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Abstract

This article discusses the marketing communication strategies implemented by Islamic educational institutions in
the context of their dual role as a means of da'wah (Islamic outreach) and an effort to build the institution's image
(branding). In an era of increasingly fierce educational competition, Islamic educational institutions are required to
adapt to modern communication developments without abandoning the Islamic values that define their identity.
This research uses a qualitative descriptive approach, incorporating literature studies and observations of marketing
communication practices in several Islamic educational institutions. The results indicate that effective marketing
communication strategies in Islamic educational institutions must be based on the principles of honesty,
trustworthiness, and brotherhood, and must be able to package da‘'wah messages creatively and relevantly to
community needs. Institutional branding is built not only through promotion but also through the quality of
education, teacher exemplary behavior, and an Islamic environment. Thus, marketing communication in Islamic
educational institutions serves a dual function: as a da'wah medium that spreads Islamic values, and as a means of
building public trust and loyalty to the institution.

Keywords: Marketing communications; Islamic educational institutions; da'wah; branding; communication
strategy; Islamic values.

INTRODUCTION

The development of education in today's era of globalization demands that every institution, including
Islamic educational institutions, compete to attract public interest. This competition is not only related to academic
quality, but also to the institution's ability to communicate its excellence and identity to the public. In this context,
marketing communications is a crucial instrument in building the image (branding) and increasing the
attractiveness of Islamic educational institutions. However, marketing communication strategies in Islamic
educational institutions cannot be completely equated with those in general or commercial educational institutions.
Islamic educational institutions have an inherent moral and spiritual responsibility, namely as a vehicle for Islamic
preaching and character development. Therefore, every form of communication must be grounded in Islamic
values such as honesty, trustworthiness, and sincerity in conveying messages. In addition to serving to introduce
the institution to the public, marketing communications in Islamic education also serves as a means of da'wah
(Islamic outreach) that disseminates Islamic values through polite, educational, and religiously nuanced
promotional activities. The primary challenge facing Islamic educational institutions is how to integrate da‘'wah
values with modern marketing strategies without losing the essence of Islamic spirituality. Thus, this study aims to
analyze how marketing communication strategies can be effectively implemented in Islamic educational institu
tions while maintaining Islamic missionary values. This study hopes to identify a marketing communication model
that is not only oriented toward improving the image and number of students but also strengthens the role of
Islamic educational institutions as agents of dissemination of Islamic values in society.
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LITERATURE REVIEW

1. Marketing Communication Concept

Marketing communication is the process of delivering messages aimed at influencing consumer behavior, attitudes,
and decisions regarding a product or institution. According to Kotler & Keller (2016), marketing communication is
a tool used by companies to inform, persuade, and remind consumers about the products or services they offer. In
the context of educational institutions, marketing communication is not limited to promotional efforts but also
encompasses building a positive image of the institution, establishing long-term relationships, and strengthening
the identity and values espoused.

2. Marketing Communications from an Islamic Perspective

In Islam, all communication activities must be based on the values of honesty (shidq), trustworthiness, and moral
responsibility. Islamic marketing communications reject manipulative practices and emphasize the delivery of
accurate, transparent, and beneficial information. According to Antonio (2001), marketing in Islam is an activity
oriented not only toward material gain but also toward the blessings and well-being of the community. Therefore,
marketing communication strategies in Islamic educational institutions must align with sharia principles and serve
as a means of da'wah (preaching) that conveys Islamic values to the community.

3. Da'wah as the Foundation of Islamic Educational Communication

Da'wah, broadly defined, is the process of conveying Islamic teachings to society to encourage good and prevent
evil. In Islamic educational institutions, da'wah is realized through exemplary behavior, learning activities, and
social interactions that reflect Islamic values. Marketing communications conducted by Islamic educational
institutions should be part of the da'wah process, not merely promotional activities. Every message conveyed
should contain educational, inspirational, and spiritual value that can strengthen public trust in the institution.

4. Branding in Islamic Educational Institutions

Branding in the context of Islamic educational institutions is not only related to a logo or slogan, but also reflects
the institution's reputation, service quality, and values. According to Keller (2013), brand equity is formed from the
public's positive perception of the institution, which is built through consistent experiences and communication. In
Islamic educational institutions, strong branding can be a major attraction for prospective students and parents,
while still highlighting the Islamic character as a competitive advantage.

