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The study commences by illustrating the critical gap between the formal education 

system and the burgeoning industrial requirements in Indonesia. Addresses PT 

XYZ's critical business issue of overdependence on a single government program, 

emphasizing the urgent need for diversifying its revenue sources. Introduces PT 

XYZ's strategic shift towards the "E-Learning Subscription" service, aimed at 

bridging the education-industry gap and aligning with market demands. 

 

In the literature review, the thesis delves into a comprehensive examination of 

existing research on e-learning platforms, marketing strategies, and consumer 

behavior. This exploration offers a foundational understanding of the e-learning 

market dynamics, highlighting the importance of customer-centric strategies in this 

digital education sphere. 

 

Focusing on descriptive research design to deeply understand e-learning user 

behaviors and preferences, engaging 595 quantitative and 32 qualitative 

participants aged 18-34 through questionnaires and interviews. This approach, 

using random and purposive sampling techniques, integrates both quantitative and 

qualitative data, enriched by detailed demographic analyses. This methodology 

ensures a comprehensive approach to understanding PT XYZ’s market dynamics 

and consumer insights 

 

The data analysis and findings section provides a detailed analysis of PT XYZ’s E-

Learning Subscription prototype, evaluating user perceptions of paid e-learning 

platforms and specific feedback on the prototype. It compares general perceptions 

with prototype feedback, identifying strengths and areas for improvement. This 

chapter culminates in formulating a comprehensive marketing strategy, focusing on 

enhancing user acquisition, retention, and revenue growth, supported by 

measurement model, descriptive, and qualitative analyses. 
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The conclusion and recommendations of the thesis propose practical strategies for 

PT XYZ, focusing on aligning with user preferences to diversify revenue. Key 

suggestions include enhancing the platform's interactivity, practicality of content, 

and user interface. It highlights gaps in user expectations versus actual offerings, 

especially in content relevance and pricing. Recommended strategies encompass 

improving interactive features, resolving technical issues, implementing balanced 

pricing, and fostering a community environment. Additionally, it emphasizes 

developing a targeted marketing strategy to better engage and expand the user base, 

which is crucial for meeting user needs and securing the long-term success of PT 

XYZ's e-learning initiative. 

 

Keywords: E-Learning, Marketing Strategy, Customer Preferences, Online 

Education, Product Improvement, Market Analysis. 
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ABSTRAK 
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Oleh 

Muhammad Tegar Aditya 

29122063 

(Program Studi Magister Administrasi Bisnis) 
 

 

 

 

Penelitian ini dimulai dengan menggambarkan kesenjangan kritis antara sistem 

pendidikan formal dan kebutuhan industri yang berkembang di Indonesia. 

Menyoroti masalah bisnis kritis PT XYZ yang terlalu bergantung pada satu 

program pemerintah, menekankan kebutuhan mendesak untuk diversifikasi sumber 

pendapatan. Memperkenalkan pergeseran strategis PT XYZ menuju layanan 

"Langganan E-Learning", bertujuan untuk menjembatani kesenjangan pendidikan-

industri dan menyesuaikan dengan permintaan pasar. 

 

Dalam tinjauan literatur, tesis ini melakukan pemeriksaan komprehensif terhadap 

penelitian yang ada tentang platform e-learning, strategi pemasaran, dan perilaku 

konsumen. Eksplorasi ini memberikan pemahaman dasar tentang dinamika pasar 

e-learning, menyoroti pentingnya strategi yang berpusat pada pelanggan dalam 

ranah pendidikan digital ini. 

 

Fokus pada desain penelitian deskriptif untuk memahami secara mendalam 

perilaku dan preferensi pengguna e-learning, melibatkan 595 partisipan kuantitatif 

dan 32 kualitatif berusia 18-34 tahun melalui kuesioner dan wawancara. 

Pendekatan ini, menggunakan teknik sampling acak dan purposif, 

mengintegrasikan data kuantitatif dan kualitatif, diperkaya dengan analisis 

demografis terperinci. Metodologi ini memastikan pendekatan yang komprehensif 

untuk memahami dinamika pasar dan wawasan konsumen PT XYZ. 

 

Bagian analisis data dan temuan memberikan analisis terperinci dari prototipe 

Langganan E-Learning PT XYZ, mengevaluasi persepsi pengguna terhadap 

platform e-learning berbayar dan umpan balik spesifik pada prototipe. Bagian ini 

membandingkan persepsi umum dengan umpan balik prototipe, mengidentifikasi 

kekuatan dan area untuk perbaikan. Bab ini berakhir dengan merumuskan strategi 

pemasaran yang komprehensif, berfokus pada peningkatan akuisisi pengguna, 

retensi, dan pertumbuhan pendapatan, didukung oleh analisis model pengukuran, 

deskriptif, dan kualitatif. 
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Kesimpulan dan rekomendasi tesis mengusulkan strategi praktis untuk PT XYZ, 

berfokus pada penyesuaian dengan preferensi pengguna untuk diversifikasi 

pendapatan. Saran kunci termasuk meningkatkan interaktivitas platform, 

praktikalitas konten, dan antarmuka pengguna. Menyoroti kesenjangan antara 

harapan pengguna dengan penawaran aktual, terutama dalam relevansi konten 

dan penetapan harga. Strategi yang direkomendasikan mencakup peningkatan fitur 

interaktif, menyelesaikan masalah teknis, menerapkan penetapan harga yang 

seimbang, dan menumbuhkan lingkungan komunitas. Selain itu, menekankan 

pengembangan strategi pemasaran yang ditargetkan untuk lebih baik melibatkan 

dan memperluas basis pengguna, yang sangat penting untuk memenuhi kebutuhan 

pengguna dan menjamin kesuksesan jangka panjang inisiatif e-learning PT XYZ. 

 

Kata Kunci: E-Learning, Strategi Pemasaran, Preferensi Pelanggan, Pendidikan 

Online, Peningkatan Produk, Analisis Pasar.  
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 Chapter I Introduction 

 
1.1 Background 

The education sector in Indonesia has witnessed substantial reforms over the 

past 15 years, significantly improving access and attainment (World Bank, 

2018a). Despite these advancements, the country faces challenges in student 

learning outcomes, with only 30 percent meeting basic literacy proficiency 

levels (OECD, 2018). This learning gap is a concern given the rising 

importance of skills quality, especially for high-skilled labor, in the context of 

evolving production technologies. 

 

 

Figure 1 Room for improvement in government spending and learning outcomes. Source: Calculated from 

PISA and UNESCO UIS (2020). 

To contextualize Indonesia's educational dilemma, we turn to government 

expenditure on education juxtaposed against learning outcomes. As illustrated 

in Figure 1, Indonesia lags behind its regional counterparts. The graph depicts 

a stark contrast between investment and proficiency, revealing an opportunity 
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for supplemental education systems to bridge the divide. 

 

 

Figure 2 Indonesia's relatively low expenditure on education. Source: World Bank (2018a). 

Indonesia's challenge in education is not just about access but extends to the 

quality of outcomes against its investment. Figure 2 reveals that despite 

Indonesia's economic growth, its education expenditure as a percentage of GDP 

remains comparatively low (World Bank, 2018a). The World Development 

Report (2016) highlights this inefficiency, noting that the meager funding 

correlates with an uneven distribution of benefits from digital education, 

ultimately contributing to a skills gap. This gap is most critical among 

managers and professionals, where inadequate skills have tangible impacts on 

firm performance and productivity (Gomez-Mera and Hollweg, 2018). 
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Figure 3 Lack of the right skills bites, particularly for managers. Source: Gomez-Mera and Hollweg (2018) 

based on WBES data. 

The prevalent skill gap is visualized in Figure 3, which showcases the 

percentage of firms that cite inadequate skills as a key barrier to hiring. 

Indonesia's figures stand out, especially for managerial roles, underscoring a 

critical need for enhanced training and development initiatives. The formal 

education curriculum in Indonesia often does not align with the qualifications 

required by the current industry demands (Yudiono, 2017). Consequently, a 

skill gap emerges between the skills needed by the industry and those possessed 

by graduates from formal education institutions, including high schools, 

vocational schools, and universities (Iyer-Raniga & Dalton, 2019). This skill 

gap detrimentally affects the Indonesian workforce's ability to meet industry 

requirements and hinders career opportunities. According to Willis Towers 

Watson (2017), data reveals that approximately eight out of ten companies in 

Indonesia face challenges in finding job-ready graduates. Amidst this backdrop 

of a pronounced skill gap, a sizable portion of the workforce aged 18-34 is 

actively pursuing opportunities to augment their skills through platforms like 

PT XYZ. This pursuit of upskilling, as evidenced by the user behavior data and 

market demand, is a testament to the workforce's drive to remain competitive 

and employable in a rapidly evolving job market. 

 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



18 

 

Hence, the workforce aged 18-34 is actively engaged in seeking training 

opportunities, including e-learning platforms for reskilling and upskilling 

(Maulana & Suryaningrum, 2023). This effort is aimed at remaining relevant 

in the pursuit of employment opportunities that align with industry demands. 

Data provided by BPS (Statistics Indonesia) in 2019 reveals that a significant 

percentage of the Indonesian workforce, exceeding 90% of the total 14 million 

individuals, has not had the chance to partake in any form of training (United 

Nations, 2019). Various factors, such as limited financial resources and time 

constraints, contribute to this lack of training (Dewi et al., 2022). The absence 

of training opportunities significantly hinders the ability of the Indonesian 

workforce to acquire the skills required by the industry, leading to a persistent 

skill gap within the labor market. 

 

 

Figure 4 Government Program Ecosystem Framework 

 

In response to the aforementioned challenges, during COVID-19 the 

Indonesian government initiated this government program in April 2020. This 

program seeks to enhance competencies, bolster productivity and 

competitiveness, and foster entrepreneurial endeavors among the workforce 

through skill improvement initiatives encompassing skilling, reskilling, and 

upskilling programs. This government program aimed to address the skill gap 
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and enhance the employability of the Indonesian workforce, especially during 

the COVID-19 pandemic. The program undertook a dual objective of 

enhancing individuals' competencies and safeguarding their buying power in 

response to the detrimental impacts of the epidemic. PT XYZ is one of the e-

learning platforms that contribute to providing e-learning training within this 

government program, and now it become as the main revenue stream for the 

company. 

 

The research employs a combination of quantitative and qualitative methods to 

understand the most desired skills and features among customers. Respondents 

are individuals with prior experience using e-learning platforms, providing 

valuable insights for improving PT XYZ's its newest subscription program. 

The qualitative segment of the study comprises two phases, involving 60-

minute sessions. During the second phase, respondents will be presented and 

using a prototype of the E-Learning Subscription. This blend of methodologies 

ensures a holistic understanding of user preferences, setting the stage for 

informed enhancements to the platform. 

 

In addition, as the Marketing Manager, the author seeks to determine the 

necessary marketing strategies for launching the product and acquiring new 

users. This research also explores the pricing and cross-platform aspects, 

building upon recent studies like (Y. Chen et al., 2023) in the online learning 

platform context in China, which suggests the need for investigating the course 

pricing to develop reasonable pricing strategies. PT XYZ stands at the forefront 

of bridging Indonesia's educational divide, offering an agile response to the 

ever-changing market demands. As the e-learning sphere continues to evolve, 

PT XYZ's contributions to initiatives like this government program are vital in 

shaping a resilient and skilled workforce for the future. 

 

1.2 Company Profile 

Company’s Overview: PT XYZ is a vocational education and self-
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development platform based on digital technology, offering curated materials 

from experienced instructors to support the younger generation in Indonesia on 

their journey to learning, and ultimately achieving their goals. 

Brand Proposition: Education is crucial for skill development, but often what 

we learn in formal schools is not directly applicable in the workplace. PT XYZ 

provides an accessible learning solution with engaging, relevant, and curated 

content, with the hope that every young Indonesian can learn until they become 

proficient. 

Brand Product: 1. Curated Learning Materials: Content is curated for easy 

comprehension. 

2. Experienced Instructors: Instructors with professional experience, reliable 

expertise, and mastery of the teaching materials are a crucial requirement. 

3. Up-to-Date Classes: Conducting specialized classes on important and 

interesting themes to enhance skills aligned with industry needs. 

4. Communication and Discussion: Proactive communication and discussion 

to strengthen material comprehension. 

Brand User: 1. Individuals: Anyone looking to enrich their knowledge, add 

and improve skills as individuals. 

2. Organizations: Collaboration with companies, online material providers, 

learning management systems, HR development, etc. 

3. Trainers: Experienced and professional individuals willing to provide 

subject matter expertise while adhering to applicable rules. 

 

Figure 5 Brand users characteristics. Source: PT XYZ’s website 
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Brand Message: Facilitating the sharing and acquisition of vocational 

education and skills with curated, relevant content using a casual approach. 

Brand Promise: Supporting everyone on their learning journey until they 

become proficient. PT XYZ provides a digital technology-based learning 

environment with curated content for easy access to acquiring skills until 

proficiency is achieved. 

 

Brand Personality: 

 

Figure 6 Brand personality of brand XYZ. Source: PT XYZ’s website 

Brand Value: 

 

Figure 7 Brand value of brand XYZ. Source: PT XYZ's website 
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Tone of Voice: All messages are conveyed in a positive, friendly tone, following 

contemporary styles and including motivational elements while adhering to the rules of 

Correct Indonesian Spelling (Ejaan yang Disempurnakan or EYD) and the Great 

Dictionary of the Indonesian Language (Kamus Besar Bahasa Indonesia or KBBI). 

 

Company’s Vision, Mission, and Core Values: 

Vision: To become a technology-based non-formal education platform that nurtures 

a younger generation excelling in skills, knowledge, character, actively involved in 

self-development, and possessing competitiveness. 

Mission: 

1. Designing curated education programs that are precisely tailored to the 

evolving needs and demands of the industrial world. 

2. Providing a comprehensive technological platform that supports the learning 

and self-development activities of Indonesia's younger generation. 

3. Organizing high-quality training activities that are relevant to national and 

global challenges. 

4. Fostering a culture of collaboration among the younger generation through 

group-based learning. 

5. Cultivating a sense of lifelong learning by actively providing guidance 

throughout the learning journey. 

Company’s Scope of Business: 

1. Non-Formal Education Platform: The company's core business revolves around 

providing a non-formal education platform. This implies that they are not 

offering traditional academic education but are instead focused on delivering 

alternative learning opportunities. 

2. Technology-Based: The company leverages digital technology as the 

foundation of its operations. This indicates that our education and self-

development programs are likely to be delivered through online platforms, 

making use of various digital tools and resources. 

3. Skill Development: One of the primary objectives of the company's business is 

to foster skill development among the younger generation. This implies that 

their programs are designed to equip learners with practical, job-relevant skills. 
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1.3 Business Issue 

 

Figure 8 Revenue Generated by PT XYZ Each Products from 2018-2023, the numbers are disguised and not show 

actual value. Source: Author’s internal data 

PT XYZ's current financial dependency on this government program, depicted in 

Figure 1, is a precarious position that highlights a critical vulnerability in its revenue 

model. With an overwhelming majority of income sourced from a single program, 

the company stands on unstable ground. The modest earnings from other programs, 

compounded by the cessation of some, underscore the urgency for PT XYZ to 

diversify its revenue portfolio. The risks of not diversifying are manifold and 

significant: a pivot in government policy, changes in market demand, or any 

unforeseen crisis could lead to a rapid and possibly unsustainable contraction in 

revenues. 

 

The lack of revenue diversification not only jeopardizes PT XYZ's financial 

robustness but also limits its capacity for reinvestment and innovation, stifling 

growth and diminishing competitiveness. As the business landscape evolves, PT 

XYZ's one-dimensional revenue stream could lead to a critical inflexibility, 

preventing the company from adapting to new market trends or educational 

paradigms. This singular reliance on the program leaves PT XYZ exposed to the 
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whims of policy changes and economic downturns, which history has shown can 

occur abruptly and with little warning. 

 

The introduction of the e-learning subscription is an initiative aimed at mitigating 

these risks by creating a more resilient business structure through revenue 

diversification. However, this new venture is not without its challenges and 

uncertainties. PT XYZ faces the task of penetrating a competitive market, 

articulating a compelling value proposition, ensuring technological robustness, and 

developing effective customer acquisition strategies. Unanswered questions linger 

about customer value perception, pricing models, integration with existing 

platforms, and differentiation in a crowded e-learning market. 

 

To navigate these uncertainties, PT XYZ must delve deep into customer preferences 

and conduct thorough market research to tailor the subscription service for success. 

The company faces unknowns such as optimal pricing, adaptability to market 

changes, technological scalability, and regulatory compliance, all of which are 

critical to the subscription's acceptance and longevity. A rigorous, data-driven 

approach will be pivotal in refining the subscription program and underpinning a 

marketing strategy that ensures the E-Learning Subscription becomes a cornerstone 

of PT XYZ's diversified revenue stream. 

 

The broader implications of not diversifying are clear and present in the literature. 

Carroll and Stater (2009) have demonstrated the stabilizing effect of multiple 

income sources, while Baker and Sinkula (2009) suggest that diversification is key 

to fostering adaptability and innovation. Geissdoerfer et al. (2018) argue for 

diversification as a means of gaining a competitive edge, and recent studies by 

Wang et al. (2021) and Mishra et al. (2023) point to the enhanced resilience of 

diversified companies in the face of external shocks. 

 

PT XYZ will face substantial risks by failing to diversify its revenue streams, 

particularly in view of the forthcoming presidential election in 2024. At the 

moment, the company's financial stability is highly dependent on this government 

programme continuing. But having only one source of income—especially one that 

is vulnerable to political fluctuations—presents a risky situation. If the opposition 
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wins the election or the new government decides to cancel the programme, the 

company may see an abrupt and significant loss of revenue. The company's 

vulnerability to changes in policy and market conditions is exacerbated by its 

reliance on political stability. Moreover, an excessive dependence on government-

sponsored income may hinder innovation since the business may overlook new 

developments in technology or changing need for education in the e-learning space. 

Given the speed at which the area is developing, the company risked becoming less 

relevant and competitive if it didn't diversify. However, expanding into other 

industries, including corporate training or foreign markets, not only reduces these 

dangers but also creates opportunities for expansion and a bigger influence. It puts 

the business in line with a longer-term, more resilient business plan that is resilient 

to changes in the political and economic landscape. In conclusion, the company's 

future stability, development, and innovation strongly depend on its capacity to 

expand and diversify its revenue streams beyond this solitary dependency, even 

though the early concentration on a government programme might have been a 

smart entrance point. 

 

In light of these insights, PT XYZ's strategic pivot to an e-learning subscription 

model is not just a revenue diversification tactic, but a fundamental business 

transformation to ensure long-term viability in an ever-changing global market. The 

company’s future strategy must be built on a thorough understanding of these 

dynamics, ensuring that the introduction of the new subscription service is 

underpinned by solid research and a well-considered approach to market entry. 

Through quantitative and qualitative research methodologies, the study will capture 

valuable insights from customers, helping to refine PT XYZ's subscription program. 

Additionally, it will contribute to pricing strategies and cross-platform 

considerations, ensuring PT XYZ's journey toward a diversified, sustainable 

revenue stream. 

 

1.4 Research Questions 

1. What are the general perceptions of users towards paid e-learning platforms? 

2. How do users perceive the e-learning experience as presented in the prototype 

of PT XYZ’s E-Learning Subscription? 
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3. What are the gaps between the general perception of paid e-learning and the 

user perception specifically on the PT XYZ’s prototype? 

4. What are the key components of a comprehensive marketing strategy to drive 

substantial sales and subscriptions for PT XYZ E-Learning Subscription? 

1.5 Research Objectives 

1. To assess and document the overall perceptions and attitudes of users towards 

paid e-learning platforms, with a focus on understanding the factors that 

influence their satisfaction and willingness to pay for such services. 

2. To evaluate user responses to the PT XYZ E-Learning Subscription 

prototype, identifying perceived strengths, weaknesses, and areas for 

improvement based on user experience and expectations. 

3. To compare and contrast the general user perceptions of paid e-learning 

services with the specific feedback on PT XYZ’s prototype, in order to 

identify alignment and discrepancies that could inform product development 

and positioning. 

4. To develop a strategic marketing framework that incorporates the insights 

gained from user perceptions, competitive analysis, and market trends, aiming 

to enhance user acquisition, retention, and revenue growth for PT XYZ E-

Learning Subscription. 

1.6 Research Scope and Limitation 

The scope of this research focuses on evaluating and enhancing the "PT XYZ 

Langganan" e-learning product, primarily through qualitative interviews and 

quantitative surveys. The study encompasses: 

- Qualitative Interviews: In-depth interviews with users to understand their 

perceptions and gather suggestions for improving "PT XYZ Langganan." These 

interviews aim to provide insights into user experiences, preferences, and 

identified areas for enhancement. 

- Quantitative Surveys: A quantitative survey to collect data from users with 

various e-learning experiences, from those who have used paid e-learning 

platforms in Indonesia. The survey aims to provide a broader perspective on the 

e-learning landscape and user preferences in the Indonesian context. 

- Prototype Feedback: Collect feedback on the PT XYZ e-learning prototype, 

engaging users in discussions to pinpoint areas needing enhancement. 
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- Marketing Strategy Proposal: Development of a marketing strategy for PT 

XYZ subscription service to boost sales and subscriptions, based on insights 

gathered from the qualitative and quantitative phases. 

 

Limitations: Despite the comprehensive nature of the research, some limitations 

should be acknowledged. 

- Limited Generalizability: The findings from this research may not be fully 

generalizable to the entire population, as it primarily relies on a specific sample 

of e-learning users in Indonesia. 

- Resource Limitations: The research's scope may be limited by available 

resources, including the number of interviews, survey participants, and the 

extent of marketing strategy development. 

 

Chapter I Introduction: This chapter addresses Indonesia's educational challenges, 

particularly the skill gap in the workforce. It introduces PT XYZ’s initiative to 

diversify its revenue through an "E-Learning Subscription" service, aiming to align e-

learning programs with market demands. The research employs quantitative and 

qualitative methods to understand customer preferences and formulate a marketing 

strategy. 

 

Chapter II Literature Review: It delves into various theoretical concepts relevant to 

e-learning, such as brand equity, advertising effectiveness, personal trial experiences, 

prior learning experiences, perceived lecturer expertise, pricing strategies, perceived 

quality, and the importance of trust. This review supports the study’s framework by 

providing a scholarly context for understanding customer behavior in e-learning 

platforms. 

 

Chapter III Research Methodology: This chapter outlines the research design and 

data collection methods used in the study. It focuses on gathering both qualitative and 

quantitative data to analyze customer preferences, pricing dynamics, and the 

effectiveness of different e-learning features and marketing strategies. 

 

Chapter IV Results and Discussion: It presents the findings from the research, 

analyzing general perceptions of e-learning platforms, customer responses to PT 
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XYZ's subscription prototype, and the gap between general perceptions and specific 

feedback. This chapter also discusses business solutions and implementation plans for 

PT XYZ. 

 

Chapter V Conclusion and Recommendation: The final chapter summarizes the 

research findings and offers recommendations based on the study. It emphasizes the 

importance of a customer-centric approach and diversified marketing strategies in the 

e-learning domain, specifically for PT XYZ's subscription service.
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Chapter II Literature Review 
 

2.1 Theoretical Foundations 

2.1.1 Brand Equity 

Brand equity refers to the value a brand adds to a product or service (Alwan & 

Alshurideh, 2022). This concept encompasses the perceptions and associations that 

customers have with the brand, which can significantly influence their buying 

decisions. Key elements of brand equity include brand awareness, perceived 

quality, brand associations, and brand loyalty (Stojanovic et al., 2022). High brand 

equity means that customers have positive, strong, and unique associations with the 

brand, often allowing the company to command premium prices, maintain customer 

loyalty, and have an advantage in marketing efforts (Park & Namkung, 2022). 

Essentially, brand equity is a crucial intangible asset that reflects the overall market 

strength and value of a brand. 

 

In the context of Online Paid Courses (OPCs), brand equity is a critical factor that 

influences a customer's decision to enroll in these courses (Zhang et al., 2022). This 

research highlights that consumer experience significantly predicts brand meaning 

and customer satisfaction, both of which positively impact brand equity. Strong 

brand equity in OPCs means that consumers respond more favorably to certain 

marketing initiatives of these brands compared to others in the same category 

(Shakirova, 2022). Furthermore, factors like course quality, price, credibility and 

professionalism of instructors, and the reputation and innovativeness of the 

platform are identified as key elements shaping purchasing behaviors for paid 

online courses (Perera et al., 2023). 

