ABSTRAK

Skripsi dengan judul “Implementasi Manajemen Pemasaran Berbasis Digital dalam
Meningkatkan Jumlah Peserta Didik di MA Ma’arif Udanawu”. Ditulis oleh M.
Alwan Hilmi Al Fawwazi, NIM. 1860207222087, Program Studi Manajemen
Pendidikan Islam, Fakultas Tarbiyah dan Ilmu Keguruan, Universitas Islam negeri
Sayyid Ali Rahmatullah Tulungagung, di bimbing oleh Prof. Dr. H.j Sulistyorini,
M.Ag.
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Penelitian ini dilatarbelakangi oleh pentingnya pemanfaatan media digital
sebagai strategi pemasaran lembaga pendidikan Islam di tengah persaingan yang
semakin kompetitif. MA Ma’arif Udanawu yang berada di wilayah perbatasan tiga
kabupaten dituntut untuk mengoptimalkan pemasaran berbasis digital guna
meningkatkan jumlah peserta didik baru. Penelitian ini bertujuan mendeskripsikan
perencanaan, pelaksanaan, dan evaluasi pemasaran berbasis digital di MA Ma’arif
Udanawu.

Penelitian ini bertujuan untuk mendeskripsikan: (1) perencanaan pemasaran
berbasis digital dalam meningkatkan jumlah peserta didik di MA Ma’arif Udanawu;
(2) pelaksanaan pemasaran berbasis digital dalam meningkatkan jumlah peserta
didik di MA Ma’arif Udanawu; dan (3) evaluasi pemasaran berbasis digital dalam
meningkatkan jumlah peserta didik di MA Ma’arif Udanawu.

Penelitian ini menggunakan pendekatan fenomenologi dengan jenis
kualitatif-deskriptif. Data dikumpulkan melalui wawancara mendalam, observasi
partisipatif, dan dokumentasi. Teknik analisis data menggunakan model Miles,
Huberman, dan Saldana, meliputi kondensasi data, penyajian data dan pengambilan
kesimpulan. Keabsahan data diuji melalui triangulasi sumber dan teknik.

Hasil penelitian menunjukkan: (1) perencanaan dilakukan melalui
identifikasi pasar, segmentasi, targeting, positioning dengan konsep “3 in 17
(religius, science, dan skills), serta diferensiasi program unggulan seperti
MADIKARAMA dan pengembangan keterampilan siswa; (2) pelaksanaan
memanfaatkan Instagram, TikTok, Facebook, WhatsApp, YouTube, dan website
melalui pengelolaan konten kreatif yang dipublikasikan secara rutin; (3) evaluasi
dilakukan melalui angket, wawancara, dan pemantauan insight media sosial,
dengan hasil bahwa Instagram dan TikTok paling efektif menjangkau calon peserta
didik, serta pemasaran digital terbukti berkontribusi terhadap peningkatan jumlah
pendaftar secara berkelanjutan.
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ABSTRACT
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Hilmi Al Fawwazi, NIM. 1860207222087, Islamic Education Management Study
Program, Faculty of Tarbiyah and Teacher Training, Universitas Islam Negeri
Sayyid Ali Rahmatullah Tulungagung, supervised by Prof. Dr. Hj. Sulistyorini,
M.Ag.
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This research is motivated by the importance of utilizing digital media as a
marketing strategy for Islamic educational institutions amidst increasingly
competitive competition. MA Ma’arif Udanawu, located at the border area of three
regencies, is required to optimize digital-based marketing in order to increase the
number of new student enrollments.

This study aims to describe: (1) the planning of digital-based marketing in
increasing student enrollment at MA Ma’arif Udanawu; (2) the implementation of
digital-based marketing in increasing student enrollment at MA Ma’arif Udanawu;
and (3) the evaluation of digital-based marketing in increasing student enrollment
at MA Ma’arif Udanawu.

This study employed a phenomenological approach with a descriptive
qualitative research design. Data were collected through in-depth interviews,
participant observation, and documentation. Data analysis was conducted using the
Miles, Huberman, and Saldana model, which includes data condensation, data
display, and conclusion drawing. Data validity was ensured through source
triangulation and technique triangulation.

This study employed a phenomenological approach with a qualitative-
descriptive design. Data were collected through in-depth interviews, participatory
observation, and documentation, then analyzed using the Miles, Huberman, and
Saldana model. Data wvalidity was ensured through source and technique
triangulation.

The findings indicate that: (1) digital-based marketing planning was carried
out through market identification, segmentation, targeting, positioning based on the
“3 in 1” concept (religious values, science, and skills), as well as differentiation
through flagship programs such as MADIKARAMA and student skill development;
(2) the implementation of digital-based marketing utilized Instagram, TikTok,
Facebook, WhatsApp, YouTube, and the institution's website through the
management of creative content published regularly; and (3) the evaluation of
digital-based marketing was conducted through questionnaires, interviews, and
monitoring of social media insights. The evaluation results revealed that Instagram
and TikTok were the most effective platforms for reaching prospective students,
and digital marketing was proven to contribute to a sustainable increase in student
enrollment.
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