TEM Journal. Volume 15, Issue 2, pages 1735-1743, ISSN 2217-8309, DOI: 10.18421/TEM152-65, May 2026.

Relationship Marketing, Service Quality,
Trust in Institutions on the Selection
Decision of Religious-Based Education
Institutions in Indonesia

Fatkuroji Fatkuroji !, Wahyudi Wahyudi !, Mustagim Mustagim 1, Abdul Wahid *

! Universitas Islam Negeri Walisongo, Semarang, Indonesia

Abstract — This study examines how relationship
marketing, service quality, and institutional trust
influence  parents' choice of religious-oriented
educational institutions in Indonesia. The primary
objective is to examine how these factors interact and
influence parents' decision-making. A total of 200
parents of children enrolled in Islamic schools in
Central Java were administered a structured
guestionnaire, which was used to collect data using
guantitative techniques and an explanatory study
design. Multiple linear regression analysis was used to
assess the correlation between variables. According to
the findings, relationship marketing has the greatest
impact on parents' assessment of which school to enrol
their children in, followed by service quality and
institutional trust. The regression model explains 55.6%
of the variance in the decision-making process. The
results of this study highlight the need for religious-
based educational institutions to prioritize relationship
marketing techniques, improve service quality, and
foster trust.
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1. Introduction

Trust in educational institutions is supported
through effective communication and relational
strategies aligned with community expectations, and
public relations strategies are important in building
trust through good communication with the
community [46]. Service quality standards set by
leadership are very important because they have been
shown to increase public trust in educational
institutions, influencing parents' decisions regarding
student enrolment [12].

Public trust is enhanced when institutions
demonstrate reliability and accountability, influencing
parents' choices [3]. Transformative leadership can
foster a positive image that increases public interest
and trust [43]. The perception of institutional quality
is very important; it shapes how these institutions
market themselves, effectively bridging the gap
between service offerings and community values.
Institutions must effectively market their quality to
build public trust [23].

As these institutions respond to evolving
community needs and maintain the delivery of quality
services, their competitive advantage in attracting
students increases significantly, and the role of
branding in increasing public interest [28]. Therefore,
trust emerges as a fundamental component of parental
choice and an important asset for maintaining
institutional credibility [40], [45].

Relationship marketing has emerged as an
important strategy for building long-term, mutually
beneficial  relationships  between  educational
institutions and their stakeholders, especially students
and parents [29], [30]. Service quality, including
faculty competence, facilities, and curriculum,
directly influences parents' and students' perceptions
and choices [20]. In addition, trust in the institution
plays an important role in ensuring that these
relationships last, especially in faith-based education,
where the integrity of the institution and alignment
with religious principles are paramount [10]. Parents
do school selection with various considerations [5].
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The novelty of this study lies in its integrated
approach, examining how relationship marketing,
service quality, and trust in the institution interact to
influence the decision to choose faith-based education
in Indonesia. The main objective of this study is to
explore how these three factors influence the decision-
making process of choosing a faith-based education
institution in Indonesia and provide valuable
recommendations for educators and policymakers.

2. Literature Review and Hypotheses

This section provides a comprehensive overview
of the relevant literature and formulates research
hypotheses. In this review, three main factors that
influence school choice decisions are analyzed:
relational marketing strategies, perceived service
quality, and trust in educational institutions. In each
subsection, the theoretical basis and empirical
evidence are discussed.

2.1. Relationship Marketing and School Choice
Decisions

Relationship marketing with school choice
decisions emphasizes the importance of family
dynamics and parental involvement as the driving
force behind educational choices. Societal perceptions
strongly influence the school selection process, with
middle-class parents often seeking environments that
reinforce social status and cultural values [8], [41]. In
addition, parental self-efficacy and perceived support
networks contribute to academic outcomes, which
influence school choice [22]. The marketing strategies
used by schools also shape parents' perceptions, where
factors such as the school's reputation and branding
are crucial in decision-making [18]. The relevance of
relationship marketing strategies designed to address

gaps [2], [19].