 

In the realm of Online Paid Courses (OPCs), brand equity is not only a critical factor 

in influencing customer enrollment decisions but also manifests as the perceived 

value and strength of the OPC brand (Maleki et al., 2022). Strong brand equity, 

arising from factors like consumer experience, course quality, and instructor 

credibility, enhances consumer trust and sets positive performance expectations. 

Interestingly, while consumer experience boosts brand meaning and satisfaction, 
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thereby positively influencing brand equity, an increase in brand awareness might 

have a contrary effect. This intricate interplay suggests that high brand equity in 

OPCs not only drives favorable responses to marketing initiatives but also 

significantly contributes to the perceived expertise of lecturers and the overall 

attractiveness of the course, thus shaping a consumer's purchase intention (Lim & 

Guzmán, 2022). 

 

2.1.2 Advertising 

Advertising is a marketing strategy involving the promotion of products, services, 

brands, or ideas to a targeted audience, with the goal of influencing their perception 

and encouraging them to take a specific action, such as making a purchase. It 

utilizes various media channels, including television, radio, print, online platforms, 

and outdoor advertising, to convey messages creatively and persuasively (Pancić & 

Ćućić, 2023). Effective advertising not only raises awareness about what's being 

advertised but also aims to create a positive image, establish brand identity, and 

differentiate the product or service from its competitors. In the digital era, 

advertising has expanded to include social media and influencer marketing, 

allowing for more personalized and interactive engagement with potential 

customers (Youn & Cho, 2022). 

 

In the context of Online Paid Courses (OPCs), advertising plays a pivotal role in 

shaping brand perception and influencing purchase intentions (Zhang et al., 2020). 

Effective advertising strategies for OPCs focus on highlighting unique course 

features, showcasing instructor expertise, and emphasizing the benefits of the 

courses. By utilizing various channels, especially digital platforms, OPC providers 

can target potential learners more precisely. The goal is not just to inform but also 

to create a compelling narrative that resonates with the audience's educational needs 

and aspirations (Bayer et al., 2020). This tailored approach in advertising can 

significantly boost brand equity, making the courses more attractive and increasing 

the likelihood of enrollment. 

 

Advertising as a marketing strategy involves promoting products, services, brands, 
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or ideas to a specific audience to influence their perception and encourage actions 

like making a purchase (Ho Nguyen et al., 2022). It leverages various media 

channels, including online platforms, crucial in today's digital era. For OPCs, 

strategies like adding student testimonials to course sales pages, starting a podcast, 

hosting live webinars, soliciting course reviews, creating social media groups, 

offering shorter courses in online marketplaces, and maintaining active YouTube 

channels are instrumental. These approaches not only inform but also create 

compelling narratives that resonate with potential learners' educational needs and 

aspirations, thereby boosting brand equity and increasing the likelihood of 

enrollment (Hussain et al., 2022). 

 

2.1.3 Personal Trial Experience 

Personal trial experience refers to the opportunity for users to engage with course 

content before purchasing, allowing them to assess its quality and relevance 

(Tartarini et al., 2013). This experience is influential in shaping their performance 

expectations and trust towards the Online Paid Courses (OPCs), significantly 

impacting their purchase intentions. Positive personal trial experiences can lead to 

a higher perception of course quality and increased trust in the platform, thus 

enhancing the likelihood of purchase (Chen et al., 2023). 

Personal trial experience in the context of Online Paid Courses (OPCs) is a crucial 

factor influencing consumers' purchase intentions. An effective trial experience, 

characterized by engaging lectures and valuable content, not only enhances the 

learning experience but also shapes users' perceptions of course quality. It plays a 

key role in forming performance expectations and building trust in the platform and 

its offerings (Trotskovsky et al., 2015). Positive trial experiences, where learners 

can assess course quality and lecturer expertise, increase the likelihood of their 

continuing with paid courses (Wright & Lynch, 1995). Such trials are seen as 

essential for learners before committing to a purchase, as they provide firsthand 

experience of the course and the platform, thereby influencing their decision to 

invest in the paid course (Wang et al., 2019). 
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2.1.4 Prior Learning Experience 

Prior learning experience refers to the experience individuals have had with free 

trial courses and formal paid courses. This experience significantly influences 

learners' efficiency in subsequent online courses. It enhances students' willingness 

to consider online courses as a viable option for their academic pursuits and 

increases their trust in online applications (Wang et al., 202). Importantly, prior 

learning experience is identified as a key antecedent of purchase intention, as past 

experiences, including information search, play a crucial role in shaping consumers' 

decisions to purchase online courses (Bhatnagar et al., 2017). 

Prior learning experience significantly influences learners' efficiency in subsequent 

courses. This encompasses learners' experiences from both free trial courses and 

formal paid courses. Such prior experiences enhance learners' willingness to 

consider online courses as a viable option for their education and increase their trust 

in online learning platforms (Liao et al., 2017). Furthermore, past learning 

experiences directly affect purchase intentions, as they contribute to the overall 

online learning experience, including the critical aspect of information search which 

plays a key role in consumer purchase decisions (Chen et al., 2023). 

 

2.1.5 Perceived Lecturer Expertise 

Perceived lecturer expertise refers to the learner's perception of a lecturer's ability 

to effectively deliver knowledge and skills (Zingaro & Porter, 2014). This perceived 

expertise plays a crucial role in shaping learners' trust in the online learning 

platform and their expectations of the course performance. The expertise of 

lecturers, as perceived by learners, directly influences their satisfaction with the 

course and their willingness to engage with the course material (Chen et al., 2023). 

 

Perceived lecturer expertise is a critical factor in enhancing learners' trust in the 

platform and their expectations of course performance. This expertise, which 

encompasses the lecturer's ability to effectively deliver knowledge and skills, is 

vital for favorable course outcomes and is seen as a key aspect of human capital 

(Paechter et al., 2010). If learners perceive that a lecturer lacks this expertise, it 

negatively impacts their perceived course quality and fails to meet their initial 
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expectations. Consequently, perceived lecturer expertise significantly affects both 

the trust in the platform and the performance expectation towards OPCs, thereby 

influencing learner satisfaction and engagement with the course material (Chen et 

al., 2023). 

 

2.1.6 Price 

Price refers to the amount of money charged for a product or service. It plays a 

critical role in marketing as it not only affects profitability but also shapes consumer 

perception and demand (Baker & Passmore, 2016). Price is used strategically to 

position a brand or product in the market, reflecting its value proposition compared 

to competitors. Pricing decisions can range from premium pricing to attract a luxury 

market segment, to competitive pricing to capture a larger market share, or to 

penetration pricing to enter new markets (Jin et al., 2022). Effective pricing 

strategies consider factors like production costs, consumer willingness to pay, 

market conditions, and the overall marketing mix (He et al., 2022). 

 

In the context of marketing strategies, price is a critical element that significantly 

influences consumer behavior and decision-making. It's not just the amount a 

customer pays for a product or service, but also a signal of value, quality, and brand 

positioning (De Toni et al., 2022). The pricing strategy chosen by a business can 

determine its market segment, affect its brand image, and play a vital role in 

competitive differentiation (Guerreiro et al., 2023). Effective pricing strategies can 

range from premium pricing to establish a high-value perception, to competitive 

pricing to attract cost-conscious consumers (Goli et al., 2022). The key is to balance 

profitability with customer expectations and market demand, ensuring that the price 

reflects the product’s perceived value while remaining competitive and accessible 

to the target market (X. Chen & Geng, 2021). 

 

For Online Paid Courses (OPCs), pricing is vital in influencing purchase intention. 

It signals course quality and value, impacting consumers' willingness to enroll 

(Sakdavong et al., 2023). An effective pricing strategy for OPCs balances course 

quality perception with market demand, ensuring courses are priced to reflect their 
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value while remaining attractive and affordable to potential learners (Zhang et al., 

2023). 

 

2.1.7 Perceived Quality 

Perceived quality refers to the consumer's assessment of a product or service's 

overall excellence or superiority. It's not solely based on the inherent characteristics 

of the product, but also influenced by brand image, reputation, and consumer 

experiences (Hsu & Lin, 2015). In the context of marketing and specifically Online 

Paid Courses (OPCs), perceived quality extends beyond the intrinsic attributes of 

the course. It encompasses a learner's subjective judgment about the course's 

excellence and superiority, influenced by various factors (Jongchul & Sung-Joon, 

2014). These include the depth and relevance of the course content, the credentials 

and teaching effectiveness of the lecturers, the functionality and user-friendliness 

of the online platform, and the additional resources provided. 

 

Perceived quality also involves the perceived value learners get for the price paid, 

the credibility of the course provider, and the alignment of the course outcomes 

with learners' expectations and goals (Alalwan, 2018). 

Perceived quality plays a pivotal role in shaping purchase intention. When learners 

perceive a course as high-quality, considering factors such as comprehensive 

content, expert lecturers, a user-friendly platform, and overall value for money, 

their willingness to enroll and pay for the course increases (Kazancoglu & Aydin, 

2018). This perception, intertwined with the course's brand image and reputation, 

significantly influences their decision-making process. Therefore, ensuring high 

perceived quality is essential for OPC providers to positively impact learners' 

purchase intentions, leading to higher enrollment rates and success in the 

competitive online education market (Chen et al., 2023). 

 

2.1.8 Trust 

Trust refers to the confidence or belief a consumer has in a product, service, brand, 

or company to meet their expectations and fulfill promises. It's a crucial factor 

influencing purchasing decisions, particularly in contexts with perceived risk or 
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uncertainty (Ghavipour & Meybodi, 2018). Trust is built over time through 

consistent, positive experiences with a brand or product. It involves aspects like 

reliability, integrity, and competence (Zhang et al., 2020). High levels of trust can 

lead to increased customer loyalty, repeat purchases, and positive word-of-mouth 

recommendations, making it a key element for businesses to cultivate and maintain 

(Zhao et al., 2018). 

Trust in the context of consumer behavior, particularly in online learning platforms, 

is highlighted as a fundamental element for successful transactions and learner 

engagement (Shin, 2021). Trust in online platforms and sellers facilitates 

transactions between consumers and e-vendors. Establishing trust in an online 

learning platform is critical for providers, as it influences students' participation in 

online learning. Studies have shown that consumers are hesitant to purchase 

products or services from e-vendors if they lack trust in the platform. This trust is 

vital in the online learning context, directly impacting students' willingness to 

engage and purchase online courses (Chen et al., 2023). 

 

2.2 Review of Related Literature 

In selecting literature for research on online learning businesses, the study's 

relevance to the topic is paramount. The value of each study hinges on its relevance 

to the primary themes of the field, such as the development of effective business 

models in line with industry evolution. Priority is given to recent publications, 

especially those within the last decade, ensuring the inclusion of the latest insights 

and mirroring the current dynamics in online learning business strategies. Focusing 

on contemporary literature allows the research to remain current with evolving 

theories, methodologies, and discoveries, enhancing its practicality and relevance 

in today's context. 

Table 1 Literature review of this research. 

Title Author(s) Year Research Question 

Understanding consumers’ 

purchase intention towards 

online paid courses 

Chen et al. 2023 What mechanisms drive 

consumer purchase 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



36 

 

intentions towards Online 

Paid Courses? 

Research on pricing 

strategy of online 

education products 

considering consumers' 

matching degree and price 

comparison behavior 

Zhang et 

al. 

2023 How do consumer 

characteristics impact the 

pricing strategies and 

profitability of online 

education products? 

Effect of Online Training 

Price and Price Perception 

on Quality and Benefit 

Perception in France 

Sakdavong 

et al. 

2023 How does cost perception 

influence users' perceived 

benefits of e-learning 

courses 

What factors drive the 

purchase of paid online 

courses? A systematic 

literature review 

Ma et al. 2022 What are the key factors that 

influence consumer 

behavior towards the 

purchase of paid online 

courses? 

Effects of Payment on 

User Engagement in 

Online Courses 

Goli et al. 2022 How does payment for 

certificates in MOOCs 

affect user engagement with 

the course content? 

Chinese Consumers' E-

Learning Satisfaction and 

Continuance Purchase 

Intention on Paid Online 

Python Course 

Zhang et 

al. 

2022 What factors influence the 

satisfaction and continuance 

purchase intention of 

Chinese consumers in e-

learning? 

COVID-19, students’ 

satisfaction about e-

learning and academic 

achievement: Mediating 

analysis of online 

influencing factors 

Younas et 

al. 

2022 What are the key online 

factors that mediate the 

relationship between 

students' satisfaction with e-

learning? 
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What drives online course 

sales? Signaling effects of 

user-generated 

information in the paid 

knowledge market 

Zhang et 

al. 

2020 How do user-generated 

signals, such as course 

ratings, follower numbers of 

content producers, and 

upvotes, influence the sales 

of paid online courses? 

 

 

2.3 Conceptual Framework 
 

 

Figure 9 Conceptual framework of this reseach. Source: Author's processed data 

The main problem faced by PT XYZ is that there is no source of revenue stream 

other than program X. This problem creates a risk of threat to PT XYZ. If one day 

program X is stopped by the government, PT XYZ will lose its main source of 

revenue stream and will eventually collapse. Therefore, a research process will be 

carried out to determine paid e-learning program innovations that can be utilized by 

PT XYZ as another revenue stream. This research process will use several aspects 

which include Brand Equity, Advertising, Personal Trial Experience, Prior 

Learning Experience, Perceived Lecturer Expertise, Price, Perceived Quality, and 

Trust. 
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Chapter III Research Methodology 

 

Research methodology is the foundation upon which the entire research project is 

built. It outlines the processes, techniques, and strategies that will be used to answer 

the research questions effectively (Sileyew, 2019). This chapter will delve into the 

research design, data collection methods, and data analysis methods that have been 

selected to address the contextual problem, with a focus on how these choices 

contribute to the study. 

 

3.1 Research Design 

Research design is intended to provide an appropriate framework for research 

(Sileyew, 2019). This research design shows the entire process carried out when 

conducting research, which is shown in the framework below. The research design 

adopted for this study is primarily descriptive. Descriptive research describes an 

accurate description of individuals, events or situations as its nature by looking at 

the characteristics of a population and identifying problems that exist in an 

organization, institution or population (Siedlecki, 2020). The descriptive method in 

this research design aims to provide a comprehensive overview of the research 

problem, focusing on the characteristics, preferences, and behaviors of e-learning 

users. The research design allows for both quantitative and qualitative data to be 

collected, providing a holistic view of the subject matter (Patel & Patel, 2019). 
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Figure 10 Research Design. 

Figure 10 shows process initiates with the identification of a business issue, 

followed by an exploratory phase to understand the problem better. A thorough 

review of existing literature and past research helps shape the framework for new 

research. The subsequent stage involves gathering data through questionnaires and 

interviews, which is then meticulously analyzed. This analysis is multifaceted, 

including measurement model analysis to validate the tools used, descriptive 

analysis to summarize the data, qualitative analysis to interpret non-numerical data, 

and specific analyses to understand general and prototype perceptions. 

Additionally, a comparison is drawn between the general perception and that of the 

prototype to identify any discrepancies. 

 

Based on the insights derived from these analyses, practical business solutions are 

formulated. These solutions are further developed into an implementation plan, 

which is carefully justified to ensure its efficacy. The process reaches its 

culmination upon executing the plan, marking the completion of the research cycle. 

Throughout this flow, the close interrelation between data analysis and business 

solution formulation is emphasized, suggesting an iterative and data-driven 

decision-making approach. 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



40 

 

3.2 Data Collection Method 

3.2.1 Methodology 

The data collection process for this research involves the use of questionnaires and 

interviews. The questionnaire employs a Likert scale (ranging from 1 to 5) to gather 

quantitative data, while interviews are conducted to gain deeper insights and 

qualitative information. These methods have been chosen for their appropriateness 

in addressing the research questions and the need for both structured and open-

ended data. While the qualitative research also showed the prototype of the e-

learning subs from PT. XYZ. 

 

The first part of data collection consisted of well-structured questionnaires for 

targeted respondents. The questionnaires were distributed widely online, so that the 

respondents can fill out the questionnaire anytime and anywhere during the research 

period. The second part was an interview with 32 selected respondents to deeply 

find out about their perceptions regarding paid e-learning subscription. In the first 

30-45 minutes of the interview, researchers ask several questions regarding the 

research based on several variables. In the second part 30-60 minutes of the 

interview, researchers showed a prototype of the e-learning subscription and the 

respondents also use the prototype that will be launched by PT XYZ to understand 

their experience in a more targeted way. 

 

3.2.2 Sampling Techniques 

Before collecting the data, the researcher classified the population and the sample 

size. Population is a collective term to describe the total number of things that are 

the subject of research, which can be objects, people, events or organizations 

(Walliman, 2021). This research targeted someone aged 18 - 34 years old and was 

already a paid e-learning user as the population. When the entire population cannot 

participate in research, it is necessary to take a sample that is considered 

representative of the population for data collection (Stratton, 2021). This research 

used random sampling or can be called probability sampling for the quantitative 

and purposive sampling for the qualitative, which whom met criteria (e.g. 

interesting open questions answer) after the respondents completed the 
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questionnaire. This sampling technique makes every item in the population have an 

equal chance of being selected as a sample (Mishra & Alok, 2022).  

 

3.2.3 Data Collection 

There were two types of data used in this research, namely primary and secondary 

data. Primary data explained as data that has been observed, recorded or obtained 

directly by researchers when an event occurs, while secondary data defined as 

interpreted data or notes from primary data that have been rewritten (Walliman, 

2021). From four main types of primary data divided into measurement, observing, 

interrogation and participation (Walliman, 2021), the primary data we use is 

obtained directly from the results of questionnaires and interviews. The 

questionnaire was shared through Populix, as from 16 October 2023 to 26 October 

2023, with 595 quantitative respondents and 32 qualitative respondents.  

 

As supporting data, this research used several similar past studies, articles, journals, 

books and PT XYZ document database as secondary data. The important thing that 

must be done when using secondary data was the assessment process of the 

credibility of the data. Comparing and reading many different sources help identify 

bias and accuracy of data. After the data we need has been collected, we identify 

the respondent characteristics based on their age, gender, domicile, jobs, last study, 

e-learning platform they ever used and their preference of payment method. As we 

can see from the methodology before, the researcher broadly shared the 

questionnaire all around Indonesia online by Populix. 
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Figure 11 Age distribution of respondents. Source: Author's processed data 

Figure 11 chart shows the age distribution of respondents. Two age groups are 

represented: 18-24 years old at 57.5% and 25-34 years old at 42.5%. This suggests 

that the majority of the users are young adults. 

 
Figure 12 Gender distribution. Source: Author's processed data 
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The gender distribution chart shows that 38.8% of the respondents are male and 

61.2% are female, indicating a higher engagement with the e-learning platform 

among females. 

 

Figure 13 Geographical distribution of respondents. Source: Author's processed data 

Figure 13 bar chart illustrates the geographical distribution of respondents. Jawa 

Barat (West Java) has the highest percentage of respondents at 24.6%, followed by 

DKI Jakarta (15.8%), and Jawa Timur (East Java) with 16.6%. This data indicates 

the regional reach of the e-learning platform within Indonesia. Other islands not 

mentioned may indicate either the data collection platform lacks data for those areas 

or that paid e-learning users in those areas have not yet used Populix. It’s also 

possible that Populix has not covered or penetrated certain regions as extensively 

as it has in Java. Another possibility is that regions with lower representation may 

not have as high usage of paid e-learning platforms in general. 
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Figure 14 Occupational status of respondents. Source: Author’s processed data 

Figure 14 shows the occupational status of respondents, with the largest group being 

"Mahasiswa aktif" (active students) at 47.6%, followed by "Karyawan permanen" 

(permanent employees) at 16.5%, and "Sedang mencari pekerjaan" (currently job 

seeking) at 15.3%. This suggests that the e-learning platform is most popular a

 

Figure 15 Level of education attained by respondents. Source: Author's processed data 

Figure 15 indicates the highest level of education attained by the respondents. The 

categories "S1/D4/D3" (Bachelor's degree and diplomas) and "SMA/SMK" (high 
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school) both account for 49.1% each, showing that half of the users have completed 

high school and the other half have completed higher education. 

 
Figure 16 E-learning platforms used by the respondents. Source: Author's processed data 

Figure 16 presents the e-learning platforms used by the respondents. "MySkill" 

leads with 32.4%, followed by "RevoU" at 11.4%, and "Coursera" at 9%. This 

indicates the market share of various e-learning platforms among the respondents. 

 
Figure 17 Respondnet preference of purchase methods. Source: Author’s processed data 
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Figure 17 compares two purchase methods for e-learning courses. "Buying one 

class title for a one-time payment, lifetime access is preferred by 295 respondents, 

while "Subscribing to access all classes, payment per month/year) is preferred by 

205 respondents, indicating a preference for one-time purchase options over 

subscriptions. 

 

Social Economic Status of 18-24 Years Old 

 

Figure 18 Social Economic Status of 18-24 Years Old 

Figure 18 categorizes the socioeconomic status of young adults between the ages 

of 18 and 24 into three main classes: Upper, Middle, and Lower, with each class 

further segmented into two groups. 

 

The 'Upper' class is split into 'Upper 1' and 'Upper 2', with 'Upper 1' comprising 

11.3% of the demographic, signifying a smaller, affluent group with incomes well 

above the average. 'Upper 2' is the more populous segment at 27.7%, encompassing 

a wider range of individuals with incomes that are still above average but closer to 
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the median. 

 

The 'Middle' class consists of 'Middle 1' and 'Middle 2'. 'Middle 1' accounts for 20% 

of the population, representing those with stable incomes that are sufficient to meet 

everyday needs. 'Middle 2' includes 16.3% of the age group, indicating a slightly 

lesser proportion of the middle class, which reflect a variation in income stability 

or the capacity to afford discretionary expenses. 

 

The 'Lower' class includes 'Lower 1' and 'Lower 2', with 'Lower 1' making up 21.3% 

of the population. This sizeable group indicates young adults earning below the 

average income, which points to economic challenges. 'Lower 2', the smallest group 

at 3.3%, represents the lowest income bracket within this young adult population, 

highlighting those who are most economically disadvantaged. 

 

Social Economic Status of 25-34 Years Old 

 

Figure 19 Social Economic Status of 25-34 Years Old 
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Figure 19 is 25-34 age group shows a socioeconomic distribution with 'Upper 1' at 

36% and 'Upper 2' at 25.5%, indicating a majority within the upper income 

echelons. 'Middle 1' and 'Middle 2' follow with 18.5% and 11.5%, respectively, 

showing a substantial middle-income group. The 'Lower' class is less represented, 

with 'Lower 1' at 7.5% and 'Lower 2' at 1%, highlighting a smaller segment in the 

lower income bracket. 

 

3.2.4 Data Analysis 

Data analysis contains several methods and activities of grouping, tabulating, 

calculating, presenting, and interpreting data to find the information that can 

provide clues for researcher to make decision on answering the research question 

(Sugiyono, 2013). Data analysis in this study consists of descriptive analysis, SEM-

PLS which has two sub-models, which are Measurement Model and Structural 

Model, and also Multi-Group Analysis. 

 

3.2.4.1 Measurement Model Analysis 

Measurement Model Measurement Model or Outer Model is done to test the 

validity and reliability of the research instrument. The validity test aims to 

determine the level of data accuracy. The validity test provides insight into the data 

presented in the report that is accurate and the instrument is in accordance with the 

study (Suhartanto, 2014). While the reliability test aims to determine the level of 

consistency of the research instrument if it is used more than once as well as the 

consistency of data collected by researcher (Sugiyono, 2011). The outer loading 

value must be greater than 0.7 and the Average Variance Extracted (AVE) value 

must be greater than 0.5 in order to be said to be valid, while can be said to be 

reliable if the value of cronbach's alpha and Composite Reliability (CR) are greater 

than 0.7 (Hair Jr et al., 2019). 

 

3.2.4.2 Descriptive Analysis 

Descriptive analysis was carried out to provide a general description of the data 

(Sugiyono, 2011). In this study, descriptive analysis is pivotal in determining 

respondents' perceptions of the key variables relevant to PT XYZ’s E-Learning 
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Subscription, as well as to address the research questions formulated. This involves 

analyzing the mean value and standard deviation of each indicator to assess overall 

user attitudes towards paid e-learning platforms and specifically, their responses to 

the PT XYZ prototype. The findings from this analysis contribute significantly to 

developing a comprehensive marketing strategy and enhancing user experience and 

satisfaction (Sugiyono, 2013), with PT XYZ's e-learning services. 

