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Abstract

The education sector in Indonesia is undergoing a profound transformation as digital
technology reshapes traditional practices to meet the demands of an increasingly connected
society. This study focuses on Yayasan Al-Azhar Medan, a pioneer in Islamic private
education in Medan, Indonesia, which faces challenges in optimizing its digital marketing
strategies to enhance online engagement and enrollment rates. Despite a strong presence on
social media platforms, the foundation's website fails to meet user expectations in terms of
functionality, interactivity, and user experience. Consequently, the contribution of online
registration to total enrollment remains low, highlighting a missed opportunity to leverage
digital platforms effectively. This research examines the impact of digital marketing elements,
including Search Engine Marketing (SEM), Social Media Marketing (SMM), Content
Marketing (CM), Display Marketing (DM), and Email Marketing (EM), on consumer
purchase intention, using the AIDA model (Attention, Interest, Desire, Action) as a
theoretical framework. A mixed-methods approach was employed, combining qualitative
insights from interviews with parents and quantitative analysis from a survey of 200
respondents. The study also incorporates marketing tools analysis to provide a
comprehensive understanding of both internal and external factors influencing digital
marketing effectiveness. Findings reveal that while Yayasan Al-Azhar Medan outperforms
competitors in website traffic, engagement metrics such as average visit duration and bounce
rate indicate low user interaction. The current website design does not adequately address
the needs of prospective students and parents, who prioritize seamless navigation,
informative content, and interactive features. Statistical analysis confirms that SEM, SMM,
CM, DM, and EM significantly influence purchase intention, with Display Marketing
showing the highest impact. The proposed digital marketing strategy emphasizes enhancing
website functionality, integrating cost simulation tools, and leveraging personalized email
campaigns to foster deeper user engagement. The study contributes to the field of digital
marketing in education by demonstrating how targeted strategies can bridge the gap between
digital presence and user conversion. Recommendations include a phased implementation
plan for website redevelopment and integrated marketing campaigns to position Yayasan Al-
Azhar Medan as a leader in Islamic education in the digital age. These strategies aim to
increase online registration rates, strengthen brand awareness, and provide a user-centric
digital experience aligned with the institution's vision and values.

Keywords: Digital marketing, online registration, AIDA model, Islamic education, website
optimization, user engagement.
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1.1 Background

Indonesia’s education sector is undergoing significant transformation due to the rise of digital
technologies, with over 200 million internet users. This digital shift is crucial for educational
institutions aiming to increase accessibility and engagement. Many schools, including Islamic
institutions, are adopting digital solutions like online registration, e-learning, and social media to stay
competitive. However, challenges such as digital literacy and inconsistent internet access remain.
Institutions are increasingly using digital marketing strategies to improve visibility and engagement, a
trend exemplified by Yayasan Al-Azhar Medan, which is leveraging digital platforms to connect with
prospective students and parents.

1.2 Company Profile

Yayasan Hajjah Rachmah Nasution, founded in 1983 in Medan, Indonesia, is a leading
provider of Islamic education under the Al-Azhar Medan umbrella. The foundation offers a wide
range of educational institutions, including kindergartens, schools, and a graduate school. Al-Azhar
Medan is known for integrating Islamic values with modern academic education, shaping well-
rounded individuals who excel academically while remaining grounded in ethical and religious
principles. The institution's curriculum aims to produce graduates capable of critical thinking and
contributing positively to society.

1.3 Business Issue

Despite its success, Al-Azhar Medan faces challenges in adapting to the digital age,
particularly regarding its website. While the institution is active on social media, its official website
fails to meet the expectations of modern users, lacking interactive features like real-time inquiries or
event registrations. As a result, while the website attracts high traffic, engagement levels are low, and
online registrations account for only 11% of new enrollments. Interviews with parents indicate that
the website is seen as unattractive and uninformative, with many relying on social media or word-of-
mouth for information. Competitors' websites, on the other hand, are perceived as more modern and
engaging.
To address this, a new digital marketing strategy is proposed to improve the website’s design,
functionality, and user engagement. This strategy aims to increase brand awareness, improve online
registration rates, and better align the website with Al-Azhar Medan's reputation for academic
excellence and modern educational offerings.

1.4 Research Questions and Research Objectives
Research Questions:
1. What is the influence of Digital Marketing on consumer buying interest at Yayasan Al-Azhar
Medan?
2. What Digital marketing strategies can be implemented to increase the contribution of the
website to student enrollment?
Research Objectives:
1. To investigate the impact of online marketing on consumer buying interest at Yayasan Al-
Azhar Medan.
2. To design a digital marketing strategy that enhances student enroliment through the website.
1.5 Research Scope and Limitation
Scope: This research focuses on proposing a digital marketing strategy aimed at enhancing website
engagement and increasing online registration rates for Yayasan Al-Azhar Medan. It examines both
internal and external factors affecting the institution’s current website performance and its
competitive positioning in the digital space. The objective is to develop a strategy that strengthens Al-
Azhar Medan’s brand engagement and improves its online presence, addressing current challenges in
digital engagement and supporting the institution's broader goals.
Limitation: The study is confined to examining the digital marketing strategies and website
performance of Yayasan Al-Azhar Medan. It will not delve into broader institutional strategies or
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external factors beyond the scope of digital engagement and website functionality.

