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ARTICLE INFO ABSTRACT
This paper examines the effect of Instagram media exposure on parents'

school-choice decisions in the context of an Islamic primary school.
Purpose — This study seeks to analyze whether exposure to a school's
official Instagram account significantly influences how parents assess,
compare, and ultimately choose a school for their children.
Methodology — A quantitative explanatory design was employed to
test the relationship between Instagram media exposure (independent
variable) and parents' school choice decisions (dependent variable).
Data were collected through a structured questionnaire using a five-
point Likert scale from 104 valid respondents, consisting of parents
or guardians who had accessed, viewed, or followed the official
Instagram account of MI PKP JIS and were involved in selecting a
school for their children. The data were analyzed using descriptive
statistics, validity and reliability tests, classical assumption tests, and
simple linear regression. Findings — Instagram media exposure has a
positive and statistically significant effect on parents' school choice
decisions. R-square of 0.492, showing that Instagram media exposure
explains 49.2% of the variance in parents' school choice decisions.
Value — This study highlights Instagram as an important element in the
communication ecology of contemporary Islamic primary education,
functioning not only as a promotional medium but also as a source of
information, visibility, symbolic representation, and parental
interpretation in the school choice process.
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1. INTRODUCTION

Digital transformation has transformed the way educational institutions communicate with the public.
While schools previously relied on brochures, in-person visits, and interpersonal recommendations,
institutional communication is now increasingly shifting to social media platforms that enable rapid,
visual, and interactive information distribution. This shift is significant because parents are no longer
merely passive recipients of information, but rather seekers, selectors, and interpreters of educational
information in the digital environment. Recent studies show that social media has become a crucial
space for parents to seek parenting information, build shared knowledge, and develop beliefs before
making decisions related to their children (Mertens et al., 2024; Onishi et al., 2024; Eldeeb et al., 2025).
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In the educational context, this shift has made social media not merely a promotional channel, but part
of the school's communication ecology. Schools utilize social media to continuously showcase
programs, student activities, achievements, institutional values, and school culture. Family engagement
is also increasingly understood as part of broader educational communication, no longer limited to
formal meetings or one-way announcements. Recent research shows that school-family communication
is expanding beyond traditional newsletters and memos, with social media serving as a medium that
broadens public participation, visibility, and perceptions of educational institutions (Hands et al., 2025;
Bessant, 2024). Thus, schools' digital presence can influence how parents identify, compare, and
evaluate school options.

Among various platforms, Instagram holds a particularly strategic position due to its reliance on visual
power, concise narratives, and high interactivity. These characteristics make Instagram effective for
building audience attention, emotion, trust, and engagement. Recent research in communications and
marketing indicates that visual elements in social media can enhance message diagnosticity, shape
perceptions of quality, and drive decision intentions. Social presence cues in photos, disclosure
strategies, and specific visual configurations have been shown to influence users' attitudes toward
brands and their intentions to act (Poirier et al., 2024; Saternus et al., 2024; Gurung et al., 2025). In a
broader context, social media has also been shown to play an important role in decision-making, as
users consult it before making choices, especially when decisions involve uncertainty and the evaluation
of many alternatives (Macias Urrego et al., 2024).

Educational literature also shows that digital communication contributes to brand image formation and
enrollment intention. Studies in higher education have found that interactive, transparent, and authentic
social media communication is positively related to brand preference and enrollment intention. This
finding confirms that educational institution choices are increasingly influenced by the institution's
presence in the digital space rather than by formal reputation or administrative information alone.
Furthermore, research on social media marketing in Islamic educational institutions shows that
platforms such as Instagram and Facebook can be important tools for building the institution's visibility
and positioning among potential users (Juhaidi, 2024; Li et al., 2025). Although much of the research
has been conducted in higher education, the communication logic is relevant to elementary education,
as parents also evaluate schools based on their image, alignment with values, and ease of access to the
information provided by the institution.

