 
media on marketing performance significantly.  

The findings of this study indicate that social media is a significant antecedent for 
marketing performance. The findings confirm Constantinides and Fountain (2008), Kim et al., 
(2010), and Mangold and Faulds (2009) revealing that social media affects marketing 
performance. Specifically, the findings support the findings of Gibbs (2002) and Brown & 
Oplatka, (2006) revealing that social media is a potential marketing medium for prospective 
student recruitment. The findings also reveal that social media will be an attractive tool to 
improve marketing performance and as well as to recruit prospective students (Boyd, 2007), if 
social media publishes the achievements of Private Islamic Higher Education in the fields of 
academics, research, and community service, since the achievement information is the 
information needed by the prospective students for making decisions to join (Stephen & Galak, 
2009;  Constantinides & Stagno 2011;  Nguyen et al., 2017; Sidin et al., 2003). The achievement 
information should be published on popular social media in Indonesia such as Youtube, 
Facebook, and Instagram, in the form of photos and videos (Constantinides & Stagno, 2011). 

Social media is believed to have changed the way organizations communicate (Wright and 
Hinson, 2009). Social media is effective for creating stable, and quality relationships in the long 
term with customers (Huang & Hagan, 2011). Therefore, social media has an effective role in 
higher education public relations (Wright & Hinson, 2009). The findings of this research very 
significantly confirm the role and at the same time confirm the findings of Wright and Hinson 
(2009), and Graham et al., (2013) revealing that social media affects public relations. 
Furthermore, this research also proves that social media can develop public relations digitally to 
connect and maintain relationships with prospective students (Wright & Hinson, 2009). Digital 
public relations can convince prospective students to the publications of Private Islamic Higher 
Education achievements in the fields of academics, research, and community service, discuss the 
achievements interestingly, and assist the prospective students to decide to join (Stephen & 
Galak, 2009; Constantinides & Stagno, 2011;  Nguyen et al., 2017;  Razmerita et al., 2016). 

The findings of this research very significantly imply that social media affects digital 
network empowerment to improve Private Islamic Higher Education marketing performance as 
well as the number of prospective students. The findings confirm Constantinides (2014) revealing 
that social media can empower digital networks to recruit prospective students. In other words, 
social media catalyzes network empowerment digitally to recruit prospective students (Stephen & 
Galak, 2009). Social media is an effective means of communication to do so (Weber, 2007). 

Digital public relations work to bring together the information that prospective students 
need with that higher education provides ((Brown & Oplatka, 2006). Digital public relations do 
this on social media through relational marketing activities (Weiss, 2008). The research findings 
show that the development of digital public relations in this way significantly improves Private 
Islamic Higher Education marketing performance as well as the number of prospective students. 
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The findings confirm the findings of Bagwell (2016) and Hassani, (2017). Therefore, through 
digital public relations, Private Islamic Higher Education can carry out marketing in the form of 
collaborative relationships to improve marketing performance and as well as the number of 
prospective students, as intended by Gibbs (2002). 

The findings of this research reveal that digital network empowerment cannot improve 
Private Islamic Higher Education marketing performance and as well as the number of 
prospective students. Therefore, the findings cannot also confirm the findings of Bampo et al. 
(2008). Digital network empowerment (Schütz, 2011) will only provide significant results to do so 
when carried out professionally, and mutually beneficial both financially and non-financially 
(Gibbs, 2002). Even Gibbs (2002) reveals that the networks should not only function as social 
but also professional capital if empowered collaboratively with financial rewards. Therefore, 
Private Islamic Higher Education should embrace the networks with the principle of mutual 
benefit (Muijs et al., 2010). 

The findings of this research reveal that digital public relations strengthen social media 
capabilities to improve Private Islamic Higher Education marketing performance and as well as 
the number of prospective students. The findings imply that digital public relations can build 
interactive and interesting communication with prospective students about the publication of 
Private Islamic Higher Education achievements on social media and affect the prospective 
students' decision to join (Stephen & Galak, 2009; Constantinides & Stagno, 2011;  Nguyen et al., 
2017; Razmerita et al., 2016). Digital public relations can make social media the main information 
reference to determine the prospective students’ choice of Private Islamic Higher Education 
(Constantinides & Stagno 2011). Therefore, the findings confirm that social media will improve 
marketing performance and as well as the number of prospective students if the social media has 
interactive communicative capabilities, has relevant content in the forms of photos and videos 
publishing Private Islamic Higher Education achievements (Stephen & Galak, 2009; 
Constantinides & Stagno, 2011;  Nguyen et al., 2017; Razmerita et al., 2016). The capabilities can 
be realized through the development of digital public relations. 

The reluctance of prospective students to use social media as the main reference source 
of information can also be addressed by carrying out relational marketing activities (Weiss, 2008). 
To make it happen Private Islamic Higher Education develops digital network empowerment. 
Private Islamic Higher Education carries out the developments to convince prospective students 
about Private Islamic Higher Education achievements published on social media, and to assist 
the prospective students in the registration process (Muijs et al., 2010; Stephen & Galak, 2009; 
Constantinides & Stagno, 2011;  Nguyen et al., 2017; Razmerita et al., 2016). Therefore, through 
digital network empowerment, Private Islamic Higher Education uses social media with a 
collaborative relationship approach (Gibbs, 2002). The findings of this research have revealed the 
capability of digital network empowerment to strengthen the effect of social media to improve 
Private Islamic Higher Education marketing performance as well as the number of prospective 
students. 

  

Conclusion 

This research is conducted to strengthen social media capabilities to improve Private Islamic 
Higher Education marketing performance and as well as the number of prospective students. 
Through a collaborative relationship approach, this research develops digital public relations and 
digital network empowerment as relational marketing activities to do so. The development of 
digital constructs is proven to be able to provide more conclusive results on the effects of social 
media on marketing performance and as well as the number of prospective students. In other 
words, the digital constructs can strengthen social media capabilities such as YouTube, Facebook, 
and Instagram to improve Private Islamic Higher Education marketing performance and as well 
as the number of prospective students (Villena et al., 2016; Chatterji et al., 2020). Furthermore, 
the digital constructs are very effective in explaining the spiral of silence theory since the 
constructs can encourage prospective students who are not interested to be interested in using 
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social media as an information reference to decide to join Private Islamic Higher Education 
(Wright & Hinson, 2009). 

To improve marketing performance and as well as the number of prospective students, 
the findings of this research encourage Private Islamic Higher Education to develop digital public 
relations functioning as a communication technician, communication facilitator, expert 
prescriber, and problem-solving facilitator (Heerden & Rensburg, 2005). In addition, Private 
Islamic Higher Education should also develop digital network empowerment in the forms of 
participation of lecturers, academic staff, students, higher education organizers, student 
organizations, high schools, community leaders, and youth organizations for prospective student 
recruitment (Dlouha, et al., 2017). Furthermore, Private Islamic Higher Education social media 
should have well-designed digital sites to publish innovative, high-quality, market-oriented 
educational products (Constantinides & Stagno, 2011). 

The findings of Constantinides and Stagno (2011) reveal that prospective students who 
frequently surf on social media are those who have an interest in social studies, not science and 
technology. This study does not distinguish the interests. Therefore, it is recommended for future 
research to examine social media capabilities to improve the marketing performance of Private 
Islamic Higher Education, as measured by the number of prospective students who have an 
interest in each of the majors respectively, and then to compare the results for subsequent 
marketing decisions.  
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