Literature Review
2.1 Theoretical Foundation
2.1.1 Digital Marketing Digital marketing refers to using digital platforms and technologies to
promote products or services. It covers a variety of strategies, including:
1. Search Engine Marketing (SEM): This strategy aims to increase a website’s visibility on
search engines through paid ads and organic SEO techniques, driving targeted traffic (Moran
& Hunt, 2014).
2. Social Media Marketing (SMM): Focuses on engaging customers through social media
platforms to enhance brand awareness and foster customer loyalty (Li, Larimo, & Leonidou,
2020).
3. Content Marketing (CM): Involves creating and distributing valuable, relevant content to
attract and retain a defined audience, with the goal of driving profitable actions (Vinerean,
2017).
4. Display Advertising: Uses visual elements like banners, images, and videos across websites
and apps to promote a brand or product (Chaffey, 2019).
5. Email Marketing: Involves sending targeted emails to promote products or services, often
segmented to tailor content to specific audiences (Chaffey, 2019).
2.1.2 Purchase Intention Purchase intention is a consumer’s willingness to buy a specific product,
shaped by personal characteristics, perceptions, and external influences. It precedes the actual
purchase and is influenced by needs, values, and product perceptions (Binus University, 2021).
2.1.2.1 The AIDA Model The AIDA model, which stands for Attention, Interest, Desire, and Action,
helps explain how purchase intention develops:
1. Attention: Capturing the consumer's awareness is the first step in the purchase process,
achieved through marketing efforts like advertisements (Kotler & Keller, 2016).
2. Interest: Once attention is gained, consumers start to show interest, seeking more information
about the product (Schiffman & Kanuk, 2010).
3. Desire: Interest transitions into a deeper emotional desire for the product, often spurred by
persuasive marketing (Solomon, 2018).
4. Action: The final stage is the consumer taking action—such as purchasing the product (Kotler
& Armstrong, 2018).
The AIDA model guides the consumer through these stages, increasing the likelihood of purchase
intention by moving them step-by-step toward the final decision (Schiffman & Kanuk, 2010).

2.2 Conceptual Framework

The conceptual framework presented in the study illustrates how digital marketing
elements—Search Engine Marketing (SEM), Social Media Marketing (SMM), Content Marketing,
Display Marketing, and Email Marketing—can increase consumer purchase intention and improve
engagement, leading to greater student enroliment on the Yayasan Al-Azhar Medan website.
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Conceptual Framework
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HL
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Content Marketing Purchase Intention
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Display Marketing s

Email Marketing

H1: Search Engine Marketing Significantly Influences Purchase Intention

Search Engine Marketing (SEM), which includes both paid advertisements and organic SEO
strategies, has been shown to significantly impact purchase intention. By increasing a website's
visibility on search engine results pages, SEM helps target potential customers who are already
searching for relevant products or services. This strategy fosters decision-making by aligning with
search intent and offering immediate solutions, making it a powerful tool for influencing consumer
behavior (Chaffey, 2015).

H2: Social Media Marketing Significantly Influences Purchase Intention

Social Media Marketing (SMM) plays a crucial role in enhancing brand awareness and directly
engaging with consumers on platforms like Facebook, Instagram, and Twitter. Research shows that
SMM not only builds trust but also provides social proof, which is a key factor in consumer decision-
making. The ability to interact with customers in real time and build a community around a brand
significantly contributes to increasing purchase intention (Tuten & Solomon, 2017).

H3: Content Marketing Significantly Influences Purchase Intention

Content Marketing (CM) involves creating valuable, relevant content that addresses the needs of a
target audience. This strategy builds trust with consumers by offering informative, entertaining, or
educational content that resonates with them. By fostering long-term relationships and positioning a
brand as an authority in its field, content marketing has been proven to significantly influence
purchase intention, especially when the content aligns with the consumers' interests and needs
(Pulizzi, 2014).

H4: Display Marketing Significantly Influences Purchase Intention

Display Marketing, which involves the use of banner ads, images, and videos across websites, aims to
capture the attention of potential customers visually. Research indicates that well-targeted and
visually appealing display ads can significantly impact purchase intention by creating awareness and
driving interest. This form of marketing is particularly effective when ads are strategically placed and
resonate with the consumer’s preferences and behaviors (Chaffey, 2015).

H5: Email Marketing Significantly Influences Purchase Intention

Email Marketing, through targeted campaigns, is a highly effective tool for engaging with consumers
directly. When personalized and tailored to the recipient's preferences, email marketing can have a
significant impact on purchase intention. The key to its success lies in providing relevant offers,
product updates, and personalized communication, which fosters a sense of relationship and trust,
ultimately encouraging consumers to take action (Kemp, 2020).
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Research Methodology
3.1 Research Design
The research design serves as a blueprint for the entire study, guiding the methodology and data
collection processes. It outlines the steps taken to investigate the research questions and achieve the
objectives of the study.

Research Design

Business Issue

Data Collection

/\

Internal Analysis

. STP
« 7P Marketing Mix

. VRIO

- Value Chain Analysis

Purchase Intention

Digital Marketing —
- - AIDA

Search engine marketing I
Social media marketing
Content Marketing Solution
Display Marketing
Email Marketing [

Implementation

The research design outlined above describes the steps followed in this study. Initially, the author
conducts in-depth interviews with the stakeholders of Yayasan Al-Azhar Medan to identify the
business issue. Additionally, a preliminary survey is carried out, gathering input from 10 source
individuals. The results of this initial research help to define the research question and objectives, as
well as develop the conceptual framework in Chapter Il. The next phase involves analyzing both
internal and external factors, which will be detailed in the following section of the study.

