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Abstract:- This study aims to describe and explain and 

analyze the influence of consumer beliefs, attitudes, and 

perception variables on behavioral intention and the 

decision of Doctoral Program students to choose private 

universities in East Java. The contribution of the 

research is as a study material for Doctoral Program 

managers to understand the reasons students choose 

Private Universities, especially in East Java. The sample 

of this study amounted to 180 respondents. The data 

analysis method used descriptive statistics and 

Structural Equation Modeling Partial - Smart Partial 

Least Square (SEM-PLS). The results of the study show 

that consumer beliefs and attitudes have a significant 

effect on behavioral intention, while perception has no 

significant effect on behavioral intention. Other results 

show that consumer attitudes and perceptions have a 

significant effect on the decision to choose, while 

consumer trust has no significant effect on the decision 

to choose. Behavioral intention can mediate the influence 

of consumer beliefs and attitudes towards the decision to 

choose. On the other hand, behavioral intention cannot 

mediate the effect of perception on the decision to 

choose. Finally, behavioral intention has a significant 

effect on the decision to choose. 
 

Keywords:- Cconsumer trust, consumer attitude, 

consumer perception, behavioral intention, decision 

to choose 
 

I. INTRODUCTION 
 

The essence of consumer decision-making is an 
integrating process that combines knowledge to evaluate 

two or more alternative behaviors and choose one of them 

(Peter & Olson, 2010). The result of this integration process 

is a choice, which is presented cognitively as a behavioral 

intention. Behavioral desire is a plan (sometimes referred to 

as a decision plan) to engage in some behavior. 
 

There are many factors that influence consumer 

buying behavior. Buying behavior is never simple, but 

understanding it is a very important task for marketing 

managers. Consumer buying behavior (consumer buyer 

behavior) refers to the final buying behavior, which can be 

individuals and households who buy goods and services for 

personal consumption. All these final consumers combine to 

form the consumer market. The consumer market is all 

individuals and households that buy or obtain goods and 

services for personal consumption (Kotler & Keller, 2012). 

Consumer behavior itself includes many things. Among 

other things about the processes involved when individuals 

or groups choose, buy, use, or ignore products, services, 
ideas, or experiences to satisfy needs and wants (Solomon, 

2003). 
 

Citing the results of research conducted by 

Vijayalakshmi and Gurumoorthy (2019), it is the internal 
state of consumers that encourages people to do, classify 

and buy products or services that meet their needs or desires 

both consciously and unconsciously. The results of other 

studies are also revealed by Sofi and Nika (2017) that 

intrinsic factors have a significant effect on purchasing 

decisions. Karnreungsiri and Praditsuwan (2017), customer 

buying behavior is influenced by social and situational 

factors at a fairly influential level, while marketing and 

psychological factors at a very influential level. 
 

The study, conducted by Yi & Jai (2020), investigated 

consumer perceptions (site trust and normative evaluation) 

and consumer desires (hedonic and utilitarian desires) in 

their buying behavior related to restaurant offerings. This 

study found that hedonic and utilitarian desires have a 

significant influence on consumers' positive emotions, 
which in turn affect consumer buying behavior. Ahmad et 

al. (2019) in his research prove that the factors that have a 

significant effect on purchasing decisions are positive mood, 

behavioral intention, and fashion involvement, while the 

variables that are not significant for purchasing are self-

esteem, shopping enjoyment, and hedonism. Jung et al. 

(2020) research shows that (1) consumer attitudes have a 

strong positive influence on purchase intention, (2) aesthetic 

value positively moderates the relationship between attitude 

and purchase intention, and (3) aesthetic value positively. 

Utility and social norms do not show a significant 

moderating effect on the relationship between attitude and 
purchase intention. 

 

The consumer's decision to buy goods or services is 

closely related to the problem of consumer trust, attitudes, 
and behavioral intentions of the individual (Mowen & 

Minor, 2001). The concept of consumer trust, attitude, and 
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behavioral intention are interrelated. Generic sentences 

about the formation of consumer attitudes (consumer 
attitude formation) are usually used to describe the study of 

the relationship between beliefs, attitudes, and behavioral 

intentions. The issue of consumer attitudes has been widely 

written and discussed in the context of buying decisions 

when compared to other topics in this field, such as 

economic and financial aspects and corporate brand 

personality. However, the aforementioned topics are 

interrelated (Helgeson et al., 1984). In addition to 

psychological factors, Lahindah & Siahaan (2018) found 

that purchasing decisions are also influenced by service 

quality and product innovation factors. 
 

Among the purchase decision studies that have been 

carried out as described above; Vijayalakshmi and 

Gurumoorthy (2019); Sofi and Nika (2017); Arnreungsiri 

and Praditsuwan (2017); Yi & Jai (2020); Ahmad et al. 
(2019); Jung et al., (2020); Chao, (2019); Jalil, Ma'rof, and 

Omar (2019); Li et al., (2018); Kardes, Cline, and Cronley 

(2011); Rehman and Shaikh (2020); Irafani (2019) and 

Adyanto and Santoso (2018), there are some limitations. 

First, judging from the object of research, the study of 

purchasing decisions is primarily aimed at purchasing 

decisions of limited service products. Research on the 

decision to choose a private university, especially for 

students in the doctoral program (S3) is still rarely done. 

