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Abstract
This research was conducted to examine the effects of advertising on Facebook 
to increase admission interest in higher education, particularly Universitas Ne-
geri Semarang. Using the experimental research method, the researchers posted 
two advertisements with different formats at different times on Facebook to 
measure the engagement score and its effects on student admission. Research 
results showed that each of the ads performed differently according to their for-
mats. Image-based ad had a greater engagement score of 0.0065 compared to 
video-based ad which had only 0.0017. Both image-based and video-based ads 
attracted more female users than male users. The ads also showed a possitive ef-
fects on increasing visits to the registration site of Universitas Negeri Semarang 
(penerimaan.unnes.ac.id). There was no reliable evidence, however, that could 
show the direct effectiveness of advertising on Facebook to increase university 
admission. That said, further research is needed to fully answer this research 
question.

Article Info
Article History:
Receive 1 January 2020
Accepted 1 April 2020
Published 30 September 2020

Keywords:
advertising;
facebook;
higher education

 Corresponding author 
Address: Sekaran, Gunung Pati, Semarang City, 
	   Central Java 50229, Indonesia 50229
Email	 : surahmat@mail.unnes.ac.id

© 2020 Universitas Negeri Semarang. All rights reserved
p-ISSN 0216-0847 | e-ISSN 2460-7320

UNNES JOURNALS

INTRODUCTION
Social media has a big role in personal, 

business, and institutional communication. This 
is due to the increasing use of social media in 
almost all circles of society. Hootsuite (2020) 
released in January 2019, revealed that social 
media users in Indonesia are approximately 160 
millions or 59% of the total population. Informa-
tion circulating on social media, therefore, plays 
a role in determining public behavior and decisi-
ons in various fields. In the economic field, Kyria-
kopoulou dan Kitsios (2017) demonstrated that 
social media has influenced customer behavior 
in purchasing products. As for politics, Dutta and 
Bhat (2017) stated that the ability of social me-
dia to deliver political messages and interactions 
with constituents is greater than traditional me-
dia. In education Facebook have a clear impact 
on interaction and the exchange of views, dis-
cussions, and experiences of the subject matter 
(Dhyab and Varol, 2018). 

In higher education management, social 
media can be used to build a more intensive 
communication experience with the community 
and stakeholders. With social media, universi-
ties can increase popularity as well as reputati-
on, and improve engagements with prospective 
students, current students, and public in general. 

Bartosik-Purgat et al (2017) further stated that 
social media has an influence in improving the 
communication experience in learning between 
lecturers and students.

The extent to which social media can reach 
is an opportunity for university administrators 
to improve the reputation of their institution. Ac-
cording to Curran (2011), one in thirteen world 
citizens are active Facebook users. In higher 
education, the popularity of Facebook can be 
converted into gains in increasing popularity, 
reputation, and desirable decisions, such as en-
rolments or cooperation. However, there is no 
standard formula that can be referred to turn 
these opportunities into concrete advantages. 
The absence of a standard formula is caused by 
the variables that shape popularity, reputation, 
and expected actions  that cannot be completely 
controlled. There are variables such as social and 
psychological which also have an important role.

Facebook offers a paid service in the form 
of Facebook Ads that university administrators 
can use to increase the involvement of universi-
ty with the community. With Facebook Ads, uni-
versity administrators may carry out campaigns 
broadly beyond their organic reach with more 
specific targets. Engagement is a basic character 
of Facebook as a social media, which according 
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to Voorveld (2018) has the highest score on the 
dimensions of social interaction and topicality.

Constantinides and Stagno (2018) state 
that in managing social media for higher educati-
on, administrators need to understand the mar-
ket structure and behavior of future students as a 
basis for developing an effective marketing stra-
tegy. Researchers of this study suggest that social 
media for higher education marketing requires 
a redesign and a change in the communicati-
on approach from one-way communication to 
customer-based engagement. While most higher 
education marketing departments are not fami-
liar with this type of communication, university 
administrators will have to make serious efforts 
to restructure and acquire personnel with the 
right abilities.