At the same time, choosing a school is a complex process. Parents' choices are not determined by a
single factor, but rather by a combination of academic quality, security, institutional values, social
composition, future risks, and perceptions of their child's well-being. Studies on school choice show
that parents weigh schools through different strategies depending on social class, location, economic
crises, and children's needs. Research in Bangladesh, Hungary, the Czech Republic, Lebanon, and the
special education context in the UK demonstrates that school choice is an evaluative process fraught
with social, emotional, and structural considerations, rather than simply a neutral, rational decision
(Ogawa et al., 2025; Pusztai et al., 2023; Bosakova, 2025; Al Khalili, 2025; Satherley & Norwich,
2022). Even more recent studies have discussed school choice as an affective experience associated
with anxiety, risk, and the need for interpretive support when parents are faced with too much
information and alternatives (Saltmarsh, 2025; Bertotti & Wilkins, 2026).

This argument becomes even more important when linked to social media. Social media not only
increases access to information but also changes how information is processed. Parents can develop an
assessment of a school through repeated exposure to photos of activities, testimonials, achievements,
facilities, and symbols of school values. In some contexts, social media even encourages social learning,
peer comparison, and trust in peer word of mouth, which then influence purchase intentions or choices
regarding children's education (Zhou & Suntrayuth, 2025). In other words, when a school consistently
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appears on Instagram, that exposure can build familiarity, credibility, and preference. However, the
literature also warns that an institution's digital communication is not always neutral; a school's visual
representation can selectively shape perceptions, making it crucial to empirically test the extent to which
exposure actually influences parental decisions.

Despite the rapid growth of research on parenting and social media, significant gaps remain in the
intersection between media exposure, Instagram as visual school communication, and parental school
choice. Many studies examine parenting information seeking, brand communication, or enrollment
intention separately, while studies directly examining the influence of exposure to a school's Instagram
on parents' decisions to choose a school, particularly for Islamic elementary education, are limited. In
the context of primary education, parents are the primary decision-makers, and exposure to schools'
social media platforms can be one of the most accessible sources of information. Therefore, this study
is crucial for clarifying whether and to what extent exposure to Instagram influences parents' school
choice decisions for their children, while also broadening the study of digital communication in
education within the context of Islamic primary schooling. Research Question and Hypotheses
How does Instagram media exposure affect parents' school choice decisions in an Islamic primary school setting?
Instagram media exposure is positively and significantly associated with parents' school choice decisions.

2. LITERATURE REVIEW
2.1.  Digitalization of School Communication and School-Family Relations

Digitalization has reshaped how schools communicate with families and the wider public. School
communication is no longer limited to circular letters, school visits, or interpersonal recommendations,
but increasingly takes place through platform-based environments that make institutional life
continuously visible, searchable, and interpretable. In this context, school social media should be
understood not merely as a promotional add-on, but as part of the communicative infrastructure through
which schools construct public presence and maintain relations with parents. Recent research shows
that parents experience school social media as a medium of connection that can enhance visibility and
relational closeness, although it may also generate boundary tensions regarding expectations, access,
and responsiveness (Apps et al., 2025). At a broader level, the platformization of educational
communication indicates that institutional interactions are increasingly shaped by digital interfaces,
algorithmic visibility, and ongoing content circulation rather than by episodic contact alone. As a result,
school communication has become more continuous, more visual, and more publicly performative than
in earlier forms of school-family interaction.

This transformation matters because communication between schools and families is closely related to
the formation of trust, familiarity, and institutional legitimacy. Recent scholarship on family-school
partnerships emphasizes that parents do not simply need information; they need communication that is
interpretable, relational, and aligned with their concerns and expectations (Markovich et al., 2025). In
parallel, reviews on parental perspectives in educational transitions show that parents assess schools
across multiple dimensions, including academic development, socio-emotional support, physical
environment, and collaborative readiness (Jun et al., 2025). These findings suggest that digital
communication becomes influential not because it merely transmits information, but because it helps
parents make sense of the school as an institutional environment. Therefore, the communicative role of
school social media lies in its capacity to mediate perception, not only in its ability to distribute content.

2.2 Parental School Choice as an Interpretive Decision-Making Process

The literature on school choice consistently demonstrates that parental decisions cannot be reduced to
a simple rational comparison of school quality indicators. Rather, school choice is a process situated
within a social and interpretive context shaped by access to information, institutional frameworks, prior
expectations, and value-based judgments. Recent studies have shown that parents often engage in
substantial "information work" when choosing a school, particularly when they lack strong prior
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reference points or must navigate an unfamiliar educational system. Parents actively gather, compare,
and interpret information to reduce uncertainty and make informed school decisions (Grenier &
Magnan, 2025). Similarly, official information materials not only present neutral choices; they also
configure parents as specific types of decision-makers, such as citizens, consumers, or both (Jogren &
Cakici, 2025). These findings imply that school choice is shaped not only by parental preferences but
also by the communicative environment in which those preferences are formed and enacted.