5. Integration of Da'wah and Branding

The integration of da'wah and branding is a unique concept in Islamic educational institutions. Da'wah serves as
the spirit that animates all marketing communication activities, while branding serves as a means to strengthen the
institution's image within the community. This approach emphasizes that every marketing strategy must contain
spiritual, moral, and social values oriented toward the common good. Therefore, the success of an Islamic
educational institution's marketing communications is measured not only by the increase in student numbers, but
also by the extent to which the institution is able to instill Islamic values through its messages and the image it
builds.

RESEARCH METHOD

1. Research Approach and Type

This research uses a descriptive qualitative approach, which aims to provide an in-depth description of the
marketing communication strategies implemented by Islamic educational institutions in integrating the functions of
da'wah and branding. This approach was chosen because it can reveal the meaning, values, and communication
processes that occur naturally within the social and cultural context of Islamic educational institutions.

2. Research Location and Subjects

The research was conducted at several representative Islamic educational institutions, such as madrasas, modern
Islamic boarding schools, and integrated Islamic schools in the Deli Serdang region. Subjects included institutional
leaders, public relations or marketing staff, teachers, and parents as external parties interacting with the
institutions. Subjects were selected using purposive sampling, taking into account their relevance and involvement
in marketing communications activities.
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3. Data Collection Techniques
Data were collected through three main techniques:
1) In-depth interviews to obtain direct information about the institution's communication strategy, preaching
messages, and branding process.
2) Observations of promotional activities, publications, and communication interactions between the
institution and the community.
3) Documentation studies of brochures, social media, the institution's profile, and implemented promotional
policies.
4. Data Analysis Techniques
The data obtained were analyzed using the interactive analysis model of Miles and Huberman (1994), which
includes three stages:
1) Data reduction, which is the process of sorting and summarizing information relevant to the research
focus.
2) Data presentation (data display), in the form of a descriptive narrative to illustrate the communication
patterns and strategies used.
3) Conclusion drawing, to obtain findings regarding how Islamic educational institutions integrate the
functions of da'wah and branding through marketing communications.

5. Data Validity

Data validity was maintained through triangulation of sources and methods, by comparing the results of interviews,
observations, and documentation. Additionally, member checking was conducted with informants to ensure the
accuracy of the researcher's interpretation of the data obtained.

RESULTS AND DISCUSSION
1. Marketing Communication Strategies of Islamic Educational Institutions

The research results show that Islamic educational institutions implement various marketing communication
strategies tailored to the characteristics and vision and mission of the institution. Commonly used strategies
include:

1) Direct communication (personal selling) through a family-like approach between teachers, parents, and the
community.

2) Utilization of digital media such as websites, social media (Instagram, Facebook, TikTok, YouTube), and
WhatsApp groups to publish school activities, alumni testimonials, and educational content with an
Islamic nuance.

3) Event marketing, such as seminars, Islamic competitions, open houses, and community outreach activities,
which serve as both promotional and preaching media.

This activity not only aims to introduce the institution, but also to instill Islamic values and strengthen the

institution’s Islamic identity in the eyes of the community.

CONCLUSION

1. Conclusion

Based on the research results and discussion, it can be concluded that marketing communication strategies in
Islamic educational institutions have unique characteristics because they combine two main dimensions: the
da'wah function and the branding function. Marketing communication is not only interpreted as a promotional
effort to attract students, but also as a means of conveying Islamic values to the community. Islamic educational
institutions employ various strategies, including personal communication, digital media, social activities, and
religious events, all presented in an engaging and Islamic manner. All these communication activities are built on
the principles of honesty, trustworthiness, and exemplary behavior. In the context of branding, an institution's
image is shaped not only through visual symbols but also through behavior, work culture, and educational quality
that reflect Islamic values. Thus, the success of an Islamic educational institution's marketing communications is
not solely measured by the increase in student numbers, but also by the institution’s ability to instill Islamic values
in every message it delivers. The integration of Islamic preaching and branding enables Islamic educational
institutions to be competitive while maintaining an authentic Islamic identity.
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2. Suggestions

1. Islamic educational institutions need to develop innovative and creative communication strategies without
abandoning Sharia values. The use of digital media should be directed toward educational and da'wah
content that builds a positive image.

2. For communication and public relations practitioners in educational institutions, it is important to
understand the principles of Islamic communication so that promotional activities do not deviate from
da'wah ethics.

3. For future researchers, it is recommended to conduct comparative research between various types of
Islamic educational institutions, or examine the effectiveness of certain digital media in supporting da'wah
communication and branding strategies.
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