Facebook and Instagram Ads can be used 
for a variety of purposes, such as business, poli-
tical, social and academic purposes. In the higher 
education sector, paid services for Facebook and 
Instagram can be used to increase popularity, 
favorability, and electability. These three things 
are possible because Facebook can reach speci-
fic targets based on area, age, and interests so 
that users can select potential groups to be their 
advertisement targets. The study of Susilawati, 
Kencana, and Putri (2014) shows that there are 
seven factors that influence students’ choice of 
tertiary institutions, namely activities related to 
the high school students and their graduation 
time, tuition fee, learning quality, study program, 
environmental factors, location and family fac-
tors, and facilities factors. The amount of cumu-
lative contribution from these seven factors is 
66,993%.

Hsu and Bailey (2017) state that the majo-
rity of Facebook users are active users as 71 per-
cent of them check their account every day. They 
are active on Facebook with three main goals, 
which are building networks with the percenta-
ge of 6.20%, maintaining relationships and inter-
actions with other people 72.50%, and updating 
news 21.30% (Hsu and Bailey 2017).

This article aims to examine the effects 
of advertisements on Facebook on the interest 
admission applicants of Universitas Negeri Se-
marang. To measure the effects, the researchers 
measured the ads engagement and influence the 
engagement on the increase of the university’s 
popularity and admission interest.
University Admission

Admission to state universities in Indo-
nesia is carried out through three routes, which 
are National Entrance Exam to State Universities 
(SNMPTN), Joint Entrance Exam to State Uni-

versities (SBMPTN), and Independent Entran-
ce Exam to Universities (SM) (Regulation of the 
Minister of Education and Culture Number 6 of 
2020). Entrance exam through the SNMPTN is 
carried out using the high school scores from 
the first to five semester. Entrance exam through 
SBMPTN is carried out through a computer-
based written test (UTBK), whereas independent 
entrance exam is carried out based on the poli-
cies of each university.

In 2020, as many as 493,750 students took 
part in SNMPTN and 96,496 of them or 19.54 per-
cent were declared accepted. There are 702,927 
applicants for the SBMPTN route, much bigger 
than the SNMPTN as graduate students in 2020, 
2019, and 2018 can participate in the exam. The 
results of the exam through SBMPTN were an-
nounced on August 14, 2020. The registration 
for the independent entrance exam is managed 
by each university (CNNIndonesia.com, 2020).

Although normatively all students in the 
last year of high school have the opportunity 
to enter public tertiary institutions, in practice 
not all students have the opportunity to enter 
through these three routes. In the regulations is-
sued by the Ministry of Education and Culture, it 
is limited that only students with a good ranking 
can register for SNMPTN, namely 40 percent of 
students in schools accredited A, the best 25 per-
cent in schools accredited B, the best 15 percent 
of students accredited C, and the best 5 percent 
of students in students in the school is not acc-
redited.

Based on the provisions issued by the 2020 
SNMPTN and SBMPTN organizers, students can 
choose two study programs both at the same or 
different universities. This leaves students with 
a very open choice of 141 public universities in 
the form of universities (83) and institutes (58).

With this process, there is a two-way se-
lection in the process of admitting new students. 
First of all, students as prospective students 
make selections against various universities that 
are available to choose from. Second of all, higher 
education institutions will select students who 
register. It is in this first selection process that 
higher education administrators carry out vario-
us strategies so that prospective students choose 
the study programs they offer. The electability of 
a tertiary institition by prospective students is 
important because it validates the existence of 
the institutions’ study programs and public re-
cognition towards the institution.

According to Wibowo and Widodo (2013), 
there are nine factors that influence students’ de-
cision in choosing higher education institutions, 
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namely perceptions of teaching quality, percep-
tions of the career quality once they graduate, 
motivation to work after college, values ​​of life, 
motivation to achieve goals, campus comfort that 
the university offers, university’s public image, 
assistance in financing studies, and social sta-
tus. Meanwhile, Puspitasari and Ranikha (2018) 
demonstrated the factors influencing university 
selection mainly include reference sources, insti-
tutional image, motivation, family, location, and 
tuition fee. 

