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 This study examines how word of mouth (WOM) influences 
millennial parents in Bandarlampung when selecting an 
Integrated Islamic School (SIT). Using a quantitative approach, 
data were collected from 61 respondents across six SITs. 
Validity and reliability tests confirmed the quality of the 
instrument (Cronbach’s Alpha = 0.901). Statistical analysis 
using ANOVA and simple linear regression revealed that WOM 
significantly affects school choice (F = 76.121, p < 0.001), with 
a strong correlation (R = 0.751) and R² = 0.563, indicating that 
WOM explains 56.3% of the variance in school choice 
decisions. 

Further analysis shows that interpersonal 
recommendations—particularly from friends (39.3%) and 
family (26.2%)—are more influential than information from 
social media (19.7%) or brochures (14.8%). These findings 
support the Source Credibility Theory, emphasizing that 
trusted sources have greater persuasive power. They also align 
with Social Influence and Diffusion of Innovations theories, 
demonstrating how community networks influence parental 
behavior, particularly among digital-native millennial parents. 

Practically, SITs should build strong parent communities, 
encourage testimonials both offline and online, and maintain 
high service quality to reinforce positive word of mouth 
(WOM). Managing Word of Mouth (WOM) strategically can 
increase school visibility and trustworthiness. 

This study contributes to understanding behavioral patterns 
among millennial parents in educational contexts. Future 
research may explore other influencing factors, such as 
educational values, digital engagement patterns, or 
comparisons across different school types and regions.. 
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1. Introduction 

The development of education is significant because it plays a role in the progress of various 
aspects of life: social, economic, political, and cultural (Khoo, 2022). In modern education, 
especially in Indonesia, school selection by parents is not only based on academic factors alone 
but also involves various social, emotional, and values considerations relevant to the family's 
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needs. One factor that is increasingly gaining attention is word of mouth (WOM), or word-of-
mouth communication, which has been shown to influence consumer decisions significantly 
(Hossain et al., 2017), likewise in choosing an educational institution.  

WOM is a form of informal communication between individuals who discuss their 
experiences with a particular product or service, either positively or negatively (Julio & Shihab, 
2024). In the context of school selection, millennial parents tend to seek information from 
friends, family, or even colleagues who have had similar experiences. The trust placed in WOM 
arises not only from the content of the message but primarily from the credibility of the source, 
aligning with Source Credibility Theory. This theory posits that persuasive power depends on 
the perceived expertise and trustworthiness of the communicator (Stribbell & Duangekanong, 
2022). In this case, a testimonial from a fellow parent becomes more convincing because it 
resonates with shared experiences and values, particularly in tight-knit communities or 
religious groups. 

 Moreover, social influence theory helps explain how peer recommendations become 
powerful motivators for parental decisions. This theory emphasizes that individuals tend to 
conform to the expectations and behaviors of their social group (Kotler & Keller, 2016). Both 
online and offline sources highly influence millennial parents; they often rely on social 
validation from their peers, especially when evaluating school options. The preference to follow 
decisions popular within a community stems from the essential for inclusion, trust, and reduced 
risk in decision-making. In this context, WOM not only shares information but also serves as a 
social cue for what is considered a "good" or "appropriate" school. 

In addition, Diffusion of Innovation Theory adds depth to the analysis by framing integrated 
Islamic schools (SITs) as educational innovations. According to the theory, the adoption of new 
ideas or practices depends on how information spreads through social systems and how 
individuals perceive its advantages (Syafrina, 2022). Early adopters play a crucial role as 
influencers, helping to accelerate the adoption process through persuasive word-of-mouth 
(WOM) marketing. This indicates that positive stories about SITs shared by a few influential 
parents can create a ripple effect, leading to broader acceptance among others. 

The power of word of mouth (WOM) is further magnified in the digital era, where personal 
stories and recommendations can be shared widely through social media. According to Kotler 
and Keller (2016), one individual's testimonial—whether positive or negative—can influence 
multiple others in the decision-making process. Negative Word of Mouth (WOM), due to the 
negativity bias, tends to have a more substantial impact than positive messages, underlining the 
importance of proactive reputation management for educational institutions (Arndt, 1967; 
Hossain et al., 2017). For example, a single complaint from a parent about a school policy in a 
WhatsApp group can quickly trigger doubts from dozens of other parents. On the other hand, 
consumers, in this case, parents, often rely on WOM as a primary source of information because 
it is considered more objective and less commercially biased (Nguyen, Lin, & Lam, 2021). This 
trust arises because WOM comes from a third party who does not have a direct interest, thus 
reducing the perception of risk and complexity in decision-making. Therefore, educational 
institutions must proactively monitor and manage their reputation, as a few unanticipated 
negative testimonials can erode years of credibility. 