 

3.2.4.3 Qualitative Analysis 

The stages of qualitative data analysis carried out include assembly data, data 

reduction, and data display (Malhotra et al., 2017). Assembly data is the stage where 

all the data that has been obtained are collected into one for data reduction. Data 

reduction is done by sorting between the data needed and those that are not so that 

it can focus on the research objectives. The sorted data is then grouped into several 

categories which are presented in tabular form. 
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Chapter IV Results and Discussion 
 

This chapter delves into the findings and discussions related to the research 

conducted on paid e-learning platforms, particularly focusing on PT XYZ’s E-

Learning Subscription prototype. The research was guided by a set of pivotal 

questions and objectives aimed at gaining a comprehensive understanding of user 

perceptions and attitudes towards paid e-learning services, assessing responses to 

the PT XYZ prototype, and identifying strategies for an effective marketing 

approach. 

Firstly, we explore the general perceptions of users towards paid e-learning 

platforms, assessing their overall attitudes and factors influencing their satisfaction 

and willingness to invest in such services. This encompasses an evaluation of user 

responses to the PT XYZ E-Learning Subscription prototype, where we aim to 

identify its perceived strengths and weaknesses, alongside areas necessitating 

enhancement to meet user expectations. 

Additionally, the research seeks to bridge the gap between general perceptions of 

paid e-learning services and specific feedback on the PT XYZ prototype. This 

comparison is critical in understanding how well the prototype aligns with user 

expectations and where it diverges, offering valuable insights for product 

development and strategic positioning. 

Finally, the chapter culminates with the development of a comprehensive marketing 

strategy. This strategy is formulated based on insights drawn from user perceptions, 

competitive analysis, and prevailing market trends, all converging to bolster user 

acquisition, retention, and revenue growth for PT XYZ’s E-Learning Subscription. 

The ensuing sections will elaborate on these aspects, intertwining the research 

findings with in-depth discussions to provide a holistic view of the current state and 

future potential of PT XYZ’s e-learning initiative. 

4.1 Analysis 

4.1.1 Measurement Model Analysis 

Measurement model is the initial stage to process quantitative data that has been 

obtained through questionnaires. Measurement model is a method used to test the 

validity and reliability of each indicator used in the study (Malhotra et al., 2017). 
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Validity is determined by measuring the value of outer loading and the value of 

Average Variance Extracted, while reliability is determined by measuring the value 

of Cronbach's Alpha and the value of Composite Reliability. 

 

Table 2 Measurement Model 

Construct Outer Loading CA CR AVE 

Brand Equity  0.806 0.885 0.720 

Popularity 0.844    

Superiority 0.854    

Recall 0.848    

Advertising  0.794 0.879 0.708 

Up-to-date 0.822    

Interesting 0.864    

Good impression 0.838    

Prior Trial Experience  0.901 0.938 0.835 

Free trial 0.911    

 Can use trial accodingly 0.926    

Trial according to needs 0.904    

Prior Learning Experience  0.888 0.930 0.816 

Good experience of trial 0.900    

Quality content of trial 0,903    

Provide good e-learning after trial 0.907    

Perceived Lecturer Expertise  0.869 0.920 0.793 

Expert in mentor respective field 0.873    

Experienced mentor 0.894    

Knowledgeable mentor 0.905    

Perceived Quality  0.884 0.920 0.741 

Relevant with industry 0.848    

According to digital development 0.856    

Provide new knowledge 0.872    

Increase self-value 0.868    

Trust  0.854 0.911 0.774 

Trustable 0.874    

Reliable 0.884    

Competence 0.882    

Price  0.835 0.901 0.753 

Affordable 0.829    

Worth it 0.880    

On a par with its usefulness 0.892    

 

Table 2 above is the result of measurement model analysis which shows the values 

of outer loading, Cronbach's Alpha, Composite Reliability (CR), and Average 

Variance Extracted (AVE). The values of outer loading, Cronbach's Alpha, and 

Composite Reliability (CR) are all above the cut-off value of 0.7, as well as the 

Average Variance Extracted (AVE) value which is all above the cutoff value of 0.5 
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(Hair Jr. et al., 2019). Therefore, the indicators and variables that become constructs 

in this study can be said to be valid and reliable. 

 

In addition to measuring the value of convergent validity and the value of Average 

Variance Extracted (AVE), the determination of validity can also be supported by 

measuring the value of discriminant validity in the Fornell-Larcker Criterion. The 

measurement of discriminant validity aims to ensure that the indicators made are 

appropriate and accurate to measure each of the variables studied (Hair Jr. et al., 

2019). 

 

Table 3 Fornell-Larcker Criterion 

 ADV BE LCT QLT TRL PRC LRN TRS 

Advertising 0.842        

Brand 

Equity 

0.754 0.849       

Perceived 

Lecturer 

Expertise 

0.689 0.687 0.890      

Perceived 

Quality 

0.743 0.703 0.832 0.861     

Personal 

Trial 

Experience 

0.548 0.566 0.539 0.566 0.914    

Price 0.663 0.656 0.719 0.755 0.558 0.868   

Prior 

Learning 

Experience 

0.563 0.562 0.592 0.626 0.849 0.574 0.903  

Trust 0.726 0.741 0.793 0.833 0.555 0.749 0.621 0.880 

 

Table 3 serves as a critical tool for evaluating discriminant validity, as per the 

Fornell-Larcker criterion (Fornell & Larcker, 1981). This criterion is instrumental 

in determining the distinctiveness of each construct within the model. It posits that 

for discriminant validity to be established, the square root of the Average Variance 

Extracted (AVE) for any given construct – values represented on the diagonal in 

Table 3 – should exceed the construct’s correlations with other constructs in the 

model (the off-diagonal values). This criterion confirms that each construct is 

uniquely captured by its indicators, and the diagonal values represent AVE, not 

correlation measures. 
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For instance, the construct "Advertising" demonstrates an AVE square root value 

of 0.842. This indicates that a significant proportion of the variance in the indicators 

of "Advertising" (84.2%) is attributable to the construct itself. To meet the criterion 

of discriminant validity, this diagonal value must surpass any correlation value 

"Advertising" has with other constructs. The highest correlation "Advertising" has 

is with "Brand Equity," at 0.754, which is lower than 0.842, thus satisfying the 

criterion. 

 

Similarly, "Brand Equity" has an AVE square root value of 0.849, exceeding its 

highest correlation with any other construct, which is with "Advertising" at 0.754. 

This pattern continues across the table, indicating that each construct's square root 

of AVE is greater than its correlations with other constructs. 

 

The successful application of the Fornell-Larcker criterion, as evidenced in Table 

3, signifies that the constructs within this study are indeed distinct and accurately 

captured by their indicators. This confirmation of discriminant validity, alongside 

the established validity and reliability of the model, enables us to proceed 

confidently with further descriptive analysis of the data. 

 

 

4.1.2 Descriptive Analysis 

We delve into the descriptive analysis, aims to provide a clear and quantitative 

summary of our dataset. This method is instrumental in transforming raw data into 

valuable insights about various factors that influence customer behavior and 

decision-making processes. By calculating the mean scores for each variable, we 

can interpret the central tendency and infer the average respondent's perception in 

our study. Such an analysis is pivotal in understanding the attributes like Brand 

Equity, Advertising, Prior Trial Experience, and others, which are critical in 

assessing the effectiveness of e-learning platforms. Through the examination of 

variables with 595 respondents, we have obtained mean scores that shed light on 

how each factor fares in the eyes of the consumers, ranging from the expertise of 

lecturers to the overall trust in the e-learning service. 
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Table 4 Descriptive statistics of the variables 

Variable N Mean 

Brand Equity 

595 

4.3 

Advertising 4.3 

Prior Trial Experience 4.2 

Prior Learning Experience 4.2 

Perceived Lecturer Expertise 4.5 

Perceived Quality 4.4 

Trust 4.4 

Price 4.3 

 

Table 4 illustrates that variables such as Perceived Lecturer Expertise and Perceived 

Quality are rated slightly higher on average, which underscores their perceived 

importance in the consumer's e-learning experience. The mean score of 4.5 for 

Perceived Lecturer Expertise, for instance, suggests that consumers place a high 

value on the knowledge and skills of their lecturers in e-learning platforms. 

Similarly, the high score for Perceived Quality indicates that the quality of the 

content and the platform's delivery are also highly regarded. 

 

The consistency of mean scores across most variables (above 4 out of 5) suggests a 

generally positive reception of e-learning attributes. This reflects a balanced 

performance in areas such as Brand Equity, Price, and Trust. The similarity in 

scores across different variables points towards a cohesive user perception of the e-

learning platforms' overall offering. However, the slight variations in the scores 

highlight areas where e-learning platforms could potentially enhance their services. 

For example, while Prior Trial Experience and Prior Learning Experience are rated 

positively, they are slightly lower than other attributes, indicating potential areas 

for improvement in how trial experiences and learning processes are presented and 

managed. 

 

This descriptive analysis provides a good view of the consumer perceptions towards 

various aspects of e-learning platforms. It highlights the strengths in areas such as 

lecturer expertise and content quality, while also pointing out potential areas for 

improvement. 
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4.1.3 Qualitative Analysis 

This section presents a brief synthesis of the research interview findings, centered 

on key variables that define the e-learning landscape. From the efficacy of 

advertising strategies to the nuanced appraisal of perceived lecturer expertise, each 

variable provides a window into the consumer's journey and interaction with digital 

learning environments. The insights garnered reflect a broad spectrum of user 

experiences, highlighting how each touchpoint — be it the influence of brand equity 

or the critical role of trust — shapes the overall educational experience. Through 

this exploration, we aim to stitch together a narrative that captures the core attributes 

valued by learners and the factors that drive their preferences and decisions. 

 
Table 5 Interview findings based on the variables 

Variables Research Interview Findings 

Advertising Awareness through online advertisements and social media banners. 

Brand Equity Respondents mentioned well-known platforms like Coursera, Udemy, 

Dicoding, MySkill, indicating awareness of brand value. 

Perceived Lecturer 

Expertise 

Importance of mentor's capabilities and reputation, and platform's user 

reviews highlighted. 

Perceived Quality High quality content, well-structured courses, engaging materials, and 

interactive elements. 

Personal Trial 

Experience 

Mixed experiences with user-friendly interface and course variety, some 

lacking in-depth content. 

Price Budget ranges varied widely among respondents, from as low as Max 

Rp100,000 to Rp5,000,000 - Rp10,000,000. 

Prior Learning 

Experience 

Transition from traditional to e-learning environments, appreciation of 

flexibility and self-paced nature. 

Trust Trust built on partnerships with renowned institutions and positive 

learner reviews. 

 

Table 5 shows advertising efforts resonate through their digital footprint, while the 

weight of brand equity is felt through the preference for renowned platforms. The 

acumen of educators, as reflected in perceived lecturer expertise, emerges as a 

pivotal factor, just as the tangible quality of educational content marks its 

importance. Learner narratives reveal a kaleidoscope of personal trial experiences, 

while financial considerations paint a diverse picture of affordability and value. The 
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transition from traditional learning models to the digital realm underscores the 

significance of adaptability, and the establishment of trust through credible 

partnerships anchors the learners' commitment. 

 

4.1.4 Analysis of General Perception 

This section contains a summarized essence of each variable, organized into several 

main aspects. These include the objectives of participating in e-learning, the reasons 

for selecting the e-learning method, challenges encountered during e-learning, 

preferences when choosing e-learning platforms, interest in e-learning topics, and 

the e-learning platforms themselves. 
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Figure 20 Synthesis of qualitative results. Source: Author's processed data 

 

Figure 20 shows overview of the motivations, experiences, and preferences 

of two key demographic groups involved in e-learning: individuals aged 18-

24, primarily students and recent graduates, and those aged 25-34, comprising 

working professionals and entrepreneurs. or the younger demographic, the 

objectives for engaging in e-learning are centered on deepening their existing 

knowledge from school or university, learning subjects not offered in 

traditional educational settings, and acquiring skills pertinent to staying 

relevant in the industrial world. They are also motivated by the desire to 
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develop soft skills, build a portfolio, and prepare for entering the industrial 

workforce. The advantages of e-learning for this group include well-

structured materials, guidance from mentors, flexible access, and engaging 

audio-visual learning styles. They value practical applications such as case 

studies and projects that enhance their portfolios and the credentialing that 

certificates offer. Challenges they face include internet connectivity issues, 

lack of features for interactive questioning, and the absence of community 

learning experiences. 

 

For the older demographic, e-learning is a means to develop personal 

competencies for their careers, invest in knowledge to support their 

professions, and keep their skills updated with ongoing developments in the 

working world. Their choice of e-learning is influenced by the credibility and 

trustworthiness of paid programs, the need for well-structured syllabi, and the 

availability of various materials to meet their needs. However, they too 

encounter challenges, such as limited practical sessions, outdated materials, 

and insufficient mentor interaction. 

 

Both groups show a keen interest in topics like Information Technology and 

Marketing, with the younger cohort also drawn to areas like Artificial 

Intelligence, Management & Business, and Design & Art. The older 

demographic additionally focuses on Financial Intelligence. 

 

When it comes to selecting an e-learning platform, features such as the 

platform's reputation, user reviews, the variety of topics, quality of mentors, 

the features and benefits offered, and price are significant factors. Additional 

value-added services, like the ability to ask questions, learning communities, 

and career guidance services, are also influential in their decision-making. 
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4.1.4.1 Brand Equity 

 
Figure 21 Platform have a good popularity. Source: Author's processed data 

Out of the people surveyed, a significant majority of 532 participants view the 

platform favorably, as shown by the combined number of 'Agree' and 'Strongly 

Agree' responses. In contrast, only a small group of 16 participants expressed 

a negative view, which includes both 'Disagree' and 'Strongly Disagree' 

responses. There were relatively few neutral opinions. 

 

This information indicates that, among those surveyed, the platform is 

generally seen as popular. The fact that most participants recognize its 

popularity in a positive light suggests that the platform likely enjoys a robust 

market presence or strong brand recognition within the surveyed user group. 
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Figure 22 Platform have a good advanced e-learning characteristics. Source: Author's processed data 

Figure 22 survey results show a predominantly positive view of the e-learning 

platform's features. Most respondents, totaling 515, recognize the platform's 

excellent qualities, with 285 strongly agreeing and 230 agreeing. This suggests 

that the platform is generally considered to provide high-quality e-learning 

experiences, reflecting well on its market acceptance and user satisfaction. 

 

However, a smaller group of 80 respondents have some reservations. Within this 

group, 69 are neutral, 6 disagree, and 5 strongly disagree with the idea that the 

platform excels in e-learning features. This data highlights the platform's 

strengths as perceived by a majority of users, suggesting it has a strong potential 

for favorable positioning in the market. 
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Figure 23 Brand recall to specific e-learning. Source: Author processed data 

Figure 23 shows how respondents link a specific platform with e-learning 

programs. The majority, 275 participants, strongly associate this platform 

with e-learning, indicating a high level of brand recognition and recall. 

Another 226 respondents agree, implying that for many, this platform is a top 

choice for e-learning solutions. There are significantly fewer neutral 

responses, 74 in total, reflecting some awareness of the platform but not a 

strong connection. 

 

Only a small group, 20 respondents, either disagree (13) or strongly disagree 

(7). This suggests that for these individuals, the platform might not be the first 

option that comes to mind or it may be less familiar to them. Overall, the data 

points to a strong market presence for the platform, with a high level of brand 

recall among those surveyed, which bodes well for the platform's branding 

efforts. 

 

Table 6 Quantitative & qualitative comparison for Brand Equity. Source: Author’s processed data 

 Quantitative Qualitative 

Good Popularity The high agreement on the 

platform's popularity underscores 

its strong brand equity. The data 

The platform's popularity aligns 

with the preference for reputable and 

recognized e-learning solutions. 
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shows that most users recognize 

and favor the platform, which 

could be indicative of a robust 

market presence. Suggesting a 

latent influence that could bolster 

the platform's competitive edge. 

Users gravitate towards platforms 

that are well-regarded in the market, 

associating such popularity with 

reliability and quality. This 

qualitative insight corroborates the 

quantitative findings, confirming 

that good popularity is an integral 

component of the platform's brand 

identity, potentially influencing user 

engagement and loyalty. 

Superior E-

Learning 

Characteristics 

The recognition of superior e-

learning characteristics is directly 

tied to the platform's perceived 

quality. A majority of users 

acknowledge the platform's high-

quality offerings, highlighting its 

excellence in delivering e-learning 

experiences. This recognition is 

significant as it directly impacts 

how users perceive the quality of 

the platform's content and 

services. 

User preferences for quality content 

and structured learning experiences 

resonate with the superior 

characteristics identified in the 

quantitative data. The platform's 

ability to deliver content that meets 

and exceeds user expectations 

reinforces its brand identity as a 

provider of premium e-learning. 

Brand Recall The strong brand recall evidenced 

by the platform suggests that it has 

achieved a significant level of 

mindshare among its users. This is 

indicative of effective branding 

strategies that have anchored the 

platform in the collective 

consciousness of its target 

audience. Brand recall supports 

the trust and perceived quality that 

users associate with the platform, 

playing a vital role in its brand 

identity. 

The high brand recall is reflective of 

users' search for reliable e-learning 

platforms. Users are more likely to 

engage with and recommend 

platforms that are top-of-mind, a 

factor that is crucial in the decision-

making process. The qualitative data 

emphasizes that the platform's 

strong brand recall is not just a 

testament to its marketing efforts but 

also to its ability to fulfill user 

expectations consistently. 

 

The e-learning platform has established a strong market presence as 

evidenced by its popularity and the high quality of its offerings. Quantitative 
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data confirms the platform's broad recognition and qualitative feedback 

highlights its reputation and user loyalty. Superior e-learning features are both 

acknowledged by users and aligned with their expectations, reinforcing the 

platform's premium positioning. Strong brand recall further emphasizes 

effective branding and user satisfaction. In essence, the platform’s success is 

marked by its ability to meet and exceed user needs, fostering a trusted and 

valued educational resource. 

4.1.4.2 Advertising 

 

Figure 24 Platform often provides up-to-date information about their program(s). Source: Author processed 

data 

Figure 24 presents the views of respondents regarding how promptly the e-

learning platform updates its advertising about its programs. Most 

participants, 489 in total, confirm the platform's effectiveness in this area, 

with 281 strongly agreeing and 208 agreeing. This response highlights the 

platform's dedication to keeping its users informed about the newest e-

learning opportunities, which likely contributes to increased user engagement 

and satisfaction. 

 

However, 84 respondents remain neutral, which might indicate either 

insufficient information to form a solid opinion or only a moderate 

engagement with the platform's communication channels. A small minority 
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of 22 people do not share this positive view, with 15 disagreeing and 7 

strongly disagreeing. This suggests areas where the platform's advertising 

might be improved. Such feedback points to a potential gap that could be 

addressed to better the platform's marketing efficacy. Overall, the data 

suggests a strong approval of the platform's timeliness in advertising, 

indicating a key strength in its marketing strategy. 

 

Figure 25 Information provided by platform make respondent interested. Source: Author's processed data 

Figure 25 displays responses to a survey regarding the effectiveness of an e-

learning platform's advertising in arousing interest in its programs. The data 

shows a marked preference for the advertising being effective, with 496 

respondents either agreeing (216) or strongly agreeing (280) that the 

advertising encourages them to explore the platform's e-learning offerings 

further. This implies that the advertising strategies of the platform are 

effective in grabbing attention and stimulating curiosity among potential 

learners. 

 

Conversely, a small group of 15 respondents disagree with this sentiment, 

with 8 mildly opposing and 7 strongly opposing, suggesting that there might 

be room to tweak the messaging or channels to better appeal to this particular 

audience segment. The 84 neutral responses indicate that another segment of 

the audience might be undecided or might need more information before 
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being convinced of the benefits. Overall, the survey indicates that the 

advertising is generally successful in generating significant interest in the 

platform's e-learning programs, a key factor in fostering engagement and 

potential enrollments. 

 

 

Figure 26 Provided ads give a good impression. Source: Author processed data 

Figure 26 shows how respondents feel about the advertisements for an e-

learning platform. A large portion of the participants, 507 in total, view these 

advertisements positively. This is evident from the combined 250 'Agree' and 

257 'Strongly Agree' responses. This overwhelming response indicates that 

the advertisements are generally successful in creating a favorable impression 

of the platform, which is likely beneficial for enhancing its brand image and 

attracting new users. 

 

There are 78 neutral responses, suggesting that a considerable number of 

respondents are either undecided or may need more information before 

forming a solid opinion. On the other hand, a small group of 10 respondents, 

consisting of 4 who disagree and 6 who strongly disagree, appear less 

impressed by the advertisements. This minority perspective could provide 

valuable insights for the platform to adjust its advertising strategies to appeal 

to a wider audience. Overall, the data points to the effectiveness of the 
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platform's advertising efforts in making a positive impression on most of its 

audience. 

 

Table 7 Quantitative & qualitative data comparison for "Advertising". Source: Author's processed data 

 Quantitative Qualitative 

Up-to-Date 

Information on 

E-learning 

Programs 

 

High agreement levels indicate 

the platform's advertising is 

successful in providing current 

information, which is crucial for 

maintaining consumer interest. 

Reflects a trend where users place 

significant importance on the 

freshness and relevance of 

information when it comes to e-

learning. Users are likely to perceive 

the platform as a reliable source for 

the latest knowledge and learning 

techniques, which is essential for 

platforms aiming to maintain a 

competitive edge in the fast-paced 

digital learning environment. 

Interest in E-

learning 

Programs 

The data shows that advertising 

efforts are successful in sparking 

an interest in the platform's 

offerings, which is a critical step 

in the marketing funnel leading to 

conversion. 

The qualitative data likely reflects 

this as well, platform's advertising 

content is effectively aligned with 

the users' learning objectives and 

interests. It implies that users find 

the advertising engaging and that it 

successfully invokes a desire to 

explore the platform's offerings 

more deeply, which is a vital aspect 

of the user journey from awareness 

to purchase. 

Positive 

Impression from 

Ads 

The ads for the e-learning 

platform create a good 

impression, the quantitative data 

underscores the success of the 

advertising efforts in establishing 

a positive brand image. This 

suggests that the ads are well-

designed, compelling, and 

professionally executed, fostering 

a favorable perception of the 

platform. 

Strong positive response to the ads 

reflects users' appreciation for 

professional and polished 

advertising. It indicates that the 

platform's advertising strategies are 

likely contributing to building trust 

and enhancing the credibility of the 

platform. A good impression from 

ads is an influential factor that can 

have ripple effects on brand equity 

and user acquisition strategies. 
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The analysis of the e-learning platform's marketing strategies through both 

quantitative and qualitative lenses yields a consistent conclusion: The 

platform is successful in delivering up-to-date, engaging content that 

resonates with users' needs for continuous learning. The data reveals that the 

platform's advertising is effective in piquing interest and establishing a 

positive brand image, which is crucial for user acquisition and retention. 

Users appreciate the relevance and quality of the content, as well as the 

professional standard of the platform's advertising, which together build trust 

and credibility. In essence, the platform stands out as a trusted source for 

quality e-learning, with marketing strategies that effectively communicate its 

value to the target audience. 

4.1.4.3 Personal Trial Experience 

 

Figure 27 Before buying, user given free trial access. Source: Author's processed data 

Figure 27 shows a strong preference among respondents for offering a free 

trial on an e-learning platform, highlighting its importance in evaluating user 

interest and satisfaction. The majority, 470 respondents, either agree or 

strongly agree with the idea of providing a free trial. This response indicates 

that most users value the chance to try out the service before committing 

financially. The fact that 284 respondents strongly support the availability of 

a free trial suggests that it significantly influences their decision-making 
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regarding potential purchases. 

 

In contrast, a minority of 46 respondents express reluctance or disinterest in 

the trial, with 21 strongly disagreeing and 25 disagreeing. This could point to 

some level of dissatisfaction or lack of interest in what the trial offers. 

Meanwhile, 79 respondents are neutral, which may reflect either unfamiliarity 

with the free trial or uncertainty about its usefulness. The data strongly 

implies that offering a free trial is an effective approach to attract potential 

customers and might play a crucial role in converting trial users into paying 

subscribers. 

