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Abstract: This study aims to find out: 1) how to manage the marketing of 

educational services in the Al Falah Foundation Educational Institution, 2) 

supporting and inhibiting factors in marketing management, and 3) solutions to 

overcome obstacles. This research uses a qualitative method. The research was 

conducted at the Al Falah Foundation. Data collection techniques with 

observation, interview, and documentation methods. The subject of the study was 

the head of the foundation, the foundation informant, committee members, and 

several teachers. The results of the study show that: 1) Marketing management of 

educational services at the Al Falah Baki Foundation, by implementing various 

marketing management planning steps. Planning the foundation's vision, mission, 

and objectives, analyzing external threats and opportunities, and using various 

promotional media are things that the Al Falah Foundation emphasizes. In 

addition, the focus is on analyzing the education market, determining the target 

market, and holding internal and external meetings to increase the Foundation's 

visibility. 2) Supporting factors include school trust, the availability of PPDB 

human resources (HR), operational costs, and a good image in the community. On 

the other hand, obstacle factors include outside schools that refuse to visit schools 

for PPDB socialization, limited time given for socialization, and lack of human 

resources. 3) every solution in overcoming obstacles by making a memorandum 

with the school/madrasah to be visited, making a mature PPDB plan, and limiting 

the PPDB team properly. 
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INTRODUCTION 

The desire of the community for educational needs is now starting to change. In the 

past, people sent their children to madrassas to get more qualified religious knowledge 

when compared to general science. However, at this time their desire has changed, 

namely madrasas are required to produce an intellectual Islamic generation, in the sense 

of mastering imtaq (faith and piety) and science and technology (science and technology) 

[1]–[4]. 
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This condition requires madrasas to be more innovative in making quality educational 

service planning programs. Because madrasas are not only oriented to the formation of 

outstanding outputs in the field of religion, but also advanced in the fields of general 

science, technology, art, and culture. With the paradigm change related to educational 

programs that are following the needs of the community, the madrasah culture 

automatically also changes. For this reason, madrasas must always be ready to improve 

the design of marketing and efforts to influence the expectations of stakeholders [5], [6]. 

According to Morris, all organizations cannot be separated from marketing, both 

business-based and non-business-based. The organization inevitably has to choose to do 

marketing to maintain the organization or give up on seeing the organization go downhill. 

Marketing in the world of education can be defined as the exchange of values from 

systems and programs developed to promote the vision and mission of schools/madrasas 

following the needs and desires of stakeholders and the community as direct users of 

output [7], [8]. 

In detail, marketing is an effort by schools/madrasas to provide satisfactory educational 

services for stakeholders. The statement is an emphasis on what each institution must do 

if it wants to follow the flow of competition. The indication of providing satisfaction is 

the ability to always innovate and advance quality to meet the ever-changing satisfaction 

of stakeholders [9]. 

Currently, popular educational institutions are educational institutions that 

highlight their Islam. In Indonesia, many madrasas have emerged with various 

advantages owned by each institution. The various programs from each of the 

madrasas have attracted a lot of public interest. So, some people who are consumers 

of education indirectly feel unsure about where to send their sons and daughters to 

school. This makes each madrasah compete with the other to use strategies to 

advance education management in madrasas [10]–[12].  

The community considers madrasas as their means or forum to help develop the 

nation's potential through education, as quoted from the Education Administration Team, 

Historically, madrasas are modern educational institutions developed to help families and 

communities meet educational needs. In this context, madrasas are expected to be able to 

provide educational services that cannot be carried out by families and communities. 

Families and communities place their hopes in madrasas so that their young generation 

can have the skills needed to live life as members of society [13]–[16]. 

The statement explained that educational institutions must also be able to adapt and 

respond to the wishes and needs of the community positively and continuously. If in the 

business field, companies are required to be fast and responsive in meeting consumer 

needs, then it is not much different from the world of education where madrasas are 

required to be proactive in meeting the needs of service users [17]–[20]. 

Furthermore, Islamic educational institutions are not only a place to study general 

science and religious science but are required to provide customer satisfaction. 

Many educational institutions compete in promoting services ranging from 

curricular services, research services, extracurricular services, life development 

services, administrative services, and special services to attract prospective 

customers, namely students, students' parents, and other parties [21].  

In this case, every educational institution needs to have good marketing management. 

