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Abstract

A good brand image in an Islamic educational institutios &@ attraction
for public interest in using the educational services providegindimage does not
come by itself but is built by all existing human resourcemn® image is an
important factor for an educational institution becauseriteseas a differentiating
identity from other institutions and as a natural pronmaticasset in society. This
study aims to analyze and find strategy in building brand imageslamic
educational institutions to increase public interest aaroat by MA Ma'arif NU
Blitar City and MA Ma'arif Udanawu Blitar Regency. Thiseasch uses a qualitative
approach and is a case study research type with a nteltiesearch design. Data
collection techniques were carried out by (1) in-depth interyjig2) participatory
observation, (3) documentation. Data analysis wasechiout with steps of data
collection, data reduction, data condensation, dataayisphd drawing conclusion.
The results of this study found that the strategy itdimg a brand image in Islamic
educational institutions is carried out by holding directagseto-face meetings with
the community and utilizing mass media or social medlauilnl positive impression
in the minds of the public.

Keywords: Brand Image, public interest, Islamic Educatiorstltinions

1. Introduction
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In the history of human civilization, there is almaost group of people who
do not use education as a means of civilizing and improvinguabty of individual
human resources. A society that has an advanced diafizaoust be supported by a
strong education system. Many developed countries have pougs fands to
pursue the quality of education implementation because éolucet the most
effective and efficient means to transform scieneehiology, culture in preparing
the next generation. In this case, education plays anrieagaole to form reliable
human resources in filling progress in all fields. Like wiNatson Mandela said that
"Education is the most powerful weapon, we can use togehtdne world®.

The dynamics of education in Indonesia is undergoing an estirg
transformation process, from a traditional education esystwhere the
implementation is at home or at a mosque to the emexgehanodern formal
education today, education continues to move to accompanifehof a pluralistic
Indonesian societd. Islamic education is one of the components that cther
journey of education in Indonesia. Even Islamic educati@ahanique educational
model as a characteristic of education in IndonesiggXample, the Islamic boarding
school model education. Along with the journey to fulfildbnesia's basic human
need for education, various forms and models of educdi@re been offered.
Starting from education in the form of Al-Qur'an Educatidpatks, Salafi boarding
schools, Modern Islamic Boarding Schools, Madrasas, and Boarding School
education models also color Islamic education models. Tdrngouraging
development had two significant impacts; First, Islamic etfbgal institutions
provide a variety of educational options for the commursgecially Muslims, for
adequate education. The various forms of educational madelally give birth to

positive competition between Islamic educational institutiomsprovide the best

1 A. Gebremedhin and Joshi, Social Justice And Human Rightducation Policy Discourse:
Assessing Nelson Mandela’s Legacy, UNISA Journal. Vol 20 No 1. 2016. Page 174.

2 Charlene TanEducative Tradition and Islamic Schools in Indongd@urnal of Arabic and Islamic
Studies. Vol 14 (2014): Page 47.
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service for the community. Second, Islamic educationditutiens are required to
provide characteristics that are more different frotineo general education. The
ability to win public interest by providing adequate services erefield contributes

greatly to the existence of Islamic educational institigio

Constitution no. 20 of 2003 concerning the national educasigstem
provides a great opportunity as well as a challenge for Iskaduicational institutions
to immediately provide and prioritize the ideal model of edioa services. This can
be seen in the introduction to the Republic of Indoneaia No. 20 of 2003 which
reads, that the national education system must be @lelesure equal distribution of
educational opportunities, improve quality as well as the retevand efficiency of
education management to face challenges in accordancéheitieinands of changes
in local, national and global life so that educatioromes are needed in a planned,

directed and sustainable.