Second, theoretically, research on purchasing decisions uses 

factors outside of the individual (external factors), such as 

the marketing mix. The use of internal variables (internal 
factors) is still rarely applied, especially on behavioral 

intention variables. Although it has existed, it is rarely 

applied in research on the object of educational services 

(students). Third, this research was carried out in the midst 

of the Covid-19 pandemic situation, where the complexity 

of students in choosing universities is becoming increasingly 

complex. Thus, researchers enter a research gap that is still 

little or even never done by other researchers. This is the 

novelty of this research.  
 

Starting from the phenomena that have been described, 

it is suspected that the student's decision to choose a place of 

study is influenced by several internal factors (psychological 

fields), including; 1) trust, 2) attitude, 3) perception, and 4) 

behavioral intention. Trust in the information and attributes 

informed by the university contributes to the interest in 
choosing a college, likewise with attitudes and perceptions. 

As long as universities can position themselves as campuses 

that are able to meet the expectations of prospective 

students, of course, this will also contribute to the choice of 

study sites. Behavioral intention is an impulse within the 

individual that occurs when the goals and targets of the 

study can be manifested in the performance of higher 

education institutions in producing graduates. 
 

 

 

 

 

 

 

 

 

 

II. LITERATURE REVIEW 
 

A. Consumer Purchase Decision 

According to Peter and Olson (2010), consumer 

decision-making is an integrating process that combines 

knowledge to evaluate two or more alternative behaviors 

and choose one of them. Purchasing decisions in this study 
used four indicators, namely: 1) trust in objects, 2) trust in 

attributes, and 3) trust in benefits. These three indicators are 

a combination of the concept of purchasing decisions 

proposed by Mowen & Minor (2001), Amron (2018), Irfani 

(2019), and (Wong et al., 2018). 
 

Consumer purchasing decisions or in this study, are 

conceptualized as decisions to choose a Doctoral Program at 

an accredited PTS at LLDIKTI Region VII influenced by 

internal/psychological factors (internal factors), including 

consumer confidence, attitudes, perceptions, and behavioral 

intentions as researched and proposed by Mursid (2018); 

Nedunchezhian & Babu (2020); Amron (2018); Irfani 

(2019); Gunawan & Ayuningtiyas (2018); Nasution et al., 

(2020); Solihin (2020); Buamonabot et al., (2020); Fithoni 

& Priyatna (2019); Nevine & Beshir (2019); Sofi and Nika 
(2017); Keren and Sulistiono) (2019); Dewi et al., (2017); 

Sofi and Nika (2017); (Yi & Jai, 2020). 
 

With many factors that influence purchasing decisions, 

it can be simply formulated that the forces that influence 
consumer buying decisions can be divided into two 

strengths, namely: a) Internal strengths, such as; learning 

experiences, personality, self-concept, motivation, and 

involvement, attitudes and desires, b) external forces, such 

as; cultural, social, environmental, and marketing mix 

factors (Amirullah, 2002). 
 

B. Behavioral Intention 

According to Harisno and Herby (2018), "consumer 

interest is how likely consumers are to buy a brand or how 

likely consumers are to switch from one brand to another." 

Jeddi & Zaiem (2010) and Mramba (2015) stated that 

interest is one of the psychological aspects that has a 

considerable influence on behavioral attitudes. Consumers' 

assessment of the product depends on their knowledge of the 

actual function of the product. Thus consumers who are 
interested in purchasing the product are influenced by the 

information received. 
 

Behavioral intentions can be defined as the consumer's 

desire to behave in a certain way in order to own, refuse, 
and use products or services (Mowen & Minor, 2001). The 

behavioral intention indicators used in this study are 1) 

transactional interest, 2) preferential interest, 3) referential 

interest, and 4) explorative interest. Four indicators of 

behavioral intention refer to the theory and research findings 

of Mowen & Minor (2001); Chao (2019); Rehman & Shaikh 

(2020); and Ferdinand (2014) 
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The results reveal that consumer behavioral intentions 

are significantly and positively influenced by perceived 
usefulness and ease of use (Rehman & Shaikh, 2020). 

Customer buying behavior is influenced by social and 

situational factors at a fairly influential level, while 

marketing and psychological factors are at a very influential 

level (Karnreungsiri & Praditsuwan, 2017). 
 

A person can perform a certain behavior or action if he 

has the intention, desire (or interest) to perform the behavior 

(Setyawati, 2020). Interest can also indicate an action or 

behavior that will be carried out in the future and will repeat 

in the future (Aditya & Wardhana, 2016). 
 

C. Consumer Trust 

The concept of consumer beliefs developed by Mowen 

and Minor (2001) is widely used by researchers to examine 

the effect of consumer trust on behavioral intention and 

purchase decisions. The variables of trust, convenience, and 

service quality affect purchasing decisions (Yuliawan, 

2018). Consumer trust has an effect on behavioral intention 

(Park & Jang, 2016). The results of the study by Khattak & 

Naqvi (2016) imply that "evaluative belief" is the most 
important determinant of behavioral intention. Research by 

Widhiani & Idris (2018) shows that self-confidence has a 

positive effect on behavioral intention. Likewise, Zulfa & 

Hidayati (2018), results of their research indicates that 

consumer trust has a positive and significant effect on 

purchasing decisions. 
 

Wong (2017) states that there are three factors that 

shape a person's trust in a company's brand, namely: 

sincerity/sincerity (benevolence); Ability (ability); and 

Integrity (integrity). 
 

