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Abstract. This study investigates the impact of Firm-Generated Content (FGC), 

User-Generated Content (UGC), brand awareness, and brand attitude on 

prospective students’ intention to enroll in the DKV X study program. A survey 

was conducted, and data were analyzed using Partial Least Squares Structural 

Equation Modeling (PLS-SEM). The results indicate that FGC, UGC, and brand 

awareness significantly predict the intention to enroll. Additionally, brand 

awareness serves as a mediator in the relationship between UGC and intention to 

enroll. This study contributes to the literature by demonstrating the significant 

roles of FGC, UGC, and brand awareness in shaping students' enrollment 

intentions. The findings also offer practical insights for educational institutions 

to enhance their marketing strategies by leveraging both official content and user-

generated content to increase brand visibility and influence prospective students’ 

decisions. 

Keywords: Firm-generated content, User-generated content, Intention to enroll, 

Brand awareness, Visual Communication Design. 

1 Introduction 

In Indonesia, the interest over time for visual communication design (commonly 

abbreviated as “dkv” in Bahasa Indonesia) has risen in the last ten years. The rise of 

interest can be seen via Google Trends, where in January 2015, the value of the search 

was 27, and on January 2025, it has risen to 78 [1]. The rise of interest of visual 

communication design is also noticed by higher education institutions. Badan 

Akreditasi Nasional Perguruan Tinggi (BAN-PT) records 142 visual communication 

design study programs from various institutions [2]. The rising number of interests in 

visual communication design and the availability of various visual communication 

design study programs have shifted the education landscape, where higher education 

has become an industry [3]. To comply with the current situation, many institutions 

have implemented several theories and strategies of marketing; one of the strategies is 

content marketing. As we can see in Fig. 1 below, it also shows the level of interest in 

Visual Communication Design (“dkv”) based on Google Trends. 
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Fig. 1. Interest over time of “dkv” from Google Trends. Accessed on 3rd of April 2025. 

Content marketing is a social media marketing strategy that focuses on creating con-
tent that is relevant, useful, and appealing to the audiences [4]. Two distinct concepts 
represent content marketing: firm-generated content (FGC) and user-generated content 
(UGC). FGC is social media content made by firms to inform, appeal, and build trust 
[5]. FGCs are important as they may trigger contents made by users, hence creating 
UGC [6]. UGC is social media content made by users who are unaffiliated with the 
firm. Both FGC and UGC are important as both are useful for a company to grow its 
brand, leading to more interaction and transactions. 

Both FGC and UGC are found to drive customers’ purchase intention in various 
contexts, such as skincare [7], crafts [8], food [9], etc. However, research on the effects 
of FGC and UGC on prospective students' intention to enroll in a university has been 
scarce. Through a systematic literature review, one research has studied the effects of 
FGC on university enrollment intention [10], no research that includes the effects of 
UGC on university enrollment intention has been found. From the research phenomena 
and theoretical gap, this research aims to provide new empirical research to study the 
impact of FGC and UGC to students’ enrollment intention, especially in visual com-
munication design study programs. This research proposes two research hypotheses 
that will be further researched: 

1. There is a positive and direct effect of FGC on intention to enroll 
2 There is a positive and direct effect of UGC on intention to enroll . 
Through the systematic literature review, it is found also that brand attitude [6], [11], 

[12], [13] and brand awareness [14], [15], [16], [17], [18] are both used as a mediation 
variable for either FGC or UGC to various behavioral intentions, especially purchase 
intentions. Brand attitude refers to the overall assessment of a brand by the consumer 
[19], while brand awareness refers to the ability of potential consumers to recognize 
and remember a brand. Through social media, high school students are exposed to var-
ious information that may affect their attitude and awareness towards a study program. 
Hence, six new hypotheses are formed for this study: 

