ABSTRAK

Tesis yang berjudul “Model Pengembangan Pemasaran Digital Integratif
Berbasis Budaya Lokal untuk Meningkatkan Brand image Lembaga
Pendidikan Islam di UIN Sayyid Ali Rahmatullah Tulungagung” ditulis oleh
Desi Dwi Anissa, NIM 1880501240001, Program Studi Manajemen Pendidikan
Islam, Pascasarjana Universitas Islam Negeri Sayyid Ali Rahmatullah
Tulungagung, dengan dosen pembimbing Prof. Dr. Agus Zaenul Fitri, M.Pd. dan
Prof. Dr. H. Prim Masrokan Mutohar, M.Pd.

Kata Kunci: Pemasaran Digital, Budaya Lokal, Brand Image, Lembaga
Pendidikan Islam, Instagram.

Penelitian ini dilatarbelakangi oleh kebutuhan lembaga pendidikan Islam
untuk membangun brand image melalui pemasaran digital yang tidak hanya
informatif dan promotif, tetapi juga autentik, bernilai, serta sesuai dengan karakter
audiens generasi muda. UIN Sayyid Ali Rahmatullah Tulungagung memiliki
kekuatan berupa sejarah kelembagaan, budaya lokal Tulungagung, simbol institusi,
nilai Islam rahmatan lil ‘alamin, program akademik, dan kehidupan mahasiswa
yang perlu dirangkai secara sistematis dalam narasi digital.

Penelitian ini bertujuan: (1) menghasilkan model pemasaran digital
integratif berbasis budaya lokal; (2) mendeskripsikan kelayakan produk
berdasarkan validasi ahli media dan ahli materi; (3) menganalisis respons
mahasiswa; dan (4) menguji efektivitas produk pada uji coba terbatas dalam
meningkatkan persepsi brand image UIN Sayyid Ali Rahmatullah Tulungagung.

Penelitian menggunakan metode Research and Development dengan model
ADDIE yang meliputi analysis, design, development, implementation, dan
evaluation. Analisis kebutuhan awal melibatkan 49 mahasiswa, sedangkan uji
respons dan efektivitas melibatkan 50 mahasiswa Program Studi Manajemen
Pendidikan Islam kelas 6A. Data dikumpulkan melalui wawancara, angket
karakteristik, lembar validasi ahli, angket respons mahasiswa, pretest, dan posttest,
kemudian dianalisis secara deskriptif kualitatif-kuantitatif, persentase, dan N-Gain.

Hasil penelitian menghasilkan model yang terdiri atas analisis audiens,
pemetaan identitas lembaga dan budaya lokal, pilar narasi lokal-Islam, storyboard,
produksi video Instagram versi pendek dan video panjang untuk video, strategi
distribusi, serta evaluasi. Ahli media validator I memperoleh 68,36% dengan
kategori valid dan layak dengan banyak revisi; ahli media validator Il memperoleh
96,36% pada video pendek dan 96,00% pada video panjang dengan kategori sangat
valid. Ahli materi validator I memperoleh 69,26% dengan kategori valid dan layak
dengan banyak revisi; ahli materi validator II memperoleh 98,52% pada video
pendek dan 98,15% pada video panjang dengan kategori sangat valid. Uji respons
mahasiswa memperoleh rerata 3,7896 atau 75,792% dalam kategori baik. Rerata
pretest meningkat dari 2,108 menjadi 4,2576, dengan N-Gain sebesar 0,7421 atau
74,21% dalam kategori tinggi. Peningkatan tertinggi terdapat pada aspek nilai
Islam, etika, dan karakter sebesar 75,66%. Dengan demikian, model dinyatakan
layak setelah revisi dan efektif pada uji coba terbatas dalam meningkatkan persepsi
brand image mahasiswa.
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ABSTRACT

The thesis titled “An Integrative Digital Marketing Development Model
Based on Local Culture to Enhance the Brand Image of the Islamic
Educational Institution at UIN Sayyid Ali Rahmatullah Tulungagung” was
authored by Desi Dwi Anissa (Student ID: 1880501240001) from the Islamic
Education Management Study Program, Postgraduate School of UIN Sayyid Ali
Rahmatullah Tulungagung, under the supervision of Prof. Dr. Agus Zaenul Fitri,
M.Pd., and Prof. Dr. H. Prim Masrokan Mutohar, M.Pd.

Keywords: Digital Marketing, Local Culture, Brand Image, Islamic Educational
Institution, Instagram.

This research is motivated by the need for Islamic educational institutions
to build a brand image through digital marketing that is not only informative and
promotional but also authentic, valuable, and aligned with the characteristics of a
young audience. UIN Sayyid Ali Rahmatullah Tulungagung possesses strengths
such as its institutional history, Tulungagung’s local culture, institutional symbols,
the Islamic value of rahmatan lil ‘alamin (mercy to all creation), academic
programs, and student life that need to be systematically woven into a digital
narrative.

The research aims to: (1) produce an integrative digital marketing model
based on local culture; (2) describe the product's feasibility based on validation by
media and subject matter experts; (3) analyze student responses; and (4) test the
product's effectiveness in a limited trial regarding the enhancement of the brand
image perception of UIN Sayyid Ali Rahmatullah Tulungagung.

The study employs the Research and Development (R&D) method using
the ADDIE model, comprising the stages of analysis, design, development,
implementation, and evaluation. The initial needs analysis involved 49 students,
while the response and effectiveness tests involved 50 students from class 6A of
the Islamic Education Management Study Program. Data were collected through
interviews, characteristic questionnaires, expert validation sheets, student response
questionnaires, pre-tests, and post-tests, and subsequently analyzed using
descriptive qualitative-quantitative methods, percentage calculations, and N-Gain
analysis.

The research resulted in a model comprising audience analysis, mapping of
institutional identity and local culture, pillars of local-Islamic narratives,
storyboards, production of short and long-form Instagram videos, distribution
strategies, and evaluation. Media Validator I rated the model at 68.36% (valid and
feasible, with significant revisions), while Media Validator I rated it at 96.36% for
the short video and 96.00% for the long video (highly valid). Content Validator I
rated it at 69.26% (valid and feasible, with significant revisions), while Content
Validator II rated it at 98.52% for the short video and 98.15% for the long video
(highly valid). Student response testing yielded a mean score of 3.7896 (or
75.792%), falling into the "good" category. The mean pre-test score rose from
2.108 to 4.2576, with an N-Gain of 0.7421 (or 74.21%), placing it in the "high"
category. The greatest improvement was observed in the aspects of Islamic values,
ethics, and character, showing a 75.66% increase. Consequently, the model was
deemed feasible following revisions and effective during limited trials in enhancing
students' perceptions of the brand image.
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