D. Consumer Attitude 

The role of attitude (attitude) in influencing purchase 

intention and purchasing decisions is also a concern of many 

experts and researchers. Consumer attitudes are important 

factors that will influence consumer decisions. The concept 

of attitude is closely related to the concept of belief 

(Marlius, 2017). Meanwhile, Asri Handayani et al., (2019), 

in their research, prove that there is a positive and 

significant influence on attitudes towards voting behavior. 
 

In this study, the attitude indicators used 

include;1)Cognitive, 2) Affective, 3) Conative. These three 

indicators refer to research conducted by (Schiffman & 

Wisenblit (2019) and Eunju & Yeong G (2019). The 

influence of attitudes on behavioral intention and purchase 

decisions has been studied by Eunju & Yeong G (2019); 
Handayani et al., ( 2019); Lie et al., (2018); Salem (2016); 

Wong et al., (2018); Yang & Kim (2018); Nevine & Beshir 

(2019); Sofi and Nika (2017); Keren and Sulistiono ) 

(2019). Most market researchers believe that the better a 

person's attitude towards a product (or brand), the higher the 

likelihood that person will buy or use the product (or brand) 

(Peter & Olson, 2010). 
 

E. Consumer Perception 

In terms of sources, individual perceptions can be 

influenced by internal and external factors. According to 

Robbins and Judge (2013), there are three factors that 

influence a person's perception, namely the situation, the 

person himself, and the object or target. In this study, the 

perception indicators used; are motives, interests, 

experience, expectations, and consumer innovativeness. 
These five indicators refer to the perception indicators 

proposed by; Schiffman & Wisenblit (2019); Robbins & 

Judge (2013); and Kanai et al., (2017). 
 

Why do individuals with each other have a distorted 
view of an object, here are several factors that influence it 

(Solomon, 2020): a) The influence of physical appearances, 

b) Style imitation (stereotypes), c) Deviant signals 

(irrelevant cues), d) First impressions, and e) Effect of 

judgment (halo effect). 
 

Purchasing decisions that are influenced by the trust 

factor are strengthened by the results of Irafani's research 

(2019). Trust has a significant effect on Purchase Decisions 

at Online Fashion Stores, in addition to lifestyle, perceived 

ease of use and trust. Quality of service, brand image, price 

have a positive and significant effect on product trust. Then, 

product beliefs have a positive and significant effect on 

purchasing decisions (Adyanto & Santosa, 2018). The 

existence of personal and psychological factors that 

influence consumer purchasing decisions is proven in 
research conducted by Rudianto (2018). In line with Irafani's 

research (2019); Rudianto (2018); and Adyanto and Santoso 

(2018), the effect of trust on purchase intention was also 

found in Lou & Santoso's research which shows that the 

informative value of influencer-generated content, 

influencer trustworthiness, attractiveness, and similarity 

with followers positively affects followers' trust in 

influencer-branded posts, which in turn affects brand 

awareness and purchase intention. 
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Based on the description above, the concept is the frame of mind that underlies the research to be carried out, as shown in 

Figure 1. 

   

  

  

  

  

  

  

 

 

Fig. 1: Research model 

F. HYPOTHESIS 

H1: consumer trust has a significant effect on behavioral 
intention 

H2: consumer attitudes have a significant effect on 

behavioral intention 

H3: The consumer perception variable has no significant 

effect on the behavioral intention variable 

H4: consumer trust has no significant effect on the 

decision to choose 

H5: consumer attitudes have a significant effect on the 

decision to choose 

H6: consumer perception has a significant effect on the 

decision to choose 
H7: Behavioral intention mediates the effect of 

consumer trust on the decision to choose 

H8: Behavioral intention mediates the influence of 

consumer attitudes on the decision to choose 

H9: Behavioral intention cannot mediate the influence of 

consumer perception on the decision to choose 

H10: Behavioral intention has a significant effect on the 

decision to choose 
 

 

 

 

 

 

 

 

 

 

III. METHODOLOGY 
 

A. Samples and data collection 

The sample of this research is Doctoral Program (S3) 

students at Private Universities (PTS) in East Java who are 

listed as active or currently taking lectures in each 
population PTS. Considering the number of 

population/students cannot be determined with certainty, the 

determination of the number of samples is obtained by using 

the Hair JR et al., (2009) formula. Referring to the theory, 

this study has 36 observed, so that 36 x 5 = 180 respondents. 

The sampling technique used is Probability Sampling. 
 

B. Measurement 

To measure the variables of consumer confidence, 

attitudes, perceptions, behavioral intentions, and purchasing 

decisions, a questionnaire measurement tool is used with a 

Likert scale, the lowest score is 1 and the highest score is 5 

with the following details. score 1 for strongly disagree 

(STS), score 2 for response disagree (TS). score 3: for a 

neutral response (N), a score of 4: for a agree response (S), a 

score of 5: for a strongly agree response (SS). 
 

C. Data Analysis 

Data analysis in this study used the Smart Partial Least 

Square (PLS) program approach. In the PLS analysis stage, 

there are 2 important things to do: First, assessing the outer 
model or model measurement. Second, assessing the Inner 

Model or Structural Model. 
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IV. RESULTS 
 

 Choice 

Decision 

Consumer 

Attitude 

Consumer 

Perception 

Behavioral 

Intention 

Consumer Trust 

Choice Decision 0.862     0.786 0.774 

Consumer Attitude 0.819 0.873 0.757 0.924 0.880 

Consumer Perception 0.982   0.844 0.742 0.723 

Behavioral Intention       0.830   

Consumer Trust       0.981 0.845 

Table 1: Fornell-Larcker Criterion Discriminant Validity 
 

Source: Research Data for 2022 processed 
 

Table 1 shows that the loading value of each indicator 

item on its construction is greater than the cross loading 

value. Or it can also be said that the measurement value is 

greater than 0.50. Thus it can be concluded that all 

constructions or latent variables already have good 

discriminant validity, where the construction indicator block 

is better than the other block indicators. 