Recent research also suggests that parental choice increasingly occurs within a broader educational
marketplace where schools are compared not only through formal reputations but also through mediated
impressions. Studies of online schools and school profiles show that parents evaluate schools through
perceived suitability, social identity, convenience, and future-oriented aspirations for their children,
while schools simultaneously differentiate themselves through public representation (Sokolowski et al.,
2026; Zwier, 2025). This means that school choice cannot be separated from the symbolic construction
of school image. Parents not only ask which school is objectively best, but also which school aligns
with their educational, family, and social expectations. In this sense, mediated visibility becomes part
of the evaluation process itself. Schools that are more readily perceived in public communication may
become easier to imagine, compare, and choose.

2.3.  Instagram as a Visual Communication Platform in Educational Decision-Making
Among social media platforms, Instagram holds a crucial position because it is built around visual-
symbolic communication. Images, short videos, captions, coherent layouts, and interactive features
combine to create a communicative environment where information is conveyed not only through
statements but also through mood, style, and emotional cues. Recent research in digital marketing and
media studies suggests that visual communication on Instagram can significantly shape trust,
engagement, and behavioral intentions. Social presence in social media photos can strengthen users'
intentions to act by making representations feel more immediate and credible (Poirier et al., 2024).
Furthermore, symbolic signals on Instagram influence emotions, trust, engagement, and message
dissemination (Gurung et al., 2025). Meanwhile, presentation strategies influence how audiences
evaluate content (Saternus et al., 2024).

This logic is particularly relevant for educational institutions. School Instagram accounts can showcase
student activities, facilities, achievements, religious practices, classroom atmosphere, and institutional
values in a way that is immediately accessible to parents. Through repeated exposure, such content can
foster familiarity, reduce uncertainty, and provide clues to evaluate school quality and value alignment.
At the same time, recent literature on influencer and platform communication suggests that
effectiveness depends not only on visibility but also on perceived credibility, coherence, and
authenticity (Pan et al., 2025; Libai et al., 2025). For schools, this means that Instagram is persuasive
not only because it is active, but because it presents an institutional identity that appears consistent,
trustworthy, and meaningful to prospective families. Especially in educational contexts where parents
must make choices on behalf of their children, visual presentations of school life can serve as a resource.
interpretive content that helps them imagine what the school experience will be like.

24. Conceptual Framework and Hypothesis Development

Instagram media exposure in this study is conceptualized as parents' exposure to, attention to, and
understanding of school-related content published on the official MI PKP JIS Instagram account. This
exposure includes frequency of access, attention to posts, interest in visual content, engagement with
reels or videos, and comprehension of the information presented. In the context of school
communication, Instagram provides parents with visual and narrative cues about school programs,
student activities, achievements, facilities, religious practices, and institutional values.

Parents' school choice decisions are conceptualized as an evaluative process in which parents search for
information, compare school alternatives, assess school quality, consider school advantages, and build
confidence in their school choice for their children. Since school choice involves uncertainty and value-
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based judgment, exposure to Instagram content may help parents reduce uncertainty, form impressions
of the institution, and strengthen their decision-making tendency.

Based on this reasoning, the conceptual framework of this study posits that Instagram media exposure
is the independent variable and parents' school choice decisions are the dependent variable. The
framework assumes that greater exposure to the school's Instagram content will positively influence
parents' decision-making when choosing the school.

Independent Variable Dependent Variable
Instagram Media Exposure (X) Parents’ School Choice Decisions (Y)
+ Frequency of access  Information seeking
« Attention to posted content _> » Comparison of school alternatives
« Interest in Instagram posts/reels » Evaluation of school quality
¢ Understanding of information presented » Confidence in school choice
* Perceived attractiveness of content » Final decision tendency

Figure 1. Conceptual Framework

Therefore, the hypothesis proposed in this study is: H1: Instagram media exposure has a positive and
significant effect on parents' school choice decisions.

