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Abstract
This research aims 1) To test the relationship and 2) To study the impact of content digital
marketing on parents' decision making in choosing a private preschool via social media. It is a

guantitative research. The sample group is 131 parents who are looking for schools for their children,
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finding places for their children to study, and sharing learning problems. Simple random sampling
is used. A questionnaire is the instrument. Statistics for data analysis include percentage, mean,
multiple correlation analysis, and multiple regression analysis. The research results found that
content-based digital marketing, in terms of content quality, reliability of information sources, and
access to and distribution of content, had a statistically significant relationship and positive impact
on the decision to choose a school at the 0.05 level, especially in terms of content that was clear,
correct, complete, and met the needs of parents, which helped build trust, resulting in parents
being more likely to decide to choose a private preschool. In terms of reliability of information
sources, it was found that information sources that were directly published by schools or referenced
from reliable individuals or agencies, such as academics, experts, or reviews from parents with real
experience, all played an important role in building trust, resulting in parents being confident and
making decisions. At the same time, in terms of access to and distribution of content, it was found
that schools that published information through various digital channels, such as websites, Facebook,
Instagram, and YouTube, were channels that parents liked to use, as they were convenient, fast,
and continuous. Parents received comprehensive information, were updated regularly, and were
able to compare information between schools systematically. Commmunication through these channels
also increased the chances of persuasion, leading to an effective decision to choose a school that
best suits the needs of the family.

Keywords: Content Digital Marketing, Private Preschool Selection Decision, Social Media
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