 

 Choice Decision Consumer Attitude Consumer Perception Behavioral Intention Consumer Trust 

X1.1 0.477 0.537 0.459 0.752 0.825 

X1.2 0.490 0.543 0.472 0.758 0.832 

X1.3 0.767 0.883 0.711 0.900 0.880 

X1.4 0.490 0.522 0.475 0.739 0.809 

X1.5 0.766 0.897 0.704 0.897 0.872 

X1.6 0.818 0.935 0.747 0.880 0.849 

X2.1 0.735 0.895 0.675 0.809 0.778 

X2.2 0.691 0.892 0.636 0.813 0.754 

X2.3 0.685 0.841 0.655 0.842 0.800 

X2.4 0.709 0.874 0.652 0.795 0.775 

X2.5 0.739 0.872 0.682 0.799 0.744 

X2.6 0.726 0.861 0.662 0.776 0.757 

X3.1 0.838 0.510 0.886 0.508 0.499 

X3.2 0.832 0.512 0.880 0.534 0.533 

X3.3 0.835 0.481 0.883 0.489 0.480 

X3.4 0.825 0.901 0.772 0.858 0.829 

X3.5 0.816 0.899 0.754 0.850 0.810 

X3.6 0.834 0.890 0.776 0.837 0.797 

X3.7 0.822 0.463 0.883 0.491 0.485 

X3.8 0.814 0.516 0.876 0.530 0.527 

X3.9 0.815 0.496 0.860 0.475 0.471 

X3.10 0.796 0.503 0.858 0.498 0.490 

Y1.1 0.480 0.539 0.462 0.756 0.824 

Y1.2 0.716 0.856 0.686 0.896 0.853 

Y1.3 0.485 0.511 0.482 0.733 0.782 

Y1.4 0.752 0.876 0.706 0.882 0.827 

Y1.5 0.785 0.919 0.723 0.873 0.823 

Y1.6 0.473 0.531 0.468 0.751 0.808 

Y1.7 0.732 0.893 0.681 0.889 0.845 

Y1.8 0.710 0.884 0.651 0.844 0.780 

Y2.1 0.855 0.949 0.781 0.889 0.864 

Y2.2 0.855 0.935 0.780 0.875 0.845 

Y2.3 0.859 0.923 0.784 0.865 0.834 

Y2.4 0.878 0.501 0.917 0.501 0.509 

Y2.5 0.864 0.487 0.908 0.490 0.498 

Y2.6 0.863 0.464 0.902 0.466 0.474 

Table 2: Cross Loading Discriminant Validity 
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The output that shows the accuracy, consistency of the 

accuracy of the measuring instrument is composite 
reliability. Composite reliability is a reliability test in PLS 

which shows the accuracy, consistency of the accuracy of a 

measuring instrument in making measurements. Composite 

reliability (pc) is a group of indicators that measure a 

variable having good composite reliability if it has 

composite reliability 0.7. although it is not an absolute 

standard. 
 

Based on table 3. it can be seen that the value of all 

variables in reliability testing using either Cronbach's Alpha 

or Composite Reliability is > 0.7. Thus it can be concluded 

that all constructions or latent variables already have good 
discriminant validity, where the construction indicator block 

is better than the other block indicators. 

 

 Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 

Choice Decision 0.931 0.931 0.946 0.743 

Consumer Attitude 0.937 0.937 0.950 0.762 

Consumer Perception 0.955 0.956 0.961 0.713 

Behavioral Intention 0.935 0.942 0.946 0.690 

Consumer Trust 0.921 0.931 0.937 0.714 

Table 3: Composite Reliability 
 

NFI values ranging from 0 – 1 are derived from a 

comparison between the hypothesized model and a certain 

independent model. The model has a high fit if the value is 

close to 1. Based on the table above, the NFI value is at 

0.428 which means it has a weak model fit (Ghozali, 2014). 

 

 Saturated Model Estimated Model 

NFI 0.428 0.428 

Table 4: Fit Model 
 

 Original Sample (O) Statistics (|O/STDEV|) Values 

Consumer Trust Behavioral Intention 0.745 19,620 0.000 

Consumer Attitude Behavioral Intention 0.266 7,755 0.000 

Consumer Perception Behavioral Intention 0.002 0.106 0.915 

Consumer Confidence Choice Decision 0.388 4,240 0.000 

Consumer Attitude Choice Decision 0.286 4,972 0.000 

Consumer Perception Choice Decision 0.846 37,744 0.000 

Behavioral Intention Choice Decision -0.487 3,810 0.000 

Table 5: Path coefficient, t-statistics and P-value 
 

Behavioral Intention= 0.745 Consumer Confidence + 0.266 Consumer Attitude + 0.002 Consumer Perception 

Purchase Decision = -0.487 Behavioral Intention + 0.388 Consumer Confidence + 0.286 Consumer Attitude + 0.846 Consumer 

Perception. 
 