This growing reliance on word-of-mouth (WOM) is especially relevant among millennial 
parents, individuals who came of age during the digital revolution and possess high levels of 
connectivity and media literacy (Munsch, 2021). As digital natives, they not only access 
information from various sources but also actively participate in content creation and exchange. 
Studies indicate that more than 90% of millennial consumers trust recommendations from 
people they know over traditional advertising (Hossain et al., 2017). Thus, schools that can 
foster positive community experiences and amplify them through interpersonal channels stand 
a greater chance of attracting and retaining students. 

In recent years, Integrated Islamic Schools (SIT) have appeared as a strategic educational 
option for many Indonesian parents seeking a harmonious blend of Islamic values and a modern 
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academic curriculum. According to Kusrini (2021), the primary appeal of SITs lies in their 
holistic approach, which combines academic achievement with Qur'anic memorization, daily 
worship practices, and character building. The increasing popularity of SITs aligns with the 
value driven educational preferences of millennial Muslim parents (Kaawoan et al., 2021). In an 
age where modernity and religious identity often appear to be in tension, SITs offer a compelling 
model that bridges both worlds.  

In a competitive education market, word of mouth (WOM) becomes not only a tool of information 
but also a strategic vehicle for social endorsement. Especially for new or lesser-known SITs, positive 
word of mouth (WOM) serves as a form of "social collateral" that builds trust more quickly than 
formal marketing efforts (Stribbell & Duangekanong, 2022). Therefore, understanding how WOM 
functions in the decision-making process of millennial parents is essential for schools that wish to 
remain relevant and competitive. 

This study aims to investigate the extent to which word of mouth (WOM) influences the decisions 
of millennial parents to enroll their children in integrated Islamic schools (SITs). This research will 
examine how interpersonal credibility, social influence, and the dynamics of innovation diffusion 
affect school choice. By analyzing these factors, the study aims to provide practical insights into how 
educational institutions can strategically manage word-of-mouth (WOM) communication to attract, 
retain, and engage their parent communities more effectively. 

2. Method 

This study employs a quantitative approach, using a survey method, to analyze the influence 
of word-of-mouth (WOM) strength as a determining factor in the decision-making process of 
millennial parents when choosing Integrated Islamic Schools in Bandarlampung (Sugiyono, 
2020). The choice to focus on WOM as the independent variable is based on previous literature 
indicating that WOM plays a critical role in shaping perceptions and decisions in the 
educational sector, particularly among millennials who tend to rely heavily on peer networks 
and recommendations. Therefore, school reputation and other institutional factors may also 
influence decision-making; this decision-making study aims to examine the direct influence of 
Word-of-Mouth (WOM), providing a more focused analysis that can serve as a foundation for 
future research incorporating interaction effects or multivariate models. 

The research population consists of millennial parents who are actively involved in their 
children's school selection process. Based on data from the official website of the Integrated 
Islamic School Network (JSIT) and school estimates, the population is assumed to be 180 
individuals from 6 SITs in Bandarlampung. Millennial parents are defined as individuals born 
between 1981 and 1996 (Arif, 2023). A purposive sampling technique was used, with inclusion 
criteria such as (1) millennial parents with children enrolled in Integrated Islamic Elementary 
Schools (SDIT) under JSIT in Bandarlampung, (2) active involvement in the school decision-
making process, (3) previous experience receiving or acting upon school recommendations, 
and (4) willingness to participate in the study voluntarily. 

Before data collection, ethical considerations were addressed by informing participants 
about the study's purpose, ensuring the confidentiality of their responses, and obtaining 
informed consent digitally through a Google Form. Respondents were assured that 
participation was voluntary and that they could withdraw at any time without consequence. 

Data were collected using a structured questionnaire distributed via Google Forms, 
employing a 4-point Likert scale (1 =" Deeply Disagree," 2 = "Disagree," 3 = "Agree," 4 =" Deeply 
Agree"). The use of an even-point Likert scale was intentional to mitigate central tendency bias 
and encourage more decisive responses (Sugiyono, 2020). The questionnaire items were 
developed based on validated constructs from previous studies on WOM and school choice 
behavior. To ensure content validity, the questionnaire underwent expert review and a pre-
test involving 25 respondents from the target population. Feedback was used to refine 
ambiguous or unclear items before full distribution. 
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Before conducting hypothesis testing, the data underwent validity and reliability testing. 
The Pearson Product Moment test was used to assess item validity, and Cronbach's Alpha was 
employed to evaluate internal consistency reliability. The accepted threshold for reliability was 
α > 0.70. 

