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Abstract:
This study aims to explore madrasah public relations strategies for building a positive
institutional image grounded in Islamic values in the digital era. This study used a
qualitative case study design. Data were collected through in-depth interviews, participant
observation, and document and digital content analysis. Data were then analyzed using
the interactive model of Miles, Huberman, and Saldafia. The results indicate that digital
public relations practices at the madrasah are implemented through a structured
communication system utilizing websites and social media as the primary channels.
Islamic values, such as tabayyun (references), politeness of language, and publication
ethics, are effectively integrated into the process of content planning, verification, and
dissemination. This strategy is supported by leadership commitment, a collaborative
culture among teachers and students, and adequate digital infrastructure. However, this
study also identified several challenges, including limited time for administrators,
variations in digital literacy, and the lack of standard procedures for managing public
interactions on social media. Overall, this study confirms that integrating Islamic values
into digital public relations practices not only strengthens the institution’s image but also
increases public trust and credibility in the madrasah.
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Abstrak:
Penelitian ini bertujuan untuk mengeksplorasi strategi humas madrasah dalam
membangun citra kelembagaan positif berbasis nilai-nilai Islam di era digital. Penelitian
ini menggunakan pendekatan kualitatif dengan desain studi kasus. Data dikumpulkan
melalui wawancara mendalam, observasi partisipatif, dan analisis dokumen serta konten
digital, kemudian dianalisis menggunakan model interaktif Miles, Huberman, dan
Saldafia. Hasil penelitian menunjukkan bahwa praktik humas digital di madrasah tersebut
dijalankan melalui sistem komunikasi yang terstruktur dengan memanfaatkan situs web
dan media sosial sebagai saluran utama. Nilai-nilai Islam, seperti tabayyun, kesantunan
bahasa, dan etika publikasi, terintegrasi secara nyata dalam proses perencanaan, verifikasi,
dan penyebaran konten. Strategi ini didukung oleh komitmen kepemimpinan, budaya
kolaboratif antara guru dan siswa, serta ketersediaan infrastruktur digital yang memadai.
Namun demikian, penelitian ini juga mengidentifikasi sejumlah tantangan, antara lain
keterbatasan waktu pengelola, variasi literasi digital, dan belum adanya prosedur baku
dalam pengelolaan interaksi publik di media sosial. Secara keseluruhan, penelitian ini
menegaskan bahwa integrasi nilai-nilai Islam dalam praktik humas digital tidak hanya
memperkuat citra lembaga, tetapi juga meningkatkan kredibilitas dan kepercayaan publik
terhadap madrasah.
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INTRODUCTION

The rapid expansion of digital communication has fundamentally reshaped
how educational institutions interact with the public and construct their
institutional image. In the context of Islamic education, madrasahs are increasingly
required to manage their public presence through digital platforms such as
websites and social media, where information circulates quickly and shapes public
perception in real time. Public relations, therefore, no longer functions merely as
an administrative unit but as a strategic actor that mediates institutional identity,
values, and credibility (Arceneaux, 2024; Shin, 2023; Strauf3 et al., 2025). For Islamic
educational institutions, this transformation raises a critical challenge: how to
engage effectively in digital communication while maintaining adherence to
Islamic ethical principles such as honesty, prudence, and moral responsibility
(Maulidy & Sanjani, 2025; Saleem, 2023; Veronika & Hasan Baharun, 2024). Digital
visibility offers opportunities for transparency and engagement, yet it also exposes
institutions to risks related to misinformation, ethical lapses, and reputational
vulnerability (Guo & Zhou, 2025; Harness et al., 2024; Suérez-Alvarez & Pastor-
Rodriguez, 2025). Within this setting, public relations practices in madrasahs
require careful management that balances technological efficiency with value-
based communication, particularly as digital media increasingly serves as the
primary interface between Islamic educational institutions and society
(Andersson, 2025; Hermansah, 2022; Miiller, 2022).

