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	Abstract	
his study aims to determine and analyze the influence of interest and perceived relevance on the decision to continue studies at hospitality higher education institutions among twelfth-grade students majoring in hospitality at SMK Negeri 6 Palembang and SMK Madyatama Palembang. This research is motivated by the phenomenon of relatively low interest among some vocational high school students to continue their education to higher levels, despite the growing hospitality industry demanding professional workers. This study employed a quantitative approach with survey methods. The population consisted of 108 twelfth-grade students from both schools, and the saturated sampling technique was used, making the entire population the research sample. Data were collected through questionnaires and analyzed using multiple linear regression analysis with SPSS version 27. The results showed that (1) interest has a positive and significant influence on the decision to continue studies at hospitality higher education institutions; (2) perceived relevance has a positive and significant influence on the decision to continue studies at hospitality higher education institutions; and (3) simultaneously, interest and perceived relevance have a significant influence on the decision to continue studies at hospitality higher education institutions, with an adjusted R² value of 0.466, indicating that 46.6% of the variation in students' decisions can be explained by these two variables. These findings imply that the higher the students' interest and the more positive their perception of the relevance of hospitality higher education to the world of work, the greater their tendency to continue their studies in higher education.


Introduction
The hospitality industry in Indonesia, particularly in South Sumatra regions such as Palembang, has experienced rapid growth in line with increasing tourism and service sectors (Saksono et al., 2022; Azizah, 2025; Fauzi et al., 2026). According to data from the Ministry of Tourism and Creative Economy, the hospitality sector contributes significantly to the national GDP, reaching 4-5% annually (Zulkifli et al., 2023). This condition demands a competent workforce, where graduates of vocational high schools (SMK) majoring in hospitality play an important role as the foundation of vocational education.
Education is a process of preparing individuals to adapt to environmental changes. According to Indonesia Law No. 23 of 2018 concerning the National Education System, education is defined as a conscious and planned effort to create a learning atmosphere and learning process so that students actively develop their potential to possess spiritual strength, self-control, personality, intelligence, noble character, and skills needed for themselves, society, nation, and state.
Students at the upper secondary education level range between 15 and 19 years old and are categorized as adolescents. Havinghurst states that "important aspects during adolescence include career selection and preparation, encompassing self-knowledge, knowledge about occupations, ability to choose occupations, and ability to design expected steps." This indicates that secondary education serves as a gateway to determining one's future (Uhlendorff, 2004).
Palembang city has 78 vocational high schools, with 15 schools offering hospitality majors. Despite the high interest in choosing hospitality majors at the secondary level, preliminary interviews conducted randomly with hospitality vocational students in Palembang revealed that few students have interest in continuing to higher education levels. Several obstacles identified include students' lack of interest in continuing studies in the same field, some students considering that the skills acquired are sufficient for direct employment and entrepreneurship, and students lacking confidence in their skills due to inadequate practical laboratory facilities in some schools (Sanusi & Abdullahi, 2025; Nwoye, 2012).
Interest is typically expressed through participation in preferred activities (Idin et al., 2023), closely related to the internal drive to engage in activities. Interest means tendency and high enthusiasm toward something desired (Erlangga et al., 2024). Slameto explains that interest is a feeling of preference and attraction toward something or an activity, without external compulsion (Slameto, 2015).
Perceived relevance, based on Relevance Theory by Sperber and Wilson, is a cognitive process used by individuals to assess how relevant information is to their needs and goals (Makeeva, 2022). In vocational education, perceived relevance is closely related to the connection between curriculum, graduate competencies, and industry needs (Karo Karo et al., 2023). The higher students' perception of the relevance of hospitality higher education, the greater their likelihood to continue their studies (Karo Karo et al., 2021).
Based on this background, this study aims to examine the influence of interest and perceived relevance on students' decisions to continue their studies at hospitality higher education institutions. The research questions formulated are: (1) Does interest influence the decision to continue studies at hospitality higher education institutions? (2) Does perceived relevance influence the decision to continue studies at hospitality higher education institutions? (3) Do interest and perceived relevance simultaneously influence the decision to continue studies?
Literature Review 
Planned Behavior and Interest
The Theory of Planned Behavior (TPB) developed by Ajzen explains that intention to act is influenced by attitudes, subjective norms, and perceived behavioral control (Ajzen, 2020). In this context, interest becomes one indicator of intention formation, ultimately leading to actual decisions.