3. METHOD

This study employed a quantitative explanatory design to examine the effect of Instagram media
exposure on parents' school choice decisions in an Islamic primary school setting. A quantitative
approach was selected because the study aimed to test a direct relationship between an independent
variable and a dependent variable using numerical data and statistical analysis. The explanatory
orientation was appropriate because the study did not merely describe parents' exposure to school social
media, but specifically sought to determine whether such exposure significantly influenced their
decision-making. This design is commonly used in social media and decision-making research when
the objective is to test the magnitude and direction of relationships among measurable constructs
(Macias Urrego et al., 2024)

The study was conducted at MI PKP JIS, an Islamic primary school that actively uses Instagram as a
communication and promotional channel. The target population consisted of parents or guardians who
had access to the school's Instagram account and were either in the process of choosing a school for
their child or had previously chosen one. This population definition was important because the study
focused specifically on parents as the main educational decision-makers rather than on general
Instagram users. In the source manuscript, the fieldwork was conducted over a two-month period from
March to May 2026.

The respondents of this study were parents or guardians who had accessed, viewed, or followed the
official Instagram account of MI PKP JIS and were involved in choosing a school for their children.
This respondent group was selected because parents are the primary decision-makers in elementary
school selection, especially in the context of Islamic primary education. Therefore, their exposure to
the school's Instagram account is directly relevant to the research objective. Based on the available
SPSS output, 104 valid responses were used in the statistical analysis. The respondent profile was also
reported based on 104 complete demographic responses. This clarification ensures consistency between
the demographic description, validity testing, classical assumption testing, and regression analysis.

The sampling technique used in this study was non-probability purposive sampling. This technique was
chosen because the study required respondents who met specific inclusion criteria relevant to the
research objective. The inclusion criteria were: (1) being a parent or guardian, (2) having followed,
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viewed, or accessed the MI PKP JIS Instagram account, and (3) being currently or previously involved
in choosing a school for a child. Based on the collected responses, 104 respondents were included in
the statistical analysis, while 104 complete responses were used to describe respondent characteristics.
Purposive sampling is methodologically appropriate when researchers need participants with particular
experiences or attributes related to the phenomenon under investigation, especially in digital and parent-
focused survey research. Similar procedures have been used in recent studies that collected parent
responses through electronic surveys with purposively defined criteria (Yu et al., 2025).

Data were collected using a structured questionnaire with a five-point Likert scale, ranging from
strongly disagree to strongly agree. The instrument consisted of 24 items: 12 for the independent
variable and 12 for the dependent variable. The independent variable, Instagram media exposure, was
treated as a composite construct reflecting parents' overall exposure to the school's Instagram content.
The indicators included awareness of the Instagram account, exposure frequency, repeated access,
reading of school information, attention to visual content, interest in student activities, attention to
achievement-related posts, and perceptions of informativeness and clarity.

The dependent variable, parents' school choice decisions, was also measured as a composite construct,
covering information seeking, comparison of school alternatives, evaluation of school quality and
programs, confidence in the choice, and final decision tendency. The use of Likert-type instruments is
consistent with recent social media survey studies that measure exposure, perception, and decision-
oriented constructs through standardized self-report items (La Touche et al., 2025).

To ensure instrument quality, the study applied validity and reliability testing before hypothesis testing.
Validity testing assessed whether each questionnaire item adequately represented the intended
construct, while reliability testing determined the instrument's internal consistency. According to the
source manuscript, all items in both variables were found to be valid and reliable, indicating that the
questionnaire was suitable for further statistical analysis.The data analysis procedure consisted of
descriptive statistics, classical assumption testing, and simple linear regression. Classical assumption
testing included normality, heteroscedasticity, and multicollinearity checks. Although the model
included only one independent variable, the multicollinearity test was still reported, with tolerance and
VIF values indicating no multicollinearity problem. After the assumptions were examined, the
hypothesis was tested using simple linear regression to estimate the direct effect of Instagram media
exposure on parents' school choice decisions.

This analytical strategy was appropriate because the model tested a single predictor and a single
outcome, consistent with the study's research question and hypothesis structure.Overall, the
methodological design of this study was aligned with its objective: to provide empirical evidence on
whether and to what extent exposure to a school's Instagram communication is associated with parents'
decisions to choose that school. The approach combined a context-specific sampling strategy, a
structured Likert-scale instrument, and regression-based hypothesis testing to yield findings that are
both analytically focused and practically relevant to educational communication research.