 Specific Indirect 

Effects 

T Statistics 

(|O/STDEV|) 

P Values 

Consumer Confidence Behavioral Intention Choice Decision -0.362 3,698 0.000 

Consumer Perception Behavioral Intention Choice Decision -0.001 0.106 0.916 

Consumer Attitude Behavioral Intention Choice Decision -0.130 3,530 0.001 

Table 6: Indirect Effect 
 

Based on table 6, it can be seen that the behavioral 

intention construction can separate the construction of 

consumer trust from the decision to choose (t statistics > 

1.96; p-value < 0.05). Likewise, the behavioral intention 

construction can separate the attitude construction from the 

decision to choose (t-statistics > 1.95: p-value < 0.05). On 

the other hand, behavioral intention cannot separate the 

construction of perception from the decision to choose (t 

statistics < 1.96 p-value > 0.05). 

 

 Original Sample (O) T Statistics (|O/STDEV|) P Values 

Consumer Trust Behavioral Intention 0.745 19,620 0.000 

Consumer Attitude Behavioral Intention 0.266 7,755 0.000 

Consumer Perception Behavioral Intention 0.002 0.106 0.915 

Consumer Confidence Choice Decision 0.026 0.741 0.460 

Consumer Attitude Choice Decision 0.156 3,199 0.002 

Consumer Perception Choice Decision 0.845 35,373 0.000 

Behavioral Intention Choice Decision -0.487 3,810 0.000 

Table 7: Total Effect 
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R-square value 0.75; 0.50 and 0.25 can be concluded 

that the model is strong, moderate and weak (Ghozali, 
2016). The greater the value of R2, the better in research. 

For the purposes of evaluating the Goodness of Fit Inner 

Model, Table 8 is shown as follows: 
 

 R Square R Square Adjusted 

Behavioral Intention 0.978 0.978 

Choice Decision 0.983 0.982 

Table 8: R-square test results 
 

It can be concluded that the influence of consumer 

confidence, attitudes and perceptions on behavioral intention 

gives an R2 value of 0.978 and it can be interpreted that the 

variability of the behavioral intention construction which 

can be explained by the variability of the construction of 
consumer confidence, attitude, and perception is 97.8% 

while the rest is explained by the variable others outside of 

research. Likewise, the model of the influence of consumer 

trust, attitudes and perceptions on the decision to choose has 

a value of 0.983 which can be interpreted that the variability 

of the construction of choosing decisions which can be 

explained by the variability of the construction of consumer 

confidence, attitudes and perceptions is 98.3%, while the 

rest is explained by the variables - variables outside this 

research. 

 

 Choice 

Decision 

Consumer 

Attitude 

Consumer 

Perception 

Behavioral 

Intention 

Consumer Trust 

Choice Decision      

Consumer Attitude 0.559     0.629   

Consumer Perception 16,885   0.000   

Behavioral Intention 0.297         

Consumer Trust 0.289     5,498   

Table 9: F-Square . Test Results 
 

A. Hypothesis test 

Bootstrapping is used to test the hypothesis, then the 

following values are obtained: 

 Hypothesis 1 (H1); Consumer trust (X1) has a direct 

effect on behavioral intention. Because the p-value is 

0.000, H0 is rejected and H1 is accepted. This means 

that X1 has an effect on behavioral intention. 

 Hypothesis 2 (H2); Consumer attitudes (X2) have a 

direct effect on behavioral intention. Because the p-

value is 0.000, H0 is rejected and H1 is accepted. This 

means that X1 has an effect on behavioral intention. 

 Hypothesis 3 (H3); Consumer perception (X3) has a 

direct effect on behavioral intention. Because the p-

value is 0.915, then H0 is accepted and H1 is rejected. 
This means that X3 has no significant effect on 

behavioral intention. 

 Hypothesis 4 (H4); Consumer trust (X1) has a direct 

effect on the decision to choose. Because the p-value is 

0.460, H0 is accepted and H1 is rejected. This means 

that X1 has no significant effect on the decision to 

choose. 

 Hypothesis 5 (H5); Consumer attitudes (X2) directly 

affect the decision to choose. Because the p-value is 

0.002, then H0 is rejected and H1 is accepted. This 

means that X1 affects the decision to choose. 

 Hypothesis 6 (H6); Consumer perception (X3) has a 

direct effect on the decision to choose. Because the p-

value is 0.000 then H0 is accepted and H1 is rejected. 

This means that X3 has a significant effect on 

behavioral intention. 

 Hypothesis 7 (H7); consumer trust (X1) affects the 

decision to choose through behavioral intention. 

Because the test statistic value is 3.698 and the p-value 

is 0.000, H0 is rejected and H1 is accepted. This 

means that X1 affects the decision to choose through 

behavioral intention. 

 Hypothesis 8 (H8); consumer attitudes (X2) affect the 

decision to choose through behavioral intention. 

Because the test statistic value is 3.530 and the p-value 
is 0.000, H0 is rejected and H1 is accepted. This 

means that X2 affects the decision to choose through 

behavioral intention. 

 Hypothesis 9 (H9); consumer perception (X3) affects 

the decision to choose through behavioral intention. 

Because the test statistic value is 0.106 and the p-value 

is 0.001 then H0 is accepted and H1 is rejected. That 

is, X3 has no significant effect on the decision to 

choose through behavioral intention. 