Interest is defined as a feeling of preference and attraction toward something or an activity without external compulsion (Slameto, 2015). Djaali describes interest as related to motivational drives encouraging someone to engage with people, objects, activities, and experiences stimulated by the activity itself (Erlangga et al., 2024). Shaleh and Wahab describes, interest emerges from three factors: internal drive, social motives, and emotional factors (Manap et al., 2023). Indicators of interest used in this study include feelings of enjoyment, attention, desire, needs, expectations, drive/motivation, and willingness (Huda, 2016; Slameto, 2015).
Perceived Relevance
Perception is the process of receiving stimuli until they are consciously understood, producing interpretation of experience (Imam Maulana Hidayat et al., 2024). Miftah explains perception as a cognitive process experienced by individuals in understanding information about their environment through sight, hearing, appreciation, feeling, and smell (Thoha, 2021).
Relevance, according to Prasetyo, refers to the alignment between education and life needs, including community life and the world of work (Prasetio & Widyastuti, 2020). Sperber and Wilson describe relevance as an assumption considered relevant if it has contextual impact (Makeeva, 2022). Perceived relevance, therefore, is the cognitive process by which individuals assess how relevant information is to their needs and goals. Indicators of perceived relevance in this study include alignment with career goals, future benefits, alignment with personal needs, utility value, connection with the industry, and long-term educational value.
Decision Making
A decision is the result of a selection process of the best alternative from various available options (Kotler & Keller, 2025). Ranyard & Crozierstate that decision-making involves efforts to organize and structure available information to support final choices, involving emotions before and after decisions (Crozier & Ranyard, 2020). Indicators of decisions to continue studies in this study include confidence in choosing higher education, willingness to continue studies, further education planning, commitment to choices, and concrete actions to continue studies.
Previous Relevant Research
Certain research found that students' interest is significantly influenced by internal motivation, family support, and perceptions of job opportunities in tourism and hospitality (Karo Karo et al., 2021; Leri et al., 2022; Sulistyawati et al., 2015). Another relevant showed that location, tuition costs, practical facility quality, and higher education reputation significantly influence tourism vocational students' interest in continuing to higher education (Pasaribu et al., 2025; Pratiwi & Kesumadewi, 2021). Ningrum found that not all students have high interest in continuing studies due to economic factors, desire for immediate employment, and lack of information about tourism higher education institutions (Ningrum et al., 2016). To avoid information limitations, in today's social media era, tourism universities should also be able to convey information continuously, so that students will always be digitally connected (Hasan et al., 2025; Kojongian et al., 2025; Theresia Simangungsong et al., 2025).
Conceptual Framework and Hypotheses
The conceptual framework of this study posits that interest (X1) and perceived relevance (X2) influence the decision to continue studies (Y), both partially and simultaneously. The hypotheses formulated are:
H1: Interest influences the decision to continue studies at hospitality higher education institutions.
H2: Perceived relevance influences the decision to continue studies at hospitality higher education institutions.
H3: Interest and perceived relevance simultaneously influence the decision to continue studies at hospitality higher education institutions.
Methods
This study employed a quantitative descriptive research method. Quantitative research is based on positivism philosophy, emphasizing objective phenomena studied quantitatively (Honggoriansyah et al., 2020). Descriptive research aims to describe existing phenomena occurring at present or in the past.
The population in this study comprised all twelfth-grade students majoring in hospitality at SMK Negeri 6 Palembang and SMK Madyatama Palembang for the 2024/2026 academic year, totaling 108 students. SMK Negeri 6 Palembang contributed 60 students (2 classes), while SMK Madyatama Palembang contributed 48 students (2 classes). The saturated sampling technique was used, making the entire population the research sample.
This study used two independent variables: interest (X1) and perceived relevance (X2), and one dependent variable: decision to continue studies (Y). Operational definitions and indicators are presented in Table 1.
Table 1. Operational Definitions of Variables
	Variable
	Definition
	Indicators

	Interest (X1)
	Feeling of preference and attraction toward something or an activity without external compulsion (Slameto, 2015)
	Feelings of enjoyment, attention, desire, needs, expectations, drive, and willingness

	Perceived Relevance (X2)
	Cognitive process to assess how relevant information is to needs and goals (Makeeva, 2022)
	Alignment with career goals, future benefits, alignment with personal needs, utility value, industry connection, long-term educational value

	Decision to Continue Studies (Y)
	Result of selection process of best alternative from various options (Kotler & Keller, 2025)
	Confidence in choosing higher education, willingness to continue studies, educational planning, commitment to choices, concrete actions


