
JOURNAL OF BUSINESS AND SOCIAL SCIENCES 

eISSN:2805-5187 | Vol.2026, Issue 1, No.4  

Submission: 15 October 2025; Acceptance: 6 March 2026 Available online: March 2026 
Copyright: © 2026. All the authors listed in this paper. The distribution, reproduction, and any other usage of the 

content of this paper is permitted, with credit given to all the author(s) and copyright owner(s) in accordance to common 
academic practice. This article is an open access article distributed under the terms and conditions of the Creative 

Commons Attribution (CC BY) license, as stated in the website: https://creativecommons.org/licenses/by/4.0/ 

A Conceptual Framework of Customer Behavior in Software Public 

Training: Integrating TAM, TPB, and Sustainable Marketing                      

in Vocational Higher Education 
 

 

Fajar Lestari1*, Usep Suhud2, Setyo Ferry Wibowo3, Christian Wiradendi Wolor4 

 

 
1,2,3,4 Faculty of Economics and Business, Universitas Negeri Jakarta, Indonesia 

 

 
*Email: fajar_1717925005@mhs.unj.ac.id1 

 

 

Abstract 

 

This conceptual paper presents an integrated framework to analyze customer behavior in 

Software Public Training (SPT) within vocational higher education in West Java, addressing a 

critical gap in understanding the adoption dynamics among external customer. As vocational 

institutions increasingly deploy software-based training to meet industry demands for digital 

competencies, this paper synthesizes three leading theoretical models Technology Acceptance 

Model (TAM), Theory of Planned Behavior (TPB), and Sustainable Marketing to propose a 

unified approach to predicting training adoption. Advancing beyond existing empirical models, 

the framework introduces perceived convenience, value, service quality, and subjective 

demonstration as key antecedents of trust and attitude, which in turn drive purchase intention. 

By embedding long-term ethical value creation into the TAM-TPB paradigm, this study offers 

a novel state-of-the-art perspective that aligns usability, social influence, and sustainability 

within training design. The resulting model not only enriches theoretical discourse but also 

provides vocational institutions with a future-ready strategy for designing effective, customer-

centered, and ethically grounded training services. 
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Introduction 

 

In recent years, sustainable marketing has become crucial for vocational higher education 

institutions, particularly those seeking revenue from Industrial Services such as Public Training 

program. The goal is to create revenue from Public Training programs that meet market demand 

while positively contributing to society and the environment. The rising demand for software-

based skills (e.g., HTML, BIM) reflects broader shifts in digital labor markets and workforce 

development strategies, confirming the need to expand Software Public Training (SPT) 

capability to meet external demand for practical digital competencies. Research shows that 

integrating digital platforms into vocational curricula boosts learners’ employability and 
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supports regional economic transformation through skill-focused human capital development 

(Syafruddin et al., 2025). 

 

However, despite this growing trend, sales of industrial training services adopting SPT 

remain suboptimal. This gap suggests a need for a better understanding of the behavioral, 

institutional, and systemic drivers of training adoption and sales success. To address these 

issues, scholars are increasingly turning to integrated theoretical models such as the 

Technology Acceptance Model (TAM) and the Theory of Planned Behavior (TPB), which 

examine the psychological and contextual factors driving customer behavior behind service 

adoption (Iddrisu et al., 2025). 

 

As state-of-the-art, contemporary research on customer behavior in SPT within 

vocational higher education reflects a multidimensional convergence of behavioral theory, 

technology acceptance, and sustainable marketing. The central TAM and TPB models have 

been extended to capture nuanced adoption drivers among external learners. Recent studies 

emphasize that constructs like perceived value, perceived convenience, and trust significantly 

mediate the relationship between system attributes and user intention in digital training 

contexts. TPB's components, attitude, subjective norms, and perceived behavioral control 

(PBC) continue to demonstrate predictive validity in explaining training uptake. 

 

In parallel, the integration of sustainable marketing principles, including ethical 

alignment, institutional transparency, and long-term value creation, addresses the growing 

demand for trust-based and socially responsible education services. This integrated approach 

advances the current literature by offering a theoretically grounded and practically relevant 

model for understanding the antecedents of behavioral intention in SPT adoption. It further 

establishes a foundation for designing educational services that are not only technologically 

accessible but also aligned with sustainability imperatives and stakeholder expectations. 

 

 

Conceptual Framework & Methodology 

 

Figure 1 illustrates the proposed conceptual framework that integrates the Technology 

Acceptance Model (TAM), the Theory of Planned Behavior (TPB), and Sustainable Marketing 

principles to explain customer behavior in Software Public Training (SPT) within vocational 

higher education. The model positions Perceived Convenience, Perceived Value, Service 

Quality, and Subjective demonstration as exogenous variables influencing Customer Trust and 

Customer Attitude. These two mediating constructs are central to understanding students’ 

Purchase Intention toward SPT programs. Trust reflects students' confidence in the quality and 

credibility of the service, while attitude captures their evaluative disposition toward adopting 

the training. By combining TAM’s focus on perceived utility, TPB’s emphasis on behavioral 

intention, and Sustainable Marketing’s concern with long-term value and trust, the framework 

offers a holistic view of the factors that shape adoption decisions in educational service settings. 