 Behavioral Intention(Y1) has an effect on the decision 

to choose. Because the p-value is 0.000, H0 is rejected 
and H1 is accepted. That is, Y1 has an effect on the 

decision to choose. 
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Research Hypothesis T Statistics p-value Conclusion 

Consumer Trust has an effect on Behavioral Intention 19,620 0.000 H1: Accepted 

Consumer Attitudes affect Behavioral Intention 7,755 0.000 H2: Accepted 

Consumer Perception has an effect on Behavioral Intention 0.106 0.915 H3: Rejected 

Consumer Confidence affects the Decision to Choose 0.741 0.460 H4: Rejected 

Consumer Attitudes affect the Decision to Choose 3,199 0.002 H5: Accepted 

Consumer Perception has an effect on Choice Decision 35,373 0.000 H6: Accepted 

Behavioral Intentionfacilitate the influence of Consumer Trust 

on the Decision to Choose 

3,698 0.000 H7: Accepted 

Behavioral Intentionmediate the influence of consumer attitudes 

on the decision to choose 

3,530 0.001 H8: Accepted 

Behavioral Intentionmediate the influence of Consumer 

Perception on the Decision to Choose 

0.106 0.916 H9: Rejected 

Behavioral Intentionaffect Decision to choose 3,810 0.000 H10:Accepted 

Table 10: Hypothesis Test Results 
 

V. DISCUSSION 
 

The influence of consumer trust on behavioral 

intention is appropriate and supports previous research as 

studied by Chao (2019); Handayani et al., (2019); Aziza & 

Wahyudi, (2019) which shows that there is a significant 

influence of consumer trust on behavior intention. This 

means that the better the consumer trust received, the better 

the decisions taken in choosing a college and this will have a 

positive impact that increases behavioral intention. The 

description of the trust variable also shows that the 
respondent's assessment of the trust variable at the 

university concerned is good. 
 

This study is also in line with the results of research 

conducted by (Solihin, 2020) which revealed that trust has a 
positive and significant influence on buying interest 

(behavioral intention). The consumer's decision to buy 

goods or services is closely related to the problem of 

consumer trust, attitudes and behavioral intentions of the 

individual (Mowen & Minor, 2001). Consumer trust in the 

context of this research is the trust that is formed when 

choosing a college. The source of trust comes from the 

experience of alumni, students who are currently studying in 

the Doctoral Program and the information obtained during 

object search. 
 

The acceptance of the results of proving the hypothesis 

in this study supports the results of the research proposed by 

Eunju & Yeong G (2019), functional value, conditional 

value, social value, emotional value have a significant 

influence on consumer attitudes, which significantly affect 
purchase intention. The results of this hypothesis test are 

also in line with the research findings of Asri Handayani et 

al., (2019), which proves that there is a positive and 

significant influence between attitudes towards voting 

behavior. Attitude component behavior describes the 

intention to behave in a certain way to someone or 

something. Other studies that are in line with these findings 

can be found in the results of Salem's research (2016); 

Wong et al., (2018); and Yang & Kim (2018). Also 

emphasized by Wong et al., 
 

Ideally, when people as consumers have more 

knowledge, of course, they will be better at making 

decisions and will then respond to them by believing or 

choosing certain products to be used. In the context of this 

research, prospective students will try to find as much 

information and references as possible before arriving at an 

interest in a university. 
 

Attitudes are used as standards that help people 

understand their world. With the function of knowledge, a 

person's attitude forms a framework of reference in which 

they interpret their world. Therefore, consumer attitudes 

greatly affect how they selectively expose themselves and 
observe marketing communications. The close relationship 

between consumer attitudes and behavioral intention can 

also be seen from the description of the variable about 

behavioral intention that describes consumer attitudes. 
 

The rejection of the hypothesis which states that 

consumer perceptions have a significant effect on behavioral 

intention is not in line with the results of previous research 

conducted by Lie et al., (2018) "there is a strong relationship 

between the influence of perceptions and attitudes of 

citizens and behavioral intentions"; Masriah et al., (2018) 

"There is a relationship between student perceptions of 

majors in higher education and self-concept with the 

suitability of interest in choosing majors"; Izadi & 

Hamidianpour (2018) Kanai et al., (2017) "Characteristics 

of consumer perception and store image have an impact on 
purchase intention". 

 

Internal factors show that perceptions are controlled by 

the individual's mental processes themselves, while external 

factors cause behavior that arises because perceptions are 
influenced by their environment (Tama Pambudi & 

Hardiningtyas, 2017). Consumer perception characteristics 

and store image have an impact on purchase intention, but 

consumer perception characteristics have a stronger 

influence on personal label attitudes than store image (Kanai 

et al., 2017). On the other hand, in this study, the hypothesis 

that there is a relationship between perception and purchase 

intention is not proven. 
 

The rejection of the hypothesis which states that 

consumer trust has a significant effect on the decision to 

choose is not in line with previous research conducted by 

Mursid (2018); Nedunchezhian & Babu (2020); Amron 
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(2018); Irfani (2019); Gunawan & Ayuningtiyas (2018); 

Nasution et al., (2020); Solihin (2020); Buamonabot et al., 
(2020); Fithoni & Priyatna (2019). Purchasing decisions that 

are influenced by the trust factor are strengthened by the 

results of Irafani's research (2019). The results of the 

research by Rehman and Shaikh (2020) revealed that 

behavioral intention was significantly and positively 

influenced by perceived usefulness and ease of use, while a 

significant negative relationship was found between 

consumer behavioral intentions and perceived risk. 
 

The influence of consumer confidence on purchasing 

decisions has a significant influence, and is closely related 

to purchasing decisions. Trust is a person's belief in what is 

known to give rise to positive or negative thoughts about an 

object (Hairin et al., 2022). Trust is the number of internal 

and external factors of the organization with the company's 

responsibility to trust business partners, namely by having it 
foster integrity, honesty and good character so that it can 

have a positive effect on the company (Kotler & Keller, 

2016). Significant consumer trust and product quality have a 

positive and positive effect on purchasing decisions (Susanti 

et al., 2022). The two results of this study actually 

strengthen the notion/hypothesis that consumer trust has an 

effect on purchasing decisions. However, in this study, this 

hypothesis was not proven. 
 