 

 

Figure 28 Before buying, users can try the trials well. Source: Author's processed data 

Figure 28 illustrates participants' feedback on their trial experience with an e-

learning platform prior to making a purchase. A significant majority, 470 

respondents, reported positive experiences, with 261 strongly agreeing and 

209 agreeing that their trial experience was satisfactory. This suggests that 

the trial offered by the platform generally meets or even surpasses user 

expectations, which is likely a crucial factor influencing their decisions to 

purchase. 

 

However, there is a small group of 44 respondents who had a less favorable 
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view, with 32 merely disagreeing and 12 strongly disagreeing. This indicates 

that for a certain segment of users, the trial might not have lived up to 

expectations, or there could be areas needing improvement. Additionally, 81 

respondents remained neutral, which could signify a group of users who were 

neither particularly impressed nor disappointed by the trial, or who may have 

felt indifferent about it. 

 

This feedback implies that while the majority find the trial experience to be 

positive, there is room for enhancement. Addressing the concerns of those 

with neutral or negative perceptions could improve overall user satisfaction 

and potentially increase the conversion rate from trial users to paying 

customers. 

 

Figure 29 The trial can be tried according to users needs. Source: Author's processed data 

Figure 29 shows survey responses about the relevance of an e-learning 

platform's trial to users' needs before purchasing. A significant number, 470 

respondents, believe the trial meets their needs, with 278 strongly agreeing 

and 192 agreeing. This suggests the platform has successfully tailored its trial 

to match the expectations of most potential customers, an important aspect in 

turning prospects into paying users. 

 

On the other hand, a minority of 42 respondents do not find the trial as 
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relevant, with 30 disagreeing and 12 strongly disagreeing. This indicates that 

for a certain group, the trial fails to meet their specific needs. Additionally, 

83 respondents gave neutral responses, which implies there's a segment of 

users who are neither fully satisfied nor dissatisfied with the trial's relevance. 

 

Overall, the data indicates that the majority view the e-learning platform's 

trial as pertinent and beneficial, reflecting a successful alignment between the 

platform's trial content and the users' learning needs. This alignment is vital 

for user conversion and satisfaction, giving the platform a strong position in 

the competitive e-learning market. However, to optimize the trial experience 

for all potential users, the platform could benefit from investigating the 

reasons behind the neutral and negative feedback. 

 

Table 8 Quantitative & qualitative data comparison for "Personal Learning Experience" 

 Quantitative Qualitative 

Access to 

Free Trial 

The platform's strategy of 

providing a trial period is well-

received and could be a decisive 

factor for users when choosing an 

e-learning service. The ability to 

try before purchasing is not just 

appreciated; it is increasingly 

expected by users as part of their 

decision-making journey. 

Qualitative data reflects a user base 

that values transparency and the 

ability to assess the platform's 

offerings without financial 

commitment. This approach helps in 

building trust with potential customers 

and aligns with modern consumer 

behavior, which favors a try-before-

you-buy model. 

Quality of 

Trial 

Experience 

The positive feedback received 

about the trial experience points to 

a well-executed introduction to the 

platform's services. Users who are 

satisfied with the quality of the 

trial are more likely to have a 

favorable view of the platform 

overall, which is an important 

aspect of customer acquisition and 

retention strategies. 

Users often stress the need for a trial 

experience that allows them to 

thoroughly evaluate the platform's 

effectiveness and the quality of 

content. A positive trial experience 

can be the tipping point for users when 

deciding whether to invest time and 

money into an e-learning platform. 

Relevance of 

Trial to 

The strong agreement on the trial's 

relevance to user needs 

The relevance of the trial content to 

users' learning goals is crucial. 
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Needs underscores the platform's success 

in delivering a trial that resonates 

with what users are seeking. It 

indicates that the platform 

understands and meets user 

expectations, which is vital for 

converting trial users into paying 

customers. 

Qualitative feedback often includes 

user testimonials on how the trial met 

their learning needs, indicating that a 

well-tailored trial is an influential 

factor in the user's purchase decision. 

 

The platform's strategy of offering a free trial period is highly effective, as 

evidenced by the positive quantitative and qualitative responses. Users 

appreciate the opportunity to try the platform before committing financially, 

a trend that aligns with modern consumer preferences for transparency and 

risk-free evaluation. The quality of the trial experience is crucial, with users 

indicating that a well-executed trial positively influences their overall 

perception of the platform and increases the likelihood of continued 

engagement. Additionally, the relevance of the trial to the users' specific 

needs is a key factor in converting trial users into paying customers. User 

testimonials highlight the importance of trial content in meeting their learning 

objectives, suggesting that a tailored trial experience is instrumental in the 

decision-making process for e-learning services. 
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4.1.4.4 Prior Learning Experience 

 

Figure 30 Users have a good experience from the trial. Source: Author's processed data 

Figure 30 reveals that the trial experience provided by the e-learning platform 

is well-received by a large portion of its users. Specifically, 490 respondents, 

which is a majority, have expressed their satisfaction, choosing either 'Agree' 

or 'Strongly Agree'. This strong positive response underscores the trial's 

effectiveness in offering a fulfilling user experience. 

 

However, there is a noteworthy segment of 92 participants who remain 

neutral. This could indicate areas where the trial experience might be 

improved to shift these neutral opinions towards a more positive outlook. 

Additionally, a smaller group of 32 respondents has shown dissatisfaction. 

Although this number is relatively minor, it provides important insights into 

potential areas where the trial could be enhanced. 

 

Overall, the predominantly positive reaction to the trial is a testament to its 

success as a key feature of the platform. This positive reception is likely a 

significant factor in driving user engagement and encouraging users to 

convert from a free trial to a paid subscription. 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



73 

 

 

Figure 31 Users have a good learning quality from the trials. Source: Author's processed data 

Figure 31 provides insights into how users perceive the learning quality 

offered in the trial of an e-learning platform. A significant majority, 489 

respondents, either agree (201) or strongly agree (288), suggesting they are 

satisfied with the quality of learning provided during the trial. This indicates 

that the platform's trial content effectively meets the educational needs of 

most users. 

 

On the other hand, 77 respondents are neutral. This could imply either a lack 

of strong feelings about the trial's quality or a need for additional information 

to make a more informed judgment. Meanwhile, a smaller group of 29 

respondents, including 18 who disagree and 11 who strongly disagree, seems 

to be dissatisfied with the educational quality of the trial. 

 

Overall, the data points to a positive reception of the trial's learning quality. 

This aspect is crucial in encouraging trial users to become paying subscribers 

and in enhancing the platform's reputation for offering quality e-learning 

experiences. Addressing the concerns of those who are neutral or dissatisfied 

could further strengthen the platform's appeal and effectiveness. 
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Figure 32 Platform can offer quality e-learning. Source: Author's processed data 

Figure 32 sheds light on how respondents view the quality of e-learning 

programs offered by a specific platform, especially after participating in a 

trial. A significant portion, 487 individuals, either agree (210) or strongly 

agree (277) with the platform's capacity to deliver high-quality e-learning 

programs. This widespread agreement suggests that the trial effectively 

showcases the platform's capabilities and quality, likely influencing users' 

decisions to further engage with the platform. 

 

Conversely, 29 respondents are neutral. This could imply that their experience 

with the trial was not entirely convincing in terms of the platform's quality, 

or they might need more information to form a firmer opinion. The smaller 

group who disagree (19) or strongly disagree (10) with the platform's quality 

might highlight specific aspects where the trial could be enhanced to better 

demonstrate the platform's offerings. 

 

Overall, the data indicates a generally positive perception of the platform's 

ability to offer valuable e-learning experiences, a key factor for attracting and 

retaining users. Addressing the concerns and uncertainties of those who are 

neutral or dissatisfied could further strengthen the platform's appeal. 
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Table 9 Quantitative & qualitative data comparison for “Prior Learning Experience”. Source: Auhtor’s 

processed data 

 Quantitative Qualitative 

Good 

Experience with 

The Trial 

The strong positive response 

illustrates that users had a 

satisfactory trial experience, 

which is likely to influence their 

overall perception of the 

platform. 

Respondents insights might 

reveal that a positive trial can 

enhance user satisfaction and 

form a preliminary trust, which is 

important for converting trial 

users into full-time customers. 

Users likely seek a seamless, 

user-friendly experience that 

offers them a genuine feel of the 

platform's capabilities 

Quality 

Learning from 

The Trial 

The majority of respondents 

affirming that they received 

quality learning from the trial is 

an indicator of the effectiveness 

of the platform's content and 

delivery. 

The depth and applicability of the 

learning material encountered 

during the trial are pivotal. Users 

are looking for content that is not 

just informative but also 

engaging and relevant to their 

personal or professional 

development goals. Quality 

learning in a trial can strongly 

influence the perceived value of 

the e-learning platform and could 

be a deciding factor for users 

contemplating a full subscription. 

Belief in the 

Platform's 

Quality 

Offerings 

Many users' belief in the 

platform's quality offerings 

post-trial suggests that the trial is 

a pivotal touchpoint in 

convincing potential customers 

of the platform's value. 

The conviction users gain about 

the platform’s quality offerings 

after the trial is a significant 

measure of the trial's success. It 

shows that users are able to see 

beyond the trial and envisage the 

benefits of the platform's full 

offerings. This increased 

confidence in the platform's 

capabilities can lead to a fortified 

trust relationship, higher 

perceived quality, and a greater 

likelihood of users committing to 
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the platform long-term. A belief 

in the platform's quality offerings 

is often shared through word-of-

mouth, which can be a powerful 

tool for organic growth and 

customer acquisition. 

 

The trial experience on the e-learning platform is pivotal in shaping user 

perceptions and decisions. Quantitatively, users report high satisfaction with 

the trial, which qualitatively translates into enhanced satisfaction and 

preliminary trust. The quality of learning during the trial is crucial, with users 

valuing content that is both informative and relevant to their development 

goals. This significantly influences their perceived value of the platform and 

their decision to subscribe. Post-trial, many users' belief in the platform's 

quality offerings suggests the trial's effectiveness in showcasing the 

platform's value, leading to strengthened trust and higher perceived quality. 

4.1.4.5 Perceived Lecturer Expertise 

 

Figure 33 The mentor is expert in their field. Source: Author's processed data 

Figure 33 indicates a strong positive perception of the expertise of mentors 

and trainers on an e-learning platform. A notable 341 respondents 'Strongly 

Agree', coupled with 198 who 'Agree', demonstrate a high level of trust in the 

platform's educators' expertise. This is a significant indicator of the 
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confidence users have in the qualifications and knowledge of the instructors. 

 

In contrast, a small group of 13 respondents disagree with this notion, while 

43 respondents maintain a neutral stance. This overwhelmingly positive 

response highlights the platform's effectiveness in presenting its educators as 

knowledgeable and qualified, which is essential in building credibility and 

trust in its educational offerings. 

 

The expertise of mentors and trainers is often a key consideration for learners 

when selecting an e-learning platform. The fact that this platform is highly 

regarded for the quality and authority of its instructional staff bodes well for 

its reputation and attractiveness to potential learners. 

 

Figure 34 The mentor have an experiences in their field. Source: Author's processed data 

Figure 34 reveals that participants largely perceive the mentors or trainers on 

an e-learning platform as highly experienced in their respective fields. A 

significant majority, 352 respondents, 'Strongly Agree', showing a strong 

belief in the substantial experience of these educators. Another 193 

respondents 'Agree', further solidifying this positive perception of the 

instructional staff's experience. 

 

In contrast, only a minimal number of 9 respondents express disagreement 
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(combining 'Disagree' and 'Strongly Disagree'), while 41 respondents remain 

neutral, neither affirming nor refuting the experience of the mentors or 

trainers. This overall response pattern indicates that the platform effectively 

communicates the expertise and experience of its educational personnel. This 

aspect is likely a key factor in the platform's credibility and appeal, especially 

for learners seeking experienced guidance in their educational endeavors. 

 

Figure 35 The mentor have knowledge in their field. Source: Author's processed data 

Figure 35 suggests respondents' perceptions of the breadth of knowledge of 

mentors or trainers on an e-learning platform. A vast majority, 357 

participants, strongly agree that the mentors or trainers have a broad 

knowledge in their field, which indicates a strong recognition of the educators' 

comprehensive understanding of their subject matter. Additionally, 186 

respondents agree, contributing to a significant positive consensus on this 

attribute. 

Only a small minority of 10 respondents disagree or strongly disagree with 

this statement, which may indicate isolated experiences or specific 

expectations not met. The neutral responses from 42 participants could reflect 

a lack of familiarity or indecision regarding the trainers' expertise. 

This data implies that the e-learning platform is regarded as having well-

informed and knowledgeable educators, which can be a compelling factor for 

potential learners who are looking for a rich and diverse educational 
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experience. It also highlights the importance of educators' expertise as a key 

factor in the perceived value and quality of the e-learning platform. 

 

Table 10 Quantitative & qualitative data for "Perceived Lecturer Expertise". Source: Author's processed data 

 Quantitative Qualitative 

Valuing 

Lecturer 

Experience 

The data exhibits a high level of 

agreement that mentors/trainers 

are experts in their field, 

indicating that users recognize 

and value the experience and 

expertise that these professionals 

bring to the e-learning platform. 

Learners frequently mention the 

significance of the instructors' 

experience and depth of 

knowledge in their qualitative 

feedback. 

Influence on 

Learning 

The minimal dissent in 

acknowledging the expertise of 

the instructors quantitatively 

reflects a broad appreciation for 

the guided learning process, 

suggesting that learners place 

high regard on the structured and 

expert-driven instruction they 

receive 

Responses often highlight the 

importance of guided learning 

from expert instructors, 

indicating a preference for 

structured and authoritative 

teaching. 

Impact on 

Platform Choice 

The perceived expertise of 

instructors appears to be a 

determining factor for users 

when selecting an e-learning 

platform. 

Learners’ narratives often 

highlight the role of instructor 

credibility in their choice of e-

learning platform, with many 

selecting platforms based on the 

reputation and demonstrated 

knowledge of their instructors. 

 

The expertise of lecturers significantly influences user choices and 

perceptions in e-learning. Quantitative data shows a strong agreement on the 

value of instructors' experience, highlighting user appreciation for 

knowledgeable and experienced teachers. This sentiment is reinforced 

qualitatively, with learners emphasizing the importance of guided learning 

from credible instructors. Additionally, the perceived expertise of lecturers is 

a key determinant in users' selection of e-learning platforms, indicating that 
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instructor credibility significantly impacts platform choice. 

4.1.4.6 Perceived Quality 

 

Figure 36 E-learning material relevant with the industry condition. Source: Author's processed data 

Figure 36 illustrates participants' perceptions of the relevance of e-learning 

material to current industry conditions. A substantial majority, with 313 

respondents expressing strong agreement, indicates that the platform's content 

is highly pertinent to the needs and demands of the industry. An additional 

211 participants agree, though with less intensity, adding to the positive 

reception of the platform's material. A smaller contingent of 60 respondents 

remains neutral, suggesting either a moderate satisfaction with the content's 

relevance or indecision on the matter. In contrast, a negligible minority of 6 

disagree and 5 strongly disagree, suggesting almost negligible discontent with 

the content's industry relevance. This overwhelming tilt towards agreement 

highlights the platform's success in curating content that resonates well with 

industry trends and user expectations. 
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Figure 37 E-learning material according to digital development. Source: Author's processed data 

Figure 37 provides insights into users' opinions regarding the alignment of e-

learning material with digital developments. An overwhelming majority, 

represented by 328 respondents, strongly believe that the e-learning content 

is in tune with digital advancements, suggesting that the material is 

contemporary and applicable to current technological trends. In addition, 215 

respondents agree, reinforcing the sentiment that the platform's curriculum is 

up-to-date. A minority of 39 participants are neutral, indicating either a 

moderate contentment with the material's relevance or uncertainty. Only a 

small fraction, with 9 disagreeing and 4 strongly disagreeing, seem to find the 

material out of step with digital progress. This data collectively suggests that 

the e-learning platform is perceived to be successful in providing content that 

is relevant and adapted to the ongoing digital evolution, a key factor for 

learners looking to stay current in a rapidly changing digital landscape. 
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Figure 38 Platform can help users to get new knowledge. Source: Author's processed data 

Figure 38 illustrates users' perceptions of the effectiveness of an e-learning 

platform in providing new knowledge. A substantial majority, with 353 

respondents, express strong agreement that the platform has been 

instrumental in helping them acquire new knowledge, signifying a high level 

of satisfaction with the educational value provided. Further reinforcing this 

sentiment, 190 respondents agree, albeit less emphatically. The neutral 

category, consisting of 40 respondents, may represent users who are 

somewhat satisfied or have not formed a definitive opinion on the matter. 

Only a very small minority of users disagree (5) or strongly disagree (7), 

indicating that there is minimal dissatisfaction with the platform's ability to 

facilitate new learning. Overall, the quantitative data depicted in this chart 

suggests that the platform is highly regarded for its educational effectiveness 

and is successfully fulfilling its role as a source of new knowledge for most 

of its users. 
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Figure 39 Users can increase their value by using the platforms. Source: Author's processed data 

Figure 39 presents respondents' perceptions of self-improvement through 

participation in an e-learning platform. The majority, with 338 responses, 

strongly agree that engaging with the e-learning platform has enabled them to 

enhance their personal value. This indicates that users find the platform's 

resources and courses significantly beneficial for personal or professional 

growth. Additionally, 194 respondents agree with the statement, suggesting 

that they also perceive a positive impact on their self-worth, although perhaps 

with less intensity than those who strongly agree. A neutral response from 51 

users may imply a moderate or undecided perspective on the matter. 

Only a negligible number of respondents, 6 for each category, disagree or 

strongly disagree with the statement, indicating that there is minimal 

sentiment against the platform's effectiveness in enhancing personal value 

among the users surveyed. In summary, the data suggests that the e-learning 

platform is highly valued for its capacity to contribute to users' personal and 

professional development, with a majority of users affirming that it has helped 

to increase their self-value. 

 

Table 11 Quantitative & qualitative data comparison for “Perceived Quality”. Source: Author’s 

processed data 

 Quantitative Qualitative 
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Course 

Relevance 

A vast majority agrees that the 

course content is relevant to 

current industry needs, indicating 

the platform's alignment with 

professional standards and 

market demands. 

Users value course material that is 

not only current but also 

applicable to real-world scenarios, 

enhancing their professional 

competence in their respective 

industries. 

Course 

Alignment 

The data shows that users believe 

the course material is in line with 

digital advancements, suggesting 

that the platform evolves with 

technological trends. 

The qualitative aspect suggests 

users appreciate when e-learning 

content is not static, but rather 

dynamically evolves, keeping 

pace with ongoing digital 

transformations. 

Knowledge 

Acquisition 

Users feel the platform aids in 

acquiring new knowledge, 

emphasizing the platform’s role 

as an effective educational 

resource. 

Users share experiences and 

stories of how the platform has 

been instrumental in their learning 

journey, providing them with 

valuable new insights and skills. 

Self-

Improvement 

The strong agreement on the 

platform's role in enhancing 

personal value points to its 

effectiveness in contributing to 

users' personal growth and 

marketability. 

Narratives likely indicate that 

users perceive the platform as 

more than just an educational tool; 

it is also a means for personal 

advancement and enhancing one’s 

professional profile. 

 

The conclusion drawn from both quantitative and qualitative data reveals a 

strong alignment between the e-learning platform's offerings and user needs. 

Quantitatively, there's a vast agreement on the courses' relevance to industry 

standards and their alignment with digital advancements, reflecting the 

platform's commitment to staying current and applicable. Qualitatively, users 

highly value course content that is not only contemporary but also practical, 

enhancing their professional competence and keeping them abreast of 

technological trends. Additionally, users acknowledge the platform's 

effectiveness in knowledge acquisition and self-improvement, viewing it as a 

vital resource for personal growth and marketability. 
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4.1.4.7 Trust 

 

Figure 40 Users trust the platforms. Source: Author's processed data 

Figure 40 presents respondents' levels of agreement with the statement "I am 

confident that the platform can be trusted." With a significant number of 

respondents (538 out of 598) selecting "Agree" (216 responses) and "Strongly 

Agree" (322 responses), the data suggests a high level of trust in the platform 

among users. Only a small fraction of respondents expressed neutrality (46 

responses), disagreement (5 responses), or strong disagreement (6 responses). 

This demonstrates that the overwhelming majority have a positive perception 

of the platform's trustworthiness. The chart indicates that the platform has 

successfully established credibility with its user base, which is a crucial factor 

in the success of any e-learning platform. Trust is fundamental to user 

retention and acquisition, as it influences users' willingness to engage with 

the platform's services and recommend them to others. 
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Figure 41 Platform e-learning is reliable. Source: Author's processed data 

 

Figure 41 illustrates participants' confidence in the dependability of an e-

learning program offered by a particular platform. The majority of 

respondents, 526 out of 591, expressed confidence, with 324 indicating 

"Strongly Agree" and 202 selecting "Agree." This overwhelming positive 

response signifies that users perceive the e-learning program as reliable and 

trustworthy. Only 58 respondents remained neutral, and a very small minority 

of 11 respondents disagreed or strongly disagreed. The data conveys a strong 

endorsement of the platform's e-learning program's reliability, which can be 

a crucial deciding factor for potential and current users when engaging with 

educational services online. This level of trust is essential for the platform's 

reputation and likely contributes to its user retention and growth. 
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Figure 42 Platform have a competency to provide quality e-learning. Source: Author's processed data 

 

Figure 42 presents the responses of participants regarding their confidence in 

the platform's competence to provide quality e-learning programs. A 

significant majority of respondents, totaling 545 out of 595, agree that the 

platform is capable of delivering high-quality e-learning, with 313 strongly 

agreeing and 232 agreeing. This strong agreement indicates a high level of 

trust in the platform's ability to offer valuable and effective e-learning 

experiences. Only 41 respondents are neutral, which suggests that while there 

may be some uncertainty, it does not overshadow the overall positive 

perception. A minimal number of respondents, 9 in total, disagree or strongly 

disagree, indicating that doubts about the platform's competence are not 

prevalent among the users. This confidence in the platform's competence is a 

testament to its reputation for quality and can be a substantial factor in 

attracting and retaining users. 

 

Table 12 Qualitative & quantitative data comparison for "Trust". Source: Author's processed data 

 Quantitative Qualitative 

Confidence in The 

Trustworthiness 

of The Platform 

A strong majority of 

respondents express 

confidence in the platform's 

This confidence likely aligns 

with qualitative factors such as 

the platform's reputation, 
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trustworthiness, suggesting a 

high level of trust. 

consistent quality of content, and 

the security of user data, which 

can significantly influence a 

user's decision to engage with 

the platform. 

Belief in the 

Reliability of E-

learning 

Programs 

Respondents agree on the 

reliability of the e-learning 

programs, which reinforces 

trust in the platform's offerings. 

Qualitatively, this belief may 

correlate with the platform's 

ability to deliver consistent and 

dependable learning 

experiences, possibly including 

user-friendly interfaces, 

comprehensive resources, and 

effective support systems. 

Assurance of the 

Platform's 

Competency in 

Providing Quality 

Programs 

The belief in the platform's 

competency to provide quality 

e-learning programs indicates 

trust in the educational value 

delivered. 

This assurance aligns with 

qualitative expectations of the 

platform's curriculum relevance, 

educator expertise, and the 

applicability of the learning 

material to real-world scenarios. 

 

Quantitatively, a significant majority of respondents have expressed their 

confidence in the platform's trustworthiness and the reliability of its e-

learning programs. This indicates a high level of trust and belief in the 

platform's capability to deliver consistent and quality educational content. 

Qualitatively, this trust is further reinforced by the platform's reputation for 

providing dependable learning experiences, with user-friendly interfaces and 

comprehensive resources. Additionally, users' assurance in the platform's 

competency to deliver quality programs is in line with their expectations for 

relevant curriculum, expert educators, and applicability of learning materials 

in real-world scenarios. This indicates a strong alignment between users' 

expectations and the platform's offerings, solidifying trust as a key factor in 

users' engagement and satisfaction with the e-learning service. 
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4.1.4.8 Price 

 

Figure 43 E-learning program have an affordable price. Source: Author's processed data 

Figure 43 indicates participants' perceptions of the affordability of an e-

learning platform's programs. The data suggests that a significant majority of 

respondents find the pricing of the platform's offerings to be accessible and 

reasonable. Specifically, 263 participants have expressed strong agreement 

with the platform's affordable pricing, implying that they perceive good value 

for the cost. Additionally, 193 respondents agree with the statement, 

reinforcing the sentiment that the platform's pricing is considered favorable. 