3.2 External Analysis
This section uses various marketing tools to analyze external factors that may affect the business:
1. PESTEL Analysis:
Political: Examines government policies, political stability, and regulations.
Economic: Analyzes economic factors like growth, inflation, and interest rates.
Social: Considers societal trends, demographics, and cultural shifts.
Technological: Looks at technological innovations and developments.
Environmental: Evaluates ecological factors, sustainability, and environmental regulations.
Legal: Focuses on the impact of laws and regulations on business operations.
2. Porter’s Five Forces:
Analyzes industry competition through the forces of new entrants, supplier power, buyer power,
substitute threats, and rivalry.
3. Competitor Analysis:
Identifies and evaluates competitors' strengths, weaknesses, strategies, and customer base.
4. Customer Analysis:
Understands consumer behavior, buying decisions, and helps select a target market.

3.3 Internal Analysis
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Internal analysis uses several tools to evaluate the current state of the business:
1. STP Analysis (Segmenting, Targeting, Positioning):
Divides the market into segments, selects the target audience, and positions the product accordingly.
2. 7P Marketing Mix:
Focuses on Product, Price, Place, Promotion, People, Process, and Physical Evidence to optimize
service marketing.
3. VRIO Framework:
Evaluates the company’s resources to assess potential for competitive advantage based on Value,
Rarity, Imitability, and Organization.
4. Value Chain:
Examines primary activities (logistics, operations, marketing) and support activities (technology, HR
management) to create value.

3.4 SWOT & TOWS Analysis
¢ SWAOT: Identifies strengths, weaknesses, opportunities, and threats for decision-making.
e TOWS: Matches internal strengths and weaknesses with external opportunities and threats to
develop strategic options.
3.5 Data Collection Methods
1. Interviews:
Conducted with 10 parents (5 enrolled and 5 not) to gather insights on their decision-making.
2. Website Analysis:
Used SimilarWeb to analyze website traffic metrics like monthly visits, visit duration, bounce rate,
etc.
3. Questionnaire:
Distributed via Google Forms to gather data on digital marketing tools (SEM, SMM, etc.) and
purchase intention using AIDA.

Findings and Business Solutions
4.1 Analysis
This chapter presents the research findings, covering both external and internal analyses, followed by
a SWOT analysis. Based on these analyses, the author will propose business solutions, an
implementation plan, and explain the rationale behind the recommendations.
4.1.1 External Analysis
The external analysis starts with customer analysis, which looks at consumer needs, behaviors, and
preferences. This is followed by competitor analysis, evaluating the strengths, weaknesses, and
strategies of key competitors. A PESTEL analysis will assess external factors like political,
economic, social, technological, environmental, and legal influences. Finally, Porter's Five
Forces will analyze industry competition, including the threat of new competitors, supplier and buyer
power, the threat of substitutes, and overall rivalry.
4.1.1.1 Customer Analysis

1. Data Analysis Method
Validity Test: The Pearson correlation test is used to analyze survey data. IBM SPSS software helps
process this data. The test measures the relationship between variables, with a significance level set at
0.05. For 200 respondents, the critical value from the r-table is 0.1388, determining whether the
correlation is statistically significant.
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Digital Marketing Validity Test Result

Variable Item R Count R Table Description
Digital SEM (X1) | X1.1 0.698 VALID
Marketing X1.2 0.723 VALID
X1.3 0.705 VALID
SMM (X2) | X2.1 0.689 VALID
X2.2 0.712 VALID
X2.3 0.677 VALID
CM X3.1 0.700 0.1388 VALID
(X3) X3.2 0.723 VALID
X3.3 0.736 VALID
DM (X4) X4.1 0.772 VALID
X4.2 0.706 VALID
X4.3 0.696 VALID
EM (X5) X5.1 0.682 VALID
X5.2 0.705 VALID
X5.3 0.760 VALID

Purchase Intention Validity Test Result

Variable Item R Count R Table Description
Purchase Awareness | Y1.1 0.586 VALID
Intention (Y1) X1.2 0.632 VALID
(YY) X1.3 0.632 VALID
Interest X2.1 0.582 VALID
(Y2) X2.2 0.666 VALID
X2.3 0.605 VALID
Desire X3.1 0.690 0.1388 VALID
(Y3) X3.2 0.632 VALID
X3.3 0.639 VALID
Action (Y4) | X4.1 0.551 VALID
X4.2 0.539 VALID
X4.3 0.568 VALID

b.) Reliability Test
According to Ghazali (2021), a Cronbach’s alpha value of 0.7 or higher is considered acceptable in
social sciences. A value above 0.7 indicates that the data is reliable and consistently measured.
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Reliability Test Result

Variable Cornbach Alpha Benchmark Description
SEM (X1) 0.751 RELIABLE
SMM (X2) 0.728 RELIABLE
CM (X3) 0.767 RELIABLE
DM (X4) 0.775 0.7 RELIABLE
EM (X5) 0.762 RELIABLE
P1 (Y) 0.871 RELIABLE

2. Quantitative Analysis of Research Variables

This study uses quantitative analysis to test the proposed hypotheses and assess how independent
variables impact the dependent variable. Various tests, including normality, multicollinearity, and
heteroscedasticity, are conducted to ensure the reliability and validity of the data. IBM SPSS software
is used for the statistical analysis.

a.) Classical Assumption Test

Before conducting multiple linear regression analysis, a classical assumption test is performed to
ensure that the sample data accurately represents the population, confirming the validity and
reliability of the regression results.