4. FINDINGS

4.1. Respondent Profile

A total of 104 respondents were included in the statistical analysis, while 104 complete responses were
used to describe respondent characteristics. This distinction indicates that the analytical model relied
on the full, valid dataset, whereas the demographic profile was based on fully completed respondent
information. Overall, the respondents were highly relevant to the study's purpose because they were
parents or guardians who had access to the MI PKP JIS Instagram account and were involved in
educational decision-making for their children.
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Table 1. Respondent Characteristics

Characteristic Category n %
Sex Female 92  88.5%
Male 12 11.5%
Age 25-35 years 60 57.7%
Other age groups 44 42.3%
Education Senior high school 8 7.7%
Diploma 26 25.0%
Undergraduate degree 62 59.6%
Postgraduate degree 8 71.7%
Follow MI PKP JIS Instagram  Yes 95 91.3%
No 9 8.7%

The respondent profile shows that the majority were female, aged 25-35, and held an undergraduate
degree. Most respondents also followed MI PKP JIS's official Instagram account. This profile indicates
that the respondents were appropriate for this study because they represented parents or guardians who
were exposed to the school's digital communication and were relevant to the school choice decision-

making process.

4.2, Respondent Profile
Before hypothesis testing, the research instrument was assessed for validity and reliability. Validity was
examined using item-to-total correlation values. An item was considered valid when the calculated r-
value exceeded the r-table value of 0.191 and the significance value was lower than 0.05. Reliability
was assessed using Cronbach's alpha; values above 0.60 indicated reliable measurement.

Table 2. Validity Results for Instagram Media Exposure (X)

Item r-count / Loading value r-table Sig. Decision
X1 0.805 0.191 <0.001 Valid
X2 0.873 0.191 <0.001 Valid
X3 0.850 0.191 <0.001 Valid
X4 0.817 0.191 <0.001 Valid
X5 0.786 0.191 <0.001 Valid
X6 0.834 0.191 <0.001 Valid
X7 0.850 0.191 <0.001 Valid
X8 0.793 0.191 <0.001 Valid
X9 0.797 0.191 <0.001 Valid

X10 0.859 0.191 <0.001 Valid

X11 0.723 0.191 <0.001 Valid

X12 0.751 0.191 <0.001 Valid

Table 3. Item Validity Results for Parents' School Choice Decisions (Y)

Item r-count / Loading value r-table Sig. Decision
Y1 0.507 0.191 <0.001 Valid
Y2 0.772 0.191 <0.001 Valid
Y3 0.790 0.191 <0.001 Valid
Y4 0.789 0.191 <0.001 Valid
Y5 0.840 0.191 <0.001 Valid
Y6 0.814 0.191 <0.001 Valid
Y7 0.888 0.191 <0.001 Valid
Y8 0.848 0.191 <0.001 Valid
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Y9 0.822 0.191 <0.001 Valid
Y10 0.819 0.191 <0.001 Valid
Y11 0.777 0.191 <0.001 Valid
Y12 0.808 0.191 <0.001 Valid

All items measuring Instagram media exposure and parents' school choice decisions were declared valid
because each item had an r-count value higher than the r-table value of 0.191 and a significance value
below 0.05. Thus, all 24 questionnaire items were retained for further analysis.

Table 4. Descriptive Summary of Instagram Media Exposure (X)

Construct Items Loading AVE Composite  Cronbach's Decision
range Reliability Alpha
Instagram Media 12 0.723- 0.660 0.959 0.953 Reliable/valid
Exposure (X) 0.873
Parents' School 12 0.507- 0.632 0.953 0.945 Reliable/valid
Choice Decisions 0.888

(Y)

The reliability test showed that Instagram media exposure had a Cronbach's alpha value of 0.953, while
parents' school choice decisions had a Cronbach's alpha value of 0.945. Both values exceed the
minimum threshold of 0.60, indicating that the instrument has very strong internal consistency. As
supplementary evidence, the AVEs were above 0.50, and the composite reliabilities were above 0.70,
suggesting adequate convergent validity and construct reliability.

Table 5. Supplementary Fornell-Larcker-Style Discriminant Validity Check

Construct Instagram Media Parents' School Choice
Exposure (X) Decisions (Y)
Instagram Media Exposure (X) 0.813
Parents' School Choice Decisions 0.701 0.795

(Y)

The square roots of the AVEs for Instagram media exposure and parents' school choice decisions were
0.813 and 0.795, respectively. Both values were higher than the inter-construct correlation of 0.701,
suggesting that the two constructs were empirically distinguishable. However, formal cross-loading and
HTMT values require raw item-level inter-construct correlations or SmartPLS output; therefore, they
should not be reported unless the authors re-estimate the model using PLS-SEM.