Data Collection and Testing
Data were collected through questionnaires distributed to all 108 respondents using Google Forms. The questionnaire consisted of four sections: general questions, interest statements (7 items), perceived relevance statements (6 items), and decision statements (5 items). A Likert scale with five options (Very High to Very Low) was used, with scores ranging from 5 to 1 (Tania et al., 2024).
Instrument validity was tested using Pearson product-moment correlation, with an r-table value of 0.189 for N=108 at α=0.05. Reliability was tested using Cronbach's alpha, with a minimum threshold of 0.70 (Wati et al., 2023).
Data analysis included descriptive statistics, classical assumption tests (normality, heteroscedasticity, multicollinearity), multiple linear regression analysis, and hypothesis testing (t-test, F-test, coefficient of determination) using SPSS version 27 for Windows (Karo Karo, 2019).
Results and Discussion
Respondent Characteristics
The study involved 108 twelfth-grade hospitality students from two vocational schools in Palembang. SMK Negeri 6 Palembang, established in 1958, is a public vocational school with accreditation A, offering six majors, including Hospitality Accommodation. SMK Madyatama Palembang, established in 2008, is a private vocational school under the Madyatama Foundation with accreditation B, offering Hospitality and Computer Network Engineering majors.
Table 2. Descriptive Statistics of Research Variables
	Variable
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Interest (X1)
	108
	18.00
	35.00
	28.611
	3.93601

	Perceived Relevance (X2)
	108
	13.00
	30.00
	25.435
	3.20418

	Decision (Y)
	108
	14.00
	25.00
	20.805
	2.65970


The mean scores indicate that students' interest, perceived relevance, and decisions to continue studies are in the moderate category, with relatively varied responses among students.
Instrument Validity and Reliability
Validity testing showed that all questionnaire items for each variable had Pearson correlation values > r-table (0.189) with significance < 0.001, indicating all items were valid. Reliability testing yielded Cronbach's Alpha values of 0.853 for Interest, 0.770 for Perceived Relevance, and 0.702 for Decision, all exceeding the 0.70 threshold, indicating reliable instruments.
Classical Assumption Tests
The normality test using Kolmogorov-Smirnov showed Asymp. Sig. (2-tailed) = 0.200 > 0.05, indicating normally distributed residuals. The heteroscedasticity test using the Glejser method showed significance values of 0.894 for interest and 0.892 for perceived relevance (> 0.05), indicating no heteroscedasticity. The multicollinearity test showed tolerance values of 0.766 and VIF values of 1.306 for both variables (< 10), indicating no multicollinearity.
Multiple Linear Regression Analysis
Table 3. Multiple Linear Regression Results
	Model
	Unstandardized B
	t
	Sig.

	(Constant)
	4.977
	2.975
	0.004

	Interest (X1)
	0.337
	6.185
	< 0.001

	Perceived Relevance (X2)
	0.243
	3.624
	< 0.001


The regression equation obtained is:
Y = 4.977 + 0.337X₁ + 0.243X₂
Interpretation: 1) A constant value of 4.977 means that if Interest and Perceived Relevance are zero, the Decision value is 4.977; 2) An interest coefficient of 0.337 means that each one-unit increase in interest increases decision by 0.337, assuming perceived relevance remains constant; 3) A perceived relevance coefficient of 0.243 means that each one-unit increase in perceived relevance increases decision by 0.243, assuming interest remains constant; 4) Interest has a more dominant influence on decision compared to perceived relevance, as indicated by its larger coefficient and higher t-value.
Hypothesis Testing - Partial Test (t-test)
For the interest variable, t-count = 6.185 with Sig. = 0.000 < 0.05, indicating that interest has a positive and significant partial influence on the decision to continue studies. This means that higher student interest leads to a greater tendency to continue studies at hospitality higher education institutions.
For the Perceived Relevance variable, t-count = 3.624 with Sig. = 0.000 < 0.05, indicating that Perceived Relevance has a positive and significant partial influence on the Decision to Continue Studies. This means that the more positive students' perception of the relevance of hospitality higher education, the greater their tendency to continue studies.
Hypothesis Testing - Simultaneous Test (F-test)
Table 4. Simultaneous Test Results
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	360.447
	2
	180.223
	47.730
	<0.001

	Residual
	396.470
	105
	3.776
	
	

	Total
	756.917
	107
	
	
	


F-count = 47.730 with Sig. = 0.000 < 0.05, indicating that interest and perceived relevance simultaneously have a significant influence on the decision to continue studies. This confirms that both variables together contribute significantly to explaining students' decisions.
Hypothesis Testing – Coefficient  of Determination (R²)
Table 5. Coefficient of Determination Results
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	0.690
	0.476
	0.466
	1.94317