H1: Relationship marketing positively and
significantly affects school choice decisions.

2.2. Service Quality and School Choice Decisions

The quality of education services can influence
parents' decisions when choosing a school. Parents
often assess various factors, including school
performance, educational resources, and social
environment, when determining the most suitable
school for their children [4]. Middle-class families
strategically leverage their resources to navigate the
school choice system, often prioritizing schools that
are perceived to provide a safer and more
academically rigorous environment for children [8],
[11].
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Parents' personal experiences and cultural factors
align the desire for quality education with the
implications of racial and socio-economic dynamics
inherent to the school selection process [7].

H2: Service quality positively and significantly
affects school choice decisions.

2.3. Trust in Institutions and School Choice Decisions

Often overwhelmed with information, parents rely
on networks of trust, social connections, and the
perceived reliability of institutions to effectively
navigate choices [33]. Trust shapes expectations of
education quality and reduces perceived risk in
choosing a school, thus fostering a sense of security in
choosing a school [16], [17]. Trust is closely related to
parental engagement and expected educational
experiences, where factors such as school diversity,
academic standards, and socio-economic
considerations play a very important role [36]. The
decision-making process is often a balancing act
between personal preferences and the trust built in the
school's reputation and feedback from the community
[33]. Public trust in educational institutions can
increase parents' confidence in the school selection
process, resulting in appropriate and effective choices
[13].

H3: Trust in the institution positively and
significantly affects school choice decisions.

2.4. Marketing, Service Quality, Trust in Institution, and
School Choice Decisions

Parents' decisions in choosing a school are strongly
influenced by the quality of services, trust in the
institution, and marketing strategies used by
educational institutions [31]. Understanding the
natural tendencies and needs of parents can lead to
effective marketing strategies that can increase trust in
educational institutions and positively impact their
reputation [41]. The role of participatory management
and governance in schools can foster teacher morale
and indirectly increase parental trust. When teachers
are involved in the decision-making process, there
tends to be more satisfaction, better education for
students, and higher expectations from parents [27].

H4: Relational marketing, service quality, and
trust in an institution positively and significantly affect
the decision to choose an educational institution.

2.5. Conceptual Model

Figure 1 illustrates the conceptual model of
relational marketing, service quality, and trust in an
institution positively through school choice decisions.
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Figure 1. Framework research

3. Methodology

This section describes the methodological
approach used to investigate the research objectives,
including details about the research design, sampling
procedures for the sample and population, data
collection tools, and analysis techniques used to
investigate the relationship between relationship
marketing, service quality, trust in institution, and
school choice.

3.1. Research Design

This study employs an explanatory research design
and a quantitative methodology. Using a structured
guestionnaire, respondents' primary data was gathered
using the survey method. This research design was
selected to evaluate and examine the causal
relationship  between the independent factors
(community trust, service quality, and relational
marketing) and the dependent variable (choice of
educational institution).

3.2. Population and Sample

Parents who send their kids to Islamic schools in
Indonesia's Central Java Province comprise the study's
population. Purposive sampling was the sampling
strategy employed, and respondents were chosen
according to predetermined standards. These parents,
in particular, have children enrolled in Central Javan
Islamic schools and have gone through the selection
procedure for these schools.
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3.3. Data Collection Technique

Data was collected using a structured questionnaire
distributed to respondents. The questionnaire
consisted of four main sections that measured the
research variables using a 5-point Likert scale (1 =
strongly disagree to 5 = strongly agree). Each variable
was measured using 10 statement items, so there were
40 statement items in the questionnaire.

3.4. Data Analysis Technique

Multiple linear regression analysis techniques were
used to examine the acquired data and determine how
independent variables affected the dependent variable.
A traditional assumption test, comprising
heteroscedasticity, multicollinearity, and normality
tests, were conducted before regression analysis [9].
The F-test tests the simultaneous influence of all
independent factors on the dependent variable. In
contrast, the t-test examined the partial effect of each
independent variable. SPSS software was used for all
statistical studies.