(1) Normality Test

The normality test checks if each variable follows a normal distribution. The Kolmogorov-Smirnov
test is used for this purpose. If the significance value is greater than 0.05, the data is considered
normally distributed. If it is below 0.05, it suggests that the data significantly deviates from a normal
distribution, indicating non-normality. Given the large sample size of 200, the Monte Carlo
approach is used for the normality test.

One-Sample Kolmogorov-Smirnov Test

Unstandardiz
ed Residual

il 200
Normal Parameters™? Mean 0000000
Std. Deviation 93606996
Most Extreme Differences  Absolute 087
Positive 087
MNegative -.058
Test Statistic 087
Asymp. Sig. (2-tailed) o01®

Monte Carlo Sig. (2- Sig ogad
tailed)

98% Confidence Interval  Lower Bound 086
Upper Bound 101

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction

d. Based on 10000 sampled tables with starting seed 2000000

Based on the results of the normality test, the Monte Carlo significance value is 0.094, which is above
0.05, indicating that the data used is normally distributed.

(2) Multicollinearity Test

The multicollinearity test checks for high or perfect correlation between independent variables in a
regression model. Multicollinearity occurs when independent variables are highly correlated with
each other. To detect it, the Variance Inflation Factor (VIF) is used. If the VIF value is less than or
equal to 10, it suggests that the model is free from multicollinearity and the independent variables do
not have high correlations with each other.
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Coefficients”
Standardized
Unstandardized Coefiicients  Coefiicients Collinearity Statistics
Model B std. Emar Beta t Sip.  Tolerance VIF
1 (Constant) o7 39 1528 129
SEM 182 059 198 1278 00 849 1.178
SHinl 132 {060 143 2184 030 122 1.386
CM 14 085 61 2567 m 789 1.268
] 255 056 219 4552 000 8 1.213
ENl 157 058 180 1718 007 708 1417

a. Dependent Variable: Pl

Based on the results of the multicollinearity test, the tolerance values for each variable are above 0.1,
and the VIF values are below 10. This indicates that the data used is free from multicollinearity.

(3) Heteroscedasticity Test
Heteroscedasticity occurs when the variance of residuals (errors) in a regression model is unequal
across observations. A good regression model should have equal variance, known
as homoscedasticity. To test for heteroscedasticity, a scatterplot is used, plotting the predicted values
of the dependent variable (ZPRED) against the residuals (SRESID). The analysis follows these
guidelines:
o Pattern observed: If the scatterplot shows a wave-like pattern (expanding and then
narrowing), it indicates the presence of heteroscedasticity.
e No pattern observed: If the points are randomly scattered above and below the zero mark on
the Y-axis, it suggests that there is no heteroscedasticity.

Scatterplot
Dependent Variable: PI
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Regression Standardized Predicted Value

Based on the results of the heteroscedasticity test, the data points are scattered and not
clustered together. This indicates that the data used is normal.

(4) Multiple Linear Regression Analysis

According to Ghozali (2018), multiple linear regression analysis is used to determine the direction and
magnitude of the influence of independent variables on the dependent variable. Multiple linear
regression is a regression model that involves more than one independent variable. The multiple linear
regression equation in this study is systematically presented as follows:

Y=a+pl.X1+p2.X2+¢
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Coefficients”

Standardized

Unstandardized Coefficients ~ Coefficients Caollinearity Statistics
Model B Std. Errar Beta t Sig Tolerance VIF
1 (Constant) 897 391 1825 129
SEM 192 059 198 3276 001 849 1.178
Shikt 131 060 143 2184 030 722 1.388
CM A4 0858 161 2567 011 789 1.268
DM 255 036 279 4.552 000 824 1.213
EM A8T 058 180 276 007 706 1417

a. Dependent Variablz: PI

Based on the results from the testing table, the multiple linear regression equation can be concluded as
follows:
P1=0.597 + 0.192SEM + 0.132SMM + 0.141CM + 0.255DM + 0.157EM + e

(5) Coefficient of Determination (R?) Test
The Coefficient of Determination (R2) measures the proportion of variation in the dependent variable
that is explained by the independent variables in the model. It ranges from 0 to 1:
e R2close to 1: Indicates that the independent variables effectively explain the variation in the
dependent variable, and the regression model fits the data well.
e R2close to 0: Suggests that the independent variables have little explanatory power over the
dependent variable, and the model does not fit the data well.

Model Summarf’

Adjusted R 5td. Error of Durhin-
Model R R Square Souare the Estimate Watson

1 B31° 398 382 A48 1581
3. Predictors: (Canstant), EM, SEN, DM, CM, SMN
h. Dependent Variahle: PI

Based on the results of the adjusted R2 test, the value is 0.382, or 38.2%. This means that 38.2% of the
variation in the Purchase Intention (PI) variable can be explained by the factors SEM, SMM, CM,
DM, and EM. The remaining 61.8% of the variation is influenced by other factors not explored in this
study.

(6) F-Test

The F-test is used to determine whether the independent variables collectively impact the dependent
variable. It assesses the overall significance of the model by evaluating whether the independent
variables, as a group, influence the dependent variable. The significance level typically used is 0.05. If
the F-test significance value is less than 0.05, it indicates that the independent variables
simultaneously have an effect on the dependent variable.