To examine the influence of the WOM variable on the school choice decision, simple linear 
regression analysis was used. To assure the suitableness of the regression model, classical 
assumption tests were performed, including: 

1) Normality test using the One-Sample Kolmogorov-Smirnov Test (a significance value > 
0.05 indicates normal distribution); 

2) Linearity test to confirm whether the relationship between the independent and 
dependent variables is linear; 

3) Heteroskedasticity test to assess the equality of variance across the residuals, which 
ensures the model's stability (Gunawan, 2019). 

3. Results and Discussion 

In this study, the researcher aims to determine the extent of WOM's influence on parents' 
decisions in selecting Integrated Islamic Schools. This research was conducted in February 
2025 after obtaining the respondents' consent. The study involved six Integrated Islamic 
Elementary Schools in Bandarlampung. From the questionnaires distributed online, the survey 
received 61 respondents who met the criteria and were willing to participate.  
 

Table 1 Distribution of Respondents Based on School 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Primary data researcher 

 

The respondents were relatively evenly distributed across six Integrated Islamic 
Elementary Schools (SDITs) in Bandarlampung. The highest number of responses came from 
SDIT Permata Bunda II and SDIT Fitrah Insani Kedamaian, each contributing 11 respondents 
(18%), while SDIT Fitrah Insani Langkapura contributed the least, with nine respondents 
(14.8%). This fairly balanced distribution indicates that the research captures a broad 
perspective of millennial parents regarding the influence of Word of Mouth (WOM) on their 
choice of Integrated Islamic Schools (SIT). 

Before analysis, instrument validity and reliability were tested. All questionnaire items 
passed the validity test (r-calculated ≥ r-table), and reliability testing yielded a Cronbach's 
Alpha of 0.9, indicating high internal consistency. Thus, the instrument is both valid and 
reliable for measuring the variables in question. 
 

School Name Amount 

SDIT Permata Bunda II 11 

SDIT Fitrah Insani Kedamaian 11 

SDIT Permata Bunda III 10 

SDIT Permata Bunda I 10 

SDIT Ar-ra’uf, 10 

SDIT Fitrah Insani Langkapura 9 

Total  61 
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Table 2 Item Reliability Test Results 

 
 
 
 
 
 

Source: Results of primary data processing with SPSS 27, 2025 
 
 

Table 3 Simple Linear Regression Analysis Test Results 

 

 

 

 

 

 

Source: Results of primary data processing with SPSS 27, 2025 
 

Table 4 Model Summary of Linear Regression Test 

 
 
 
 
 
 
 
 
 

Source: Results of primary data processing with SPSS 27, 2025 
 

Based on the regression analysis results, an F value of 76.121 was obtained with a 
significance level of 0.001. This significance level is less than 0.05, indicating that the 
regression model used in this study is statistically valid for predicting the relationship between 
Word of Mouth (WOM) as the independent variable (X) and Parental Decision (Y) as the 
dependent variable. This validates the use of word-of-mouth (WOM) as a predictor for parental 
decision-making in selecting suitable interventions (SITs).  

This result indicates that WOM, a form of interpersonal communication often regarded as 
more credible than formal information such as advertisements, plays a significant role in 
influencing parental decisions. When parents receive information from trustworthy sources, 
such as friends or family, they tend to feel more confident in making decisions regarding their 
children's education. Therefore, these findings affirm that WOM is one of the key factors 
influencing parents' preferences in selecting schools. From the Model Summary table in the 
Linear Regression Test, it can be explained that the correlation value or relationship (R) is 
0.751.  

Based on these results, a coefficient of determination (R Square) of 0.563 is obtained, 
indicating that the influence of the WOM variable (X) on the Parental Decision variable (Y) is 

Reliability Statistics 

Cronbach's Alpha N of Items 

.901 50 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1687.608 1 1687.608 76.121 .000b 

Residual 1308.032 59 22.170   

Total 2995.639 60    

a. Dependent Variable: KEPUTUSAN MEMILIH SEKOLAH 

b. Predictors: (Constant), WOM 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .751a .563 .556 4.709 

a. Predictors: (Constant), WOM 

b. Dependent Variable: KEPUTUSAN MEMILIH 
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56.3%. Thus, it can be observed from the correlation value that the higher the parental decision 
in choosing a school, the greater the influence of WOM on that decision. In practical terms, the 
result means that half and more of parents' decisions are influenced by word of mouth (WOM). 
The remaining 43.7% can be attributed to other factors such as academic reputation, facilities, 
religious values, or previous experiences. This confirms that word of mouth (WOM) is a 
powerful, but not exclusive, factor, opening the door to additional complementary variables in 
future research. 