Existing studies on digital public relations in educational settings
emphasize consistency, transparency, and strategic content management as key
determinants of institutional image. Research on school and university public
relations suggests that systematic digital communication strengthens trust and
enhances organizational legitimacy (Fu & Wang, 2024; Lim & Zhang, 2025;
Marschlich & Ingenhoff, 2021). Parallel to this, studies in Islamic public relations
highlight the importance of ethical communication rooted in religious values, such
as tabayyun (verification), amanah (trustworthiness), and adab (ethical conduct)
(Al-Kandari et al., 2025; Eyo & Hasan, 2021; Maulidi, 2025). However, the literature
tends to develop along two largely separate trajectories. On the one hand, digital
public relations scholarship focuses on platforms, strategies, and audience
engagement, often emphasizing technical efficiency and branding outcomes (Al-
Kandari et al., 2025; Ansoriyah, 2025; Muhammad et al., 2024). On the other hand,
Islamic public relations research frequently remains normative, discussing ethical
ideals without sufficiently examining how these values are operationalized in
everyday digital practices. As a result, limited attention has been given to how
Islamic educational institutions translate ethical principles into concrete
procedures for content creation, verification, and dissemination within digital
public relations workflows.

This fragmentation in the literature reveals a clear Research gap. While
prior studies acknowledge the significance of Islamic values in communication,
few empirical investigations examine how these values are embedded in the
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routine management of digital public relations at the institutional level. In
particular, there is a lack of qualitative Research that explores the internal
processes, actor interactions, and organizational mechanisms through which
Islamic values shape digital communication practices in madrasahs. Most existing
studies focus on outcomes such as reputation or public trust, rather than the
processes that produce them. Moreover, Research rarely examines how leadership
support, collaborative culture, and digital infrastructure interact with ethical
considerations to shape public relations strategies. This study responds to this gap
by offering an in-depth qualitative case study of a madrasah that actively
integrates Islamic values into its digital public relations management. The novelty
of this Research lies in its process-oriented analysis, which connects ethical
principles with concrete digital practices rather than treating values as abstract
ideals.

Accordingly, the purpose of this study is to explore how public relations
strategies in a madrasah context integrate Islamic values into digital
communication practices to build a positive institutional image. Specifically, this
Research seeks to examine how digital content is planned, verified, and
disseminated; how Islamic ethical principles inform decision-making in
publication processes; and how organizational factors such as leadership
commitment and collaborative culture support these practices. By addressing
these objectives, the study aims to extend existing scholarship on digital public
relations by incorporating a value-based perspective grounded in Islamic
educational management. From an academic standpoint, the study helps bridge
the gap between digital communication theory and Islamic public relations ethics.
In practice, it offers insights for madrasah leaders and public relations
practitioners seeking to develop ethical, credible digital communication strategies
in an increasingly complex media environment.

The central argument of this study is that effective digital public relations
in Islamic educational institutions cannot be understood solely through technical
or managerial lenses; rather, it must be examined as a value-driven organizational
practice. Public relations activities in madrasahs involve continuous sensemaking
processes in which actors interpret events, filter information, and construct
narratives that align with institutional identity and religious norms. Through
qualitative exploration, this study focuses on how public relations actors negotiate
ethical considerations in content selection, visual representation, and audience
interaction. By foregrounding process, meaning, and context, the study provides
a nuanced understanding of how Islamic values are enacted within digital public
relations practices. This focus not only clarifies the internal dynamics of madrasah
communication management but also lays the foundation for the methodological
discussion that follows, which explains how these processes were examined
through a qualitative case study.