Student trust only has a significant effect on behavioral 

intention, but has no significant effect on purchasing 

decisions. In this case, behavioral intention has a strong 

influence on the decision to choose a doctoral program at a 

university when compared to the direct influence of 

consumer trust on purchasing decisions. 
 

The results of the hypothesis test show that consumer 

attitudes affect the decision to choose, which means that 

consumer attitudes have a significant influence on the 

decision to choose a doctoral program at a university, which 

means that consumer attitudes have a significant influence 
on the decision to choose. It can be said that the hypothesis 

which states that consumer attitudes have a significant effect 

on the decision to choose is acceptable. The description of 

the attitude variable also shows that the respondent's 

assessment of the attitude variable at the university 

concerned is good. 
 

The acceptance of the results of proving the hypothesis 

in this study supports the results of research conducted by 

Sofi and Nika (2017) and Keren and Sulistiono) (2019). On 

the other hand, the results of the hypothesis test of this study 

contradict the findings of Nevine & Beshir (2019) which 

revealed that there is a negative relationship between 

consumer attitudes towards purchasing decisions. 
 

Thus, it can be concluded that the attitude variable has 

a direct or indirect effect (mediation of behavioral intention) 

on purchasing decisions. This reaffirms what was stated by 

Wong et al., (2018) in the results of their research which 

suggests that consumer attitudes are the main predictors of 

their intention to buy. 
 

The results of the hypothesis test show that consumer 

perceptions affect the decision to choose, which means that 

consumer perception has a significant influence on the 

decision to choose a doctoral program at a university, which 
means that consumer perceptions have a significant 

influence on the decision to choose. It can be said that the 

hypothesis which states that consumer perceptions have a 

significant effect on the decision to choose is acceptable. 

The description of the consumer perception variable also 

shows that the respondent's assessment of the perception 

variable at the university concerned is good. 
 

The acceptance of the results of proving the hypothesis 

in this study supports the results of research conducted by 

Dewi et al., (2017), "perception is the most important factor 

in purchasing decisions"; Sofi and Nika (2017), “intrinsic 

factors have a significant effect on impulse buying 

decisions”; (Yi & Jai, 2020), "The urge to buy has a 

significant and strong influence on purchases". 
 

Factors that influence a person's perception are put 

forward by Robbins and Judge (2013), that there are three 

factors that influence a person's perception, namely: the 

situation (the situation around the campus, both people, 

physical buildings and), the human itself (the person who 
judges/students) , and the object or target (S3 study 

program). The higher a person's level in a 

community/organization, the better he is at managing his 

perceptions, because this is closely related to the decision-

making process. 
 

Thus, it can be concluded that the perception variable 

has a direct effect on the decision to choose, but has an 

indirect effect on behavioral intention. 
 

Consumer trust has no effect on the decision to choose. 

These results are not in line with the findings of previous 

studies as well as a number of theories which actually reveal 

that consumer trust affects the decision to choose. However, 

when behavioral intention facilitates the influence of 

consumer confidence on the decision to choose, the results 

are different. When behavioral intention mediates the effect 

of belief on the decision to choose, the outcome becomes 

"significantly influential". 
 

The existence of behavioral intention variables as a 

mediating relationship between consumer confidence in the 

decision to choose in this case is very important. That is, 

although the direct influence has no effect, with a high 

behavioral intention, the decision to choose can also 

increase in line with the increase in behavioral intention. 
This result is in line with the opinion of Solihin (2020) 

"buying interest is able to mediate the influence of trust on 

purchasing decisions" and the theory put forward by Mowen 

& Minor (2001) behavioral intention can be a strong 

intermediary for the creation of choosing decisions that are 

influenced by consumer trust. 
 

Consumer attitudes affect buying decisions, either 

directly or indirectly mediated by behavioral intention 

variables. These results are in line with the findings of 

previous studies as well as a number of theories which 

reveal that consumer attitudes have an effect both directly 

and through the mediation of behavioral intention. When 

behavioral intention mediates the influence between 
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consumer attitudes towards the decision to choose, the effect 

becomes even stronger when compared to the direct 
influence of consumer attitudes towards the decision to 

choose. 
 

Thus, it can be stated that consumer attitudes play a 

more important role in increasing behavioral intention than 
in increasing the decision to choose. So far, people assume 

that attitudes affect behavior. In fact, attitudes and behavior 

are not always in line. When attitudes and objective norms 

support the target behavior and the perception of control 

over the behavior is high, the intention to perform the 

behavior will be stronger. People who form strong intentions 

are more likely to perform the behavior. 
 

Consumer attitudes towards the product of a Doctoral 

Program at a university may vary depending on its 

orientation. With regard to this attitude, marketers can 

identify consumer segments based on product benefits 

desired by consumers. Benefit segmentation is very basic to 

target consumers, because the benefits desired by consumers 

will affect their attitudes and behavior towards the brand 

(campus name). 
 

The existence of the behavioral intention variable as a 

mediating relationship between consumer perceptions of the 

decision to choose in this case is not too important or even 

not necessary. That is, without the mediation of behavioral 
intention, the direct influence of consumer perceptions on 

the decision to choose remains high. With the behavioral 

intention that mediates the consumer's perception of the 

decision to choose, it has no effect at all. 
 