With the continued increase in the number of madrasaghenéhcreasing
number of students, the hope of Islamic education to growdewelop from year to
year is always there. This must be accompanied by contimnpusvement in terms
of the quality of its management, curriculum, learning psecedeaching staff,
infrastructure, financing, graduates and so on. The maing tthat must receive
serious attention is the human resource managemesigtad by Yakov Kedem et al,
“Higher education institutions face technological, econorsmgial and Political
changes that force them to make drastic adjustmentsrder to survive. This
adjustments require professioanalism not only in the hilglvels of management but
also in the meadland lower levels”.> The country of Indonesia with the largest
guantity of Muslim population in the world must be accompartigda qualified

guality of Islamic education, so that Islamic educatidnstitutions in Indonesia in

3 Yakov Kedem & Mueen Fakhereldeen, A Frame Work For ThaifigiAnd Development Of
Academic Managers In Higher Educations. Journal Of Interndssmientific Publications:
Educational Alternatives, Vol 10 Part 1, 2012. Page 116.
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the future produce quality human resources graduates andhéeoouthpieces of

Islamic education in the world community.

Brand image in Islamic educational institutions is an egeng theme to
study because the research output will be the theoretidghractical basis that help
educational institutions to be recognized by the wider comguasta differentiating
identity from other educational institutions, and as ammtional asset that flows
naturally in the middle of education. the middle of sgcidslamic educational
institutions will be able to compete with other educatidnalitutions if they make
brand image an important factor for marketing the educdtsamaices they provide.

A strong brand image affects people's interest in usingetheational
services offered. The better the brand image that is thaeltmore people will look at
the educational services offered. This proves that taedbimage of an educational
institution is important to build, so that Islamic educatianatitutions are able to
compete positively based on achievement and good academiceserFor this
reason, research on the brand image of Islamic eduahimstitutions needs to be
explored in detail and in depth. In this study, researchdrexplore strategies to
build brand image carried out in two institutions, namek Ma'arif NU Blitar City
and MA Ma'arif Udanawu Blitar Regency with the hope that tlesearch will
become a mirror and material for introspection fdairtsc educational institutions to
improve quality. and services, as well as how Islamic edu@tiostitutions are able
to survive and exist in the midst of the competitive mabwben educational

institutions at the local, national and even intermatidevels.
2. Research Method

This research is expected to find and describe comprehendieedyrategy of
building a brand image of Islamic educational institutionséneasing public interest
in MA Ma'arif NU Blitar City and MA Ma'arif Udanawu Blitahus, this study uses

a qualitative approach because it seeks to explore andogese strategy of Islamic
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educational institutions in building a brand image as an dfia®@main known to the

wider community. This study uses a multi-site study resedesign, where this study
explores in depth in 2 locations of Islamic education whielcansidered to have the
same characteristics and similarity of the object urtady. In this study, the

researcher collected data by conducting: participant ods@ny in-depth interviews,

and documentation. In this study, two data analyzes were ngeggly; in-site data

analysis and cross-site data analysis.

3. Discussion

Strategy in building a brand image to increase public inteneMA Ma'arif NU
Blitar City and MA Ma'arif Udanawu Blitar Regency use direntd indirect

strategies.
a. Direct Strategy

The direct strategy is by dealing directly with the comityuas the target
of building branding. Implementation of the direct &gy is to invite the
community and come to the community. The activity oftvig the community
directly at the MA Ma'arif NU in Blitar City is carrieout by means that some
students on every Sunday morning are directed to attendti@ed at the Great
Mosque of Alun-Alun Blitar. The presence of the MA Md'&U students was
indeed invited by the ta'mir of the mosque, but this could bd as a means of
showing their existence to the community. As for sarhehe lecturers at the
Great Mosque of Alun-Alun Blitar, there were clericsnfrahe Nurul Ulum
Islamic Boarding School. The next program is PKL (fieldrkvpractice), where
grade 12 students who will graduate are required to take phe KL program.
The students who take part in the PKL program are distdidotéhe southern and

northern Blitar areas. Each village has 7-8 students e sgbout religious
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knowledge in that place. The next activity was that daehers who were also
preachers during lectures in various regions were aldered to introduce the
institutions and communities that attended to see the fargder of recitations
being the target of publication. Efforts to visit the comrhyare a proactive way
for madrasas as a method to publish madrasas directlg wwidler community or

called external publications whose targets are outgidélic audience$.