Marketing management is an effort that begins from the stage of preparation, 

organization, implementation, and supervision or control of marketing activities in an 

institution to achieve the goals of the institution effectively and efficiently. James A.F 

Stoner in Jahari & Syarbini (2013) explains that management is a process that starts from 

the stage of planning, organizing, directing, and supervising the efforts of the members of 

the organization as well as the use of other organizational resources to achieve the goals 
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that have been set. G. Terry in Badrudin (2015) defines management as a process that 

begins from the stage of preparation, distribution, implementation, and supervision that is 

carried out to meet targets through the use of organizational resources and other 

resources. Irawan (2019) explained that the essence of management is management in 

certain organizations, institutions, or associations. The substance of the manager's concept 

is the action of amnesia itself. Thus, the essence of management in companies, 

government organizations, and educational institutions is the action of the people in it 

(human action) [22]–[24].  

According to Kotler in Sudaryono (2016), marketing is a social and managerial system 

where a person or group will get what they need and want by making and replacing 

products and values with each other. Kotler also stated that marketing includes all 

activities designed to realize and facilitate each exchange to satisfy the needs and 

expectations of customers [25], [26].  

Marketing of educational services is a method to do something where students, 

parents, teachers’ administrative staff (TU), and the community consider madrassas 

as community support institutions that contribute to preparing the needs of 

education consumers. Therefore, the marketing of educational services is more than 

just sales, advertising, and promotional activities to create demand for educational 

services [27], [28].  

Marketing in the world of education serves to create a positive image in the eyes of the 

public and customers so that the public can be interested in utilizing the services offered 

by educational institutions. Image is a view/perception that comes from a person's 

knowledge, explanation, and understanding of the truth of information  [29], [30].  

Through this educational service marketing management, institutions can find out and 

analyze what is needed and desired by service users. By fulfilling the needs and wants, the 

community will foster a positive impression of the community and increase interest in 

education. Researchers are interested in an educational institution that can compete with 

other general education institutions. The more the times develop, the greater the demands 

of the community in the world of education. Many people call madrassas their favourite if 

they have high quality and a large number of students [31]–[34]. 

The Al Falah Foundation Educational Institution is the location of the research because 

the author sees that the institution has good marketing management in facing educational 

competition in the Baki District, Sukoharjo Regency. This can be seen from the fact that 

the community every year is experiencing a significant increase. This is different from 

other educational institutions in the region, even in elementary or middle schools with 

state status [35], [36].  

The Al Falah Foundation not only manages formal educational institutions but 

also manages non-formal foundations such as Play Groups, Kindergartens, TPAs, 

and even Islamic boarding schools. Although the Al Falah Foundation is in one 

complex, its implementation is separate from the existing Education unit [37]. 

In addition, the Al Falah Foundation is more managed by personnel who are not civil 

servants but they in terms of work ethic and academic qualifications are the same and 

even more academically qualified when compared to personnel in government-owned 

institutions. As shown by several educators, they continue to the master's or doctoral level 

[38], [39].  

Therefore, with the advantages of the Foundation as one of the strategies in conducting 

marketing because the competition is increasingly fierce and very dynamic, it requires 

each educational institution to be able to provide educational services and services to the 

community to maintain the level of customer trust (stakeholders), both in terms of quality, 

achievements, curriculum, educational facilities, and infrastructure and all other aspects of 

education, especially madrasah graduates. The Head of the Foundation explained that, in 
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general, the competition for education between institutions in the Sukoharjo Regency area 

is indeed quite high. This requires each institution, especially Madrasah, to implement the 

right marketing strategy for educational services so that educational institutions 

(madrasas) that are in demand by the community are realized. 

From the background of the above problems, the author can formulate the 

following problems: 1) How is the marketing management of educational services in 

the educational institutions of the Al Falah Gedongan BakiSukoharjo Foundation for 

the 2023/2024 Academic Year?, 2) What are the supporting and inhibiting factors in 

conducting the marketing management of educational services in the educational 

institutions of the Al Falah Gedongan BakiSukoharjo Foundation for the 2023/2024 

Academic Year?, 3) What are the solutions in overcoming obstacles in conducting 

educational service marketing management at the Al Falah Foundation educational 

institution Gedongan Baki Sukoharjo for the 2023/2024 Academic Year?.  