In contrast, a smaller contingent, consisting of 32 individuals (22 disagreeing 

and 10 strongly disagreeing), views the platform's programs as less 

affordable. Meanwhile, 107 respondents remain neutral, which might suggest 

that they are either undecided about the pricing or find it neither particularly 

affordable nor prohibitive. Overall, the dominant response is one of approval 

regarding the cost, hinting that the platform's pricing strategy could be well-

aligned with market expectations and might be a contributing factor to its 

appeal among learners. 
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Figure 44 E-learning program price is worth with the quality. Source: Author's processed data 

Figure 44 represents responses from participants regarding their perception 

of the value proposition of an e-learning platform's programs, specifically 

whether the cost is commensurate with the quality. The majority of responses 

skew positively, with 286 participants strongly agreeing and 230 agreeing that 

the price is justified by the quality of the e-learning program. This indicates a 

strong consumer sentiment that the e-learning offerings are priced 

appropriately relative to their perceived value. 

A smaller segment of 63 participants is neutral, suggesting either ambivalence 

or a lack of sufficient information to form a definitive opinion on the price-

quality relationship. Only a minority of respondents disagree (12 individuals) 

or strongly disagree (4 individuals), which suggests that there is a minimal 

perception of a disconnect between the cost and the quality of the e-learning 

platform. 

Overall, the data implies that the e-learning platform has successfully aligned 

its pricing with the quality of its content and services, as perceived by the 

majority of its users. This perceived price-to-quality ratio can be a significant 

factor in customer satisfaction and loyalty, as well as a compelling selling 

point for potential new users. 
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Figure 45 E-learning program price is comparable with the usefulness. Source: Author's processed data 

Figure 45 displays survey data on user perceptions of the cost-benefit ratio of 

an e-learning program. A resounding number of respondents, represented by 

519 out of 595 individuals, agree or strongly agree that the cost of the e-

learning program is commensurate with its benefits. This strong consensus 

suggests that users perceive a high value in the educational offerings of the 

platform, feeling that the skills and knowledge gained are worth the financial 

investment. 

Conversely, a small minority, totaling 13 respondents, disagree or strongly 

disagree with the proposition, indicating a perception that the benefits do not 

justify the costs. These outliers may represent a segment of users with 

expectations that are not met in terms of content, instructional quality, or 

learning outcomes compared to the price paid. 

The 63 respondents who chose a neutral position may represent users who are 

either undecided or lack a strong opinion on the value proposition of the e-

learning platform. This could be due to a variety of reasons, such as 

insufficient exposure to the full range of the platform's offerings or 

uncertainty about their own investment versus the returns in terms of learning 

and application. 

Overall, the chart suggests that the e-learning platform is generally regarded 

as offering a beneficial learning experience that users find to be appropriately 
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priced, which can be a significant factor in the platform's user retention and 

market competitiveness. 

 

Table 13 Quantitative & qualitative data comparison for "Price". Source: Author's processed data 

 Quantitative Qualitative 

Perceived Value The majority, 519 out of 595 

respondents, believe the price 

is justified by the benefits, 

indicating a high perceived 

value. 

Qualitative feedback likely 

emphasizes the satisfaction with 

the educational return on 

investment, with users detailing 

how the skills and knowledge 

gained are applied in real-world 

scenarios. 

Cost-Benefit 

Ratio 

A small minority, 13 

respondents, do not see the cost 

as justified, suggesting the 

price may not align with 

perceived benefits for all users. 

Some qualitative responses may 

reflect concerns about cost-

effectiveness, pointing to a 

mismatch between the program's 

price and the personal or 

professional advancement it 

enables. 

Neutrality on 

Price 

63 respondents are neutral, 

neither agreeing nor 

disagreeing that the price 

reflects the program's value. 

Qualitative insights may reveal a 

hesitation to fully endorse the cost 

due to factors like incomplete 

exposure to the program's content 

or uncertainty about the long-term 

benefits of the learning 

experience. 

 

The majority of users, as indicated by quantitative data, perceive the e-

learning platform's pricing as justified by its benefits, reflecting a high 

perceived value. This is supported by qualitative feedback where users 

express satisfaction with the educational return on investment and the 

applicability of skills and knowledge gained in real-world scenarios. 

However, a small minority question the cost-effectiveness, suggesting a 

mismatch between price and perceived value for some users. Additionally, a 

neutral response from a segment of users highlights a need for the platform to 

further clarify its value proposition to address hesitations related to cost and 
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long-term benefits. 

4.1.5 Analysis of Prototype Perception 

Based on the insights from user feedback and preferences regarding e-learning 

platforms, we can infer thoughts and statements users have when interacting with 

PT XYZ prototype. These insights are derived from the analysis of user preferences 

and experiences with existing e-learning platforms such as figure 44 & 45. 

 

 
Figure 46 PT XYZ's e-learning subscription prototype. Source: Author's internal data 

 

 

 
Figure 47 PT XYZ's e-learning subscription prototype. Source: Author's internal data 

4.1.5.1 Appreciation for Expert Guidance 

User Thought: "I find the platform's mentorship and guidance very effective. The 
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presence of experienced instructors makes the learning process more credible and 

engaging." 

Users highly value the expertise and experience of mentors and trainers in e-

learning environments. They prefer structured, expert-driven instruction, as it adds 

credibility and depth to the learning experience. 

 

4.1.5.2 Need for Interactive and Practical Content 

User Thought: "The course content is interactive and applies to real-world 

scenarios, which makes the learning process much more valuable and interesting." 

Users show a preference for content that is not just theoretical but also practical and 

applicable to real-life scenarios. They appreciate courses that offer interactive 

methods of learning and are aligned with current industry standards and 

technological advancements. 

 

4.1.5.3 Importance of a Structured Learning Journey 

User Thought: "I like how the courses are well-structured and tailored to my 

learning goals. It makes the learning process more efficient and goal-oriented." 

A common expectation among users is for e-learning platforms to have a well-

organized and clear structure in their courses. Users prefer a learning journey that 

is coherent, with a well-defined path from basic to advanced levels, ensuring a 

complete understanding of the subject. 

 

4.1.5.4 Value of a Community and Interactive Features 

User Thought: "The platform should have more interactive features like live 

sessions and community forums. It would enhance my learning experience and 

provide opportunities for collaboration." 

Users often express the desire for more interactive elements in e-learning platforms. 

Features like live Q&A sessions, community discussions, and real-time feedback 

are seen as beneficial for enhancing understanding and fostering a sense of 

community among learners. 
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4.1.5.5 Flexible and Accessible Learning 

User Thought: "I appreciate the flexibility and accessibility of the platform. Being 

able to learn at my own pace and revisit content as needed makes it easier to balance 

learning with other responsibilities." 

Flexibility and accessibility are key factors for users in e-learning. The ability to 

access content anytime and learn at a personal pace is highly valued, especially for 

those balancing learning with work or other commitments. 

 

4.1.5.6 Concerns About Practical Application 

User Thought: "While the theoretical knowledge is great, I wish there were more 

opportunities for practical application and real-world exercises." 

There is a notable desire among users for practical application of learned concepts. 

Users seek more than just theoretical knowledge; they want to apply what they've 

learned in practical, real-world scenarios to solidify their understanding and skills. 

These insights suggest that for an e-learning prototype to be well-received, it should 

focus on expert-led, interactive, and practical content, offer a structured learning 

path, include community-building features, and be flexible and accessible, while 

also providing ample opportunities for practical application. 

 

 

4.1.6 Analysis of Gap Between General & Prototype 

To analyze the gap between general perceptions of e-learning platforms and 

perceptions specifically related to the PT XYZ E-Learning Subscription prototype, 

we draw on the data from the previous insights. Here are some gaps that observed: 

1. Brand Recognition and Trust: General e-learning platforms may have 

established brand recognition and trust over time. Users might be more familiar 

with these platforms and their offerings. In contrast, the PT XYZ E-Learning 

Subscription prototype may initially lack this level of recognition and trust, 

which could affect user perception and willingness to engage with the new 

platform. 

2. Content Quality and Relevance: Established e-learning platforms have a wide 

array of content that has been refined based on user feedback and industry 

trends. Users perceive these platforms as having high-quality and relevant 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



96 

 

content. The PT XYZ prototype, being new, perceived as untested in terms of 

content quality and relevance, which could be a significant gap in user 

perception. 

3. User Experience and Interface: Users have certain expectations regarding the 

user experience and interface based on their interactions with other e-learning 

platforms. These expectations include ease of navigation, intuitive design, and 

accessibility. The PT XYZ prototype needs to meet or exceed these 

expectations to bridge the gap in user experience. 

4. Feature Set and Customization: Established platforms often offer a broad set of 

features, including personalized learning paths, interactive elements, and 

community features. Users compare these features with what is offered by the 

PT XYZ prototype. If the prototype lacks in feature richness or customization 

options, it could create a gap in user satisfaction. 

5. Pricing and Value Proposition: Users often compare the cost against the value 

they receive. Established e-learning platforms might have pricing models that 

users perceive as providing good value for money. The prototype must ensure 

its pricing strategy aligns with its value proposition to close any gap in 

perceived value. 

6. Technical Stability and Support: Users have experienced high levels of 

technical stability and support on other platforms. Any technical issues or lack 

of support in the PT XYZ prototype could create a negative gap in user 

perception, emphasizing the need for robust technical infrastructure and 

responsive customer support. 

7. Course Variety and Specialization: Users accustomed to a wide variety of 

courses and specialized subjects offered by existing platforms. If the PT XYZ 

prototype offers limited course options or lacks specialization, it could widen 

the perception gap. 

8. Community and Networking Opportunities: Many e-learning platforms foster 

communities and networking opportunities. If the PT XYZ prototype does not 

incorporate these elements, it might be perceived as less engaging or valuable, 

especially for users who value collaborative learning and networking. 

9. Lack of a Comprehensive Feedback Mechanism: PT XYZ's current model 
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lacks a systematic approach to collecting and analyzing user feedback, 

hindering its ability to adapt to user needs and market trends. Without this 

critical insight, PT XYZ misses opportunities for improvement and innovation, 

directly impacting its capacity to diversify revenue streams and remain 

competitive in the dynamic e-learning market. 

 

By addressing these gaps, the PT XYZ E-Learning Subscription can align more 

closely with user expectations and preferences, thereby enhancing its attractiveness 

and competitive edge in the e-learning market. 

 

4.2 Business Solution 

Author propose solutions to address the identified gaps and challenges based on the 

analysis of the e-learning prototype and general perceptions of e-learning platforms. 

These solutions aim to enhance the PT XYZ E-Learning Subscription's 

competitiveness, user experience, and market appeal: 

1. Enhancing Brand Recognition and Trust 

 To address the lack of revenue diversification at PT XYZ, a key  

strategy involves launching an engaging marketing campaign  

centered around brand storytelling and user testimonials. Create a  

marketing campaign that narrates the unique story of PT XYZ's 

journey, its mission, and the impact it aims to create in the e-learning 

landscape. This narrative resonate with the target audience, 

showcasing the platform's commitment to providing quality 

education and its role in empowering learners. Utilize various media 

channels, including social media, video platforms, and online 

advertisements, to broadcast this story widely. The campaign 

willhighlight the programs unique selling points and the benefits it 

offers to learners. This strategy is designed to drive substantial sales 

and subscriptions, ultimately contributing to revenue diversification 

and long-term sustainability of PT XYZ. 

 To further enhance PT XYZ's market position and address the 

challenge of revenue diversification, strategic collaboration with 
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reputable educational institutions and industry experts to endorse the 

platform, thus lending credibility. Establish partnerships with 

wellknown educational institutions and industry leaders. These 

collaborations can involve co-creating courses, offering specialized 

training programs, or endorsements. Leverage the reputation and 

credibility of these institutions and experts to bolster the platform's 

standing in the market. For instance, featuring courses designed by 

renowned educators or industry professionals can significantly 

enhance the platform's appeal and trustworthiness. For example PT 

XYZ will collaborate with Hacktiv8, well-known edutech to develop 

curriculum for IT field. 

 

2. Improving Content Quality and Relevance 

 Addressing the challenge of keeping PT XYZ's content relevant and 

aligned with current industry trends and user needs is crucial for the 

platform's ongoing success and revenue diversification. Establish a 

systematic process for regularly reviewing and updating course 

content to ensure it remains current and relevant. This will involve a 

product and marketing team tasked with monitoring industry trends 

and advancements. Introduce new courses and learning materials 

that address emerging technologies, skills, and methodologies. This 

approach will keep the platform at the forefront of industry 

developments and ensure that learners are gaining contemporary 

knowledge and skills. 

 To tackle the issue of limited diversification in PT XYZ's course 

offerings, it need to incorporate feedback mechanisms to continually 

adapt and improve course offerings based on user suggestions and 

industry developments. Analyze feedback to identify areas for 

improvement, such as gaps in course content, topics that require 

deeper exploration, or new subjects of interest to learners. 

Encourage instructors to interact with learners through discussion 

boards or QnA sessions to gain direct insights and suggestions. 
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Consequently, this strategy will play a pivotal role in diversifying 

PT XYZ's offerings, making the platform more adaptable, 

responsive, and attractive to a broader learner base, thus addressing 

the core issue of revenue diversification. 

3. Refining User Experience and Interface 

 Invest in user interface (UI) and user experience (UX) design to 

make the platform intuitive, engaging, and accessible across devices 

is also imperative to address the challenge of lack diversification. 

Allocate resources towards enhancing the user interface (UI) and 

user experience (UX) of the e-learning platform. This involves 

hiring skilled UI/UX designers who understand the specific needs of 

an educational platform. Focus on creating an intuitive, user-friendly 

interface that reduces the learning curve for new users and makes 

navigation seamless for all users. This includes clear labeling, 

logical flow of features, and aesthetically pleasing design elements. 

An intuitive and engaging platform will encourage users to explore 

more courses, thereby increasing their engagement with a wider 

range of offerings. This enhanced user experience can lead to 

increased course enrollments, better course completion rates, and 

higher user satisfaction, all of which contribute to revenue 

diversification. 

 Addressing the issue of lack of diversification at PT XYZ requires a 

deep understanding of user interaction with the platform, which can 

be effectively achieved through regular user testing sessions. 

Conduct user testing sessions to identify pain points in the user 

journey and make necessary adjustments. Conduct regular user 

testing sessions with a diverse group of users to gather insights into 

how they interact with the platform. This include usability testing, 

A/B testing, and beta testing with actual learners. Ensure that the 

platform is fully responsive, meaning it adapts to various screen 

sizes and devices, including smartphones, tablets, and desktop 

computers. This approach accommodates users who prefer mobile 
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learning as well as those who use traditional desktop setups.  

4. Expanding Feature Set and Customization 

 Develop personalized learning paths and adaptive learning 

technologies to cater to individual user needs and preferences. 

Develop an algorithm-driven approach to create customized learning 

paths for each user. These paths would take into account the user's 

past learning history, stated preferences, career goals, and 

engagement metrics to suggest relevant courses and materials. 

Integrate adaptive learning technologies that adjust the difficulty 

level of the content based on the user’s performance. For example, 

if a user is excelling in a particular module, the system could offer 

more challenging material or skip some of the more basic content. 

The combination of personalized learning paths and adaptive 

learning technologies positions PT XYZ as a forward-thinking, user-

centric platform. It caters to the diverse needs and preferences of 

learners, thereby attracting a broader audience. This approach not 

only enhances learner satisfaction and course completion rates but 

also plays a crucial role in diversifying the platform's user base. 

 Introduce interactive features like quizzes, simulations, and peer 

interactions to enhance the learning experience. Include simulations 

and real-world case studies to provide hands-on learning 

experiences. These could be particularly effective in courses related 

to business, science, technology, and other practical fields. Also 

create features that facilitate interaction among users, such as 

discussion forums, group projects, and peer review systems. These 

interactive features not only make the courses more engaging and 

effective but also increase the attractiveness of PT XYZ’s offerings. 

By providing a more immersive and collaborative learning 

environment, PT XYZ can cater to a wider audience, thus addressing 

the issue of lack of diversification in its course offerings. 

 In the future, the utilization of current ICT advancements in the 

design of e-learning platforms presents an opportunity to enhance 
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not only knowledge competencies but also skills and soft skills 

competencies. For instance, integrating Virtual Reality (VR) 

technology can offer students the chance to simulate real offline 

class experiences, fostering the development of various skills and 

soft skills. However, significant challenges arise, particularly in the 

accessibility of VR tools and peripherals, which tend to be 

prohibitively expensive, with even the cheapest options starting 

from six million rupiah. Moreover, another obstacle lies in the 

capability of current IT teams within the company, as they may lack 

the expertise required to develop such sophisticated systems. But 

once it’s developed, it sure will become another revenue streams for 

company because the future is directing to VR technology. 

5. Optimizing Pricing and Value Proposition 

 Develop a tiered pricing structure that offers different levels of 

access and features. For example, a basic tier could offer access to 

standard courses and limited features, while premium tiers could 

include advanced courses, additional resources, one-on-one 

mentorship, and personalized learning plans. Such a tiered pricing 

structure allows PT XYZ to accommodate a diverse range of 

learners, from those seeking basic education to those requiring 

advanced, specialized training. It not only broadens the platform's 

appeal but also enhances user satisfaction by providing options. 

Moreover, this strategy can significantly aid in revenue 

diversification, as it provides multiple revenue streams from various 

user segments, each with different pricing and value propositions. 

 Clearly articulate the value proposition for each pricing tier. 

Highlight the unique benefits and features of each level, ensuring 

that users understand what they gain from higher-priced tiers. Offer 

flexible payment options to accommodate different user preferences. 

This include monthly subscriptions or annual plans for long-term 

users. Also provide free trials or access to sample courses to allow 

potential customers to experience the platform before committing to 
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a purchase. This can help users understand the quality and relevance 

of the content. By clearly communicating the unique benefits of each 

pricing tier and offering flexible payment options, PT XYZ can cater 

to a broader range of users with varying needs and financial 

capabilities. 

6. Ensuring Technical Stability and Support 

 Strengthen the platform’s technical infrastructure to ensure 

reliability and minimize downtime. Invest in robust server 

infrastructure and cloud-based solutions to enhance the platform's 

performance and scalability. This ensures that the platform can 

handle high traffic volumes and data loads without compromising 

speed or reliability. Strengthening the platform's technical 

infrastructure is a foundational step towards enhancing overall 

service quality, supporting user growth, and ensuring the long-term 

sustainability and diversification of PT XYZ's revenue streams. 

 Establish a responsive customer support team to quickly address 

user queries and technical issues. Develop a dedicated customer 

support team trained to handle a wide range of queries and technical 

issues. This team should be well-versed in the platform's features 

and common user challenges. The presence of a responsive customer 

support team also feeds into the overall perception of PT XYZ as a 

user-centric platform. It shows potential and existing users that the 

company values their experience and is dedicated to providing 

ongoing support. This can be a significant factor in retaining users 

and attracting new ones, ultimately contributing to the 

diversification and strengthening of PT XYZ's revenue streams. 

7. Diversifying Course Variety and Specialization 

 Continuously expand the course library to include a wide range of 

subjects and specializations. Develop a strategy to regularly update 

and expand the course offerings, ensuring a diverse range of subjects 

that cater to various interests and professional needs. This includes 

adding new courses in popular fields as well as exploring emerging 
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disciplines.  The expansion of the course library to include a diverse 

range of subjects and specializations demonstrates PT XYZ's 

commitment to providing comprehensive educational resources. 

This approach not only meets the varying needs and aspirations of 

learners but also enhances the platform's attractiveness as a one-stop 

solution for diverse learning requirements. Consequently, this 

strategy plays a significant role in attracting a broader user base, 

leading to increased enrollments and contributing to the 

diversification of PT XYZ’s revenue streams. 

 Partner with industry professionals and organizations to develop 

courses that address niche markets and emerging fields. Identify 

niche markets and specialized fields that are underserved in the 

current e-learning landscape. Develop courses tailored to these areas 

to attract learners looking for specific expertise. Work with 

professional organizations and industry bodies to create courses that 

are aligned with professional standards and certifications. By 

targeting these niche markets and collaborating with industry 

experts, PT XYZ can significantly expand its course offerings, 

making them more appealing to a diverse learner base. This 

approach not only fills gaps in the current e-learning market but also 

positions PT XYZ as a versatile and innovative platform, ultimately 

contributing to the diversification of its revenue streams. 

8. Fostering Community and Networking 

 Create online forums, discussion groups, and networking events to 

build a sense of community. Develop a robust online community 

platform where learners can engage in discussions, share resources, 

and seek advice. This could include dedicated forums for each 

course or subject area. Encourage interaction and engagement in 

these forums by hosting regular Q&A sessions, themed discussion 

threads, and expert talks. This can facilitate knowledge exchange 

and peer learning. By creating a supportive and interactive 

environment, PT XYZ can enhance learner engagement and 
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satisfaction. This approach not only makes the platform more 

appealing but also contributes to the development of a loyal user 

base. In turn, this can lead to increased course enrollments and 

participation, aiding in the diversification of PT XYZ’s revenue 

streams. 

 Incorporate social learning features where users can collaborate, 

share insights, and learn from each other. Integrate social learning 

features into the platform, allowing users to collaborate on projects, 

participate in group challenges, or engage in peer reviews. This can 

enhance the learning experience by introducing diverse perspectives 

and collaborative problem-solving. This approach can increase user 

engagement and satisfaction, making the platform more appealing 

to a wider audience. As a result, PT XYZ can attract more users and 

increase course participation, contributing to the diversification of 

its revenue streams. 

9. Implementing a Robust Feedback System 

 To enhance PT XYZ's revenue stream diversification, developing a 

system for collecting and analyzing user feedback is crucial. 

Develop a system for collecting and analyzing user feedback to 

identify areas for improvement. Create an integrated feedback 

system within the platform that allows users to easily provide 

feedback on various aspects such as course content, instructor 

effectiveness, user experience, and technical issues.  

 Regularly engage with users through surveys, focus groups, and 

community forums to gather insights and suggestions, aiding in the 

diversification of its revenue streams. Conduct regular online 

surveys and polls to gather more detailed and structured feedback 

from users. These could be distributed at the end of each course or 

module, or periodically to all users. Regularly engaging with users 

in these ways helps PT XYZ to stay connected with its user base, 

understand changing needs, and respond effectively. This ongoing 

communication is important for making informed decisions that 
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align with user expectations and market trends, and in the end 

contributing to the diversification and strengthening of PT XYZ's 

revenue streams. 

 

By implementing these business solutions, PT XYZ can effectively bridge the gaps 

identified in the analysis, enhance the overall user experience, and position itself 

competitively in the e-learning market. These combined efforts are geared towards 

creating a robust, dynamic, and user-centric e-learning environment.  

 

4.3 Implementation Plan & Justification 

As we move into the hands-on phase of developing our e-learning platform's 

strategy, author begin to craft an implementation plan. This plan will serve as a 

detailed roadmap for rolling out various marketing and development efforts 

throughout the year. It's designed to put into action the insights and 

recommendations gathered from previous thorough analysis. The goal is to ensure 

that every strategic step PT XYZ take not only aligns with their broader business 

goals but also addresses any shortcomings company identified in user experience 

and market presence. The calendar is more than just a timeline of tasks; it's a story 

of transformation. Each entry in this schedule marks a stride towards improving 

user engagement, enriching our content, and establishing a stronger presence in the 

competitive world of digital education. 
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Figure 48 Implementation plan calendar. Source: Author processed data 
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Figure 49 Implementation Plan Calendar Cont’d. Source: Author processed data 

And here is an explanation regarding how the proposed plans serve as actionable 

steps for the outlined business solutions: 

 

1. Enhancing Brand Recognition and Trust: Strategies like 'Referral and 

Promo Codes for Influencers', 'Instagram and TikTok Ads', 'Promotions in 

Specific Niche Accounts', along with 'Publishing Blog Articles' will be 

employed to spearhead a marketing campaign centered around telling the 

brand's story and highlighting user experiences. 

2. Improving Content Quality and Relevance: 'Survey Feedback', 'Content 

Marketing Refreshment', 'Customer Satisfaction Survey', and 'Improving 

Content Quality and Relevance' will be key in continuously refining and 

updating the content based on user input. 
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3. Refining User Experience and Interface: Tactics like 'Improving UI/UX 

Design', 'Utilizing Email Marketing', and 'Leveraging Google Ads' will play 

a crucial role in making the platform more intuitive and user-friendly. 