4. Results

This section presents the results of empirical
analysis. First, the demographic characteristics of
respondents are described, then multiple linear
regression analysis is performed to test the hypothesis.
The results show the extent to which relationship
marketing, service quality, and trust in institutions
influence parents' decisions in choosing educational
institutions.
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4.1. Respondent Profile

Before discussing the results of hypothesis testing,
it is necessary to know the demographic
characteristics of the respondents who participated in
this study.

Table 1. Demographic characteristics of respondents (n=200)

Table 1 presents the demographic profile of the
200 respondents who have participated in the study.

Characteristics n %
Gender

Male 76 38.0
Female 124 62.0
Age Group

< 30 years 23 115
30-40 years 115 57.5
41-50 years 48 24.0
> 50 years 14 7.0
Number of Children

1 child 43 215
2 children 98 49.0
3 children 37 18.5
> 3 children 22 11.0
Level of Education

High School / Equivalent 33 16.5
Diploma (D1-D3) 29 145
Bachelor (S1) 103 51.5
Postgraduate (S2) 32 16.0
Doctorate (S3) 3 15
Religious Education Background

Have studied at a boarding school/seminary 67 33.5
Never studied at a boarding school/seminary 133 66.5
Key Reasons for Choosing an Educational Institution

Religious and moral education 93 46.5
Academic quality 57 28.5
Conducive school environment 29 14.5
School Reputation 13 6.5
Distance from home 8 4.0

According to Table 1, women comprised 62% of
the respondents, while those in the 30-40 age range
comprised the majority (57.5%). 51.5 percent of
respondents had a bachelor's degree, and 49 percent
had two children. Interestingly, religious and moral
instruction accounted for 46.5% of respondents'
reasons for selecting an Islamic educational
institution, followed by academic quality (28.5%),
even though most respondents (66.5%) lacked a solid
educational background.
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Regardless of their religious education, this
demonstrates that parents are well aware of moral and
religious education's role in shaping their children's
character.

4.2. Reliability and Validity Test Results

Before further analysis, it is important to ensure
that the research instruments are valid and reliable.
Table 2 shows the results of the validity and reliability
tests for each research variable.
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Table 2. Validity and reliability test results

Variable Item Pearson r table Description ~ Cronbach's  Description
correlation alpha
(r count)
Relational Marketing (X1) RM1 0,627 0,279 Valid 0,832 Reliable
RM 2 0,733 0,279 Valid
RM 3 0,655 0,279 Valid
RM 4 0,671 0,279 Valid
RM 5 0,745 0,279 Valid
RM 6 0,646 0,279 Valid
RM 7 0,597 0,279 Valid
RM 8 0,608 0,279 Valid
RM 9 0,554 0,279 Valid
RM 10 0,473 0,279 Valid
Service Quality (X2) SQ1 0,700 0,279 Valid 0,862 Reliable
SQ2 0,727 0,279 Valid
SQ3 0,474 0,279 Valid
SQ4 0,702 0,279 Valid
SQ5 0,679 0,279 Valid
SQ6 0,781 0,279 Valid
SQ7 0,589 0,279 Valid
SQ8 0,680 0,279 Valid
SQ9 0,622 0,279 Valid
SQ 10 0,782 0,279 Valid
Trust in Institution (X3) TI1 0,583 0,279 Valid 0,884 Reliable
TI2 0,668 0,279 Valid
TI3 0,763 0,279 Valid
T4 0,719 0,279 Valid
TI5 0,677 0,279 Valid
TI6 0,810 0,279 Valid
TI7 0,620 0,279 Valid
TI8 0,683 0,279 Valid
TI9 0,742 0,279 Valid
TI110 0,813 0,279 Valid
Decision to Choose an SCD1 0,667 0,279 Valid 0,892 Reliable
Educational Institution (Y)
SCD 2 0,720 0,279 Valid
SCD 3 0,749 0,279 Valid
SCD 4 0,690 0,279 Valid
SCD5 0,640 0,279 Valid
SCD 6 0,797 0,279 Valid
SCD7 0,806 0,279 Valid
SCD 8 0,781 0,279 Valid
SCD 9 0,556 0,279 Valid
SCD10 0,789 0,279 Valid

