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Aktivitas pemasaran jasa pendidikan yang dahulu dianggap
tabu karena berbau bisnis dan cenderung berorientasi pada laba,
sekarang ini sudah dilakukan secara terbuka. Jasa pendidikan
memegang peran penting untuk mengembangkan dan
meningkatkan kualitas sumber daya manusia. Lembaga
pendidikan yang berkualitas merupakan impian seluruh elemen
bangsa karena akan melahirkan kader-kader berkualitas yang
mampu membawa perubahan besar bagi bangsa. Pemasaran
dalam konteks jasa pendidikan adalah sebuah proses sosial dan
manajerial untuk mendapatkan apa yang dibutuhkan dan
diinginkan melalui penciptaan penawaran, pertukaran produk
yang bernilai dengan pihak lain dalam bidang pendidikan.

Rumusan masalah pada Penelitian ini adalah:1) Bagaimana
strategi produk dalam peningkatan penerimaan santri baru di
Pondok Pesantren Bustanul Muta’alimin dan Pondok Pesantren
Nurul Ulum Kota Blitar..? 2) Bagaimana Strategi promosi dalam
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peningkatan penerimaan santri baru di Pondok Pesantren
Bustanul Muta’alimin dan Pondok Pesantren Nurul Ulum Kota
Blitar..? 3) Bagaimana strategi penentuan harga dalam
peningkatan penerimaan santri baru di Pondok Pesantren
Bustanul Muta’alimin dan Pondok Pesantren Nurul Ulum Kota
Blitar..? Tujuan penelitian ini adalah menganalisis dan
menemukan Strategi Produk, Strategi promosi dan Strategi
penetapan harga pesantren Bustanul Muta’alimin dan Pondok
Pesantren Nurul Ulum Kota Blitar dalam peningkatan
penerimaan santri baru.

Penelitian ini menggunakan pendekatan kualitatif, jenis
studi kasus dengan rancangan multikasus. Teknik pengumpulan
data dengan wawancara mendalam, observasi partisipan dan
dokumentasi. Analisis data menggunakan model Miles and
Huberman, yang terdiri dari kondensasi data, penyajian data,
verifikasi dan penarikan kesimpulan. Uji keabsahan data melalui
kredibilitas, transferability, dependability, dan confirmability.

Hasil penelitian menunjukkan:1) penentuan produk dalam
peningkatan penerimaan santri baru di pondok pesantren fokus
pada strategi produk dengan pemetaan produk, layanan formal
dan informal, life skill dan entrepreneur, praktek kerja lapangan,
membangun kultur, ciri khas produk, analisis pesaing produk,
kerjasama lintas sektor, berpedoman visi dan misi pesantren. 2)
Strategi promosi produk dalam peningkatan penerimaan santri
baru ditemukan berbagai variasi promosi (massal, personal,
digital) bermedia on-line dan tradisional secara detail sebagai
berikut: promosi jaringan struktural NU, promosi getok tular,
promosi jejaring alumni, maximilitas IT, promosi baliho raksasa
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dan promosi figur kiai. 3) Strategi penentuan harga (price)
produk ini menemukan beberapa strategi yakni; strategi
penetapan harga, strategi harga steering, strategi pemimpin
pasar, strategi bertahan produk, strategi toleransi harga, dan
strategi subsidi silang.
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ABSTRACT

Habibur Rohman, 2024, Marketing Strategy in Increasing the
Acceptance of New Santri (Multicase Study at the Bustanul
Muta'alimin Islamic Boarding School and the Nurul Ulum Islamic
Boarding School, Blitar City), Islamic Education Management
Doctoral Program, Sayyid Ali Rahmatullah State Islamic
University Tulungagung, Promoter I: Prof. Dr. Ngainun Naim,
Master of Islamic law, Promoter II: Dr. Nur Efendi, Master of
Islamic Religion.
Keywords: Marketing Strategy, Increasing Santri Acceptance.
Marketing activities for educational services, which were
previously considered taboo because they had a business feel
and tended to be profit-oriented, are now carried out openly.
Because educational services play an important role in
developing and improving the quality of human resources. A
quality educational institution is the dream of all elements of the
nation because it will produce quality cadres who are able to
bring big changes to the nation. Marketing in the context of
educational services is a social and managerial process to obtain
what is needed and desired through creating offers, exchanging
valuable products with other parties in the educational sector.
The formulation of the problem in this research is: 1) What
is the product strategy for increasing new student enrollment at
the Bustanul Muta’alimin Islamic Boarding School and the Nurul
Ulum Islamic Boarding School in Blitar city..? 2) What is the
promotion strategy for increasing new student enrollment at the
Bustanul Muta’alimin Islamic Boarding School and the Nurul
Ulum Islamic Boarding School in Blitar city..? 3) What is the

{xx



pricing strategy for increasing new student enrollment at the
Bustanul Muta’alimin Islamic Boarding School and the Nurul
Ulum Islamic Boarding School in Blitar city...?. The aim of this
research is to analyze and find product strategy analysis,
promotion strategy analysis and pricing strategy analysis for the
Bustanul Muta'alimin Islamic boarding school and the Nurul
Ulum Islamic boarding school in Blitar City in increasing the
acceptance of new students.

This study uses a qualitative approach, a case study type
with a multi-case design. Data collection techniques with in-
depth interviews, participant observation and documentation.
Data analysis uses the Myles and Huberman, model consisting of
data condensation, data presentation, verification and drawing
conclusions. Data validity test through credibility, transferability,
dependability, and confirmability.

The research results show:1) Product strategy analysis in
increasing the acceptance of new students in Islamic boarding
schools focuses on product strategy with product mapping,
formal and informal services, life skills and entrepreneurship,
field work practices, building culture, product characteristics,
product competitor analysis, cross-sector collaboration, guided
by the vision and mission of the Islamic boarding school.2)
Analysis of product promotion strategies in increasing the
acceptance of new students, various variations of promotions
(Mass, Personal, Digital) using on-line and traditional media
were found in detail as follows: NU structural network
promotion, Getok Tular promotion, alumni network promotion,
IT maximization, promotion Giant billboards and promotion of
kiai figures. 3) Analysis of the price strategy for this product
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found several strategies, namely; pricing strategy, stretch price
strategy, market leader strategy, product survival strategy, price
tolerance strategy, and cross-subsidy strategy.
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