1 There is a positive and direct effect of brand attitude on intention to enroll . 
2 There is a positive and direct effect of brand awareness on intention to enroll . 
3 Brand attitude mediates the effect of FGC to intention to enroll . 
4 Brand attitude mediates the effect of UGC to intention to enroll . 
5. Brand awareness mediates the effect of FGC to intention to enroll 
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6. Brand awareness mediates the effect of UGC to intention to enroll 
Although prior research has shown that FGC and UGC play significant roles in shap-

ing consumer purchase intention across industries such as fashion, food, and skincare 
[6], [7], [9], there is limited empirical evidence on how these content types affect be-
havioral intentions in the context of higher education, particularly regarding university 
enrollment. While one study [10] has addressed the role of FGC in this context, there 
is a notable lack of research exploring the effect of UGC, especially on creative study 
programs like Visual Communication Design, which rely heavily on image-building 
and audience engagement. This research addresses these gaps by investigating the di-
rect and mediated effects of FGC and UGC on prospective students’ intention to enroll 
in a DKV program, with brand attitude and brand awareness as potential mediators. 
The novelty of this study lies in (1) its contextual contribution to the underexplored 
domain of creative education marketing, (2) its empirical inclusion of UGC as a key 
determinant, and (3) the examination of brand-related cognitive factors as mediators. 

2 Methodology 

This research is a study with a positivist approach, which is effective for explaining 
associations and influences between variables [20]. The author uses a quantitative 
method to empirically observe and study research samples in order to develop universal 
and generalizable results [21]. 

Data collection is carried out using a survey technique, where respondents fill out 
the survey and provide evaluations of statements that are indicators or operationaliza-
tions of the research variables. In this study, the author adapts research items from pre-
vious researchers for the FGC [18], UGC [22], brand attitude [23], brand awareness 
[18], and behavioral intention [24], [25]. The constructs used in this study were selected 
based on a comprehensive literature review and relevance to the context of higher edu-
cation marketing. Each construct is grounded in prior empirical studies and adapted to 
the context of prospective students evaluating a Visual Communication Design study 
program.  

FGC refers to social media content created by the institution itself, typically aimed 
at promoting the program and building trust [5]. Indicators for FGC were adapted from 
previous research [18], focusing on how prospective students perceive the informative-
ness and engagement of the institution's social media content. 

UGC encompasses social media content created by users who are unaffiliated with 
the institution, such as testimonials, reviews, or shared experiences [22]. This construct 
was included based on growing evidence of its persuasive impact in digital environ-
ments [6], and its indicators were adopted from previous research [22], focusing on 
relevance and engagement. 

Brand Attitude captures the prospective students’ evaluative feelings toward the 
DKV X program, referring to perceived quality, reputation, and overall impression. 
Indicators were adapted from previous research [23], a widely cited scale in studies of 
branding and consumer behavior in the context of digital marketing. 
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Brand Awareness reflects a respondent’s ability to recognize, recall, and differenti-
ate the DKV X program from other competitors. This construct is crucial in the early 
stages of the decision-making process, particularly in crowded educational markets. 
Indicators were adapted from previous research [18] and modified to fit the educational 
context. 

Intention to Enroll measures the degree to which a prospective student plans, desires, 
or intends to join the DKV X program. This construct is derived from the Theory of 
Planned Behavior [26], though it is adapted to enrollment-specific decision-making. 
Indicators were sourced from previous researches [25], [27]. 

The survey is conducted using the site populix.co, which can be used to distribute 
the research survey to respondents who meet the predetermined criteria, which are stu-
dents, interested in studying visual communication design and are from Java. To deter-
mine the minimum sample for this survei, power analysis calculation through 
G*Power® is used [28], [29], which resulted in the number of 129 respondents. 

Data analysis is performed using PLS-SEM. This analysis is conducted because 
PLS-SEM is effective in research for theory building with smaller research samples 
compared to other statistical analyses [30]. In PLS-SEM, there are two main models: 
the measurement model, which is used to analyze the relationship between variables 
and their indicators, and the structural model, which is used to analyze the relationships 
between variables in the research model. The data analysis is done using SmartPLS 4®. 

3 Result & Discussion 

3.1 Research Respondents 

From the data collected, there are 141 respondents that is used after further checking. 
The respondents of this research can be seen in Table 1. 

Table 1. Research Respondents. 