Source: Author's data processing results, 2025

Based on the validity test results in Table 2, all  4.3. Hypothesis Test
statement items for each variable show a Pearson
correlation value (r count) greater than the r table The results of the hypothesis testing are presented
(0.279), so it can be concluded that all items are valid.  in Table 3. The table shows the unstandardized and
As for the reliability test, all variables show a standardized coefficients, t-values, and significance
Cronbach's alpha value> 0.7, which ranges from 0.832  levels for each independent variable.
to 0.892. This value indicates that the research
instrument is reliable and consistent for this study.
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Table 3. Multiple linear regression test results

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error  Beta

(Constant) 8,409 3,239 2,596 0,010

Relationship Marketing 0,416 0,051 0,486 8,169 0,000

Service Quality 0,205 0,059 0,207 3,491 0,001

Trust in Institution 0,148 0,065 0,135 2,277 0,024

N= 200 F=29,273 Sig= 0,000

R2 = 0,556a RzAjustado = 0,309

Tolerance > 0,1 VIF <10 Normality Asymp. Sig. (2-tailed)= 0,068

Source: Author's data processing results, 2025

The results showed that the variables of
Relationship Marketing, Service Quality, and Trust in
Institutions significantly influence the dependent
variable. The regression equation is obtained based on
multiple linear regression analyses conducted on 200
respondents.

Y = 8,409 + 0,416(X1) + 0,205(X2) + 0,148(X3)

With a significance value of 0.000 (p < 0.05) and a
normalized beta coefficient of 0.486, the marketing
variable had the strongest impact on the dependent
variable. suggests that improving the dependent
variable requires a relationship marketing approach. If
all other factors stay the same, the dependent variable
will rise by 0.416 units for every unit increase in
relationship marketing activity. With a significance
value of 0.001 (p < 0.05) and a normalized beta
coefficient of 0.207, Service Quality came in second
in terms of the degree of its influence. The
significance of service quality in the context of this
study is confirmed by this finding. Assuming all other
independent variables stay constant, a one-unit
increase in service quality results in a 0.205-unit rise
in the dependent variable.

Trust in the Institution has a smaller influence than
the preceding two variables, but still demonstrates a
substantial contribution with a standardized beta
coefficient of 0.135 and a significance value of 0.024
(p < 0.05). Every one-unit increase in trust in
institutions increases the dependent variable by 0.148
units, provided all other variables remain constant.

Overall, the regression model demonstrates good
feasibility, with an F value of 29.273 and a
significance of 0.000 (p < 0.05). The model explains
55.6% of the variation in the dependent variable, as
demonstrated by the R? value. The adjusted R? value
of 0.309 indicates a more conservative assessment of
the model's ability to explain variation in the
dependent variable, taking into account the number of
predictor variables. Classical assumption testing
shows that this model meets multiple linear regression
analysis requirements. No serious multicollinearity
problem exists between the independent variables, as
indicated by a Tolerance value greater than 0.1 and a
VIF value less than 10.
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In addition, the model residuals are normally
distributed with an Asymp. Sig (Asymptotic
Significance) (2-tailed) of 0.068 (p > 0.05), which
confirms that the model is reliable for statistical
inference.

5. Discussion

This study investigated the influence of
relationship marketing, service quality, and trust in
institution on parents' decisions to select religious-
based educational institutions in Indonesia. The
findings provide valuable insights into the factors that
drive parents' educational choices within the
Indonesian context, particularly for religious-based
institutions.