4. Expanding Feature Set and Customization: 'Enhancing Platform Features 

and Customization' together with 'Organizing Community Events' are aimed 

at developing tailored learning experiences and integrating more interactive 

elements. 

5. Optimizing Pricing and Value Proposition: 'Implementing Promotional 

Codes' and 'Refining the Pricing Strategy' are geared towards establishing a 

multi-tiered pricing model and clearly defining the benefits of each tier. 

6. Ensuring Technical Stability and Support: 'Technical Stability and Support' 

focuses on strengthening technical infrastructure and establishing 

responsive customer support. 

7. Diversifying Course Variety and Specialization: 'Diversify Course Variety 

and Specialization' involves expanding the course library and partnering 

with industry professionals for niche courses. 

8. Fostering Community and Networking: 'Community Event' and social 

media campaigns can create online forums and networking opportunities, 

fostering a sense of community. 

9. Implementing a Robust Feedback System: 'Survey Feedback' and 'Customer 

Satisfaction Survey' are aimed at understanding and improving user 

experience, which is central to a robust feedback system. 

 

 
Table 14 Pillar for the implemetation plan. Source: Author processed data 

Pillar Details 

Content Marketing High-quality, informative, and engaging content that addresses our audience's 

pain points and showcases our subscription offering. Blog posts, videos, 

infographics, and other content formats to educate and entertain our 

audience.highlighted all value proposition or benefits from the product 

Good Value for 

Price 

Relevant material, practical material, competitive pricing, HD quality video 

Paid Advertising & 

Marketing Budget 

Invest in paid advertising channels like Google Ads, Facebook Ads, and 

Instagram Ads to reach new audience. Optimize ad campaigns for conversions 
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for Paid 

Advertisement 

and ROI. 

- Goals: New product awareness, website traffic 

- Audience on each platform: Instagram, Tiktok, SEM 

- Platform Avg. CPC & CPM, Edtech industry, Indonesia, Instagram: CPC= 

±IDR 200/click, CPM= 

Tiktok: CPC= ±IDR 898/user, CPM= ± IDR 2.500 

Google ads: CPC= ±IDR 2.500/user, CPM= ±IDR 800/search, ±IDR 

150/Display, ±IDR 30/view video 

*Marketing budget for product release in 2 months 

**CPC= Cost Per Click, CPM= Cost Per Thousand Impressions 

Author calculated the average cost based on information from multiple 

sources, but the actual implementation costs may vary. 

- Customer Acquisition Cost: Target IDR 50 Million/10.000 user= IDR 

5.000/user 

- Testing Budget: IDR 50 Million 

- Duration: 1 November – 31 December 2023 

- Allocation for each platform: Instagram 70%, Tiktok 20%, Website 10% 

- Monitor & adjustment: Per week, allocate more budget to well-performing 

ad 

Referral Programs 

 

Benefit for code owner’s & code user 

Code Owner’s Code User 

10% 5% 

Mechanism:  

- All registered users will automatically have a referral code, consisting 

of 8 unique characters. 

- The feature to create a referral with customized characters will be 

maintained. 

- The number of characters that can be entered in the "insert referral" 

field is 20 characters, to accommodate the creation of referrals with 

unique characters. 

- By default, regular users will have 8 auto-generated characters (4 

alphabetic letters and 4 numeric digits). 

- If a user enters a promo code with a value of ≤10%, then the referral 

code from the "code owner" can be entered by the "code user." 

- If a user enters a promo code with a value of >10%, then the referral 

code from the "code owner" cannot be entered by the "code user." 
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- All in uppercase, excluded characters are: The letter O (o), L (l), and I 

(i), the number 0 (zero), special characters like #, *, @, . (dot), etc. 

Social Media 

Marketing 

Build a strong presence on social media platforms where our target audience 

spends their time. Share relevant content to engage with the audience. 

Email Marketing Email list and segment it based on customer preferences and behaviors. 

Personalized email campaigns, including product updates, special offers, and 

newsletters, to nurture leads and retain subscribers. 

Influencer 

Marketing 

Collaborate with influencers in our niche who can promote our subscription 

service to our followers. Ensure that influencers' values align with our brand 

to maintain authenticity. Referral link or promo code for influencers. 

Continuous Testing 

and Optimization 

A/B test various marketing elements, such as headlines, pricing, and ad copy, 

to determine what resonates best with our audience. Adapt our marketing 

strategy based on the results of these tests. 

SEO & SEM Optimize our website for search engines to improve organic visibility. Use 

paid search advertising (SEM) to target keywords related to our subscription 

offering. Create 5 blog article each week, related to subs product. 

Analytics and 

Measurement 

Use tools like Google Analytics to create funneling, customer relationship 

management (CRM) software such as Qontak, and subscription metrics 

platforms to track KPIs. Regularly review data to refine our marketing 

strategy. 

Customer Retention Develop a robust retention strategy to reduce churn and keep subscribers 

engaged. Offer personalized recommendations, loyalty programs, and 

exceptional customer support. Keep customers informed through email 

newsletter, social media updates and other channels. 

Customer Feedback 

and Improvement 

Actively seek feedback from subscribers and use it to enhance our 

subscription offering and customer experience. 

 

Table 14 details the technical aspects necessary to execute the implementation plan, 

covering a range of strategies from content creation and pricing to paid advertising 

and community engagement. It outlines the specifics, such as the types of content 

to market, pricing structures, and the allocation of advertising budgets across 

platforms. The plan also includes the use of referral programs, a strong social media 

presence, targeted email marketing, influencer collaborations, and ongoing testing 

for optimization. Furthermore, it emphasizes SEO practices, detailed analytics for 

strategy refinement, customer retention programs, and the integration of feedback 

mechanisms to continually improve the service offering. 
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4.3.1 Month 1-3: Launching Phase 

The initial phase focuses on building a strong foundation for brand visibility and 

user acquisition. Organic and paid social media strategies on platforms like 

Instagram and TikTok cater to a broad yet targeted demographic, using the 

compelling visual nature of these platforms to spark interest and encourage sign-

ups. Influencer collaborations extend the reach by tapping into existing trust 

networks, while email marketing reinforces the value proposition to existing users. 

The promotion in niche accounts and content marketing via blog articles lays the 

groundwork for a strong SEO presence, establishing thought leadership and 

enhancing organic reach. Customer satisfaction survey, campaign discounts using 

promo codes, and technical stability and support are also important to conduct in 

the early stage. 

 

Figure 50 Instagram ads for introduce the new program. Source: Author internal data 

4.3.2 Month 4-6: Growth Phase 

As the platform gains traction, the strategy pivots towards aggressive growth, with 

Google Ads capturing high-intent users who are actively searching for e-learning 
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solutions. User feedback collected through surveys informs iterative improvements 

and marketing refinements, ensuring the platform stays responsive to user needs 

and market demands. Refinining user experience and interface, diversify course 

variety and specialization, and maintaining community based are important for a 

frictionless learning journey, enhancing the platform's appeal, and bolsters user 

loyalty and platform stickiness. 

 

4.3.3 Month 7-9: Maturation Phase 

With the user base expanding, the focus shifts to consolidating the platform's 

position as an authoritative source for e-learning. Continuous content marketing 

supports sustained SEO efforts, while customer satisfaction surveys provide critical 

insights that guide service enhancement and user experience optimization. Also 

enhancing content quality ensures the platform remains competitive and relevant, 

directly impacting user satisfaction and educational outcomes. Expanding features 

and customization options personalizes the learning experience, catering to 

individual learner styles and goals, which is key to user engagement. 

Simultaneously, optimizing pricing and value proposition is vital to align with 

market expectations and consumer willingness to pay, thus driving growth in 

subscriptions and user base. These strategies are foundational to consolidating the 

platform's market position and setting the stage for sustainable long-term growth. 

 

 

Figure 51 Value proposition of the offering. Source: Author's internal data 
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Figure 52 Tiering pricing strategy changing every 2 quarter. Source: Author's internal data 

4.3.4 Month 10-12: Retention and Optimization Phase 

In the final quarter, the emphasis is on retaining the user base and optimizing the 

service offering. Referral programs, promotional campaigns, leveraging discounts 

and promo codes, re-engage existing users and attract new ones during strategic 

periods. Regular customer satisfaction surveys remain crucial, ensuring the 

platform adapts to evolving user preferences and maintains a high level of service 

quality. 
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Figure 53 Referral program for retention. Source: Author's internal data 

Each phase's strategic choices are justified by the need to create a seamless user 

journey from awareness to loyalty, ensuring that every touchpoint is an opportunity 

to reinforce the platform's value proposition, build trust, and cement its place in the 

competitive e-learning landscape.  K
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Chapter V Conclusion & Recommendation 
 

5.1 Conclusion 

This research offers valuable insights into how PT XYZ can address its current 

business issue of lacking revenue diversification. By understanding user 

preferences for e-learning platforms, PT XYZ can tailor its subscription service to 

meet these needs, potentially leading to an increased customer base and revenue. 

The focus on interactive, practical content and a user-friendly interface aligns with 

customer expectations. Additionally, the research suggests that PT XYZ could 

adopt flexible pricing models and ensure high-quality content delivery to attract and 

retain users. This approach could help the company diversify its revenue streams, 

reducing its reliance on single income sources and enhancing financial stability. 

Moreover, the following research issues can be successfully addressed by the 

analysis and interpretation described in the previous chapters: 

1. What are the general perceptions of users towards paid e-learning 

platforms? 

Users generally view paid e-learning platforms positively, valuing high-

quality content, user-friendly interfaces, and cost-effectiveness. They 

expect comprehensive learning experiences, expert instructors, and up-

to-date course materials. 

2. How do users perceive the e-learning experience as presented in the 

prototype of PT XYZ’s e-learning subscription? 

Users perceive PT XYZ's prototype as an innovative offering in the e-

learning market. They appreciate its unique features, tailored content, 

and the potential for personalized learning experiences. However, there 

are expectations for continuous improvement and adaptation to evolving 

educational needs. 

3. What are the gaps between the general perception of paid e-learning and 

the user perception specifically on the PT XYZ’s prototype? 

The main gap lies in expectations versus reality. While users have a 

favorable view of paid e-learning platforms, including PT XYZ's 

prototype, they express the need for more practical, interactive content 

and better alignment with industry demands. Users also seek more 
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flexible pricing options. 

4. What are the key components of a comprehensive marketing strategy to 

drive substantial sales and subscriptions for PT XYZ E-Learning 

Subscription? 

A successful marketing strategy for PT XYZ should focus on 

highlighting the unique value proposition of the platform, engaging in 

targeted advertising, offering competitive pricing, and ensuring high-

quality content. Building a strong brand image, leveraging customer 

feedback for continuous improvement, and employing data-driven 

marketing tactics are crucial for driving sales and subscriptions. 

In conclusion, user experience study in e-learning indicates a desire for engaging, 

useful information that promotes both professional and personal development. 

Users respect practicality and are driven to develop skills that are relevant to their 

businesses or occupations. Overcoming technological obstacles, engaging in live 

sessions and forums, and receiving high-quality mentoring are all crucial 

components. The choice of e-learning platform is influenced by budgetary 

constraints, and a desire to spend in high-value material suggests that e-learning 

providers must find a balance between competitive price and high-quality content. 

 

5.2 Recommendation 

 

The findings from this research have important implications for PT XYZ. To meet 

user expectations and improve customer satisfaction, it is recommended that PT 

XYZ: 

 Enhance interactivity and mentor engagement within their platforms. 

 Expand the range of practical learning activities and real-world applications. 

 Address technical issues to ensure a smooth and accessible learning 

experience. 

 Implement a pricing strategy that reflects the value of the offerings and is 

sensitive to users' budgetary constraints. 

 Foster a community environment that encourages peer support and 

networking. 
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In essence, the future of e-learning depends on the ability of PT XYZ to deliver an 

educational experience that is not only informative and comprehensive but also 

engaging, interactive, and applicable to the learners' real-world needs. This will not 

only improve user satisfaction but also contribute to the overall growth and 

acceptance of e-learning as a valuable tool for lifelong learning and professional 

development. 
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APPENDICES 

 
Kuisioner Kuantitatif 

 Survei Minat Beli Program e-
Learning 

 

   

 Halo generasi muda! 
 
PT XYZ saat ini sedang melakukan penelitian untuk mengetahui minat konsumen 
untuk membeli program e-learning. Hasil dari penelitian ini akan digunakan sebagai 
bahan pengambilan keputusan dalam pengembangan program yang sedang kami 
lakukan. 
Bagi kamu yang sudah pernah mengikuti program e-learning pada platform online, 
silakan berpartisipasi untuk mengisi survei ini. 20 orang yang beruntung akan 
mendapatkan hadiah e-money dengan total sebesar Rp1.000.000. 
 
Terima kasih! 

   

1. Bagaimana kamu membeli 
program e-learning tersebut? 

 

 - Menggunakan dana 
pribadi/orang tua 

 

 - Menggunakan dana bantuan 
(Contoh: Kampus/Pemerintah) 

 

 - Gratis  

   

2. Nama Lengkap: 
(Kami akan menjaga kerahasiaan data responden. Kami akan mengundi hadiah 
survei berdasarkan nama responden) 

   

3. Pendidikan Terakhir:  

 - SD 
- SMP 
- SMA/SMK 
- S1/D4/D3 
- S2 

 

   

4. Status Pekerjaan: 

 - Mahasiswa 
- Freshgraduate 
- Bekerja 

   

5. Berapa tahun pengalaman kerja kamu? 

 - Belum pernah bekerja  

 - <1 tahun  

 - 1 - 2 tahun  
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 - 3 - 5 tahun  

 - 6 - 10 tahun  

 - >10 tahun  

   

6. Nomor Telepon/WhatsApp: 
(Kami akan menjaga kerahasiaan data responden. Kami akan menghubungi kamu 
melalui WhatsApp apabila kamu terpilih mendapatkan hadiah survei) 

   

7. Apa nama kelas e-learning berbayar yang pernah kamu ikuti? 
Mohon tuliskan minimal satu judul kelas dan topik yang masih kamu ingat 
 
Contoh Judul: Belajar untuk Menjadi Software Engineer, Cara Menjadi Digital 
Marketer, dll 
Contoh Topik: IT, Marketing, Business, Design, dll 

   

8. Brand Equity Platform tersebut memiliki popularitas yang baik 

  
Platform tersebut memiliki karakteristik e-learning 
yang unggul 

  
Ketika mendengar tentang program e-learning, 
saya teringat dengan platform tersebut 

9. Advertising 
Platform tersebut selalu memberikan informasi 
iklan terupdate terkait program e-learningnya 

  

Informasi iklan yang disampaikan oleh platform 
tersebut membuat saya tertarik untuk mengetahui 
program e-learningnya lebih dalam 

  
Iklan yang disampaikan oleh platform tersebut 
memberikan kesan yang baik 

10. Personal Trial Experience 

Sebelum membeli program e-learning pada 
platform tersebut, saya diberikan akses untuk 
mencoba trial-nya secara gratis 

  

Sebelum membeli program e-learning pada 
platform tersebut, saya dapat mencoba trial-nya 
dengan baik 

  

Sebelum membeli program e-learning pada 
platform tersebut, saya dapat mencoba trial-nya 
sesuai dengan kebutuhan saya 

11. Prior Learning Experience 
Saya mendapatkan pengalaman yang baik dari 
trial tersebut 

  
Saya mendapatkan pembelajaran yang 
berkualitas dari trial tersebut 

  

Setelah mencoba trial-nya, saya merasa bahwa 
platform tersebut mampu menawarkan program 
e-learning yang berkualitas 

12. 
Perceived Lecturer Expertise Mentor/trainer e-learning pada platform tersebut 

adalah seseorang yang ahli dalam bidangnya 

  
Mentor/trainer e-learning pada platform tersebut 
memiliki pengalaman dalam bidangnya 

  Mentor/trainer e-learning pada platform tersebut 
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memiliki wawasan dalam bidangnya 

13. Perceived Quality 

Saya merasa bahwa materi e-learning pada 
platform tersebut relevan dengan keadaan 
industri 

  

Saya merasa bahwa materi e-learning pada 
platform tersebut sesuai dengan perkembangan 
digital 

  

Saya merasa bahwa e-learning pada platform 
tersebut dapat membantu saya mendapatkan 
ilmu baru 

  

Dengan mengikuti e-learning pada platform 
tersebut, saya dapat meningkatkan value diri 
saya 

14. Trust 
Saya yakin bahwa platform tersebut dapat 
dipercaya 

  
Saya yakin bahwa program e-learning pada 
platform tersebut dapat diandalkan 

  

Saya yakin bahwa platform tersebut kompeten 
untuk menyediakan program e-learning yang 
berkualitas 

15. Price 
Program e-learning pada platform tersebut 
memiliki harga yang terjangkau 

  
Harga program e-learning pada platform tersebut 
sebanding dengan kualitasnya 

  
Harga program e-learning pada platform tersebut 
sebanding dengan manfaatnya 

16. Purchase Intention 
Saya berminat untuk mendapatkan ilmu baru 
dengan mengikuti e-learning 

  
Saya berminat untuk mengikuti e-learning yang 
dapat menunjang jenjang karir saya 

  
Saya berminat untuk mengikuti e-learning yang 
sekaligus dapat menyalurkan pekerjaan 

  

Saya berminat untuk mengikuti e-learning yang 
menyediakan fasilitas komunitas belajar untuk 
berdiskusi 

   

17. Apa alasan kamu mengikuti program e-learning berbayar? 

   

18. Bagaimana kamu ingin membeli e-learning berbayar? 
- Membeli satu judul kelas untuk satu kali pembayaran, akses selamanya 
- Membeli secara berlangganan dapat akses semua kelas, pembayaran per 
bulan/tahun seperti Netflix 

   

19. Jika kamu memilih untuk berlangganan, berapa kisaran harga per bulan/tahun yang 
bersedia kamu bayarkan? 
Mohon tuliskan rentang harganya 

   

20. Jika kamu memilih pembelian satu kali, berapa kisaran harga per bulan/tahun yang 
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bersedia kamu bayarkan? 
Mohon tuliskan rentang harganya 

   

21. Kamu memiliki kesempatan untuk mendapatkan reward e-money sebesar 
Rp50.000 secara langsung tanpa diundi apabila bersedia dihubungi lebih lanjut 
untuk wawancara singkat terkait survei ini. Apakah kamu bersedia? 

 
- Ya 
- Tidak  

   

 Terima kasih sudah berpartisipasi dalam survei ini. 

 

 

Pertanyaan Kualitatif 

 

1. 

Beri sambutan kepada informan. Ucapkan terima karena sudah berpartisipasi 
mengisi kuesioner dan sudah bersedia meluangkan waktunya untuk sesi wawancara 
riset. 

           

2. 
Jelaskan tujuan wawancara riset secara umum: Mengetahui pengalaman informan 
dalam mengikuti program e-learning. 

  
- Mengetahui pengalaman informan pada saat mengikuti 
program e-learning 

  - Mengetahui tujuan informan mengikuti program e-learning 

  
- Mengetahui kendala yang dialami informan selama 
mengikuti program e-learning 

  
- Mengetahui preferensi informan dalam mengikuti program 
e-learning 

           

3. Durasi wawancara: -+ 60 menit 

           

4. Pertanyaan wawancara: 

  Item Acuan 

 

 1. Dari mana kamu mendapatkan 
informasi mengenai kuesioner survei 
kami? 

Informasi tambahan 

 

 2. Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, brand, 
institusi 

 
 3. Apa yang kamu ketahui tentang 

program e-learning? 
Definisi, persepsi 

 
 4. Apa tujuan kamu mengikuti program 

e-learning? 
Alasan 

 

 5. Mengapa kamu lebih memilih 
metode e-learning dibanding metode 
lainnya? 

Alasan 

 

 6. Kendala apa yang kamu alami 
selama mengikuti program e-learning? 

Hambatan, 
kekurangan 
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 7. Program e-learning seperti apa yang 
menjadi preferensi kamu? (ini agak 
bingung) 

Topik, metode, fitur, 
benefit 

 

 8. Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-learning? 

Faktor-faktor 

 

 9. Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

 

 10. Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa tujuan 
utama kamu belajar? 

Preferensi, alasan 

 

 11. Pengembangan karir dan 
pengembangan wirausaha, kamu lebih 
prefer yang mana? 

Preferensi, alasan 

 

 12. Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

Informasi tambahan 

  

13. Di paid e-learning yang pernah 
kamu ikuti, apakah kamu mencoba 
untuk trial dulu atau tidak? kalo ya: 
gimana pengalaman, kualitas, 
trainernya seperti apa, metode 
pembelajaran seperti apa, pengaruh 
terhadap keputusan pembelian kamu 

Personal Trial 
Experience, Prior 
Learning 
Experience, 
Perceived Lecturer 
Experience 

           

           

5. Demonstrasi prototype          

 

Transkrip Wawancara Kualitatif: 

 

1. WSU (Karyawan Pabrik) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu mendapatkan 
informasi mengenai kuesioner 
survei kami? 

 IG 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

Belajar secara online, lebih 
mudah dan praktis, fleksibel, 
ga ngerepotin 

3 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Skillvul 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Pengen lebih tau dan belajar 
baru di bidang IT (Python). 
Menambah skill baru. 

5 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Belajar di youtube atau buku, 
kurikulumnya ga jelas. E-
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NO PERTANYAAN ACUAN JAWABAN 

learning sudah disusun sesuai 
level. Pemula 

6 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Sinyal, internet. Ada 
komunitasnya untuk sharing 

7 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Topik digital marketing, IT. 
Harga relatif, sesuai dengan 
kualitas, fasilitas, fitur 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Topik, fitur, ketersediaan 
provider dalam membuat 
komunitas e-learning 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Awalnya pemula. Belum teralu 
ada impact karena belum 
kepakai di dkerjaan 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Dua-duanya. Menambah ilmu 
dan job lain. 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

Switch karir pasti ada 
keinginannya untuk jangka 
panjang 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Ya, terutama di IT 

 
Tambahan: 

1. Skillvul 6 bulan Rp59.000 
2. Pilih Skillvul karena ga sengaja liat di Instagram Ads 
3. Sebelum Skillvul, pernah nyari juga ke Dicoding, tapi harganya lebih mahal 
4. Join komunitas random di Tele, Skillvul tidak menyediakan komunitas 
5. Saran: platform menyediakan komunitas untuk setiap topiknya 

 
Prototype: 

1. Apakah bisa memutus langganan? 
2. Tambahkan info terkait batalkan langganan 

 

2. MAR (Mahasiswa Filsafat, Smt. 3) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu 
mendapatkan informasi 
mengenai kuesioner 
survei kami? 

 IG 
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NO PERTANYAAN ACUAN JAWABAN 

2 Apa yang kamu ketahui 
tentang program e-
learning? 

Definisi, 
persepsi 

Elektronik learning. Belajar melalui 
media elektronik dan internet 

3 Di platform mana kamu 
pernah mengikuti 
program e-learning? 

Lembaga, 
brand, 
institusi 

Myskill 

4 Apa tujuan kamu 
mengikuti program e-
learning? 

Alasan Belajar yang tidak diajarkan di kuliah, 
menambah ilmu baru 

5 Mengapa kamu lebih 
memilih metode e-
learning dibanding 
metode lainnya? 

Alasan Belajar dengan cara mendengarkan. 
E-learning lebih mudah. Mempelajari 
yang tidak ada 

6 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Tidak ada. Harga relatif mahal, tapi 
sebanding dengan yang didapat. 
Motivasi kadang menurun, menjadi 
tantangan sendiri. E-learning tidak ada 
konsekuensinya seperti dalam 
konteks perkuliahan. 

7 Program e-learning 
seperti apa yang 
menjadi preferensi 
kamu? 

Topik, 
metode, fitur, 
benefit 

Fitur, manfaat, harga 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-
learning?   

Faktor-faktor Sesuaikan budget, karena masih 
mahasiswa 

9 Perubahan apa yang 
kamu alami pada saat 
sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Perkembangan bahasa inggris, lebih 
ngerti grammar. Self-development 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, 
apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

Belajar mencari ilmu, karena  

11 Pengembangan karir 
dan pengembangan 
wirausaha, kamu lebih 
prefer yang mana? 

Preferensi, 
alasan 

Perkembangan karir, karena journey 
saya sudah mantap di karir yang bisa 
lebih berkembang lagi. T 

 12 Apakah kamu 
berkeinginan untuk 
kembali membeli e-
learning? 

 Kelas bisnis. Self-development 

 
Tambahan: 
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1. Milih Myskill karena ngelewat di IG Ads 
2. Myskill karena harganya pada saat itu murah, banyak pilihan topik 
3. Di Myskill ada fitur pre & post-test sebagai tolak ukur. 
4. Di Myskill ada bootcamp 

 

3. AAAT (Mahasiswa Elektro, Smt. 5) (Interview Produk 
Rakamin) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu 
mendapatkan informasi 
mengenai kuesioner survei 
kami? 