ANOVA?
sum of
Model Squares df Mean Sguare F Sig.
1 Regression 115.250 ] 23.080 25.645 ooo®
Residual 174.369 194 R:EE]
Total 289.619 199

a. DependentVariable: PI
b. Predictors: (Constant), EM, SEM, DM, CM, SMIA

The F-test result shows a significance value of 0.000, which is below the 0.05 threshold. This
indicates that the independent variables (SEM, SMM, CM, DM, and EM) collectively have a
significant impact on the dependent variable (PI).
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(7) T-Test

The t-test is used to determine how much each independent variable affects the dependent variable. If
the significance value is less than 0.05, it means the independent variable has a significant impact,
while if the significance value is greater than 0.05, it suggests no significant effect. To decide, the
calculated t-value is compared with the t-table value—if the calculated t-value is larger, the variable
has a significant impact, and if it's smaller, the variable doesn't have a significant effect. This test is
typically done at a 95% confidence level, using 0.05 as the threshold for significance.

Coefficients’
Standardized
Unstandardized Coefficiants Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 597 391 1.525 128
SEM 192 059 A98 3.276 001 .49 1178
Shm 132 060 143 2184 030 722 1.386
CM 141 055 161 2567 011 789 1.268
Dm 255 058 279 4.552 000 .B24 1.213
EM 157 058 180 2716 007 706 1417
a. Dependent Variable: PI

In this study, Equation | uses a sample size of 200 and 5 independent variables. To calculate the t-
table value, the degrees of freedom (df) are determined as df = n — k, where n is the sample size and k
is the number of independent variables. With a sample size of 200 and 5 independent variables, the
degrees of freedom (df) is 195 (200 - 5). According to the t-table, the corresponding t-table value is

1.653.
Titik Persentase Distribusi t (df = 161 -200)

Pr 0.25 0.10 0.05 0.025 0.01 0.005 0.001

df 0.50 0.20 0.10 0.050 0.02 0.010 0.002
161 | 067602 | 128683 | 165437 | 197481 | 234973 | 2.60671 3.14162

162 | 067601 128680 [  1.65431 197472 | 234959 | 260652 [ 3.14130

163 | 067600 | 128677 | 165426 | 197462 | 234944 | 260633 | 3.14098

164 | 067599 | 128673 | 165420 | 197453 | 234930 | 260614 | 3.14067

193 | 067576 | 128505 | 165279 | 197233 | 234582 | 260154 | 3.13200

194 | 067576 | 128503 | 165275 | 197227 | 234572 | 260141 3.43277

195 | 067575 | 1.28591 1.65271 197220 | 234562 | 260128 [  3.13255

196 | 067574 | 128589 | 165267 | 197214 | 234552 | 260115 | 3.13233

In this study, the effects of different variables on Pl were analyzed using t-tests:

e SEM on PI: The SEM variable has a significance value of 0.001, which is below 0.05, and a
t-value of 3.276, which is greater than the t-table value of 1.653. This means SEM
significantly affects PI, with a positive relationship (unstandardized coefficient of 0.192).

e SMM on PI: The SMM variable has a significance value of 0.030, which is below 0.05, and a
t-value of 2.184, which is also greater than the t-table value. This indicates that SMM has a
significant effect on PI, with a positive relationship (unstandardized coefficient of 0.132).

e CMon Pl: The CM variable has a significance value of 0.011, which is below 0.05, and a t-
value of 2.567, greater than the t-table value. This shows that CM has a positive and
significant effect on PI (unstandardized coefficient of 0.141).

e DM on PIl: The DM variable has a significance value of 0.000, which is below 0.05, and a t-
value of 4.552, greater than the t-table value. This indicates DM has a strong positive effect
on PI, with an unstandardized coefficient of 0.255.

e EM on PI: The EM variable has a significance value of 0.007, which is below 0.05, and a t-
value of 2.716, greater than the t-table value. This indicates that EM significantly affects P,
with a positive relationship (unstandardized coefficient of 0.157).

All five variables (SEM, SMM, CM, DM, and EM) were found to positively influence PI.

4.1.1.2 Competitor Analysis
Based on the competitor analysis, (AL- Amjad, YPSA & Eduglobal) Yayasan Al-Azhar Medan has
several opportunities for growth and expansion:
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1. Expansion of International Programs: By offering a Bilingual Program and integrating the
Cambridge curriculum, Al-Azhar Medan is well-positioned to attract students seeking
international education. They could further expand this offering to target international
students or those aiming for global university placements.

2. Diverse Educational Levels: With education spanning from PG and TK to university, Al-
Azhar Medan can appeal to parents who prefer a one-stop education system, offering
continuity from early childhood to higher education, thereby fostering long-term relationships
with families.

3. Focus on Holistic Development: The school’s extensive extracurricular activities (religious,
sports, arts, leadership programs) meet the increasing demand for well-rounded education.
Expanding these activities could attract more students who value personal development
alongside academics.

4. Enhanced Facilities: High-quality facilities such as dormitories, swimming pools, and
science/music studios can be used in marketing to position Al-Azhar Medan as a premium
provider with superior amenities compared to other local schools.

5. Special Needs Education (SLB): Expanding inclusive education programs for children with
special needs could tap into the growing demand for such services in Indonesia, attracting
families seeking specialized educational support.

6. Religious and Moral Education: Al-Azhar Medan's offerings in religious education,
including Tahfiz, Islamic arts, and calligraphy, strengthen its brand as an institution that
values religious and moral education, appealing to families seeking a values-based education.

7. Strategic Partnerships: Building partnerships with global educational institutions could
enhance Al-Azhar Medan's international curriculum, offering more opportunities for
exchange programs, internships, and global learning experiences for students.

Threats for Yayasan Al-Azhar Medan

1. Increasing Competition from Other Schools: Schools like Eduglobal and other
international institutions with Cambridge integration may offer similar bilingual programs
and global recognition, potentially challenging Al-Azhar Medan's position in the market if
they continue improving their offerings and facilities.