RESEARCH METHODS

This study employs a qualitative approach using a case study design to
examine how Islamic values are integrated into digital public relations practices in
an Islamic educational institution. The case study design was chosen because it

320 Al-Tanzim : Jurnal Manajemen Pendidikan Islam Vol. 10 No. 01 (2026) : 318-330
Available online at https://ejournal.unuja.ac.id/index.php/al-tanzim/index



allows for an in-depth exploration of complex social processes within a real-life
context, particularly when the phenomenon under investigation cannot be
separated from its institutional setting (Bicer et al., 2025; Dey et al., 2022; Lu &
Shelley, 2023). The research was conducted at MAN Insan Cendekia Paser, which
was purposively selected as a bounded case due to its structured digital public
relations system and strong emphasis on Islamic values. This type of qualitative
case study enables the researcher to explore meanings, practices, and interactions
among institutional actors involved in public communication. The qualitative
approach is theoretically appropriate because the study focuses on understanding
experiences, interpretations, and organizational processes rather than measuring
variables (McDonough & Stephenson, 2024; Sawyer et al., 2024; Yu, 2024). This
approach supports the examination of value-based practices and provides rich
contextual insights into how ethical and religious principles are embedded in
digital communication strategies (Alshammari & Alshammari, 2025; Halldérsson,
2025; Seawright et al., 2025).

Data collection was conducted through in-depth interviews, participatory
observation, and document analysis to obtain comprehensive and context-
sensitive data. In-depth interviews were used to explore informants” perspectives
on public relations strategies, the incorporation of Islamic values in digital
publications, and challenges encountered in practice. Participatory observation
enabled the researcher to directly observe content production processes,
publication workflows, and interactions among public relations actors within the
madrasah. Document analysis involved reviewing public relations standard
operating procedures, publication schedules, archives of social media posts, and
official digital content. The researcher acted as the primary research instrument
and engaged closely with the research setting while maintaining reflexivity and
ethical awareness.

Data analysis followed the interactive model, consisting of data
condensation, data display, and conclusion drawing (Christou, 2025; Laari, 2025;
Lochmiller, 2021). The process began with a comprehensive reading of all data to
understand the overall research context. Initial coding was then applied to identify
recurring patterns related to public relations strategies, Islamic value integration,
and digital content management. These codes were subsequently organized into
broader themes through categorization and abstraction. Digital content analysis
focused on content types, visual and textual elements, and their alignment with
Islamic ethical principles such as tabayyun, respectful language, and publication
ethics. The credibility of the analysis was strengthened through continuous
comparison across data sources, reflective interpretation by the researcher, and
confirmation of findings with informants (Liu et al., 2025; Matthews, 2021; Vella,
2024). This analytical approach allowed for a systematic yet flexible interpretation
of data, producing in-depth insights into how digital public relations practices are
shaped by organizational culture and Islamic values within the madrasah context.

RESULTS AND DISCUSSION
Results

The madrasah’s public relations strategy is operationalized through three
primary communication channels: the website, Instagram, and Facebook. Content
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for these platforms is initially documented by the teacher in charge of the activity,
then reviewed, selected, edited, and published by the public relations team. The
Public Relations Coordinator emphasized that “every event must have
documentation, then we choose the ones that are suitable for uploading.”
Observations revealed a consistent visual style and concise narratives that not only
capture the context of activities but also reflect the institution’s values. The
participation of multimedia club students accelerates the publication process,
improving workflow efficiency. Ultimately, the PR strategy is structured around a
well-organized process and a collaborative culture among madrasah residents,
ensuring smooth, consistent publication of content.

The public relations practices at the madrasah are guided by Islamic ethical
principles, with a strong focus on prudence. The content verification process is
layered to ensure appropriateness, considering factors such as the selection of
student photos, the politeness of poses, and the accuracy of the information
shared. One informant, Mrs. Rina Hartati, highlighted that “Not all photos can be
uploaded; we make sure only those who are polite” are chosen for publication.
The language used in the narratives is consistently polite, emphasizing values such
as gratitude, discipline, and the spirit of learning. Religious content, including
updates on Tadarus (Quran recitation), congregational prayers, and moral
development, is regularly shared, reflecting the madrasah’s daily activities. This
ensures that the publications appear authentic and reflective of the institution’s
true practices.