Table 5 Word of Mouth T-Test Results 
 

Source: Results of primary data processing with SPSS 27, 2025 
 
The model correlation coefficient (R) of 0.751 indicates a powerful positive relationship 

between word of mouth and school choice. The t-test confirms this effect, with a value of 8.725 
and a significance level of 0.000, indicating that the impact of word of mouth on parents' 
decision to choose a school is statistically significant. Schools can utilize this by encouraging 
satisfied parents to share their experiences. Ultimately, fostering positive WOM is vital for 
improving enrollment and reputation in the community. The practical implication is that when 
parents receive recommendations from trusted sources, particularly friends or relatives whose 
children have attended the school, they feel more confident in their choice.  

 
The Limited Role of Influencers in Educational Decision-Making 

Figure 1 Sources of Recommendation Influencing School Selection Among Millennial Parents 

 

 

 

 

 

 

 

 

 

Source: Primary data researcher 

The diagram above support the Source Credibility Theory (Hovland et al., 1953), which 
suggests that individuals are more likely to be persuaded by credible and trustworthy sources. 
The data indicate that interpersonal recommendations—particularly from friends and 
family—account for over 65% of the total, affirming the strong role of personal trust and 
credibility in WOM. The findings align with the Social Influence Theory, which suggests that 
Millennial parents, seeking social validation, often rely on their community's opinions before 
deciding, especially regarding their kids' education. This is further confirmed by Kelman's view 
(in Harkins et al., 2017) that behavior is influenced by social contexts and group dynamics. 
Positive word of mouth (WOM) from trusted groups can reinforce parents' beliefs in a school's 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 15.540 5.951  2.611 .011 

WOM .702 .080 .751 8.725 .000 

a. Dependent Variable: KEPUTUSAN MEMILIH SEKOLAH 

39,30%

26.20%

19.70%

14,80%
Teman

Keluarga

Media Sosial

Brosur/ Informasi Sekolah
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values. Although social media is often associated with influencers and digital promotions, the 
data show that only 19.7% of parents were influenced through the channel. In contrast, 39.3% 
of respondents cited friends, and 26.2% cited family as their primary source of school-related 
information. This suggests that influencers, while active on social media, are not the most 
persuasive source when it comes to educational decisions. Instead, interpersonal and trust-
based recommendations from people with direct experience (e.g., friends and relatives) hold 
greater weight. 

Moreover, these results support Rogers' Diffusion of Innovations Theory (2009), which 
posits that WOM serves as a form of innovation spread among social groups. Parents who trust 
experienced peers are more likely to adopt recommendations. This is especially relevant in 
communities where experience-sharing about schools is common. 

Interestingly, the data also reflect generational behavior. As digital natives, millennial 
parents rely significantly on online platforms to gather reviews and recommendations. 
Research by Qutni and Oesman (2022) indicates that social media has become a more trusted 
source than formal advertisements. Therefore, Conducting word of mouth promotion can make 
schools more credible and visible. 

In line with the findings by Julio and Shihab (2024), peer recommendations have a 
significant influence on parental decisions. For SITs to maximize this potential, managing WOM 
proactively is essential. For instance, schools can establish parent ambassador programs or 
encourage users to share testimonials online. 

However, while word of mouth (WOM) significantly influences decisions, it is not the sole 
factor influencing them. Juswan et al. (2024) identified school reputation, learning quality, and 
trust as key complementary factors. A strong academic track record, effective teaching 
methods, and institutional integrity contribute to parents' decisions. Schools must, therefore, 
maintain excellence in these areas to reinforce the positive word of mouth (WOM) they receive. 

4. Conclusion 

 This study confirms that word of mouth (WOM) plays a critical role in influencing 
millennial parents' decisions when choosing Integrated Islamic Schools (SIT). WOM 
effectiveness is significantly shaped by source credibility and social influence, as evidenced by 
the strong statistical values (F = 76.121; t = 8.725, p < 0.05). These findings reinforce source 
credibility theory and social influence theory, emphasizing that trusted recommendations—
especially from family, friends, and community—have a persuasive impact on decision-
making. 

 This research contributes to communication and educational marketing literature by 
validating WOM as a dominant factor in the school selection process. It also bridges the 
understanding of how millennial parents, as digital natives, rely on social networks and trusted 
peer feedback to navigate complex decisions in education. 

 SITs should develop strategic WOM campaigns by creating community-based engagement, 
encouraging parent testimonials, promoting virtual interactions, and responding actively to 
online discussions. Schools can empower satisfied parents to serve as brand ambassadors 
through structured programs and storytelling on digital platforms, thereby amplifying trust 
and increasing enrollment. 

 This study is geographically limited to Bandarlampung, reducing generalizability. Future 
research should involve broader regions and more diverse populations. Additionally, exploring 
other influential factors such as tuition fees, school facilities, and academic reputation through 
mixed-methods approaches can provide deeper insights into how these variables interact with 
WOM in shaping school choice behavior. 
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