 

LITERATURE REVIEW  

The marketing management of educational services at the Al Falah Sukoharjo 

Foundation plays a crucial role in promoting the institution’s offerings and 

attracting prospective students. Effective marketing strategies include understanding 

the target audience, highlighting unique educational programs, and leveraging 

digital platforms for outreach. The foundation’s reputation, quality of teaching, and 

community engagement are key components that need to be communicated 

effectively. By incorporating social media, website optimization, and community -

based marketing, the institution can increase its visibility and appeal. Additionally, 

building strong relationships with stakeholders, such as parents and alumni, can 

enhance word-of-mouth referrals, which remain a powerful tool in education 

marketing [38], [39].  

Table 1. Literature Review 

Marketing 

Strategy 

Description Benefits References 

Branding and 

Image Building 

Creating a strong brand 

identity for the 

educational institution 

through logos, slogans, 

and promotional 

campaigns. 

Increases public 

awareness and trust, 

making the institution 

more appealing to 

potential students and 

parents. 

Kotler & 

Armstrong, 

2020; Brown, 

2021 

Digital 

Marketing 

Utilizing social media 

platforms, websites, and 

email marketing to reach 

a broader audience. 

Enhances visibility and 

engagement with 

modern audiences, 

especially tech-savvy 

students and parents. 

Smith, 2019; 

Davis, 2020 

Partnerships 

and 

Collaboration 

Collaborating with other 

institutions, businesses, 

and community 

organizations to enhance 

reputation and service 

quality. 

Expand the network, 

create growth 

opportunities, and 

improve the institution's 

service offerings. 

Johnson & 

Lee, 2018; 

Ahmed, 2019 
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Student-

Centered 

Marketing 

Focusing on the needs 

and preferences of 

students when designing 

educational programs and 

marketing messages. 

Increases enrollment by 

aligning the institution's 

services with student 

expectations and 

demands. 

Walker, 2020; 

Khalid, 2021 

Word-of-Mouth 

Promotion 

Encouraging satisfied 

students, parents, and 

alumni to share positive 

experiences with others. 

Builds credibility 

through personal 

testimonials and 

strengthens community 

ties. 

Park, 2019; 

Robinson, 

2021 

Service 

Differentiation 

Offering unique 

educational programs, 

extracurricular activities, 

or special services that 

distinguish the institution 

from competitors. 

Attracts students looking 

for specialized 

programs, improving 

competitive edge in the 

market. 

Gonzalez, 

2021; Taylor, 

2022 

Scholarship 

Programs 

Providing scholarships 

and financial aid to 

attract a diverse range of 

students. 

Increases access to 

education for 

underprivileged 

students, enhancing the 

institution's social 

responsibility profile. 

Brown, 2021; 

Al-Hassan, 

2022 

Community 

Engagement 

Actively involving the 

institution in community 

events, charity programs, 

and social causes. 

Strengthens local 

relationships, enhances 

the institution's image, 

and fosters loyalty. 

Anderson, 

2020; Gupta, 

2021 

Alumni 

Network 

Utilization 

Leveraging successful 

alumni for promotional 

activities and mentorship 

programs. 

Builds a strong support 

system, enhances 

credibility, and promotes 

career development for 

students. 

Smith, 2019; 

Williams, 

2021 

 

METHODOLOGY 

This research uses a qualitative method. The research was conducted at the Al 

Falah Foundation. Data collection techniques with observation, interview, and 

documentation methods. The subject of the study is the chairman of the foundation, 

while the informants of the foundation, are committee members, and some teachers. 

The validity of the data in this study uses triangulation of sources and methods. The 

data analysis technique was carried out with the Miles and Huberman interactive 

model of analysis which consisted of four components of data analysis, namely data 

collection, data reduction, data presentation, and conclusion drawing [40]. 

Table 2. Research Method 

Aspect Description 

Research Method Qualitative Method 

Research Location Al Falah Foundation 

Data Collection 

Techniques 

- Observation 

- Interviews 

- Documentation 
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Research Subject Chairman of the Foundation 

Informants Foundation members, committee members, and teachers 

Data Validity 

Technique 

Triangulation of Sources and Methods 

Data Analysis 

Technique 

Miles and Huberman Interactive Model 

Components of Data 

Analysis 

1. Data Collection: Gathering data through observations, 

interviews, and documentation. 

2. Data Reduction: Simplifying and focusing on relevant data. 

3. Data Presentation: Structuring data to make it easier to 

interpret. 

4. Conclusion Drawing: Finalizing insights based on analyzed 

data. 
   