4.3. Classical Assumption Tests

The study also conducted classical assumption tests before regression analysis. The available SPSS
output included normality testing using the Kolmogorov-Smirnov test, multicollinearity statistics, and
a scatterplot for heteroscedasticity assessment.

Table 6. Classical Assumption Test Results

Test Indicator Result Interpretation
Normality Kolmogorov-Smirnov, Asymp. Sig. =  Marginal; acceptable with N =
TOTAL X 0.045 104 and regression continued
cautiously
Normality Kolmogorov-Smirnov, Asymp. Sig.=  Normal distribution indicated
TOTAL Y 0.171
Multicollinearity Tolerance 1.000 No multicollinearity problem
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Multicollinearity VIF 1.000 No multicollinearity problem
Heteroscedasticity  Scatterplot of residuals No clear pattern ~ No heteroscedasticity problem

4.4. Hypothesis Testing

The main hypothesis was tested using simple linear regression. The regression equation obtained from
the analysis was Y = 15.829 + 0.710X. This equation indicates that every one-unit increase in Instagram
media exposure increased the parents' school choice decision score by 0.710 units. The positive
coefficient shows that stronger exposure to the school's Instagram account was associated with a
stronger tendency among parents to choose the school.

Table 7. Hypothesis Testing Results

Hypothesis Relationship Coefficient t-value p-value R- Decision
square
H1 Instagram Media 0.710 9.941 <0.001 0.492 Supported
Exposure -> Parents'
School Choice
Decisions

The results show that Instagram exposure had a positive and significant effect on parents' school choice
decisions. The coefficient was 0.710, with a t-value of 9.941 and a significance value below 0.001.
Therefore, H1 was supported. The R-square value of 0.492 indicates that Instagram media exposure
explained 49.2% of the variance in parents' school choice decisions, while the remaining 50.8% was
explained by other factors outside the model.

5. DISCUSSION

This study found that Instagram exposure has a positive, statistically significant effect on parents' school
choice decisions in the context of Islamic primary education. The hypothesis testing results show that
Instagram media exposure significantly predicts parents' school choice decisions, with a regression
coefficient of 0.710, a t-value of 9.941, and a significance value of 0.001. Therefore, H1 is supported.
The R-square value of 0.492 further indicates that Instagram media exposure explains 49.2% of the
variance in parents' school choice decisions. This finding confirms that Instagram is not merely a
supplementary communication channel but an important factor in how parents evaluate and decide on
school options for their children.

The finding supports the conceptual framework proposed in this study, which positions Instagram media
exposure as the independent variable and parents' school choice decisions as the dependent variable.
Exposure to the school's Instagram account may influence parents by providing repeated access to
information about school programs, student activities, achievements, facilities, religious practices, and
institutional values. Through this exposure, parents can become familiar with the school, assess its
credibility, and form impressions of whether it aligns with their expectations. In this sense, Instagram
functions as an interpretive medium that helps parents understand the school before making an
educational decision.

The result also strengthens the argument that school social media has become part of the broader
communication ecology of educational institutions. School communication is no longer limited to
formal brochures, school visits, or interpersonal recommendations, but increasingly takes place through
digital platforms that make institutional identity more visible and accessible. In the case of MI PKP JIS,
Instagram enables the school to visually and continuously communicate its image, values, and
educational environment. This form of communication is especially relevant for parents who need
practical, symbolic, and value-based information before choosing a school for their children.

82



.f|'|/' ADPEBI International Journal of Business and Social Science Vol.6 No.1(2026)

The significance of Instagram exposure in this study can be understood through the nature of visual and
repeated communication. Instagram content allows parents to observe representations of school life,
including classroom activities, student achievements, facilities, religious programs, and the institution's
overall atmosphere. Such visual information can help parents reduce uncertainty, compare school
alternatives, and evaluate whether the school meets their expectations. Therefore, the influence of
Instagram exposure is not only related to the frequency of access but also to the way school identity and
quality are represented through digital content.