Based on a study conducted in Ontario, 
Canada by Drewes and Michael (2016), the loca-
tion and availability of scholarships or funding 
are the two main factors affecting the choice of 
tertiary institutions. Nevertheless, it should be 
noted that students have the awareness not to 
choose universities that are considered not to ac-
cept them. Students tend to not apply to univer-
sities that will likely reject. Meanwhile, Johnston 
(2010) states that parents and friends are the 
most trusted reference sources in deciding uni-
versities to attend.

There are several studies on the effec-
tiveness of social media in supporting conflic-
ting university admission campaigns. Johnston 
(2010) reveals that the role of social media is 
less powerful than conventional media, while 
Constantinides (2012) demonstrates that social 
media is effective in showing the quality of cam-
pus facilities, social life, and sports facilities so 
that they can attract the attention of prospective 
students.

Facebook Advertisement
According to Siricharoen (2012), social 

media has been developed since the 1990s, with 
user profiles being the center of social networ-
king site characteristics. With certain algorithms, 
it allows users to compile a list of “friends” and 
search for other users with the same interests. 
Social networking methods were developed in 
the 1990s, afterwhich many sites began to de-
velop more powerful features for users to find 
and manage friends. SixDegree.om was the ear-
liest generation, followed by Friendster and then 
Twitter, Facebook, and Instagram. Kietzmann (in 
Siricharoen, 2012) explains that social media 
introduces substantial and profound changes in 
communication among individuals, communi-
ties, and organizations.

Social media has radically changed 
people’s communication behavior. According to 
Adewuyi and Adefemi (2016), social media of-
fers unique opportunities for social engagement 
and unprecedented audience reach. In addition, 

they are cheap, cost-effective, and easy to use 
compared to conventional media. Zachos et al. 
(2018) state that the university community has a 
great interest in the use of social media. Its users 
operate on social media not only for entertain-
ment purposes but also for assignments, making 
announcements, class scheduling negotiations, 
and doing exams. Students in Jordanian (Arouri, 
2015) and Palestine (Shraim, 2014) perceived 
Facebook as an attractive, valuable and accepted 
learning resource. 

Stephen-Davodowitz (2019) reveals that 
social media makes use of sophisticated algo-
rithms that allow machines to carefully persona-
lize user identities. This condition allows social 
media to be managed for marketing communica-
tion needs effectively because it has data about 
billions of users, including demographic data and 
their preferences.

Social media has also radically changed 
the way businesses owners advertise their pro-
ducts. The radical change that social media has 
brought is the availability of targeting options 
(Curran, 2016; Jooshi and Kalia 2017) that allow 
advertisements to reach the desired target. Tar-
geting can make a significant difference to the 
amount of traffic that converts to the web or to 
sales figures. With this ability, Facebook ads can 
be used to increase likeness and attraction, the-
reby positively influencing people’s behavior (Jo-
shi and Kalia 2017). The success of advertising 
on Facebook is influenced by perceived interacti-
vity, ad-avoidance behavior, and privacy (Yakoop, 
et al. 2012). 

Statistically, the effectiveness of adverti-
sing on Facebook can be measured by looking at 
engagement or the level of public involvement. 
Meanwhile, according to Tikno (2016) the level 
of advertisement interactivity can be calculated 
by comparing the overall actions taken by tar-
geted Facebook users with the number of views. 
This concept can be formulated as follows:

E = A/R
E 	 = Engagement Rate
A 	 = Action taken (Amount of People who liked, 

commented, shared, or clicked on the ad)
R 	 = Reach (Amount of People who saw the ad)

RESEARCH METHOD
This research was conducted using a 

quantitative approach with experimental met-
hods. The experimental method was carried out 
to extract data by posting two advertisements 
in video and image format at different times on 
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the official Facebook page of Universitas Negeri 
Semarang. Ad 1 in video format is displayed du-
ring the SNMPTN registration period and Ad 2 in 
image format is displayed during the SBMPTN 
registration period.

The performance of each ad is analyzed 
based on its level of importance and engagement 
score. The engagemnet is then linked to traffic of 
the admission page visit.unnes.ac.id. This is all to 
see the increase of admission interests to Univer-
sitas Negeri Semarang.