This integrative model serves as both a theoretical lens and a practical guide for enhancing 

student-centered and future-ready training design. 
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Figure 1: Conceptual Framework 

 

 

Based on the conceptual framework, the following key propositions can be formulated 

by 10 testable hypotheses: 

• H1: Perceived Convenience has a positive effect on Customer Trust 

• H2: Perceived Value positively influences Customer Trust 

• H3: Service Quality positively affects Customer Trust 

• H4: Subjective Demonstration positively influences Customer Trust 

• H5: Perceived Convenience has a positive effect on Customer Attitude 

• H6: Perceived Value has a positive effect on Customer Attitude 

• H7: Service Quality positively affects Customer Attitude 

• H8: Subjective Demonstration positively influences Customer Attitude 

• H9: Customer Trust positively influences Purchase Intention 

• H10: Customer Attitude positively influences Purchase Intention 

The ten hypotheses outlined above reflect a robust theoretical grounding in TAM, TPB, 

and Sustainable Marketing, focusing on perceived convenience, value, quality, social influence, 

trust, and attitude. Each hypothesis aligns with established models and recent findings, 

providing a rigorous base for empirical validation in future research on Software Public 

Training behavior. 

This study employs a convergent mixed methods approach to explore the behavioral 

intentions of external customers toward Software Public Training (SPT) in vocational higher 

education. The approach integrates both quantitative and qualitative strands to provide a 

comprehensive understanding of how constructs from the Technology Acceptance Model 

(TAM), Theory of Planned Behavior (TPB), and Sustainable Marketing interact in real-world 

educational service settings, by using the table below: 
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Table 1: Mixed Method Research Design 

Parameter Quantitative Qualitative Integration 

1. Design Cross-sectional survey 
Phenomenological 

qualitative inquiry 

Confirm 

theoretical 

predictions from 

the conceptual 

model 

 

Contextualize 

unexpected 

quantitative 

results 

 

Enhance the 

explanatory 

power of trust, 

value perception, 

and sustainable 

behavior 

2. Instrument 

Standardized 

questionnaire using 6-

point Likert scale 

Semi-structured 

interviews and FGD 

3. Participant 

External customers of 

vocational SPT 

programs, including 

industry professionals  

15–20 participants, 

including SPT program 

attendees, vocational 

education marketers, 

and instructors 

4. Sampling 

Stratified purposive 

sampling with a target 

sample size of at least 

300 respondents 

Maximum variation 

sampling to ensure 

diversity of roles and 

experiences 

5. Data 

Analysis 
SEM using AMOS 

Thematic analysis 

through open and axial 

coding using NVivo or 

similar software, guided 

by the constructs from 

the conceptual model 

 

Results and Discussion 

 

The conceptual integration of the Technology Acceptance Model (TAM), Theory of 

Planned Behavior (TPB), and Sustainable Marketing in the study of Software Public Training 

(SPT) offers a notable academic contribution by bridging two often-separate domains: 

consumer behavior theory and educational service innovation. Historically, TAM and TPB have 

been applied predominantly in commercial or digital technology contexts. However, this study 

repurposes them to interpret the behavior of external customers in vocational education, 

thereby expanding the application boundaries of these models. 

Lastly, the inclusion of sustainable marketing principles as part of the theoretical 

foundation represents a critical contribution. It links long-term customer trust with ethical 

service delivery and institutional integrity. As Chowdhury et al., (2025) highlight, marketing 

in industrial services should not only aim for enrolment growth but must also uphold social 

value and transparency to ensure enduring stakeholder trust. 
 

 

Conclusion  

 

Effective marketing of Software Public Training in vocational institutions must be built 

on three pillars: trust, service quality, and sustainable messaging. Trust increases adoption by 

reducing perceived risk; service quality serves as an observable indicator of value; and 

sustainable messaging communicates ethical alignment and social contribution. When rooted 
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in TAM, TPB, and sustainable marketing theory, these strategies enable institutions to reach 

and retain value-driven learners in a competitive education market. 

 

To design effective and attractive SPT programs, vocational institutions must integrate 

TAM, TPB, and sustainable marketing into their service frameworks. This includes optimizing 

training systems for perceived value and usability, leveraging social norms and learner 

autonomy, and embedding sustainability and trust into marketing and service delivery. These 

strategies, when aligned with user expectations and institutional capabilities, will enhance the 

long-term impact and market appeal of public training programs. 
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