Through content analysis, four main categories emerged: informative,
educational, religious, and institutional profiles. Religious content and student
achievements were the most consistent types of posts, generating the highestlevels
of public interaction. Teachers regularly send documentation of activities to a
dedicated public relations group, where it is reviewed and selected for publication.
The frequency of posts increases during periods of intensive activities, such as
Research competitions and the end of the semester, further reinforcing the
madrasah’s image as a religious, productive, and accomplished institution.

Table 1. Factors Supporting Public Relations Success at MAN Insan Cendekia Paser

Factor Details Impact on PR Success
Leadership Leadership encourages innovation Ensures alignment of public relations
Support while maintaining Islamic values. strategies with Islamic principles.
Publication Availability of DSLR cameras, Facilitates high-quality content creation
Facilities editing computers, and internet and efficient publication process.

networks.
Collaborative =~ Teachers  document  activities Promotes teamwork, leading to faster and
Culture voluntarily; multimedia club assists more consistent content publication.

with content creation.
Culture of A common norm where all Enables smooth and stable publication
"Publication stakeholders (teachers, students, PR workflows, ensuring timely updates.
Cooperation" team) contribute to publications.

Table 1. Illustrates that the interaction between structural support and an
established institutional culture shapes the success of public relations at MAN
Insan Cendekia Paser. Leadership plays a decisive role by encouraging innovation
while ensuring that all public relations activities remain grounded in Islamic
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values. Adequate publication facilities, including cameras, editing tools, and stable
internet access, enable the production and dissemination of content more
effectively and professionally. At the same time, a collaborative culture among
teachers and students strengthens the workflow, as teachers willingly document
activities and students contribute technical assistance. This shared responsibility
for publications creates a stable, efficient system that delivers information
consistently and on time, reinforcing the institution’s positive image in the digital
space.

As part of the documentation management process, the public relations
team follows a structured workflow to ensure that all published content complies
with established standards and institutional policies, as illustrated in Figure 1.

Figure 1. Content Approval Process

Figure 1. Illustrates a sequential and controlled content approval process
implemented by the public relations team to maintain quality and compliance with
institutional standards. The process begins with the review and editing stage,
where the PR team examines the documentation to ensure clarity, accuracy, and
appropriateness. Once refined, the content is submitted for approval to the
designated authority, who then conducts an authority review to verify alignment
with school policies and Islamic values. If the content does not fully meet the
required standards, revisions are requested to address identified issues. The
process concludes with formal approval, at which point the documentation is
authorized for public release. This step-by-step workflow reflects a careful and
ethical approach to digital publication, ensuring that all content shared with the
public is accurate, respectful, and institutionally accountable.

The success of public relations at MAN Insan Cendekia Paser is strongly
shaped by consistent leadership support, which ensures that institutional values
are upheld while encouraging innovation. The availability of publication facilities,
including DSLR cameras, editing equipment, and stable internet access,
significantly contributes to the quality and timeliness of digital content
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production. In addition, a collaborative working culture involving teachers,
students, and the public relations team, supported by a shared norm of
“publication cooperation,” enables documentation and dissemination processes to
run efficiently. Teachers actively document institutional activities, while students
from the multimedia club provide technical assistance, allowing the publication
process to proceed more quickly and in a coordinated manner.

Despite these strengths, several challenges remain. Teachers’ limited time
and varying levels of digital literacy sometimes result in undocumented activities
or content that requires further improvement before publication. Ethical
procedures related to the use of student images, particularly consent verification,
may also slow spontaneous uploads. Furthermore, the management of public
comments on social media requires careful attention, as formal standard operating
procedures for comment moderation have not yet been established. An example
of published content reflecting these practices is shown in Figure 2.
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Figure 2. Example of Published Content on Social Media

Figure 2. Illustrates the effective integration of Islamic values within public
relations practices. The wuse of respectful language, appropriate visual
presentation, and careful content selection reflects a strong commitment to Islamic
principles, particularly courtesy and accuracy. Furthermore, the documentation
reinforces the idea that the madrasah’s public relations activities extend beyond
information dissemination to the consistent maintenance of a values-based
institutional image.