2. Rising Tuition Fees: Al-Azhar Medan's varied pricing structure might alienate middle-
income families, particularly if competitors provide more affordable or better value education.
If tuition fees are seen as too high, price sensitivity could become a significant issue.

3. Economic Downturn and Affordability: Economic challenges in the region could reduce
student enrollment, especially in the higher-priced educational levels. Parents may turn to
lower-cost options, impacting Al-Azhar Medan's enrollment figures.

4. Changing Government Regulations: Shifts in national education policies, such as
curriculum reforms or new teacher certification requirements, could present challenges in
adapting the Bilingual Program or inclusive education services.

5. Limited Global Recognition: While the school offers a Cambridge-integrated curriculum, it
may not yet have the same level of international recognition as schools with overseas
campuses, limiting its appeal for students aiming for top foreign universities.

6. Overemphasis on Religious Activities: While religious education is a strength, focusing too
much on it may limit the school's appeal to families seeking a more secular or globally-
focused education. This could reduce enrollment from families preferring a broader
educational experience.

7. Pressure to Maintain Infrastructure Quality: The significant financial burden of
maintaining high-quality facilities (e.g., swimming pools, sports fields, dorms) requires
continuous investment. As competition grows, Al-Azhar Medan must keep innovating and
upgrading its infrastructure to stay ahead.

8. Teacher Retention and Quality: Attracting and retaining highly qualified teachers,
particularly those with international experience, can be challenging due to the competitive
market for skilled educators. Offering attractive compensation packages is essential for
maintaining teaching quality.
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4.1.1.3 PESTEL Analysis

Political Factors: The Indonesian government's push for digital transformation in education
benefits Al-Azhar Medan by enabling technological integration into its operations. However,
adhering to national education standards and data protection regulations remains crucial. The
stable political climate is favorable for long-term investments in digital education, but regional
infrastructure disparities present challenges in reaching students in remote areas.

Economic Factors: Indonesia's growing middle class presents an opportunity for Al-Azhar
Medan to attract more students by positioning itself as a leading provider of Islamic education.
However, rising costs for maintaining digital infrastructure and inflation could affect
affordability. Competition from other schools also highlights the need for differentiation through
effective digital strategies.

Social Factors: The increasing use of digital channels by parents, especially in urban areas, offers
an opportunity for Al-Azhar Medan to engage potential students. However, feedback indicates the
school's website is less engaging compared to competitors. Balancing Islamic education with
modern academic offerings is also critical, as is addressing parents' demand for convenience in
registration and communication.

Technological Factors: While Al-Azhar Medan successfully uses social media for marketing, the
website’s performance is suboptimal, as shown by high bounce rates. Technological
advancements, like Al-driven personalization, virtual school tours, and live chat features, offer
opportunities to improve the website’s interactivity and functionality. Continued investment in
technology is necessary to remain competitive.

Environmental Factors: With growing awareness of sustainability, Al-Azhar Medan can align
with parental preferences by emphasizing eco-friendly practices such as paperless registration and
digital marketing materials. However, regional disparities in internet infrastructure remain a
significant challenge for digital engagement, limiting the reach of the school’s online campaigns.
Legal Factors: Adhering to Indonesia’s data privacy regulations is crucial to protecting student
and parent information collected through digital platforms. Ensuring compliance with advertising
standards, intellectual property laws, and child protection laws is also necessary to maintain the
institution's reputation and avoid legal complications.

4.1.1.4 PORTER’s Five Forces Analysis for Yayasan Al-Azhar Medan

The analysis highlights several key factors influencing Yayasan Al-Azhar Medan's position in the
education market. The rivalry among competitors is moderate to unfavorable due to intense
competition, especially on tuition fees and financial support options. While differentiation
through unique offerings helps, stronger strategies are needed to improve market positioning.
The threat of new entrants is low, as high investment and regulatory hurdles create significant
barriers for new schools, while established institutions benefit from loyal customer bases.
Regarding the bargaining power of suppliers, challenges exist due to the scarcity of qualified
teachers and reliance on textbook publishers and technology providers, which limits negotiating
power. The threat of substitutes is moderate, with increasing popularity of online platforms,
private tutoring, and homeschooling offering competitive alternatives. Lastly, the bargaining
power of buyers is high, with many options for students and parents to choose from, making
reputation and cost-sensitive pricing crucial for schools to attract and retain students.

4.1.2 Internal Analysis
The internal analysis used by the author for this research is STP Analysis, 7P Marketing Mix,
VRIO Analysis and Value Chain Analysis.
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4.1.2.1 STP Analysis

Yayasan Al-Azhar Medan effectively targets middle to upper-middle-class Muslim families in
Medan and surrounding areas, focusing on those seeking a blend of high-quality education and
Islamic values. The institution caters to parents who value both academic excellence and moral
development, with a strong emphasis on extracurricular activities and holistic growth. By
positioning itself as a reputable institution that integrates modern academics with Islamic
teachings, Al-Azhar Medan differentiates itself through its commitment to religious and academic
excellence, community values, and comprehensive education. This approach allows the institution
to appeal to families who prioritize both intellectual and spiritual development for their children,
making it a trusted choice for those looking for a balanced, values-driven educational experience.

4.1.2.2 7P Marketing Mix

Yayasan Al-Azhar Medan offers a comprehensive educational experience combining Islamic
values with academic excellence. Its programs include a balanced curriculum of Islamic studies
and modern academics, extracurricular activities, and character development, serving a range of
educational levels from early childhood to university.