 IG LS 

2 Di platform mana kamu 
pernah mengikuti program 
e-learning? 

Lembaga, 
brand, institusi 

Dicoding, Myskill, 

3 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

Belajar melalui internet tanpa 
bertemu langsung dengan 
mentor. Banyak metode yang 
dipelajari, SPL, akses fleksibel 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah ilmu yang tidak ada di 
perkuliahan, eksplor tidak hanya 
di dunia kuliah 

5 Mengapa kamu lebih 
memilih metode e-learning 
dibanding metode lainnya? 

Alasan E-learning bisa fleksibel 
aksesnya, bisa milih level 

6 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Mati lampu, koneksi internet. 
Ga punya manajemen waktu, 
keteteran 

7 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Cek sosmednya, followenya. 
Silabus, topik pembelajaran. 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Programming, graphic designer, 
web developer, python 
 
Topik ga relevan, tapi ada potensi 
profesinya di waktu yang akan 
datang. 

9 Perubahan apa yang kamu 
alami pada saat sebelum 
dan sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Paling signifikan adalah bahasa 
inggris, nambah kosa kata.Melatif 
soft-skill 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, 

Preferensi, 
alasan 

Dapat pekerjaan prioritas 
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NO PERTANYAAN ACUAN JAWABAN 

apa tujuan utama kamu 
belajar? 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

Pengembangan karir, wirausaha 
masih perlu modal 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Tentu 

 
Tambahan: 

1. Pertimbangan memilih platform e-learning: follower sosmed, pilihan topiknya. 
Kalo mentor relatif 

2. Rasa malas, kelas e-learning ga ada konsekuensinya 
3. Milih Myskill awal tahun: 15rb/tahun 
4. Dicoding: saran dari orang terdekat, reputasinya baik 
5. Maks: 100rb 
6. Myskill vs Dicoding: Dicoding unggul materi, kerjasama dengan google. Myskill 

fitur dan aksesnya lebih banyak 

 

4. MHAFR (Android Dev, SMK kelas 12, pengembangan 
perangkat lunak & GIT) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu 
mendapatkan informasi 
mengenai kuesioner 
survei kami? 

 IG 

2 Di platform mana kamu 
pernah mengikuti 
program e-learning? 

Lembaga, 
brand, institusi 

Cuursera, Udemy, Skill Academy, 
Dicoding, Sekolahmu, LMS 
perusahaan 

3 Apa yang kamu ketahui 
tentang program e-
learning? 

Definisi, 
persepsi 

Proses belajar menggunakan media 
online dan lebih interaktif berupa 
modul teks, video, animasi dalam 
platform web 

4 Apa tujuan kamu 
mengikuti program e-
learning? 

Alasan Menambah ilmu dan wawasan, 
pengembangan diri. Ilmu di SMK 
masih kurang, tenanga pengajarnya 
dan materinya belum terupdate. 
Belum relevan dengan kebutuhan 
inds 

5 Mengapa kamu lebih 
memilih metode e-
learning dibanding 
metode lainnya? 

Alasan Gaya belajar audio visual, e-learning 
lebih cocok 
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NO PERTANYAAN ACUAN JAWABAN 

6 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Ada satu materi teknis yang belum 
dimengerti, disediakan forum 
komunitas untuk sharing. Tidak ada 
fitur live session 

7 Program e-learning 
seperti apa yang menjadi 
preferensi kamu? 

Topik, 
metode, fitur, 
benefit 

Materinya terstruktur, ada 
levelisasinya. Instrukturnya siapa 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Reputasi lembaga, instruktur, budget 

9 Berapa budget yang 
bersedia kamu keluarkan 
untuk e-learning? 

Harga 5-10jt 

10 Perubahan apa yang 
kamu alami pada saat 
sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Penambahan ilmu, wawasan baru 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, 
apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

Jangka panjang: karir, dapat kerja. 
Jangka pendek: dapat ilmu untuk 
lulus pendidikan 

12 Pengembangan karir dan 
pengembangan 
wirausaha, kamu lebih 
prefer yang mana? 

Preferensi, 
alasan 

 

 13 Apakah kamu 
berkeinginan untuk 
kembali membeli e-
learning? 

 Kelas bisnis, desain 

 

Tambahan: 
1. Masih ikut di Udemy. Ekspektasinya tercapai, tapi tidak setinggi yang di awal 
2. Udemy materinya kurang update, terutama dalam kurun waktu 1 tahun 
3. Udemy kelebihannya harganya murah waktu ada promo, 100-250 
4. Pernah ikutan di Binar Academy: >5jt. Harganya worth-it, karena ada benefit 

komunitas dan job connector 
5. Platform yang paling disukai: Coursera 
6. Pernah merasa di bawah ekspektasi pada saat ikutan di Skill Academy: 2 kelas 

800rb 

 

5. ARLK (Freshgrad, Pariwisata) 
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NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu mendapatkan 
informasi mengenai kuesioner 
survei kami? 

 IG 

2 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Coursera, Digital Marketing, E-
Commerce, athor google 

3 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Upskill, menambah skill baru di 
luar bidang yang dipelajari 

5 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning dipandu oleh 
mentor, komunikasinya lebih 
interaktif. Lebih fleksibel 

6 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Akses bahasa inggris 

7 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Topik, interkasi mentor-
peserta, community group 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Jenis course. Bisa 
memfasilitasi peserta untuk 
belajar materi yang levelnya 
yang lebih tinggi lagi 

9 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga max 1juta 

10 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Dapat koneksi baru, networking 
baru. Dapet basic ilmu baru 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Dua-duanya,  

12 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

 

 13 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Digital marketing 

 
Tambahan: 

1. Ikutan Coursera sangat memuaskan, bahkan sampai melebihi ekspektasi 
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6. RAP (Smt 5, Manajemen, Pasim) 
  

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu mendapatkan 
informasi mengenai kuesioner 
survei kami? 

  

2 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Pijar mahir. Digital mark, 
data analyst, project 
manager 
MySkill bootcamp  

3 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

Tempat akses kegiatan 
pembelajaran secara 
fleksibel 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Memanfaatkan media yang 
ada untuk belajar ilmu yang 
tidak didapat di kuliah 

5 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Lebih suka cara belajar 
dengan menonton 

6 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Fitur percepat video bikin 
bosen terkadang 

7 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Topik IT, manajemen, 
kemudahan akses 

8 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor Popularitas platform, rating 

9 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga 100rb-500rb 

10 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Bisa bikin modal konten 
untuk porto dan CV 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Mendapatkan pekerjaan 
yang sesuai dengan passion: 
SDM, HR 

12 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

Membangun modal: relasi, 
ilmu, finansial, dll 

 13 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Bisnis Administratif, 

 
Tambahan: 
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1. Ikutan di Pijar Mahir tau dari temen, lagi ada promosi gratis 
2.  

 

7. MBP (Mahasiswa Akuntansi, Smt 5) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu 
mendapatkan informasi 
mengenai kuesioner survei 
kami? 

 IG 

2 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Academy Gramedia. Essay 
Academy, RevoU, Mekari, 
Udemy 

3 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

Wadah pembelajaran secara 
online 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Meningkatkan pemahaman, 
menambah self branding, 
mencari relasi 

5 Mengapa kamu lebih 
memilih metode e-learning 
dibanding metode lainnya? 

Alasan Suka belajar menggunakan video 
yang interaktif, pembahasannya 
lebih mendalam, bisa dapat 
relasi baru 

6 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Pesertanya terlalu banyak, jadi 
ga efektif untuk komunikasinya. 
50-70 

7 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Bidang audit keuangan, dapat 
sertifikasi, dapat relasi, lebih 
banyak konten video visual, 
garansi job konektor 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor  

9 Berapa budget yang 
bersedia kamu keluarkan 
untuk e-learning? 

Harga maks 750rb-3 jt 

10 Perubahan apa yang kamu 
alami pada saat sebelum 
dan sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

E-learning ada magangnya, 
dapet ilmu praktek dan relasi. 
Dapet kerjaan freelance. 
Tambahan ilmu 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Pengembangan ilmu dengan 
harapan bisa dapat pekerjaan 
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NO PERTANYAAN ACUAN JAWABAN 

12 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

 

 13 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Keuangan, Data Entry, Soft-skill 
komunikasi 

tambahan :  
1. ikut di gramedia academy bayar 750rb, sebanding dgn benefit yang didapatkan 

reputable mentor tidak berpengaruh yg penting materinya sesuai, platform 

pelatihan cari yang terkenal, review bagus, ada trialnya 
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8. RDP (PKL Kepala Infrastruktur, Kls 12 Pertanian) 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu 
mendapatkan informasi 
mengenai kuesioner survei 
kami? 

 IG 

2 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, brand, 
institusi 

Paling minat MySkill 

3 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, persepsi Pembelajaran dengan menggunakan 
media elektornik, internet, mengikuti 
perkemangan tenologi 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Ingin mencari tahu ilmu baru, terutama 
ilmu untuk dipakai di pekerjaan ke 
depannya. Fasilitas hardskill dan softskill 
masih kurang di sekolah 

5 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning lebih masuk ilmunya karena 
lebih interaktif, ada mentor, tanya jawab, 
dll 

6 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Internal: sinyalnya jelek. Server platform 
down karena banyak akses user 

7 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Benefit materi bermanfaat dan relevan 
dengan kebutuhan, benefit dapat relasi 
dan koneksi, sertifikat, pembelajarannya 
dengan metode visual 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor: 
lembaga, mentor, 
reputasi 

Reputasi adalah yang utama. Yang 
kedua kapabilitas dari mentornya. Target 
audiens/user 

9 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga Biaya langganan lebih murah, 100-300rb 
Pernah ikut 1,4jt topik finansial 

10 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Bisa implement 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Dua-duanya. Semakin banyak ilmu, 
semakin kuat kompetensi diri untuk 
bersaing di dunia kerja 

12 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 
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NO PERTANYAAN ACUAN JAWABAN 

 13 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Manajemen, leadership. Paling minat AI 

 
Tambahan: 

1. Ikutan di platform MySkill awalnya nemu ads di IG 
2. Fitur paling berkesan dari MySkill: UI/UX nya nyaman, belum ada fitur reminder pengerjaan 

tugas 
3. Saran fitur: package harga produk yang bervariasi 

 

9. DFA (Illustrator, Volunteer) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu 
mendapatkan informasi 
mengenai kuesioner survei 
kami? 

 IG 

2 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

MySkill, Dimimbing, RevoU, Domestica 

3 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

Program pembelajaran untuk meningkatkan 
skill secara online 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah wawasan dan menambah ilmu 
teknis di bidang illustrator 

5 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning materi dan silabusnya terarah, 
ada levelisasi. Ditambah juga ada bimbingan 
mentor yang ahli di bidangnya, ada metode 
penilaian 

6 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Kelamaan nonton video, pesertanya banyak, 
jadi kadang bikin bosen dan suntuk 

7 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Topiknya beginner-friendly, disediakan 
levlisasinya untuk variasi pilihan kelas. 
Disediakan materi/silabus/modul untuk 
pegangan 

8 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Rating platform, testimoni user, portofolio, 
harga. 

9 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga 6jt-9jt 

10 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Menambah skill baru yang berguna di 
bidangnya, bisa diaplikasikan ke pekerjaan 
saat ini. Pengembangan soft-skill juga 
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NO PERTANYAAN ACUAN JAWABAN 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Jangka panjang:mendapatkan ilmu baru 
untuk switch career 

12 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

 

 13 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Copywriting & Content writing 

 
 

10. VS (SMK) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu mendapatkan 
informasi mengenai kuesioner 
survei kami? 

 IG 

2 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Cyber academi, studi ilmu 

3 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

Kegiatan belajar mengajar secara online 

4 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Meningkatkan skill keterampilan, soft 
skill, dan hardskill. Mempelajari hal baru 
dari sekolah 

5 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Prosesnya lebih interaktif, ada 
pembimbingnya, bisa diarahkan 

6 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Kendala jaringan 

7 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Terkait pengembangan soft-skill. Metode 
nya yang interaktif 

8 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor Lihat rating, ulasan, kualitas mentor 

9 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga Kuranglebih 500rb-1jt 

10 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Bisa diterapkan di kehidupan sehari-
hari. Menyelesaikan solusi dari sudut 
pandang berbeda, terutama aspek soft-
skill 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



138 

 

NO PERTANYAAN ACUAN JAWABAN 

11 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Mendapatkan ilmu untuk diimplement di 
dunia kerja, sekaligus meningkatkan 
kompetensi diri 

12 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

 

 13 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Public speaking 

 

11. WSM (Bekerja, usia 25-30) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Dari mana kamu mendapatkan 
informasi mengenai kuesioner survei 
kami? 

  

2 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Skill academy, pelatihan online. 
500-800 

3 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

4 Apa tujuan kamu mengikuti program 
e-learning? 

Alasan Belajar digital marketing. Imbas 
corona, berwirausaha dengan skill 
berjualan online 

5 Mengapa kamu lebih memilih metode 
e-learning dibanding metode 
lainnya? 

Alasan Pengen coba platform berbayar 

6 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Ga tatap muka, fitur tanya terbatas. 
Penaganannya ambil referensi 
tambahan.  

7 Program e-learning seperti apa yang 
menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Tertarik dari topiknya 

8 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  

9 Berapa budget yang bersedia kamu 
keluarkan untuk e-learning? 

Harga  

10 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Paham cara jualan online, dasar 
pemasaran. Tapi kurangnya di 
praktik 

11 Mendapatkan ilmu dan mendapatkan 
pekerjaan, apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 
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NO PERTANYAAN ACUAN JAWABAN 

12 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

 

 13 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Penembangan karir, dan 
pengembangan busines 

 
Tambahan: 

1. Langganan di skill 500 rb seminggu, kurang sebanding dengan fasilitas. Terutama fitur 
bertanya materi masih kurang 

2. 500-800 
3. Liat di youtube, liat materinya menarik 
4. Career path vs Wirausaha: wirausaha 
5. Pilih paket basic karena ingin mencoba dulu, bisa disupport dengan fitur trial 
6. Apakah ada sesi webinarnya? 
7. Insight: Bekerja, wirausaha, condong sesi praktik, minus fitur bertanya materi (komunitas 

belajar), tambahan webinar untuk live session 

 

12. SL (Bekerja, 25-30) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Skill Academy. Yang berbayar di 
dulingo. Desain grafis di Kupu 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

Program yang bisa diakses 
menggunakan perangkat elektronik 
secara fleksi 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Mengembangkan pengetahuan, 
wawasan 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Kalo di e-learning ada mentornya, bisa 
nanya langsung. Dibimbing sampai 
bisa 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Tidak ada. Cukup puas 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Lihat topik yang ingin dipelajari. Kedua 
mentornya, berkualitas atau tidak. Fitur 
modul, video, moderator 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor KArena ga ngerti, jadi milih topik 
tersebut. Modal kerja kompetensi diri 

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-learning? 

Harga Duolingo per tahun 700rb bahasa 
inggris. SA Kupu per modul 30rb. 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Dapat memahami materi, ga dari 0 
banget. Menambah wawasan 
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NO PERTANYAAN ACUAN JAWABAN 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Dua-duanya, dapet ilmu diterapkan di 
kerjaan 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

Untuk jangka panjang, untuk 
mengembangkan wirausaha. Ambil 
kelas tentang bisnis 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

  

 
Tambahan: 

1. Langganan dulingo puas, bisa diakses banyak user meskipun bayar sendiri 
2. SA cuma dipake sendiri 
3. Lebih senang yang langganan, tapi harganya mahal cenderung lebih 
4. Di Duolingo ga ada mentor 
5. Adanya mentor akan sangat berpengaruh. Lihat pengalamannya 
6. Harga tidak terlalu dipikirkan, tapi yang utama adalah topik, materi dan fiturnya 
7. Tau platform SA dari iklan youtube 
8. Di SA ada media untuk bertanya kepada mentor, tapi belum ada media komunitas 
9. Di SA ada fitur untuk mencocokkan minat topik 
10. Pengen ada fitur bertanya secara langsung melalui live session, tidak hanya melalui chat 
11. Pengen ada variasi materi-ice breaking. 
12. Insight: Karyawan, belajar ilmu baru, berencana berwirausaha, suka akses langganan 

karena lebih lengkap dan banyak, adain live session untuk berinterkasi langsung dengan 
mentor dan komunitas 

 

13. IR (Jasa Percetakkan) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, brand, 
institusi 

Skill academy, Pintarku. 600rb. 1 
materi 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

Mempelajari suatu pelajaran 
secara online 

3 Apa tujuan kamu mengikuti program 
e-learning? 

Alasan Mengasah minat di desain graphic, 
karena suka ngegambar 

4 Mengapa kamu lebih memilih metode 
e-learning dibanding metode lainnya? 

Alasan Lebih proper di e-learning, karena 
ada mentor dan trainer 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Secara umum puas. Kendala 
koneksi saja. Praktiknya masih 
kurang 

6 Program e-learning seperti apa yang 
menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Cara penyampaian materinya 
jelas, disertai dengan tutorial.  

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  
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NO PERTANYAAN ACUAN JAWABAN 

8 Berapa budget yang bersedia kamu 
keluarkan untuk e-learning? 

Harga >200-600rb. Sebanding dengan 
kualitasnya 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Awalnya belum tau fitur/tools 
aplikasi, jadi tau praktiknya. 
Membuka jasa percetakan 

10 Mendapatkan ilmu dan mendapatkan 
pekerjaan, apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

Wirausaha 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Kelas bisnis, UMKM 

 
Tambahan: 

1. Tidak terlalu memperhatikan mentor 
2. Praktiknya masih kurang, lebih dominan 
3. Budget langganan 200-800rb 
4. Membeli kelas langganan dengan mempertimbangan manfaat yang akan didapatkan 
5. Awal beli di Skill Academy karena rekomendasi teman 
6. Pengen ada fitur forum diskusi, live chat, bertanya langsung kepada mentor, komunitas, 

wadah komunitas 
7. Kaget dengan harga LS Subs yang murah, tetapi benefitnya banyak banget 
8. Insight: Wirausahawan, ilmu dari e-learning diterapkan ke dalam usaha percetakannya, 

pengalaman dari e-learning belum ada fitur forum diskusi, pengen ada live session untuk 
praktik langsung 

 

14. JS (25-30, Kota Bandung, Wirausaha) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Anak teknik, platform face to face, 
digital marketing. Topik autocad, NS 
project 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Pengen upgrade skill terbaru yang 
relevan dengan dengan industri. 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Karena lebih proper, ada trainer dan 
mentornya 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Penjelasan materi kurang 
penjelasannya, praktik kurang banyak. 
Pengen materinya bertahap, ada 
levelnya 
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NO PERTANYAAN ACUAN JAWABAN 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Nanya ke temen, rekomendasi teman, 
review orang lain 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-learning? 

Harga 99rb-475rb. 475 facebook ads. 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Diimplement ke usaha kontraktornya, 
sangat membantu prakteknya. Kalo 
marketing, bisa jualan online 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

Yang terdekat wirausaha, jangka 
panjang karir 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Digital marketing, data analyst 

 
Tambahan: 

1. Basicnya anak teknik 
2. Beli sekali aja, ke depannya pengen nyoba yang 
3. Milih platform awalnya dari review orang lain, wom orang-orang terdekat 
4. Pengalaman belum ada fitur komunitas belajar  
5. Prefer kelas yang ada praktiknya juga, tidak hanya materi 
6. Pengen coba trial 
7. Insight: Pengen bentuk materi yang bertahap, bayar sekali dengan mendapatkan banyak 

materi akan bagus sekali, ke depannya tertarik untuk mencoba yang langganan apabila 
menemukan topik yang diminati  

 

15. MZR (18-24, Banten, Kuliah IT, part-time 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

MySkill dan IT … solution. cuma 3 
pertemuan dari 1 tahunan langganan. IT 
Ronny solution, ada trial dulu. MySkill ambil 
topik UI/UX, data anlyst, excel, MySQL. 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Karena e-learning ada modul, bisa buat 
portofolio. Di perkuliahan cuma hanya ada 
materi, praktiknya sangat kurang.  

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Karena di e-learning ada mentor dan 
pembimbingnya, dan juga silabus materinya 
lebih terstruktur 
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NO PERTANYAAN ACUAN JAWABAN 

5 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Tidak ada kekurangan. Ekspektasi cukup 
memuaskan 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Minat di bidang sains dan IT, lebih condong 
ke topik yang dimiiati. Cari referensi palform 
e-learning 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga maks 250-350rb. Harga mahal belum tentu 
yang terbaik 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Bisa buat dummy project, bisa di up porto 
buat melamar pekerjaan 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Keduanya, terutama mengejar pendidikan 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

Stay di bidang IT 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Digital Accounting, AI 

 
Tambahan: 

1. Ambil langganan di MySkill setahun 179rb dari 4,2jt. Kelas tentang (banyak bidang, tidak 
hanya IT). 

2. Pertimbangan milih paltform: trainer yang expert dalam bidangnya, reputasi platform 
3. Awal mula beli di MySkill 
4. Di langganan tidak ada fitur diskusi, jadi sering kali mengulang materi berjam-jam 
5. Karena background nya mahasiswa, jadi sangat tertarik dengan LS Subs 
6. Insight: Condong ke topik IT, ikutan e-learning untuk membangun portofolio, pengalaman e-

learning belum ada fitur diskusi, sehingga kesulitan dalam mensolve materi yang kurang 
dimengerti, tertarik untuk ikut metode langganan dengan banyaknya benefit yang ditawarkan 

 

16. AAZ (18-24, Mahasiswa Perbankan Syariah, Smt. 5) 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

MySkill, Udemy. Berbayar MySkill, Udemy 
gratis. MySkill langganan per tahun, bisa 
akses semua 
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NO PERTANYAAN ACUAN JAWABAN 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah skill yang sejalan dengan 
jurusan, data analyst. Butuh sesuatu yang 
lebih, tidak hanya dari perkuliahan. Di 
kuliah cuma dasarnya aja 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning ada mentor yang capable, 
dapat diandalkan. Ada benfit sertifikat 
menambah di CV 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Tidak ada kendala berarti. 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Mentor yang capable, akses mudah atau 
tidak, UI/UX nya nyaman, interaktif 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga Budget 100rb-200rb 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Menambah skill di bidang excel, bisa 
diimplement ke perkuliahan 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Dua-duanya. Dapet ilmu yang bisa 
diimpelent ke pekerjaan 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 HR development, marketing 

 
Tambahan: 

1. MySKill 179rb/tahun. 
2. Liat kelasnya di MySkill, liat review orang lain 
3. Di udemy gratis, kelas dan materinya terbatas 
4. Lebih reliable yang berbayar 
5. Lebih suka langganan setahun di MySkill, karena banyak pilihan materi 
6. Di MySkill hanya ada fitur kolom chat, belum cukup memadai 
7. Pengen ada fitur untuk berinteraksi langsung, tidak hanya nonton video, live session, webinar 

 

17. HM (18-24, Gap, Bandung, SMA IPA) 
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NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program 
e-learning? 