RESULTS
To test the effectiveness of Facebook ad-

vertising and its effect on the number of uni-
versity applicants, researchers used two types 
of advertisements displayed on the official fan 
page of Universitas Negeri Semarang (https://
www.facebook.com/universitasnegerisema-
rang). The post was carried out to coincide with 
the SNMPTN and SBMPTN 2020 registration pe-
riod with two different types of advertisements. 
Ad 1 is an SNMPTN registration advertisment in 

video format shown on February 20 to 27, 2020 
(https://www.facebook.com/universitasnege-
risemarang/videos/ 537845103527481/). Ad 2 
is an SBMPTN registration advertisement in the 
form of a poster (image) displayed on 11 to 20 
June 2020 (https://www.facebook.com/univer-
sitasnegerisemarang/ photos/a.10150180491
407782/10160045044347782/?type=3&theat
er).

Both Ad 1 and Ad 2 used age-and-region-
based targeting. In terms of age, the targeted 
users are aged 17 to 21 years with the distri-
bution in Java, parts of Sumatra, and parts of 
Kalimantan. Age targeting is employed because 
the potential age for enrolling as a student is at 
that age. The area-based targeting is intended to 
optimize potential student candidates based on 
distance. In order to lead to registration, Ad 2 is 
connected to Universitas Negeri Semarang’s ad-
mission site https://penerimaan.unnes.ac.id.

Based on the advertisement performance 
report provided by Facebook, the trend of Ad 1 
from day to day is as follows:

Table 1. Quantitatively, the performance comparison of the Ad 1 and Ad 2.
No Performance Aspect Ad 1 Ad 2

1 Reach (R) 944.129 748.413
2 Post clicks	 972 2.900
3 Like  574 1.900
4 Share		

	
31 44

5 Comment	
	

30 65

6 Response sentiments Positive: in the form of follow-
up questions in the form of reg-
istration methods, tuition fees, 
registration deadlines, hopes for 
passing the selection, and sugges-
tions.

Positive: in the form of requests for 
information on tuition fees, ques-
tions about the location of the test, 
the maximum age of the applicant, 
the method of payment, and the 
hope of being accepted.

Figure 1.  Ad 1’s trend statistics on link clicks (source: Facebook)
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Based on the performance of the two ads 
above, Ad 2 had a better engagement. The me-
asurement of the engagement score by compa-
ring total action and total reach (E = A / R) shows 
that E of Ad 1 is 0.0017. Meanwhile, the engage-
ment score of Ad 2 is 0.0065.

Ad 1 had a significant impact on the inc-

rease in visits to penerimaan.unnes.ac.id. Based 
on the following Google Analytic report, there 
was an increase in the number of daily visits on 
the penerimaan.unnes.ac.id up to 1,837 visits on 
February 20, 2020. This performance persisted 
on the second day of advertising but continued 
to decline on the 3rd day of advertising. As for Ad 

Figure 2. Ad 2’s trend statistics on link clicks (source: Facebook).

Figure 3. Statistics on the number of visitors on penerimaan.unnes.ac.id during Ad 1 publication (20 
to 27 February 2020) (source: Google Analyctic).

Figure 4. Statistics of the visits to penerimaan.unnes.ac.id during Ad 2’s publication (11 to 20 June 
2020) (source: Google Analyctic)..
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2, it does not have a significant impact on visits to 
the penerimaan.unnes.ac.id.

Meanwhile, the trend of ad publication 
to the number of visitors to penerimaan.unnes.
ac.id is shown in the graph below. Even though 
there was no significant increase during the ad 
publication period, the advertisements had an 
influence on the increase in the number of visi-
tors to penerimaan.unnes.ac.id.
Video versus Image

The media used in the advertisements 
above are different—video for Ad 1 and image 
for Ad 2. The engagement score of the two ads 
showed a significant discrepancy, namely 0.0017 
for the video ad and 0.0065 for the image ad. This 
score shows a different result with the previous 
findings by other researchers that show video 
performance is better than image.