5.1. The Influence of Relationship Marketing on School
Choice Decisions

The findings suggest that relationship marketing
has the most influence on parents' decisions to choose
a faith-based educational institution. In Indonesian
education, particularly  faith-based educational
institutions, relationship marketing materializes
through community engagement, alumni networks,
and personal communication approaches aligned with
Indonesian cultural values of collectivism and
community ties. The dominance of relationship
marketing in influencing selection decisions reflects
Indonesian society's strong emphasis on relationships
and community connections. Faith-based educational
institutions in Indonesia have successfully leveraged
relationship  marketing strategies by hosting
community events, maintaining strong alumni
networks, and engaging parents through personalized
communications. Effective relationship marketing
strategies have a positive impact on enrolment rates at
educational institutions [24], [35]. Schools can build
trust and loyalty through customized communication
and engagement, critical to attracting new students in
a competitive education landscape [6], [39].
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5.2. The Impact of Service Quality on School Choice
Decisions

Service quality is the second most influential factor
in parents' school choice decisions. For faith-based
educational institutions in Indonesia, service quality
includes academic excellence, facilities, teacher
qualifications, and the overall educational experience
provided to students. When services are effective, they
help reduce the barriers associated with school choice
for families seeking a supportive environment [14],
[25]. As a result, schools that emphasize the delivery
of high-quality services, including comprehensive
health and counselling programs, are more likely to
attract families seeking an optimal educational
environment [1].

5.3. The Role of Trust in Institutions on School Choice
Decisions

Trust in the institution emerged as the third
significant factor influencing parents' school choice
decisions. Trust materializes through parents' belief
in the institution's ability to uphold religious values
while providing quality education. The importance of
trust in this study reflects the position of faith-based
educational institutions in Indonesian society, where
they are trusted not only for academic development
but also for students’ moral and religious formation.
Trust between parents and school personnel is critical
to student discipline and the overall school experience,
indicating that strong relationships can produce
positive outcomes [32]. Trust within the educational
environment will promote emotional well-being and
better performance [34], which can improve parents'
perception of the school [44]. Parental trust in school
governance, emphasizing the link between trust and
education quality [10]. Parental trust is critical in
decision-making regarding school choice [37], [38].

The Combined Effect of Relationship Marketing,
Service Quality, and Trust in Institutions Through
School Choice Decisions.

The joint effects of relationship marketing, service
quality, and trust in the institution explain most
variance in parents' decision-making regarding faith-
based educational institutions in Indonesia. The
findings support a holistic theoretical framework that
integrates marketing, service management, and trust
theories to understand the education selection process.

TEM Journal —Volume 15 / Number 2 / 2026.

The complementary nature of these three factors
demonstrates the complex decision-making process
parents in Indonesia undertake when choosing an
educational institution. Parental engagement plays an
important role in shaping choices regarding
educational institutions [26]. Marketing practices aim
to attract certain types of students, especially those
considered high achievers [15].

Effective communication between schools and
families can foster a stronger partnership, which
contributes to the right school choice [21]. The
competitive nature of the school choice market
encourages institutions to adopt marketing practices
that foster attractiveness and ensure alignment with
parental expectations, ultimately influencing trust and
the decision-making process [42].

6. Conclusion

This research shows that relational marketing,
service quality, and trust in an institution significantly
influence the selection decision, with relational
marketing emerging as the most dominant factor,
followed by service quality and trust in the institution.
This hierarchy of influence suggests that parents in
Indonesia prioritize ongoing relationships and
connection with the community when choosing a faith-
based education institution while also valuing the
institution's competence in delivering quality
education and demonstrating trust in upholding
religious values. The results shed light on the complex
interactions between marketing strategies, service
provision, and trust-building in shaping educational
choices in the socio-cultural context of Indonesia,
where religious values remain central to the decision-
making process for many families.

The practical implications for faith-based
educational institutions in  Indonesia include
prioritizing  relationship  marketing  methods,

improving service quality, and constantly adhering to
religious precepts to foster trust. Policymakers must
also promote professional development while
preserving the institution's religious identity. This
study's limitations include a cross-sectional
methodology that only monitors decisions at a single
point in time and does not take into account the
influence of digital transformation. Future studies
should employ a longitudinal approach while
broadening the breadth and factors addressed.
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