According to Nisberg's opinion that publication is informatto show, introduce,
defend the name and honor of a person, group, or organitatibe audience in a
certain context with the aim of creating audience eitba®> The purpose of
Islamic educational institutions by visiting the communityd show the existence
of the existence of the institution, this is also w@g to show programs, activities,
achievements, student services that should be known by the.pttriough these

methods, a brand image will be formed in the community.

The method of inviting the public at the MA Ma'arif Udanawu,tali
district, is by carrying out graduation activities, istghh, student guardian
meetings for new teachings, taking report cards, holding denecdations,
collaborating with various parties, implementing MTs/SMRel try out exams.
One of the effective ways of promotion to the commuaitiA Ma'arif Udanawu
Blitar Regency is to invite junior high school/MTs levélidents in the Blitar,
Tulungagung, and Kediri areas to take part in the Natioraimihation Try Out
activity, in the Try Out activity all facilities and servicare shown education held
by MA Ma'arif Udanawu. So that the try out participants arerested and
interested in continuing their education at MA Ma'arif Umlen. The
implementation of the try out at MA Ma'arif Udanawu rentes what Alma said

that marketing ethics in the world of education shouldradigality intellectual

4 Fariani dan Ariyanto, Public Relations Profesi dan Prakiikarta: Salemba Humanika, 2002ge
69.

5 Teguh Tri Susanto, Penggunaan Spanduk Dan Brosur Sebagai BaharafgMedia Publikasi
Kegiatan, Jurnal ABDIMAS BSI, Vol 1 no 3 2018. Page 577.

WWw.ijrp.org



Erwin Indrioko / International Journal of Research Publications (IJRP.ORG) @ IJ RP. 'ORG
ISSN: 2708-3578 (Online)
416

services and shape character as a whisleddition to this, MA Ma'arif Udanawu
Is very concerned with excellent service for educationalises offered to the
community. The excellent service provided by MA Ma'arif Udan@welated to
3 things. One, for educational services to students, espetimlée related to
religious knowledge, general knowledge, and skills; two, Herexcellent service
provided when inviting parents and guardians to the madrasa; thereeesthe
rights and obligations of neighbors to the community aroure rtfadrasa.
Meanwhile, the activity of inviting the public at the MA Mef NU in Blitar City
was to carry out graduation activities which were attended by walisa
memorized Akhirusannah, and istighosah kubro activitiesormesway to promote
their services, all leaders of Ma'arif NU in Blitar Cityarket madrasas directly
through the NU organization management forum, from thecbrgevel to the NU
management branch, this is considered to have a signifiogpdct because
information quickly spreads to all city nahdliyin resideh®litar Regency. The
activities carried out in the two locations above areorder to promote the
institution directly, M. Mursid stated that promotion asform of marketing
communication, namely marketing activities that seek $eeaninate information,
influence or persuade, or remind the target market of rikatution and its
products to be willing to accept, buy and loyal to the produdeseaf by the
institution.” Implementation of promotions in both research locetiby showing
the existence of madrasas and also determining promatigets directly is a way
for people to believe and be interested in becoming consurheducation, in the
sense that they are willing to take advantage of educaseneltces held in both

locations.