Discussion

This study reveals that public relations management at MAN Insan
Cendekia Paser is not merely a technical function of information dissemination but
operates as a value-driven strategic process. The findings show that digital public
relations activities are structured through clear workflows, collaborative
involvement of teachers and students, and consistent use of digital platforms such
as websites and social media. Most importantly, Islamic values such as tabayyun,
courtesy, and ethical responsibility are embedded throughout the content creation
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and approval processes. These values shape how information is verified, how
visuals are selected, and how narratives are framed before publication. Leadership
support and adequate digital infrastructure further strengthen the effectiveness of
this strategy by enabling innovation while preserving institutional identity. At the
same time, the study identifies practical constraints, including limited managerial
time, uneven digital literacy, and the absence of formal guidelines for moderating
public interaction on social media. Together, these findings highlight that effective
digital public relations in Islamic educational institutions requires not only
technological capacity but also an ethical and organizational framework that
aligns communication practices with religious values and institutional goals.

The findings of this study contribute to and extend existing literature on
digital public relations and Islamic educational management. Prior research has
emphasized the importance of consistent digital communication in shaping
institutional image and public trust (Arrese, 2024; Lim et al., 2025; Rodin, 2023).
This study supports those arguments by demonstrating that regular and
structured content publication fosters transparency and credibility. However, it
advances previous work by showing how Islamic ethical principles are
operationalized in everyday digital practices rather than remaining at a normative
or conceptual level, as noted by Vella (2024). Unlike earlier studies that focus
primarily on technological adoption, this research addresses a gap by integrating
sensemaking with Islamic public relations values, particularly tabayyun as a
mechanism of verification in fast-moving digital environments. In doing so, the
study challenges the assumption that digital speed must come at the expense of
ethical deliberation and instead demonstrates that value-based communication
can coexist with efficient digital practices.

This research offers several important contributions to the field of Islamic
educational management. First, it provides an empirically grounded framework
for managing digital public relations that integrates managerial professionalism
with Islamic ethical values. While many studies discuss leadership, infrastructure,
and communication separately, this study demonstrates how these elements
interact within a value-based management system. Second, it extends the
application of sensemaking theory in Islamic education by showing how
institutional actors collectively interpret, filter, and communicate information
through religious and organizational norms. This contribution enriches existing
management literature by positioning Islamic values not as symbolic additions but
as operational principles guiding decision-making processes. Third, the study
contributes practically by identifying collaborative publication culture as a
managerial asset, where shared responsibility among teachers, students, and
public relations staff enhances efficiency and institutional coherence. For Islamic
educational institutions, these findings suggest that effective public relations
management is closely linked to leadership policies, organizational culture, and
ethical governance. As such, the study provides a conceptual and practical
reference for madrasahs seeking to strengthen institutional reputation while
remaining faithful to Islamic educational values.
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This study underscores the significance of integrating Islamic values into
digital public relations as a strategic component of institutional management in
Islamic education. The findings demonstrate that value-based communication
practices contribute not only to a positive institutional image but also to sustained
public trust in increasingly complex digital environments. By combining ethical
principles, collaborative culture, and structured communication systems, MAN
Insan Cendekia Paser exemplifies how Islamic educational institutions can
navigate digital transformation without compromising their core identity. These
insights have broader implications for policy and practice, suggesting the need for
clearer institutional guidelines, capacity-building in digital literacy, and
formalized procedures for managing online engagement. For future research,
comparative studies across different madrasahs or regions could further examine
how variations in leadership style, infrastructure, and organizational culture
influence digital public relations effectiveness. Additionally, integrating other
theoretical lenses, such as activity theory or institutional theory, may deepen
understanding of how ethical values are negotiated within digital organizational
practices. Overall, this study contributes to advancing scholarly discussions on
Islamic educational management by offering a nuanced understanding of how
ethics and technology intersect in contemporary public relations practice.