It is possible that the high E score on ima-
ge-based ad is because images take less time and 
data to fully serve. Thus messages in the form of 
images can be received at one time. Meanwhi-
le, the video in Ad 1 is one minute long, making 
people wait quite some time to play and release 
large internet data. The Facebook report that re-
veals the average video duration of Ad 1 was only 

0.2 seconds. This is because the ad played only 
when the Facebook user scrolls the screen, but 
still counts as having reached the user in ques-
tion.

This result is supported by a higher sha-
re rate for image-based advertising, which is 44 
compared to the share for video-format ad that 
only reached 31. The difference in action on the 
share aspect can have a significant impact if the 
shared post leads to chained sharing actions.

Gender Preference
Both Ad 1 (video) and Ad 2 (image) at-

tracted more women than men. The data shows 
that Ad 1 reached 477,440 or 51 percent of wo-
men and 466,688 or 49 percent of men. Conver-
sion of link clicks on women was also greater as 
women went by 53 percent compared to men by 
47 percent, as shown in the following graph.

For Ad 2, the gender preference for female 
users was greater. The engagement of the adver-
tisement was 56 percent given by female users 
and 44 percent by male users, whereas the link 
click conversions were 58 percent by female 
users and 42 percent by male users.

The consistency of gender preferences 

Figure 5. Ad 1’s gender preference (video)

Figure 6. Ad 2’s gender preference (image)
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between the Ad 1 and Ad 2 is relevant to previous 
studies showing that women tend to click on ads 
on their mobile devices more often. This trend is 
consistent in both Android-based and iOS-based 
devices (Kristynak, 2014). The Kristynak (2014) 
report shows that the click-through rate (CTR) 
ratio between women and men is 10.23: 9.47 for 
Android users. As for iOS-based devices, the ratio 
was 7.14 for women and 6.49 for men.

The Effects on Admission Interest
Based on data from SNMPTN organizers, 

the number of applicants for SNMPTN 2020 at 
Universitas Negeri Semarang was 33,008. Of the-
se 25,001 applicants made Universitas Negeri 
Semarang their first choice and 9204 applicants 
made it their second choice. As for the 2020 
SBMPTN route, the total number of applicants 
was recorded at 37,847.

The decision of prospective students in 
determining their choice of university is a comp-
lex choice because it is influenced by various fac-
tors at once. Advertising on social media has an 
impact because it allows prospective students to 
know about the university and to have a positive 
impression, which then reinforce the choices that 
have been made. Social media advertisements 
are not the only source of reference in university 
selection decisions.

In addition, the prospective student’s so-
cioeconomic background has an influence on the 
choice of university. In general, Ilgan et al. (2018) 
revealed that the two most influential factors in 
determining university choice are the career ex-
pectations offered and the quality and populari-
ty of tertiary institutions. However, prospective 
students from low socio-economic backgrounds 
tend to give low consideration to the quality or 
popularity of higher education.

Finally, this study may not have sufficient 
data to link ad performance on Facebook to the 
number of registrants. However, advertisements 
still have a role in the registration process becau-
se they could provide basic information such as 
registration schedules. Ad statistics also showed 
that Facebook users who tend to be impulsive 
are more likely to be suggested to click on the 
registration page. Thus, although it cannot be de-
termined with a certain number, advertisements 
on Facebook have a positive influence on univer-
sity admission.

CONCLUSION
Advertising on Facebook is one way that 

universities can use to promote their education 
programs to prospective students. Compared to 

advertising in conventional media, advertising 
on Facebook excels in optimizing specific targe-
ting based on age, region, and interests. Experi-
ments with two different ad formats have shown 
that image-based ads have a greater engagement 
score of 0.0065 compared to video-based ads 
which are only 0.0017. Both image and video ads 
attract more female Facebook users than men. 
This finding is in accordance with the findings 
of other studies according to which the click-
through rate (CTR) in female users is higher. It is 
not yet known the direct effects of advertising on 
the number of applicants in tertiary institutions. 
Facebook advertising, however, has shown a po-
sitive effect in increasing registration site visits.
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