An adjusted R-squared value of 0.466 indicates that 46.6% of the variation in students' decisions to continue studies can be explained by interest and perceived relevance variables. The remaining 53.4% is explained by other factors not included in this research model, such as economic factors, family support, information quality, social influence, institutional reputation, and other psychological factors.
Influence of Interest on Decision to Continue Studies
The finding that interest positively and significantly influences students' decisions to continue studies aligns with the Theory of Planned Behavior (Ajzen, 2020), where interest serves as a key component driving intentions and actions. Building and managing prospective students' interest in the tourism and hospitality sector can be a marketing strength for universities, which should be introduced as early as possible (Karo et al., 2024). Students with high interest in hospitality tend to be more active in seeking information, considering alternatives, and showing readiness to act, ultimately leading to more decisive positive decisions. 
This result is consistent with Sulistyawati's research, which found that students' interest is significantly influenced by internal motivation, family support, and perceptions of job opportunities in tourism and hospitality (Sulistyawati et al., 2015). Interest reflects the level of attraction, attention, and desire toward an object or choice. Students who have positive feelings, attention, and drive for self-development in hospitality tend to consider continuing education to higher levels more seriously.
Influence of Perceived Relevance on Decision to Continue Studies
The positive and significant influence of perceived relevance on students' decisions confirms Relevance Theory by Sperber and Wilson, which states that individuals perceive information or choices as relevant when providing maximum cognitive benefit with minimal mental effort (Makeeva, 2022). In the educational context, students consider an educational path relevant when it is perceived as providing tangible benefits for their future.
This finding supports the hospitality career perception study, which revealed that interest in continuing hospitality studies is influenced by the perceived relevance of education to the world of work, international career opportunities, and the image of the hospitality industry (Karo Karo et al., 2023). Students with positive perceptions regarding the alignment of hospitality education with future needs, career development, and industry demands are more confident in choosing to continue their studies.
Simultaneous Influence of Interest and Perceived Relevance
The simultaneous influence of interest and perceived relevance on students' decisions can be explained through integrated decision-making theories, such as the Theory of Reasoned Action (Zainafree et al., 2022), emphasizing the role of intention influenced by attitudes and subjective norms. In the context of continuing hospitality higher education, interest reflects intrinsic attraction to higher education, while perceived relevance involves subjective assessment of how well higher education aligns with personal needs and goals.
The adjusted R² value of 0.466 indicates that nearly half of the variation in students' decisions can be explained by these two variables, demonstrating that interest and perceived relevance are relevant factors contributing meaningfully to decision formation. Interest serves as an internal drive, while perceived relevance serves as a rational consideration of educational benefits, creating a comprehensive foundation for decision-making.
The remaining 53.4% explained by other factors suggests that decisions to continue studies are complex phenomena influenced by various additional variables such as economic conditions, family support, information quality, peer influence, institutional reputation, and accessibility. This finding opens opportunities for further research to include additional variables for more comprehensive models.
Conclusion
This study concludes that interest and perceived relevance play an important role in shaping students’ decisions to continue their studies at hospitality higher education institutions. The findings show that interest has a positive and significant influence on students’ decisions, indicating that students who have stronger enjoyment, attention, motivation, and willingness toward the hospitality field are more likely to consider higher education as a meaningful continuation of their academic and career development.
Perceived relevance also has a positive and significant influence on the decision to continue studies. This means that students are more confident in choosing hospitality higher education when they perceive it as relevant to their career goals, personal needs, future benefits, and the demands of the hospitality industry. Therefore, the decision to continue studies is not only driven by personal interest but also by students’ rational assessment of the usefulness and long-term value of higher education.
Simultaneously, interest and perceived relevance significantly influence students’ decisions to continue studies. The adjusted R² value of 0.466 indicates that 46.6% of the variation in students’ decisions can be explained by these two variables, while the remaining 53.4% is influenced by other factors outside this study, such as family support, economic conditions, institutional reputation, peer influence, access to information, and career expectations.
Based on these findings, vocational schools are encouraged to strengthen career guidance, provide clearer information about hospitality higher education, and facilitate students’ exposure to academic and industry pathways. Teachers and schools should also help students understand the connection between hospitality education and future career opportunities. Future research is recommended to include additional variables and broader research locations to obtain a more comprehensive understanding of students’ decisions to continue their studies in hospitality higher education.
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