The direct strategy by visiting and inviting the commumihd providing

the best service for the community is aimed at buildingoaitive perception

6 Buchari Alma, Manajemen Pemasaran Manajemen PemasaraRemaasaran Jasa. Bandung:
Alfabeta, 2019. Page 49.
7 M.Mursid, Manajemen Pemasaran .Jakarta: Bumi Aksara, Zai@ 39.
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(brand image) and the level of public trust regarding educétsemaices held at
MA Ma'arif NU Blitar City and MA Ma'arif Udanawu Blitar Regey. When the
community is invited or visited, they come into direontact with the madrasa,
this interaction allows the transfer of informatiororh the madrasa to the
community. The public will know what the existence of MA'&#& NU in Blitar
City and MA Ma'arif Udanawu in Blitar Regency are like. tHe data and
information obtained by the community show good resthex,e will be trust and
a good perception in the minds of the public regarding educhenaces at the
two institutions. In accordance with what Kotler said tvand image is entirely a
perception of everything that people see, hear, read, kfeml,think about a
product or servic.Positive perceptions and beliefs about educational seraiee
embedded in the minds of the community, so that they &isfiesh and become
loyal customers of the educational services provided. KatldRangkuty added
that if a person's feelings meet or even exceed his expestahat person can be
said to be satisfied]lf people believe and are satisfied with educational sesvat
Islamic educational institutions, then the next hopeustamer loyalty, where
people are always loyal to using educational services witresitation turning to
other educational institutions. Johnson and Gustafson in I@opndno said that if
consumers are satisfied it will lead to loyalty inngsthe services offereld. This
means that if the guardians of students are satisfiedtatleducational services
held at Islamic educational institutions, they will becotogal guardians of
students and even become guardians of students who havieyatifr. So if the

madrasa has loyal guardians, it will have an impact emptbfit of the madrasa.

8 Philip Kotler, B2B Brand Management: Dengan Branding Membamnign Memenangi Kompetensi
Jakarta: PT Bhuana limu populer, 2019. Page 6.

9 Rangkuti, Freddy. Measuring Customer Satisfactlakarta: Gramedia Pustaka Utama, 2014. Page
23.

10 Supranto, Pengukuran Tingkat Kepuasan Kepuasan Pelanggan: Untukkierfzangsa Pasar
J&karta: Rineka Cipta, 2011. Page 7.
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As stated by Tjiptono that customer loyalty is the ideflaton most
marketers expect, where consumers have a positive attitwdedtothe product or
producer (service provider) and are accompanied by a congisteern of repeat
purchases! This customer loyalty is the key to the institution'seiiast in the
community, so that every year the number of studentstfragts always increases.
This strengthens the opinion of Gremler and Brown in Aligtiashich states that
the community and loyal guardians of students are those halve a positive
commitment and attitude towards madrasas, even recommeathiegs to use
educational services in Islamic educational institutidnhe characteristics of
guardians of students or the public who have been captigteeducational
services are telling relatives, neighbors, colleagueslatives to use educational
services organized by Islamic educational institutions, efvémey do not want
people they know to use educational services that are @methe other hand,
Islamic educational institutions must also carry out iooioius quality

improvement.
b. Indirect Strategy

Indirect strategy is a way to build an institution's bramége by not
dealing directly with the target object, namely the comtyuilihe implementation
uses mass media and social media channels. MA Mi@rBlitar City and MA
Ma'arif Udanawu Blitar Regency consider the use of socialiane be more
effective and efficient because it makes it easier figr public to access, it
considering that currently everyone already has gluatle that can access the
internet freely anytime and anywhere. . By using socialianédis quite easy for
the community to find information and communicate withtiinsons without
having to come to the location. Some of the reasonshtoMA Ma'arif NU of

Blitar City and MA Ma'arif Udanawu of Blitar Regency usingcgl media in

11 Tjiptono, Manajemen Jasa Edisi 2. Yogyakarta: Andi ®ff3@01. Page 110.
12 Ali Hasan, Marketing. Yogyakarta: Media Utama, 2008. R&ye
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building a brand image is that social media has a widgerand is capable of
reaching various regions, social media also provides intwmapace that is
patent or durable, costs the use of social media iscplge cheap, besides that
social media can be used for two-way communication (baelrasa with the
community). As stated by Wijaya that madrasa managersidshze able to
communicate school marketing messages that are expégtethe market,
madrasas as scientific institutions will be more elegédntthe form of
communication is presented in the form of achievement gatins by
independent media such as news on social média.a way for a brand image to
be formed in the community, both institutions through aooiedia show the
public regarding the implementation of learning, student a@syitiexisting
programs, student achievements, institutional achieveneathievements of

educators and educational staff, and facilities owned.