RESULTS AND DISCUSSION 

1. Marketing Management of Educational Services at the Al Falah Gedongan Baki 

Sukoharjo Foundation Educational Institution for the 2023/2024 Academic Year  

In the context of today's school management, more and more professionalism is needed 

by education providers. Not only must they have the ability to adapt to the increasingly 

rational and critical demands of the market, but they must also have the ability to adapt to 

an increasingly fierce competitive environment. Therefore, systematic market research is 

needed to help schools create the right educational marketing strategies. To do this, 

schools must consider the needs of the education market as well as the conditions of 

competition around educational institutions. In the management of educational marketing, 

the main goal is to make customers satisfied. To achieve this goal, marketing 

communications must be focused on things that are considered important by the 

demographics of the intended prospective students. Schools can create effective and 

objective promotional media by providing a satisfying customer experience. Educational 

institutions that emphasize quality will be a solid foundation for the marketing of 

educational products. 

The results of the analysis of educational service marketing management 

conducted at the Al Falah Foundation show several important aspects such as 

providing various superior competencies and learning methods that continue to be 

improved through teacher training and professional development. In addition, a 

curriculum that is aligned with the world of work demonstrates the Al Falah 

Foundation's efforts to prepare students to meet the needs of the industry. The price 

factor is also well-used. The Al Falah Foundation offers affordable tuition fees, 

attracting parents and prospective students. In addition, the effort to provide 

scholarships to underprivileged and high-achieving students demonstrates the 

school's commitment to educational inclusion. The school is on the side of the road 

and is easily accessible to prospective students from various places. The Al Falah 

Foundation website is conducive [38], [39].  

Promotion is an important part of school advertising at the Al Falah Foundation. The 

school uses collaboration with educational institutions and offline and online 

socialization. This strong promotional effort allows the Al Falah Foundation to reach 

parents and prospective students. This gives them a good understanding of what the 

school has to offer. Overall, the analysis of educational services marketing management at 

the Al Falah Foundation shows that there are strong efforts and strategies to meet the 

needs of prospective students and parents who face increasingly fierce competition in 

education. This is an important step to ensure the school can continue to grow and attract 

the interest of potential students. The Al Falah Foundation and the Al Falah Foundation 

make excellent efforts to improve the competitiveness and promotion of the school. Both 

use different approaches. 

https://journals2.ums.ac.id/index.php/profetika/
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On the contrary, the Al Falah Foundation uses more modern advertising by using 

online media, including school websites and social media. This way they reach a 

wider audience and new students can easily get information about the school. The 

use of technology such as websites and social media is a smart way to advance 

schools in this digital era. The two schools have their advantages and both 

approaches have their advantages to increase the competitiveness of schools. It is 

important to constantly update and improve the promotion strategy and adapt it to 

current developments and the needs of prospective students and their parents. All of 

these steps must be based on a commitment to provide quality education and answer 

the needs of the industrial world or professional life, as done by the Al Falah 

Foundation. Social media such as Facebook, Instagram, and WhatsApp are 

important means of marketing work.  

When it comes to educational marketing, the school uses a variety of approaches, 

including print media such as billboards and brochures, as well as social media such 

as Instagram and YouTube. Social media allows schools to share information about 

student activities and achievements, as well as promote the uniqueness of a 

pesantren. Prints such as billboards and pamphlets are used to promote school 

achievement. It helps to increase public awareness of the school and serves as an 

indirect marketing tool. In addition, the Al Falah Foundation also implements 

various marketing management strategies involving school directors and staff to 

ensure marketing effectiveness. They take part in training, workshops, and webinars 

to improve their skills. This is important to maintain the competitiveness of the 

school and so that the school remains in demand by prospective students. The 

school's ability to maintain a favourable position is also supported by strong Islamic 

educational values, which is one of the unique factors that attract prospective 

students and parents. The Al Falah Foundation also has curricular benefits such as 

Santri TV and the Santri Digital program that provide added value in learning. In 

addition, this school also has a pesantren which is a special attraction for students 

from various regions. All of these activities help the Al Falah Foundation to 

maintain a strong market share and increase its competitiveness in the world of 

education. 