 Criteria Total Percentage 
Gender Male 62 43.97% 
 Female 79 56.03% 
Age <18 41 29.08% 
 18-24 100 70.92% 
Grade 10 5 3.55% 
 11 18 12.77% 
 12 118 83.69% 
Social Media Usage  Less than 1 hour each day 3 2.13% 
Frequency 1-3 hours each day 29 20.57% 
 4-6 hours each day 64 45.36% 
 More than 6 hours each day 45  31.91% 
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Table 1 presents the demographic characteristics of the respondents, including gen-
der, age, grade level, and social media usage frequency. In terms of gender, 43.97% of 
the respondents are male, while 56.03% are female. Regarding age, the majority of 
respondents are between 18-24 years old, making up 70.92% of the sample, while 
29.08% are under 18. As for grade level, the largest group is in grade 12, comprising 
83.69% of the respondents, followed by grade 11 with 12.77%, and grade 10 with 
3.55%. When it comes to social media usage, 2.13% of the respondents use social media 
for less than 1 hour each day, 20.57% use it for 1-3 hours, 45.36% use it for 4-6 hours, 
and 31.91% use it for more than 6 hours daily. This demographic breakdown provides 
a detailed overview of the respondents' characteristics, offering insights into their gen-
der, age, grade level, and social media habits. 

3.2 Measurement Model 

The measurement model is a conceptual framework used to analyze the relationship 
between variables and their respective indicators. In this study, the author examines 
indicator reliability, construct reliability, convergent validity, and discriminant validity. 
To assess indicator reliability, the author evaluates the outer loading values of each 
indicator, where a good threshold is above 0.708 [31]. For construct reliability, the 
study considers Cronbach’s alpha and composite reliability for each variable, with an 
acceptable range between 0.7 and 0.95 [32]. Convergent validity is assessed using the 
average variance extracted (AVE), where a value above 0.5 is considered satisfactory 
[33]. Meanwhile, discriminant validity is measured using the heterotrait-monotrait ratio 
(HTMT), with an ideal value below 0.9 [34]. Table 2 presents the outer loading values, 
Cronbach’s alpha, composite reliability, and AVE for the indicators and variables used 
in this study. 

Table 2. Outer Loading, Cronbach’s Alpha, Composite Reliability, AVE. 

Variable & Indicator Outer 
Loading 

Cronbach’s 
Alpha 

Composite 
Reliability 

AVE 

Firm Generated Content [18]  
(FGC1) The content created by DKV X 
on its social media is informative 

0.898 
0.728 0.732 0.786 

(FGC2) The content created by DKV X 
on its social media is engaging 

0.875 
 

User Generated Content [22]  
(UGC1) The content created by     
users about DKV X on social media
is informative 

 
0.807  

0.736 0.737 0.655 
(UGC2) The content created by     
users about DKV X on social media
is engaging 

 
0.805  
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(UGC3) The content created by     
users about DKV X on social media 
is relevant to me 

 
0.816 

Brand Attitude [23]  
(ATT1) I feel that DKV X is of high 
quality 

0.790 

(ATT2) I have a positive impression 
of DKV X 

0.848 0.768 0.782 0.680 

(ATT3) I believe that DKV X has a 
good reputation 

0.836 

Brand Awareness [18]  
(AWR1) I can recognize characteris-
tics of DKV X 

0.729 

(AWR2) I can distinguish DKV X 
from others 

0.804 0.699 0.714 0.624 

AWR3) When asked about a DKV 
program, I immediately think of 
DKV X without hesitation 

0.832 

Intention to Enroll [24], [25]  
(INT1) I intend to enroll in DKV X 0.922 
(INT2) I am willing to enroll in 
DKV X 0.935 

0.900 0.911 0.833 

(INT3) I plan to enroll in DKV X 0.881 

From the analysis presented in Table 2, there was 1 indicator (FGC3) that was re-
moved as it had an outer loading value beneath 0.708. All remaining indicators have an 
outer loading value above 0.708, therefore, all remaining indicators are considered re-
liable and can be used for further analysis. From the five variables used in this study, 
Brand Awareness had a Cronbach’s alpha of 0.699, which normally cannot be used as 
the variable or construct is deemed unreliable. However, as the composite reliability’s 
value is 0.714 (the minimum threshold is 0.70), Brand Awareness is still deemed relia-
ble. All variables have an AVE value above 0.50, indicating that the variables exhibit 
good convergent validity. This confirms that the indicators used effectively explain the 
variance of their respective latent variables, ensuring that the measurement model is 
appropriately specified. To analyze the discriminant validiy, HTMT matrix is used. The 
matrix is shown in Table 3. 