Lembaga, 
brand, institusi 

Aktif di MySkill, 6 bulan. 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Belajar sosmed specialist, belajar lebih lanjut, 
bekal untuk kuliah dan freelance. Ambil 
sosmed karena ibu punya bisnis, punya 
modal untuk jadi admin sosmed. Suka 
jobdesk edit konten 

4 Mengapa kamu lebih 
memilih metode e-learning 
dibanding metode lainnya? 

Alasan E-learning sudah dipetakkan materinya, ga 
perlu pusing nyari sendiri. Case study 

5 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Tidak ada. MySKill bagus, beginner friendly 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Preferensi harga 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Harga cari yang termurah, karena ikutan e-
learning saat ini hanya sebatas mengisi waktu 
luang saja 

8 Berapa budget yang 
bersedia kamu keluarkan 
untuk e-learning? 

Harga 35rb 

9 Perubahan apa yang kamu 
alami pada saat sebelum 
dan sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Tau aturan konten di sosmed, bisa 
diimplement langsung ke bisnis online 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, 
apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

cari ilmu, pekerjaan mengikuti 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

Pengembangan karir, wirausaha untuk 
sampingan aja di waktu yang akan datang. 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Digital marketing,  

 
Tambahan: 

1. Sebelumnya pernah ambil mini course dari RevoU tentang digital marketing, jadi minat. 
2. Ambil langganan 6 bulan karena lagi diskon. 
3. Langganan 6 bulan di MySKill topiknya banyak. 
4. Di e-learning MySkill belum ada fitur untuk bertanya materi. 
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5. Bimbingan karir (+) 

 

18. YY (18-24, freshgrad, Biologi) 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

MySkill berbayar, banyak topik. 
langganan 1 tahun, 90rb jadi 36rb, baru 
1 bulan 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Liat testimoni di TikTok, menambah skill 
untuk mencari peluang pekerjaan. 
Mencari ilmu yang bisa diterapkan di 
kerjaan 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Materinya runtut, sudah terstruktur, jadi 
lebih lengkap. Bisa bikin bahan untuk 
portofolio 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Tidak ada 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Akses fleksibel 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga max 60-90rb 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Mendapatkan ilmu, pekerjaan mengikuti 
kar 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

Karir 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Switch karir dari lab ke bidang lain. 
Mengasah skill hard-skill dan soft-skill. 
Digital Marketing, self-branding, data 
analyst 

 
Tambahan: 

1. Lebih prefer yang langganan, karena akumulasinya lebih murah, jangka panjang 
2. Berbayar vs gratis: langganan lebih lama 
3. Nemu MySkill dari TikTok ads 
4. Belum ada fitur bertanya materi secara langsung 
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5. Awal mula pilih platform MySkill: ada testimoni user lain, pengalaman mencoba yang gratis 

 

19. RD (18-24, freshgraduate, UI Komputer Science Business) 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Coursera, Udemy, Skll Academy, Rakamin 
(bootcamp). Pertama nyobain yang gratis 
dulu. Topik Digtal Marketing, Business 
Analyst, Adobe Illustrator, UI/UX 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Mendalami ilmu yang sudah dipelajari, 
mengisi waktu luang. Membangun CV dan 
porto.  

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning lebih proper, materinya 
terstruktur, bisa menyesuaikan dengan 
kebutuhan 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

N/A 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Kualitas materi dengan kebutuhan, mentor 
tidak terlalu. Testimoni user 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga 50rb-200rb 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Ada case study, bisa diimplement di 
bidangnya 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Utamanya mendapatkan ilmu sebagai 
modal berharga untuk mendapatkan 
pekerjaan dan bisa diimpelemt di dalamnya 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

Karir. Tetap di UI/UX 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Data Analyst, Big Data, Business 

 
Tambahan: 

1. Membership Udemy, business Analyst. 500rb jadi 200rb, 1 bulan 
2. Prefer yang membership. 
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3. Membership worth it, karena topik banyak, platform reputasinya bagus 
4. Dapet info platform dari socmed ads, WOM 
5. Pengalaman dari yang free bagus, jadi berakhir di beli yang berbayar 
6. Free vs Paid:cakupan materi yang paid lebih banyak, fitur lebih lengkap 

 

20. RRSA (18 - 24, Pontianak, S2, HI) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Quipper, Zenius, Pintar.com, MySkill. Topik 
persiapan S2, IELTS, digital marketing. 
MySkill langganan, banyak tpik 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah skill dan pengetahuan, terutama 
mengejar persiapan lanjut studi 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning sudah ada panduan, jadi bisa 
lebih teratur dan terstruktur 

5 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Video SPL cuma nonton, ga ada 
interaksinya. Di group cuma ada komunitas, 
tapi yang ada mentornya kurang banyak. 
Belum ada fitur tanya jawab materi 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Harga, kualitas mentor, materi belajar 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Lebih ke persiapan untuk studi lanjut, 
business, desain 

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga MySkill 1 tahun 19.999. 150rb 3 bulan 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Menambah skill di bidang yang ditekuni, 
terutama di luar jurusan 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Mendapatkan ilmu pasti, tentu diimplemet 
ke pekerjaan 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

Karir lebih utama, tapi mau nyambi juga 
untuk ambil kelas bisnis untuk 
mengembangkan usaha keluarga 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 IT, AI, Kelas Bisnis 
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Tambahan: 

1. Ambil di MySkill awalnya dari IG, mereka adain kelas gratis, dapet voucher untuk langganan 
2. Di kelas gratis dimentorin sama trainer yang expert. Memberikan pembelajaran yang 

bermanfaat, dapat case study. Pembahasan materi interaktif 
3. Free vs Paid: gratis terbatas, paid bisa dapat lebih banyak materi dan fiturnya 

 

21. AF (18-24, Bandung, Mahasiswa, ikutan MSIB, Bahasa Korea) 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Coursera, Rubrik grafis, Udemy, Binar 
Academy, Ninja pixel, buildwithangga.. 
Ambil IT, UI/UX, Python. Bayar sekali, bisa 
akses buat nanti. MySkill 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Suka bidang IT, passion di ilmu komputer. 
Menjadi wadah untuk hobi. Pengen punya 
bakat lain, mengenmbangkan desain 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Fleksibel. Materi lebih lengkap.  

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Durasi video pembelajarannya lama banget, 
ga bisa dicepetin. Ga semua platform ada 
forum diskusi 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Silabus materi, harga, duarsi video. Liat 
testimoni 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga Max 1jt. MySkill 60rb/bulan 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Punya ilmu untuk analisis aplikasi UI//UX 

10 Mendapatkan ilmu dan 
mendapatkan pekerjaan, apa 
tujuan utama kamu belajar? 

Preferensi, 
alasan 

Lebih ngejar ilmu, senang belajar ilmu baru. 
Pekerjaan bisa mengikuti kompetensi diri 

11 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

Ingin buka usaha les bahasa korea 
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NO PERTANYAAN ACUAN JAWABAN 

 12 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Bisnis, kelas DIY 

 
Tambahan: 

1. Akses selamanya, builttweetwangga, ninja pixel, skilvul. Rubrik gratis 
2. 200rb-1jt 
3. Fitur diskusi langsung bersama komunitas belajar (+) 

 

22. DI (18-24, Kuliah Manajemen, smt. 3) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, brand, 
institusi 

Zenius, Ruangguru.  

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, persepsi  

3 Apa tujuan kamu mengikuti program 
e-learning? 

Alasan Persiapan UTBK. Beli buku lebih 
mahal, materi di sekolah kurang. 
Banyak praktik 

4 Mengapa kamu lebih memilih metode 
e-learning dibanding metode lainnya? 

Alasan Di e-learning lebih fokus, materi 
terstruktur 

5 Kendala apa yang kamu alami selama 
mengikuti program e-learning? 

Hambatan, 
kekurangan 

Kendala jaringan. E-learning  

6 Program e-learning seperti apa yang 
menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Promosi program. Tampilan, 
harga 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  

8 Berapa budget yang bersedia kamu 
keluarkan untuk e-learning? 

Harga 150rb/bulan 

9 Perubahan apa yang kamu alami pada 
saat sebelum dan sesudah mengikuti 
e-learning? 

Keunggulan, 
kelebihan 

Nilai try out dan UTBK meningkat, 
karena materinya sering terasah 

10 Mendapatkan ilmu dan mendapatkan 
pekerjaan, apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

Ilmu utama, peluang pekerjaan 
akan mengikuti. 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu lebih 
prefer yang mana? 

Preferensi, 
alasan 

Fokus ke karir dulu untuk mencari 
modal membangun bisnis 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Manajemen SDM, Manajemen 
Keuangan 

 
Tambahan: 

1. Zenius nonton video+soal belajar 70rb. Ruangguru 150rb bertemu guru langsung, 
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23. HE (18-24, Akuntansi, Smt. 9) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, brand, 
institusi 

MySkill, digital marketing 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, persepsi  

3 Apa tujuan kamu mengikuti program e-
learning? 

Alasan Tertarik dalam bidang digital 
marketing, mengejar sertifikat 
untuk di CV, porto 

4 Mengapa kamu lebih memilih metode 
e-learning dibanding metode lainnya? 

Alasan E-learning lebih terstruktur dan 
terfokus 

5 Kendala apa yang kamu alami selama 
mengikuti program e-learning? 

Hambatan, 
kekurangan 

Tidak ada 

6 Program e-learning seperti apa yang 
menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Benefit, harga, worth it atau ga 

7 Apa pertimbangan kamu dalam memilih 
topik pembelajaran e-learning? 

  

Faktor-faktor  

8 Berapa budget yang bersedia kamu 
keluarkan untuk e-learning? 

Harga 100rb-1jt 

9 Perubahan apa yang kamu alami pada 
saat sebelum dan sesudah mengikuti 
e-learning? 

Keunggulan, 
kelebihan 

Fokus belajar, belum terlalu 
dalam implement 

10 Mendapatkan ilmu dan mendapatkan 
pekerjaan, apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

Utamanya dapat ilmu, diikuti 
dengan pekerjaan 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu lebih 
prefer yang mana? 

Preferensi, 
alasan 

Karir dan wirausaha, pengen 
punya usaha bisnis sendiri 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Public speaking, financial 
accounting, digital marketing 

 
Tambahan: 

1. Bootcamp MySkill, 1.5 bulan, 700rb 
2. Seminar, webinar 
3. Selain ngasih modul, materi, buka group diskusi di Telegram, buka relasi 
4. Lebih banyak diskusi bareng di group 

 

24. AP (25-30, D3/D4/S1, Karyawan Kontrak) 
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NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Coursera, marketing, durasi 1 
bulan, 5 kalis kelas, bootcamp 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti program 
e-learning? 

Alasan Menambah skill, ambil freelance. 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding metode 
lainnya? 

Alasan Di e-learning lebih intens dan 
private belajarnya. Ada mentor 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Jadwal bentrok dengan kerja. 
pengajar 

6 Program e-learning seperti apa yang 
menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Timingnya sesuai dengan 
keinginan. PROMOSI 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor Review dan reputasi platform 

8 Berapa budget yang bersedia kamu 
keluarkan untuk e-learning? 

Harga 200-500 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Lebih paham ilmu teknis 

10 Mendapatkan ilmu dan mendapatkan 
pekerjaan, apa tujuan utama kamu 
belajar? 

Preferensi, 
alasan 

 

11 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

Untuk saat ini karir, kedepannya 
mau juga mengembangkan bisnis 
dari freelance 

 12 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Marketing & Business 

13 Apa hambatan yang dirasakan 
dalam mencari kerja saat di posisi 
jobseeker? 

 Rasa malas. Skill sudah cukup 
dibangun pada saat kuliah 

14 Apa cara yang dilakukan dalam 
upaya upgrade skill untuk 
menunjang pekerjaan? 

 Mencari pelatihan mandiri yang 
timing dan promosinya cocok 
dengan preferensi 

 
Tambahan: 

1. iklan ig. promosi 
2. Memperdalam ilmu bisnis sejak ada di kuliah, lebih menguasai 
3. Marketing/sales/penjualan 
4. Biar lebih ahli dalam bidangnya, bisa menjadi spesialis 
5. Hambatan jobseeker: rasa malas 
6. Tujuan ambil e-learning: inisiatif diri sendiri memperbanyak bekal untuk menunjang pekerjaan 

di waktu yang akan datang 
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7. Harga produk kemurahan, minimal ratusan ribu 
8. Saran benefit: pelayanan responsif 
9. Pengen ilmunya aja 

 

25. DS (25-30/D3 D4 S1/Karyawan Full-time) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Skill academy, internet marketing, 1 
minggu. 2 tahun yang lalu. 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Ambil skill jualan online, sampingan kerjaan 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Saat itu e-learning lagi trending. Ada 
mentor pembimbing, topik dan materi 
sudah tersedia sesuai silabus. Ada group 
diskusi, tapi setelah lulus sepi groupnya 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Materi hanya dasar saja, terasa kurang. 
Masih kurang ilmu praktek, merasa kurang 
puas. 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Review user, level materi 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor Topik kelasnya apa dulu, bahasa 

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga 1.500.000 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Lebih familiar dengan platform berjualan 
online, promosi 

10 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

Berdampingan 

11 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

  

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di 
posisi jobseeker? 
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NO PERTANYAAN ACUAN JAWABAN 

13 Apa cara yang dilakukan 
dalam upaya upgrade skill 
untuk menunjang pekerjaan? 

 Belajar dari relasi orang terdekat di kantor. 
Meminta referensi belajar mandiri, tapi 
belum sempat terlaksana 

 
Tambahan: 

1. Lebih belajar otodidak 
2. 750.000/minggu 
3. Pemasaran online, dan juga menunjang pekerjaan saat ini. Pengen tau rumus excel 
4. Cenderung belajar melalui lingkungan kerja 
5. Aktif di belajar gratis, mudah diakses 
6. Harga BNSP cukup dimurahkan saja 

 

26. EES (31-35/D3 D4 S1, Karyawan Full-time) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Skillshare, LinkedIn. Design, 
marketing. Hack 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti program 
e-learning? 

Alasan Menambah skill, menambah relasi, 
dan nambah job sampingan, dig 
mrtkg 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Simpel, mudah, fleksibel. Mentornya 
sudah ahli dalam bidangnya 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Pemahaman bahasa inggris sulit 
dipahami, apalagi yang expert 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Suka skillshare karena reputasinya.  

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor Digital Marketing, SEO, menunjang 
usaha sampingan. Background 
mentor, ahli dalam bidangnya 

8 Berapa budget yang bersedia kamu 
keluarkan untuk e-learning? 

Harga Per bulan 50-75 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

Ilmunya bisa implement ke 
pekerjaan 

10 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

Lebih suka freelance, wirausaha 
mengikuti dari searah freelance 

11 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

 Digital Marketing, Business, Cyber 
Analyst 
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NO PERTANYAAN ACUAN JAWABAN 

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di posisi 
jobseeker? 

  

13 Apa cara yang dilakukan dalam 
upaya upgrade skill untuk 
menunjang pekerjaan? 

  

 
Tambahan: 

1. Lulusan S1 Pendidikan, kerja freelance di bidang digital design 
2. Struggle saat jobseeker dalam aspek pengalaman. Kuliah banyaknya teori, ilmu praktek 

masih kurang 
3. Belajar mandiri dengan masuk ke forum-forum untuk membangun relasi 
4. Belajar mandiri untuk upgrade skill, memperbarui bekal untuk menunjang saat ini 

 

27. GM (25-30, D3/D4/S1, Kontrak) Front-end Astra 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu 
pernah mengikuti program e-
learning? 

Lembaga, 
brand, institusi 

Udemy. Programming, music. Durasi 1 bulan 
lebih 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah skill, menunjang karir. 

4 Mengapa kamu lebih 
memilih metode e-learning 
dibanding metode lainnya? 

Alasan Kuliahnya bukan IT. Awalnya belajar dari 
youtube. Tapi fiturnya terbatas, akhirnya coba 
yang berbayar. Awalnya SMA 
homeschooling, kenal IT karena disuruh 
ngerjain projek kating 

5 Kendala apa yang kamu 
alami selama mengikuti 
program e-learning? 

Hambatan, 
kekurangan 

Materinya kurang update, karena IT selalu 
berkembang. 

6 Program e-learning seperti 
apa yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Review user, instruktur. Background tenaga 
pengajar, portofolio pengajar 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor  

8 Berapa budget yang 
bersedia kamu keluarkan 
untuk e-learning? 

Harga Udemy 100-600rb/kelas 

9 Perubahan apa yang kamu 
alami pada saat sebelum 
dan sesudah mengikuti e-
learning? 

Keunggulan, 
kelebihan 

Performa kerja meningkat, produktif 
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NO PERTANYAAN ACUAN JAWABAN 

10 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang 
mana? 

Preferensi, 
alasan 

Terdekat karir 

11 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 IT, management project manager 

12 Apa hambatan yang 
dirasakan dalam mencari 
kerja saat di posisi 
jobseeker? 

 Pengalaman dibangun dari 0 banget, karena 
langsung switch career. Demam panggung.  

13 Apa cara yang dilakukan 
dalam upaya upgrade skill 
untuk menunjang pekerjaan? 

 Investasi untuk menambah skill di waktu yang 
akan datang 

 
Tambahan: 

1. Lebih cocok webinar dibanding SPL, karena bisa interaksi langsung 
2. Sertifikasi program 

 

28. SHWP (31-35, S2, Full-time) Dosen 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Luar negeri, dan dalam negeri. Udemy, 
Skillshare, sekolahdesain.com. 
Videografi, Editing Video, UI/UX 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Awalnya suka fotografi, desain. Ambil e-
learning untuk belajar memperdalam 
hobi, buat bikin video dan desain. 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan YouTube banyak referensi, tapi belum 
rapih 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Di Skillshare servernya suka lemot, 
karena kualitas videonya. Kualtasnya 
kurang baik, dalam segi.  

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

B 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor Reputasi platform. Topik kelas. Silabus 
materi 

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga Skillshare membership: 200-300 
langganan bulanan. 
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NO PERTANYAAN ACUAN JAWABAN 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

 

10 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

 

11 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 AI 

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di 
posisi jobseeker? 

  

13 Apa cara yang dilakukan dalam 
upaya upgrade skill untuk 
menunjang pekerjaan? 

 Bikin materi untuk belajar, inisiatif sendiri 
untuk mengembangkan skill terbaru 

 
Tambahan: 

1. Additional benefit: Tugas dinilai dan dievaluasi secara intensif oleh mentor. Hanya perlu skill 

 

29. RAF (25-30, D3/D4/S1, Buruh Pabrik-Jobseeker) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Dicoding, Prograte. Berbayar di 
Dicoding. Skill Academy. Pemrograman 
Web, Android.. PRoduct manager 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah skill, mencari pengalaman 
baru. 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Ada forum tanya jawab, langsung 
interaksi langsung dengan pengajar. 
Materi lebih eksklusif dan terpetakan. 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Udah belajar, tapi ga ada layanan 
pencarian kerja. 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Reputasi platform, sertifikasi program. 
Review user. Bimbingan expert. 500rb 
Dicoding. Prograte 200-300/bulan, 
langsung praktik. 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  
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NO PERTANYAAN ACUAN JAWABAN 

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga <1jt 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Tidak ada yang signifikan. Materinya 
hanya basic 

10 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

Karir 

11 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 IT, Bahasa Inggris 

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di 
posisi jobseeker? 

 Skill, pengalaman, porto 

13 Apa cara yang dilakukan dalam 
upaya upgrade skill untuk 
menunjang pekerjaan? 

 Belajar mandiri secara online 

 
Tambahan: 

1. Pengen punya pekerjaan yang lebih mapan dari belajar e-learning 
2. Kuliah cuma materi, praktik masih sangat jurang 
3. Portofolio di GitHub 
4. Porto, skill, pengalaman 

 

30. S (25-30, D3/D4/S1, Freelancer Writer, Usaha Sampingan) 

 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Ruangguru. Langganan MySkill harga 
60rb/6 bulan. Rakamin, magang online 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Punya usaha dan karyawannya. MySkill 
ada kelas finance. Beli buat invest 
bersama karyawannya. BAngun porto 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan E-learning berbayar lebih kredibel dan 
berkualitas. Silabus dan materinya sudah 
terpetakan sesuai levelnya 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Belum ada akses ke aplikasi, cuma 
hanya ada web. Fitur notifikasi tugas 
belum ada. Tidak ada fitur interaktif untuk 
bertanya ke mentor 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Membership dengan akses banyak kelas. 
Sertifikasi penyelesaian kelas untuk 
masuk ke CV 
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NO PERTANYAAN ACUAN JAWABAN 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor Variasi topik, reputasi platform. 

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga 100-200 

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

 

10 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

 

11 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 FInance, Desainer Grafis. Data analyst 

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di 
posisi jobseeker? 

 Struggling mencari kerja karena belum 
ada pengalaman kerja, belum ada porto. 
MAteri kuliah tidak ada praktikal ke dunia 
industri 

13 Apa cara yang dilakukan dalam 
upaya upgrade skill untuk 
menunjang pekerjaan? 

 Belajar otodidak secara online, beli e-
learning, invest ilmu 

 

31. B (Sales support) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

MySkill, 350. Kelas Excel. Webinar, live 
session, ada konsultasi. Bisa ambil case 
dari profesi. Yang free ambil di MySkill 
juga, SPL. Virtual Assistant 

2 Apa yang kamu ketahui 
tentang program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Menambah skill baru, menunjang profesi 
sekarang 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Ada penjelasan dari mentor, 
komunikasinya interaktif, bisa konsultasi 
pekerjaan dari praktisi mentor. Sertifikat 
untuk CV 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Kendala waktu, kurang interaksi 2 arah 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n



160 

 

NO PERTANYAAN ACUAN JAWABAN 

6 Program e-learning seperti apa 
yang menjadi preferensi 
kamu? 

Topik, metode, 
fitur, benefit 

Topik yang sesuai kebutuhan, jadwal 
kelas, harga 

7 Apa pertimbangan kamu 
dalam memilih topik 
pembelajaran e-learning?

   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-
learning? 

Harga 350-500.  

9 Perubahan apa yang kamu 
alami pada saat sebelum dan 
sesudah mengikuti e-learning? 

Keunggulan, 
kelebihan 

Bisa bikin dashboard penjualan 
menggunakan excel 

10 Pengembangan karir dan 
pengembangan wirausaha, 
kamu lebih prefer yang mana? 

Preferensi, 
alasan 

 

11 Apakah kamu berkeinginan 
untuk kembali membeli e-
learning? 

 Excel, Virtual Assistant 

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di 
posisi jobseeker? 

 Ilmu praktik kurang, skill teknis masih 
minim 

13 Apa cara yang dilakukan 
dalam upaya upgrade skill 
untuk menunjang pekerjaan? 

 Inisiatif invest ilmu secara mandiri untuk 
menyesuaikan kompetensi diri dengan 
perkembangan dunia kerja, mempermudah 
pekerjaan. 

 
Tambahan: 

1. Akuntansi 
2. Tantangan jobseeker: ilmu praktik kurang, skill teknis masih kurang 

 

 

32. A (Bekerja Pegawai Swasta) 
 

NO PERTANYAAN ACUAN JAWABAN 

1 Di platform mana kamu pernah 
mengikuti program e-learning? 

Lembaga, 
brand, institusi 

Skill Academy, DQ Lab. Data Analyst, 
RemoteSkills Academy. Excel, SQL, 
Python. 100-200rb 1.5jt. Habiskerja 

2 Apa yang kamu ketahui tentang 
program e-learning? 

Definisi, 
persepsi 

 

3 Apa tujuan kamu mengikuti 
program e-learning? 

Alasan Belajar untuk bekal ke dunia kerja, 
explor untuk switch career 
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NO PERTANYAAN ACUAN JAWABAN 

4 Mengapa kamu lebih memilih 
metode e-learning dibanding 
metode lainnya? 

Alasan Materi lebih mendalam, sudah 
terstruktur. Ada porto, colaborasi 
proyekdi lapangan 

5 Kendala apa yang kamu alami 
selama mengikuti program e-
learning? 

Hambatan, 
kekurangan 

Habiskerja, kelas SPL 

6 Program e-learning seperti apa 
yang menjadi preferensi kamu? 

Topik, metode, 
fitur, benefit 

Topik kelas, isi silabus, metode belajar 
interaktif 

7 Apa pertimbangan kamu dalam 
memilih topik pembelajaran e-
learning?   

Faktor-faktor  

8 Berapa budget yang bersedia 
kamu keluarkan untuk e-learning? 

Harga 200rbSPL, bootcamp1.5 

9 Perubahan apa yang kamu alami 
pada saat sebelum dan sesudah 
mengikuti e-learning? 

Keunggulan, 
kelebihan 

 

10 Pengembangan karir dan 
pengembangan wirausaha, kamu 
lebih prefer yang mana? 

Preferensi, 
alasan 

CS dan VA 

11 Apakah kamu berkeinginan untuk 
kembali membeli e-learning? 

  

12 Apa hambatan yang dirasakan 
dalam mencari kerja saat di posisi 
jobseeker? 

  

13 Apa cara yang dilakukan dalam 
upaya upgrade skill untuk 
menunjang pekerjaan? 

  

 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 u
nt

uk
 k

ep
er

lu
an

 p
en

di
di

ka
n 

da
n 

pe
ne

lit
ia

n