Behavioral intentiondoes not mediate the effect of 

perception on the decision to choose referring to Solomon's 

(2020) opinion that most marketers want to create messages 

above the consumer threshold so that people will pay 

attention to them. Ironically, a large number of consumers 

instead believe that marketers design many advertising 

messages so that they will be perceived unconsciously, or 

below the threshold of recognition. Another word for 

threshold is lime, and we call the stimuli that fall in the 

subconscious lime. Subconscious perception refers to the 

stimulus below the consumer's level of consciousness. 
 

The results of the hypothesis test show that behavioral 

intention has an effect on the decision to choose, which 

means that behavioral intention has a significant influence 

on the decision to choose a doctoral program at a university, 
which means that behavioral intention has a significant 

influence on the decision to choose. It can be said that the 

hypothesis which states that behavioral intention has a 

significant effect on the decision to choose is acceptable. 

The description of the behavioral intention variable also 

shows that the respondent's assessment of the behavioral 

intention variable at the university concerned is good. 
 

The acceptance of the results of proving the hypothesis 

in this study supports the results of research conducted by 

Rehman & Shaikh (2020), "Consumer behavioral intentions 

are significantly and positively influenced by perceived 

usefulness and ease of use", Karnreungsiri & Praditsuwan 

(2017), "Customer buying behavior is influenced by social 

and situational factors at a moderately influential level, 

while marketing and psychological factors at a very 
influential level”; Yi & Jai (2020), “The urge to buy has a 

significant and strong influence on buying”; and Mowen & 

Minor (2001), "Consumers can form a desire to seek 

information, tell others about their experiences with a 

product, buy certain products or services, or ignore products 

in certain ways". 
 

VI. MANAGERIAL IMPLICATION 
 

The influence of consumer perceptions which is small 
(not significant) on behavioral intention indicates that the 

interest in choosing a Doctoral Program at Private 

Universities (PTS) in East Java is not influenced by 

perception. This means that private universities need to 

develop a positive and effective brand equity model or 

image in order to be able to influence the interest of 

prospective students. 
 

The influence of consumer trust which is small (not 

significant) on the decision to choose indicates that the 

decision to choose a Doctoral Program at Private 

Universities (PTS) in East Java is not influenced by 

consumer confidence. This means that private universities 

need to increase consumer confidence through physical and 

non-physical improvements, consistency in maintaining 

quality, and commitment to meeting consumer expectations. 
 

The small (not significant) mediating role of 

behavioral intention on the influence of consumer 

perceptions on the decision to choose a Doctoral Program at 

Private Universities (PTS) in East Java shows that 
behavioral intention is not an important thing in choosing 

decisions seen from consumer perceptions. This means that 

PTS is very important to pay attention to how aspects of 

perception are related to the decision to choose PTS. Interest 

in studying in the Doctoral Program at Private Universities 

(PTS) in East Java can only be mediated by behavioral 

intention in relation to consumer beliefs and attitudes. 
 

VII. CONCLUSION 
 

Consumer trust has a significant effect on behavioral 

intention. Indicators of object trust, attribute trust, and 

usefulness trust can contribute to strengthening the 

construction of consumer trust so that it can have a 

significant effect on behavioral intention. consumer attitudes 

have a significant effect on behavioral intention. Cognitive, 

Affective, Conative indicators can contribute to 

strengthening the construction of consumer attitudes so that 

they can have a significant effect on behavioral intention. 

consumer perception has no significant effect on behavioral 
intention. Perception indicators which include; physical 

appearances, stereotypes, irrelevant cues, first 

impressions,consumer trust has no significant effect on the 

decision to choose. Consumer confidence indicators which 

include; object trust, attribute trust, and usefulness trust can 

contribute to strengthening the construction of consumer 

trust but the strengthening does not significantly affect the 

decision to choose. consumer attitudes have a significant 

effect on the decision to choose. Consumer attitude 

indicators which include; cognitive, affective, and conative 

http://www.ijisrt.com/


Volume 7, Issue 9, September – 2022                 International Journal of Innovative Science and Research Technology                                                 

                                                                                                                                                                 ISSN No:-2456-2165 

 

IJISRT22SEP1093                                     www.ijisrt.com                   1765 

can contribute to strengthening the construction of consumer 

attitudes so that they can significantly influence the decision 
to choose. consumer perception has a significant effect on 

the decision to choose. Perception indicators which include; 

physical appearances, stereotypes, irrelevant cues, first 

impressions, Behavioral intentioncan mediate the influence 

of consumer trust on the decision to choose. Although the 

direct influence of consumer trust does not affect the 

decision to choose, consumer trust can have a significant 

effect on the decision to choose through behavioral intention 

mediation. Behavioral intention can mediate the influence of 

consumer attitudes on the decision to choose. Consumer 

attitudes directly affect behavioral intention and decision to 

choose. Likewise, the indirect influence of consumer 
attitudes towards choosing decisions is mediated by 

behavioral intention. Behavioral intention cannot mediate 

the influence of consumer perception on the decision to 

choose. Consumer perceptions do not have a direct effect on 

behavioral intention but have a direct effect on the decision 

to choose. Likewise, the indirect influence of consumer 

perceptions on the decision to choose which is mediated by 

behavioral intention does not have a significant effect. 

Behavioral intention has a significant effect on the decision 

to choose a Doctoral Program at Private Universities in East 

Java. 
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