Table 3. HTMT. 

 Brand 
Attitude 

Brand 
Awareness 

FGC Intention 
to Enroll 

UGC 

Brand Attitude      
Brand Awareness 0.543     
FGC 0.807 0.565    
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Intention to Enroll 0.367 0.760 0.377   
UGC 0.794 0.888 0.860 4  0.49

Based on the HTMT matrix in Table 3, the values for all variables are below 0.90, 
indicating that the discriminant validity of the constructs is confirmed. This suggests 
that each construct is sufficiently distinct from the others and that the constructs meas-
ure different aspects and are not redundant. Therefore, the constructs in this study are 
considered to have adequate discriminant validity. 

3.3 Structural Model 

The structural model is a conceptual framework used to evaluate the relationships be-
tween variables in the research model. The first step is to examine the relationships 
between variables to determine whether there are any multicollinearity issues by look-
ing at the variance inflation factor (VIF) values. A VIF value below 5 indicates no 
multicollinearity problems [31]. Next, the R-square value is examined to assess how 
much of the variance in the dependent variable can be explained by the independent 
variables. The higher the R-square value, the better the model explains the dependent 
variable. Finally, hypothesis testing is conducted by analyzing the path coefficients, T-
statistics, and P-values. 

The VIF values for the indicators in this study indicate that there are no issues with 
multicollinearity. According to the threshold of VIF < 5, all values are well below this 
limit, with the highest VIF being 3.478 for INT2. The rest of the VIF values range from 
1.271 to 2.945, which are considered acceptable and indicate that the indicators are not 
highly collinear with each other. This suggests that multicollinearity is not a concern in 
the model, and the relationships between the variables can be interpreted without dis-
tortion from excessive correlation between the predictors. 

The R-square values indicate the explanatory power of the model for each dependent 
variable. For brand attitude, the model explains 45.9% of the variance (R-square = 
0.459), suggesting a moderate level of explanation. For brand awareness, the model 
explains 41.0% of the variance (R-square = 0.410), indicating that the independent var-
iables have a reasonable effect on brand awareness. For intention to enroll, the model 
explains 39.0% of the variance (R-square = 0.390), showing that the variables moder-
ately explain students' intention to enroll. Overall, these R-square values suggest that 
the model is able to explain a significant portion of the variance in these dependent 
variables, though there is still room for further improvement. 

Lastly is the hypotheses testing, shown in Table 4. 

Table 4. Hypotheses Testing. 

Hypothesis Path Path Co-
efficients 

T-statis-
tics P-values Results

H1 FGC → INT 0.080 2.196 0.028 Accept 
H2 UGC → INT 0.356 3.592 0.000 Accept 
H3 ATT → INT 0.054 0.412 0.680 Reject 
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H4 AWR → INT 0.607 7.496 0.000 Accept
H5 FGC → ATT → INT 0.021 0.374 0.708 Reject 
H6 UGC → ATT → INT 0.019 0.383 0.702 Reject 
H7 FGC → AWR → INT 0.003 0.068 0.946 Reject 
H8 UGC → AWR→ INT 0.387 5.704 0.000 Accept

The results of the hypothesis testing reveal significant insights into the relationships 
between the variables. Hypothesis 1 (H1), which tests the direct effect of FGC on INT, 
is supported with a p-value of 0.028, indicating a statistically significant relationship. 
Similarly, Hypothesis 2 (H2), which explores the effect of UGC on INT, is also sup-
ported with a p-value of 0.000, suggesting a strong, significant effect. On the other 
hand, Hypothesis 3 (H3), which examines the direct effect of ATT on INT, is not sup-
ported (p-value = 0.680), indicating no significant direct effect. Hypothesis 4 (H4), 
which tests the effect of AWR on INT, is supported with a p-value of 0.000, showing a 
strong relationship. 

