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ABSTRACT 

 

A university is a nonprofit organization and profit organization. Universities and 

colleges are nonprofit and profit experience fierce competition in this era because of the 

development of technology and globalization. Therefore, the more the consumer 

behavior of college selection (need and Want), so that college is necessary to identify the 

dimensions of the election before entering into a strategy for competition. This study 

aims to find out the dimensions anywhere that an attribute selection behavior of college. 

Research using the 1898 respondents who are high school students to grade III. The 

research instrument adopted from Wrightt, Palmer, Eidson, Griswold (2010); Piliyanti 

(2009), Lloyd (2008) and pre survey conducted by researcher. Based on the results of 

descriptive persentile, the higherst dimension is a program of study and the perception 

of university as specialty goods classification. Based on the results of EFA, consisting of 

grouping dimensions: overall of SMAN and SMAS, there is basic product and the 

expected product. When viewed from SMAN, there is a dimension that is the basic 

product. While about SMAS, there are two dimensions: there is basic product and the 

expected product as well as influence.  

 

Keywords: Higher Education, Consumer Behavior Elections, Electoral Behavior 

Dimension Higher Education. 
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ABSTRAK 

 

Perguruan tinggi merupakan suatu organisasi yang nonprofit dan profit. Perguruan tinggi 

yang nonprofit dan profit mengalami persaingan ketat di era sekarang karena 

berkembangnya teknologi dan globalisasi. Oleh karena itu, semakin banyak pula 

perilaku pemilihan konsumen terhadap perguruan tinggi (need and want) sehingga 

perguruan tinggi perlu adanya mengidentifikasi dimensi pemilihan terlebih dahulu 

sebelum melakukan strategi untuk persaingan. Penelitian ini bertujuan untuk mengetahui 

dimensi-dimensi mana saja yang merupakan atribut perilaku pemilihan terhadap 

perguruan tinggi. Penelitian menggunakan 1898 responden yang merupakan siswa-siswi 

SMA kelas III. Instrumen penelitian diadopsi dari: Wright, R.E., Palmer, J.C., Eidson, 

V., Griswold, M. (2010); Piliyanti, I. (2009); Lloyd, K. M., Leicht, K. T., Sullivan, T.A. 

(2008). Berdasarkan hasil deskriptif persentil, dimensi tertinggi adalah program studi 

dan persepsi Perguruan Tinggi sebagai klasifikasi speacialty goods. Berdasarkan hasil 

EFA, pengelompokkan dimensi terdiri dari: secara keseluruhan baik SMAN maupun 

SMAS terdapat 1 dimensi yaitu basic product dan expected product. Jika dilihat dari 

SMAN maka terdapat 1 dimensi yaitu basic product. Sedangkan SMAS, terdapat 2 

dimensi yaitu: basic product dan expected product serta pengaruh.  

 

Kata kunci: Perguruan Tinggi, Perilaku Pemilihan Konsumen, Dimensi Perilaku 

Pemilihan Perguruan Tinggi. 
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