Pricing is structured with monthly tuition fees that vary by grade level, with discounts for certain
programs. The school is strategically located in Medan with modern facilities, including
classrooms, libraries, sports areas, and a mosque.

For promotion, the school leverages a digital presence on social media and a positive reputation
through word-of-mouth and influential teachers, such as Sir Nata, to enhance its image.

The people element focuses on qualified and well-trained staff, ensuring a high standard of
teaching. Processes are  well-structured, with clear academic guidelines and regular
communication with parents and students.

The physical evidence includes modern, well-maintained facilities, educational tools, and strong
branding across physical and digital platforms. This holistic approach helps position Yayasan Al-
Azhar Medan as a trusted, values-driven educational institution.

4. 1.2.3 VRIO Analysis

Yayasan Al-Azhar Medan holds a competitive advantage through its qualified
teachers, reputation for academic excellence, and innovative educational programs, which
are rare and difficult for competitors to replicate. However, resources like affordable
tuition, modern facilities, and extracurricular programs offer only competitive parity, as they
can be imitated by others. To further strengthen its position, the institution could focus on
differentiating these areas by integrating technology and offering unique, modern extracurricular
activities.

4. 1.2.4 Value Chain Analysis

Primary Activities:

1. Inbound Logistics (Strength): Efficient management of teaching materials and resources
ensures readiness for quality education.

2. Operations (Strength): Strong academic delivery with specialized teachers and modern
facilities, fostering innovation in education.

3. Outbound Logistics (Weakness): Challenges with the student admission process, including
the reliance on paper-based methods and limited digital tool integration, causing
inefficiencies.

4. Marketing and Sales (Weakness): While Al-Azhar Medan uses both online and offline
marketing strategies, there's room for improvement in streamlining processes and enhancing
engagement for better conversion.

5. Service (Strength): A focus on enhancing student and parent satisfaction through
personalized services, counseling, and extracurricular activities, improving loyalty and brand
reputation.
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Support Activities:

1. Procurement (Strength): Effective cost management through bulk purchasing, ensuring
high-quality materials are available at reduced costs.

2. Technology Development (Opportunity): Opportunity to integrate more advanced digital
tools and platforms, improving education accessibility and delivery.

3. Human Resource Management (Strength): Strong recruitment and professional
development programs ensure high-quality teaching and staff retention.

4. Infrastructure (Strength): Well-maintained and modern facilities support an optimal
learning environment, enhancing both academic and extracurricular activities.

4 1.3 SWOT Analysis
Strengths:
1. Comprehensive Educational Offerings: A full educational pathway from PG to university,
fostering long-term family relationships.
2. Bilingual & International Curriculum: Strong programs like Cambridge and bilingual
education that attract global-minded students.
3. Strong Facilities & Infrastructure: Modern sports fields, labs, and dormitories support a
holistic learning environment.
4. Effective Procurement: Bulk purchasing agreements ensure cost-efficiency without
compromising quality.
5. Technological Integration: Use of automated communication and a digital registration
platform enhances operational efficiency.
Weaknesses:
1. Inefficient Outbound Logistics: Reliance on paper-based student admission processes leads
to delays and inefficiencies.
2. Limited Inclusive Education at Higher Levels: Lack of inclusive education for SMP and
SMA levels limits market reach.
3. Pricing Structure: Premium fees for certain programs may exclude middle-income families.
4. Dependency on Local Market: Over-reliance on the Medan market limits expansion and
makes it vulnerable to local competition.
Opportunities:
1. Expansion of Inclusive Education: Growing demand for inclusive programs, especially at
higher education levels.
2. Digitalization of Services: Further enhancing digital tools for a smoother enroliment process
and improved communication.
3. Growth in International Education: Capitalizing on the bilingual program and Cambridge
curriculum to attract international students.
4. Partnerships & Collaborations: Strategic partnerships with international universities and
tech providers to enhance educational quality.
5. Enhanced Marketing: Investment in digital marketing to expand beyond the local market
and increase visibility.
Threats:
1. Intense Competition: Growing competition from other schools offering similar programs at
lower fees.
2. Economic Downturn: Economic instability could reduce enrollment, especially from
middle-income families.
3. Government Regulations: Changes in education policies could increase costs or require
adjustments.
4. Technology Gaps: Competitors adopting advanced tech could put pressure on Al-Azhar
Medan to enhance its digital infrastructure.
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5. Market Saturation: The local educational market is becoming crowded with new
institutions.

4. 1.4 TOWS Analysis
SO Strategies:
1. Use reputation and curriculum to create advanced digital marketing campaigns targeting tech-
savvy parents.
2. Showcase facilities through virtual tours and multimedia content to attract a wider audience.
3. Align with government digitalization efforts by enhancing online platforms and implementing
eco-friendly practices.
WO Strategies:
1. Improve website usability with features like virtual tours, cost simulators, and live chat to
boost engagement and registrations.
2. Highlight unique strengths through digital marketing to address competitor perceptions.
3. Use sustainability trends to enhance website processes, making them eco-friendly and
functional.
ST Strategies:
1. Emphasize academic excellence and unique facilities to stay competitive against schools with
better digital strategies.
2. Focus on marketing Al-Azhar’s strengths, even in areas with limited internet access.
3. Ensure compliance with data protection by leveraging the institution’s secure infrastructure.
WT Strategies:
1. Streamline the website and promote digital registration to reduce dependency on offline
methods.
2. Invest in gradual digital infrastructure upgrades to remain competitive without overspending.
3. Improve parental engagement through regular updates and feedback, enhancing website
functionality.
Proposed Business Solutions:
1. Enhance Digital Infrastructure:
e Develop a user-friendly website with virtual tours, tuition simulators, and Al chat
support.
e Implement an integrated Student Information System (SIS) for smoother registration
and performance tracking.
o Create a mobile app to facilitate communication and updates for parents and students.
2. Strengthen Marketing & Outreach:
e Launch targeted digital marketing campaigns focusing on the school’s unique blend
of Islamic and modern education.
e Use social media platforms like Instagram and TikTok to showcase student
achievements and campus life.
o Leverage digital marketing tools such as Display Marketing, Content Marketing, and
Email Marketing to increase visibility and engagement.