The mediation hypotheses (H5, H6, H7, H8) show a quite interesting result. H5 and 
H6, which explore the indirect effects of FGC and UGC on IT through ATT, are not 
supported, with high p-values (0.708 and 0.702, respectively), suggesting that the indi-
rect effects are not significant. Similarly, H7, which looks at the indirect effect of FGC 
through AWR, is not supported with a p-value of 0.946. Lastly, H8, which tests the 
indirect effect of UGC on INT through AWR, is strongly supported (p-value = 0.000), 
indicating a significant mediated effect.  

An interesting finding of this study is the insignificance of brand attitude on students' 
intention to enroll, which contrasts with prior literature that often positions brand atti-
tude as a direct antecedent of behavioral intention [11], [23]. Several explanations may 
account for this result. First, the measurement of brand attitude in this study was cen-
tered on general perceptions of DKV X’s quality, reputation, and image. While these 
attributes contribute to a positive brand evaluation, they may not be sufficient to trigger 
concrete enrollment decisions unless supported by stronger affective or experiential el-
ements, such as emotional identification or peer influence. Second, it is possible that 
prospective students, particularly high school learners, prioritize brand awareness and 
practical visibility (e.g., social media exposure, accessibility of information) over ab-
stract attitudinal perceptions when evaluating study program options. This aligns with 
the significant role of brand awareness found in this study, both as a direct and mediat-
ing factor, suggesting that cognitive availability (i.e., being top-of-mind) is more im-
pactful at this early stage of the decision process. 

In conclusion, this study provides valuable insights into the factors that influence 
prospective students' intention to enroll in DKV X's study program. Specifically, it 
demonstrates that firm-generated content, user-generated content, and brand awareness 
play significant roles in shaping students' intention to enroll. FGC and UGC directly 
impact the intention to enroll, highlighting the importance of both official and user-
generated content. Furthermore, brand awareness acts as a key mediator in the relation-
ship between UGC and intention to enroll. This means that user-generated content, such 
as student testimonials or social media discussions, boosts awareness of the DKV X 
program, which in turn increases the intention of students deciding to enroll in DKV X. 
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4 Conclusion 

This study found that both firm-generated content and user-generated content signif-
icantly influence the intention to enroll in the DKV X study program. Brand awareness 
acts as a direct predictor for intention to enroll and also as a significant mediator for the 
relationship between user-generated content and intention to enroll. The findings sug-
gest that educational institutions, especially in visual communication design study pro-
grams, should focus on creating engaging firm-generated content while encouraging 
user-generated content to enhance their brand visibility and influence prospective stu-
dents' enrollment intentions. The insignificant effect of brand attitude on intention to 
enroll may suggest that in the case of prospective students, rational evaluations of pro-
gram quality and reputation are insufficient without emotional or social reinforcement. 
This implies that educational institutions must not only build positive perceptions but 
also strengthen affective engagement and visibility to influence enrollment behavior. 

This study contributes to the existing literature by providing empirical evidence on 
the role of FGC, UGC, and brand awareness to students' intention to enroll, especially 
in the visual communication design study program context, which has been underex-
plored in previous research. One limitation of this study is the focus on a single univer-
sity’s DKV program, which may limit the generalizability of the results to other insti-
tutions or programs. Future research could expand the study by examining the effects 
of FGC and UGC across different fields of study, or explore additional mediating var-
iables that might further explain the intention to enroll in higher education programs. 

Another limitation of this study lies in the geographic concentration of respondents, 
who were all drawn from urban and peri-urban regions within the island of Java. This 
limits the generalizability of the findings to more rural populations, where access to 
social media, exposure to FGC and UGC, and decision-making factors may differ sig-
nificantly. Future research is encouraged to investigate how location-based variables 
may moderate the effects of FGC, UGC, or brand awareness on students’ enrollment 
intentions. Exploring these contextual nuances would offer more comprehensive in-
sights for educational institutions seeking to tailor their marketing strategies to diverse 
demographic segments. 
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