These findings are consistent with previous studies suggesting that social media can shape trust,
engagement, and behavioral intention by presenting information in a visual, immediate, and emotionally
meaningful form. In educational decision-making, visual communication may help parents form
impressions and strengthen confidence in their choices. Instagram can therefore serve as a bridge
between institutional communication and parental evaluation. It enables schools to present information
in ways that are more accessible, engaging, and easier for parents to interpret than conventional
promotional materials.

However, the findings should not be interpreted as indicating that Instagram is the only factor
influencing parents' school choice. Although Instagram media exposure explains 49.2% of the variance
in parents' school choice decisions, the remaining 50.8% is influenced by other factors outside the
model. These factors may include academic quality, tuition fees, location, religious orientation, school
reputation, peer recommendations, facilities, safety, and previous experiences with the institution.
Therefore, Instagram should be understood as an important but partial factor within a broader and
multidimensional school choice process.

This study contributes to the literature on educational communication by demonstrating that social
media exposure can be empirically linked to parental school-choice decisions in an Islamic primary
school context. Unlike studies that focus mainly on higher education branding or general social media
marketing, this study highlights the role of Instagram in elementary school decision-making, where
parents act as the primary decision-makers. The Islamic school context also makes this finding
meaningful, as parents may consider not only academic quality but also religious values, institutional
culture, and the school's moral environment.

From a practical perspective, the findings suggest that schools need to manage Instagram strategically
as part of institutional communication. Instagram content should not only be attractive but also
informative, credible, consistent, and aligned with the school's identity. Posts about learning activities,
student achievements, religious programs, facilities, teacher-student interaction, and school culture may
help parents evaluate the school more effectively. However, visibility alone is insufficient; schools also
need to ensure that their digital communication reflects authenticity and builds trust.

Several limitations should be acknowledged. This study was conducted in a single Islamic primary
school and used purposive sampling, which limits the generalizability of the findings. The model also
used only one independent variable, namely Instagram media exposure. Future studies are
recommended to include additional predictors such as school reputation, tuition fees, distance, religious
orientation, peer recommendation, service quality, and parental trust. Future research may also use
qualitative methods to explore how parents interpret specific Instagram content and how digital
impressions interact with offline experiences to shape school choice decisions.

6. CONCLUSION

This study concludes that Instagram media exposure has a positive and significant effect on parents’
school choice decisions in the context of Islamic primary education. The hypothesis testing results
confirm that higher exposure to the official Instagram account of MI PKP JIS is associated with stronger
parental decision-making in choosing the school. With a regression coefficient of 0.710 and an R-square
value of 0.492, the findings indicate that Instagram media exposure explains 49.2% of the variance in
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parents’ school choice decisions. Thus, the proposed hypothesis is supported.The findings demonstrate
that Instagram functions not only as a promotional platform but also as an important part of the school’s
communication ecology. Through visual and repeated exposure to information about school programs,
student activities, achievements, facilities, religious practices, and institutional values, parents are able
to form impressions, evaluate school quality, and develop confidence in their school choice. In this
sense, Instagram serves as an interpretive medium that helps parents understand the school before
making an educational decision.

The main contribution of this study lies in its focus on Instagram media exposure in the context of
Islamic primary education, where parents act as the primary decision-makers. While previous studies
have often examined social media communication in higher education or general marketing contexts,
this study shows that school social media also plays an important role in elementary school choice. The
Islamic school context further highlights that parental decisions are shaped not only by academic
considerations but also by religious values, institutional identity, and perceptions of the school’s moral
environment.Practically, the findings suggest that Islamic primary schools should manage Instagram
strategically as part of institutional communication. Schools need to present content that is not only
attractive but also informative, credible, consistent, and aligned with their educational and religious
identity. Content related to learning activities, student achievements, teacher-student interactions,
religious programs, facilities, and school culture may help parents evaluate the school more effectively
and strengthen their trust in the institution.

However, this study has several limitations. The research was conducted in a single Islamic primary
school and used purposive sampling, which limits the generalizability of the findings. In addition, the
model only examined one independent variable, namely Instagram media exposure. Future studies are
recommended to include additional variables such as school reputation, tuition fees, distance, religious
orientation, parental trust, peer recommendations, and service quality. Comparative studies involving
several schools and qualitative approaches are also needed to better understand how parents interpret
school-related Instagram content and how digital impressions interact with offline experiences in
shaping school choice decisions.
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