4.2 Implementation Plan
Digital Marketing Strategy Implementation Plan for Al-Azhar Medan
1. Google Ads Campaign (March - June, Sept - Dec)
Objective: Drive traffic with targeted ads using keywords like "Islamic private school™ and
retarget visitors who didn’t complete registration. Focus on enrollment periods.
2. Social Media Campaign (Year-round)
Objective: Engage prospective families with content on Instagram, TikTok, and Facebook,
including student achievements, campus life, and live Q&As.
3. SEO (March - Dec)
Objective: Optimize the website for relevant keywords, improve meta tags, and boost search
rankings to attract organic traffic.
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4. Website Redesign (Jan - Feb)
Objective: Revamp the website to enhance user experience, mobile responsiveness, and
streamline conversion points.

5. Mobile Website Launch (Jan - Feb)
Objective: Launch a mobile-optimized website for better accessibility and engagement.

6. Virtual Campus Tour (March)
Objective: Offer an immersive virtual tour for prospective families unable to visit in person.

7. Blog Publishing (Mar, May, Jul, Sept, Nov)
Objective: Position Al-Azhar as an education leader with blogs on parenting, Islamic
education, and school activities.

8. Blog Promotion on Social Media (Between blog posts)
Objective: Keep audience engaged by promoting existing blogs on social media.

9. Display Ads Campaign (Mar - Jun, Sept - Dec)
Objective: Build brand awareness and drive traffic through eye-catching display ads on local
websites.

10. Retargeting Ads (Mar - Jun, Sept - Dec)
Objective: Re-engage visitors who didn’t convert, encouraging action with reminders about
deadlines and features.

11. Email Marketing (Mar - Dec)
Objective: Regular updates to prospective families, including program highlights and event
reminders.

12. Email Campaigns (Jan - Jun, Sept - Dec)
Objective: Targeted emails during key enroliment periods to convert interest into
enrollments.

Timeline Overview:

e Q1 (Jan-Mar): Focus on website redesign, mobile site, and virtual tour.

e Q2 (Apr-Jun): Ramp up Google Ads, retargeting, and display ads for enroliment.

e Q3 (Jul-Sept): Maintain visibility with SEO, email marketing, and retargeting.

e Q4 (Oct-Dec): End-of-year campaigns to promote achievements and prepare for the next
cycle.

Conclusion & Recommendation

5.1 Conclusion
The implementation of a comprehensive digital marketing strategy is essential for strengthening Al-
Azhar Medan’s position as a leading Islamic private school in the region. Key insights from the
analysis include:

1. Digital Transformation: Redesigning the website and ensuring mobile responsiveness will
create a user-friendly experience for tech-savvy parents and students, improving accessibility.

2. Integrated Marketing Approach: Leveraging various digital marketing tools like SEM,
SMM, content marketing, display marketing, and email marketing ensures broad brand
visibility and effective engagement throughout the enrollment process.

3. Engagement and Retargeting: Using strategies such as retargeting ads, email campaigns,
and interactive social media content will help nurture prospective leads and convert them into
enrollments, fostering long-term relationships with families.

4. Content Relevance: Consistent, high-quality content such as blogs and virtual campus tours
will position Al-Azhar Medan as an education thought leader, addressing the informational
needs of prospective families.

5. Strategic Timing: Aligning marketing efforts with key enrollment periods ensures maximum
impact and efficiency in attracting and retaining students, particularly during peak decision-
making times.
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5.2 Recommendation
To ensure the success of the digital marketing strategy, the following recommendations are proposed:

1. Prioritize Website Revamp: Redesign the website with an improved user interface, faster
load times, and features like virtual campus tours. Launch the mobile-responsive version by
February to cater to the growing mobile audience.

2. Leverage Search and Social Media Marketing: Invest in targeted Google Ads campaigns
during key enrollment periods (March-June, September-December) and maintain consistent
social media engagement to build brand loyalty.

3. Enhance Content Marketing Efforts: Develop a content calendar with blogs, videos, and
resources for parents. Strategically promote blogs during gaps to keep website traffic
consistent.

4. Implement Retargeting and Display Ads: Use retargeting campaigns to re-engage non-
converting visitors. Focus display ads on program highlights and enrollment deadlines,
especially in critical months.

5. Strengthen Email Marketing: Segment email campaigns for personalized messaging. Use
emails to share updates, reminders, and key deadlines during peak periods (January-June,
September-December).

6. Monitor Performance and Adjust: Regularly track key performance metrics (click-through
rates, engagement, traffic) to refine campaigns and optimize resource allocation.

7. Allocate Resources Effectively: Assign team members or external vendors to handle specific
tasks like content creation, SEO, and social media management for smoother execution.

8. Engage Stakeholders: Involve teachers, alumni, and parents in content creation,
testimonials, and advocacy to strengthen the school’s reputation and attract prospective
families.
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