Both institutions use the mass media to convey infoonabiecause of
their reach throughout Indonesia. Mass media as a no¢alesivering information
to the wider community related to the implementatioediicational services and
the achievements obtained. Electronic mass media infatre of radio and
television are also used by MA Ma'arif NU in Blitar Cityftlb religious lectures
as a form of educating the public. While the mass medizeifiorm of print that is
often used by MA Ma'arif Udanawu is newspapers as a meansoofation to
the wider community regarding activities carried outmadrasas. Mass media is
an effective means to convey all information related stititions to the public,
especially related to student programs and activities, studeietvament, and the
implementation of student teaching and learning activitsesiani in Teguh stated
that mass media is used to make it easier for orgamisatompanies to be better

known by the public, the public must be sufficient in receiniigrmation about

13 David Wijaya, Pemasaran Jasa Pendidikan. Jakarta: Bksara, 2016. Page 38.
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the subject so that the general public/public/communityreaognize it* In this
era of advancing globalization, Islamic educational agtihs must master and
utilize mass media to introduce themselves to the gepebdic because currently
educational institutions are public services whose existenceé bausknown,

known, and trusted by the wider community.

The MA Ma'arif NU educational institutions in the city Blitar and MA
Ma'arif Udanawu utilize social media and mass media to nitagasier for the
public to get to know the institution, get information and comeatei with the
institution, and know that the promises in the brand imatgrenl have been
implemented in the form of programs and programs. Learnitigi#des. This is in
accordance with what was conveyed by Kotler that brand insaglso a shortcut
of attributes, benefits, beliefs and values that distimgsis reduces complexity,
and simplifies the buyer's decision-making prodesSocial media and mass
media are shortcuts for the public in knowing the existafcmstitutions. The
brand image that is built through social media and nmasdia is a shortcut
mirroring the institution to simplify the decision-makingopess of education
consumers in utilizing the services they want/need. Througlalsmedia and
mass media, people who are looking for a place to studyhér families will
know the advantages of Islamic educational institutionspased to other
institutions, then they will collect complete infornmatiabout educational services
provided by these Islamic educational institutions, and inlake stage they
(candidates) the student's guardian) makes an assessiminat feasibility of
choosing an Islamic educational institution as the bastepior education for their

children.

14 David Wijaya, Pemasaran Jasa Pendidikan. Jakarta: Bksara, 2016. Page 38.
15 Philip Kotler, B2B Brand Management: Dengan Branding Membangun Mamenangi
KompetensiJakarta: PT Bhuana llmu populer, 2019. Page
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4. Conclusion

The strategy used by MA Ma'arif NU in Blitar City in buildi the
institutional brand is direct and indirect. The dirdcategy is carried out by inviting
the public to come directly to the institution and theitagon being present in the
midst of the community directly as a proactive effartintroduce, publish, market
madrasas to the wider community. The indirect way used Ayid'arif NU in Blitar
City is to convey the institution's brand through masglismend social media.
Meanwhile, the strategy in building a brand image is caredby MA Ma'arif
Udanawu, Blitar Regency by directly inviting the public to caime¢he madrasa to
know for sure the programs, activities, and achievementtheofinstitution. MA
Ma'arif Udanawu also uses an indirect strategy by utilizimgne media to convey

the institution's brand to the wider community.

The strategy used by Islamic educational institutions indimgl a brand
image is through direct and indirect methods. The dsgettegy is carried out by
meeting face to face with the community with the afnmtroducing, promoting, and
marketing directly related to educational services held lagrasas. While the
indirect strategy is implemented by utilizing social medid mass media because it

is able to reach various areas and is easily accessithle toider community.
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