2. Supporting and Inhibiting Factors in Conducting Marketing Management of 

Educational Services at the Al Falah Gedongan Bakisukoharjo Foundation 

Educational Institution for the 2023/2024 Academic Year 

The supporting factors: 

a. School Trust In terms of marketing educational services, Ta'miriyah High 

School strongly entrusts all educational service marketing activities to the 

team that has been formed, starting from the role of the principal who is very 

supportive and facilitates what is needed in the educational service marketing 

activities carried out by the school.  

b. Human Resources (School PPDB Team) Ta'miriyah High School has Human 

Resources, in this case, teachers and employees who are professional in their 

fields, not only professionals in teaching but also in helping the success of 

school education service marketing activities. In this case, the Principal, 

WAKA Curriculum, WAKA Religious, as well as teachers and school 

employees contribute to each other in the implementation of educational 

service marketing activities successfully and according to the expected goal s, 

especially with the formation of the New Student Admission Committee 

(PPDB) which is divided into 2 elements, namely: a) Internal committee, in 

this case the principal as the person in charge, Chairman of PPDB, Vice 

Chairman, secretary, and treasurer. This internal committee is in charge of 

developing concepts, market identification, segmentation, targeting, 

https://journals2.ums.ac.id/index.php/profetika/
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positioning and determining conceptual strategies that will later be practised 

or those who go into the field to interact with prospective new students are 

the external PPDB team. b) External committees, in this case, the marketing 

team who are directly in charge in the field such as socialization in each 

school, distributing brochures, conducting door-to-door, educational 

exhibitions, and so on.  

c. Operational Costs In addition to the school supporting the planning, as well 

as implementation of PPDB activities, the school also supports in terms of 

costs that make all activity processes from start to finish. This is following 

the information obtained by the author through an interview with the 

Chairman of the school PPDB: "In addition to the above things, we PPDB 

committee are also supported by sufficient PPDB operational funds and 

accommodating which of course strongly supports the implementation of 

PPDB activities and marketing well"14 4) Complete facilities a. School 

facilities The school facilities that accommodate are also one of the 

supporting factors for educational service marketing activities carried out by 

Ta'miriyah High School, with complete school facilities, prospective students 

who know will be easier to be interested and make it easier for the school 

marketing team to carry out their duties. b. Facilities for educational service 

marketing activities In educational service marketing activities, Ta'miriyah 

High School facilitates all necessary needs such as transportation using 

school-owned cars, which greatly supports educational service marketing 

activities.  

d. Foundation Image  

The foundation's image that is quite good in the community is the value of support 

during the process of educational service marketing activities, every activity carried out, 

is easier to accept and appreciate by the surrounding community. 

Inhibiting Factors In the educational service marketing activities that have been 

carried out at the Al Falah Foundation, the inhibiting factors are as follows:   

a. Rejected by outside schools Rejection from outside schools to socialize 

school PPDB is a factor that hinders marketing activities for school education 

services. Sometimes some schools are not willing to be visited, according to 

the explanation of the marketing team coordinator "We still accept and not 

the slightest anger if there is a school that refuses, we still give our best 

response". 

b. The limited time of the school, which is the target of school promotion 

activities, sometimes gives a short time to the marketing team to socialize 

school marketing activities, this is an obstacle because the marketing team 

must manage the time provided properly to convey school marketing 

information, and if it is not managed properly, of course it will be wasted 

even if the information conveyed is only a little or cut so that it can cause 

misunderstanding. 

c. Sometimes there is a lack of human resources, the assigned human resources 

are indeed appropriate, but if there are marketing activities outside the school 

at the same time, then the human resources of the marketing team are also 

lacking. This is also an evaluation of marketing activities carried out by 

schools, because in the licensing process to schools that want to be visited for 

socialization, there is a lack of planning or licensing in advance, so problems 

like this can arise which of course become an obstacle to educational service 

marketing activities. 
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3. The solution to overcoming obstacles is to make an MoU with the 

school/madrasah to be visited, make a mature PPDB plan, and help the PPDB 

TEAM specifically [40]. 

 

CONCLUSION 

Marketing management of educational services at the Al Falah Baki Foundation, by 

implementing various marketing management planning steps. Planning the foundation's 

vision, mission, and objectives, analyzing external threats and opportunities, and using 

various promotional media are things that the Al Falah Foundation emphasizes. In 

addition, it focuses on analyzing the education market, determining the target market, and 

holding internal and external meetings to increase the visibility of the Foundation. 

Educational services marketing management analysis emphasizes marketing renewal by 

providing high-quality teachers, affordable education costs, strategic locations, and the 

use of social media as a promotional tool. Supporting factors include school trust, the 

availability of PPDB human resources (HR), operational costs, and a good image in the 

community. On the other hand, inhibiting factors include outside schools refusing to visit 

schools for PPDB socialization, limited time given for socialization, and lack of human 

resources. The solution is overcoming obstacles by making an MoU with the 

school/madrasah to be visited, making a mature PPDB plan, and helping the PPDB 

TEAM specifically. 
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