CONCLUSION

This study addressed the challenge madrasahs face in managing public
communication in an increasingly digital environment while remaining consistent
with Islamic ethical principles. The findings demonstrate that public relations at
MAN Insan Cendekia Paser functions as a structured and value-oriented practice
rather than a purely technical activity. Digital communication is managed through
clearly defined workflows that integrate Islamic values such as tabayyun,
respectful language, and publication ethics into content planning, verification, and
dissemination. These practices are reinforced by strong leadership commitment, a
collaborative culture among teachers and students, and adequate digital
infrastructure. At the same time, the study highlights practical constraints,
including limited managerial time, uneven digital literacy, and the absence of
formal guidelines for moderating public interaction on social media. Taken
together, the findings suggest that effective digital public relations in Islamic
educational institutions depends on the alignment of ethical values, organizational
support, and professional communication practices. This study underscores the
need for madrasahs to strengthen institutional policies and capacity building in
digital communication, while offering a reference point for future Research to
examine similar value-based public relations models across different Islamic
educational contexts.

ACKNOWLEDGMENT

The researcher extends heartfelt appreciation to the Head of the Madrasah,
the deputy heads, the teacher council, the administrative staff, and all students of
MAN Insan Cendekia Paser, whose assistance and insights have greatly
contributed to the successful completion of this study.

326 Al-Tanzim : Jurnal Manajemen Pendidikan Islam Vol. 10 No. 01 (2026) : 318-330
Available online at https://ejournal.unuja.ac.id/index.php/al-tanzim/index



REFERENCES

Al-Kandari, A. A., Gaither, T. K., & Dashti, A. A. (2025). Toward an Islamic Public
Relations Theory (IPRT): A Critical/Cultural Analysis of Religious
Instagram Posts of Islamic Banks in Kuwait. Public Relations Review, 51(5).
https:/ /doi.org/10.1016/j.pubrev.2025.102638

Alshammari, M. M., & Alshammari, S. S. M. (2025). Towards Examining the Effects
of Cultural and Contextual Factors on Ethical Signaling in Digital Public
Relations (PR). Studies in Media and Communication, 13(2), 23-37.
https://doi.org/10.11114/smc.v13i2.7340

Andersson, R. (2025). Strategic Communication and Value Creation: A Process
Theoretical Understanding of Value Formation in Strategic Communication
Management. Public Relations Review, 51(2).
https:/ /doi.org/10.1016/j.pubrev.2025.102559

Ansoriyah, F. (2025). The Anthropology of Amanah: Negotiating Islamic Public
Values in Zakat Institutions of Surakarta, Indonesia. Asian Anthropology, 1-
3. https://doi.org/10.1080/1683478X.2025.2602365

Arceneaux, P. (2024). Value Creation Through Organizational Storytelling:
Strategic Narratives in Foreign Government Public Relations. Public
Relations Review, 50(2). https:/ /doi.org/10.1016/j.pubrev.2024.102433

Arrese, A. (2024). Institutional and Non-Institutional News Trust as Predictors of
COVID-19 Beliefs: Evidence from Three European Countries. Public
Understanding of Science, 33(4), 430-446.
https:/ /doi.org/10.1177 /09636625231217081

Bicer, A., Quiroz, F., & Aldemir, T. (2025). Revealing Student Processes in a
Mathematics Classroom: An In-Depth Instrumental Case Study. Learning,
Culture and Social Interaction, 52. https:/ /doi.org/10.1016/j.1csi.2025.100905

Christou, P. A. (2025). Looking Beyond Numbers in Qualitative Research: From
Data Saturation to Data Analysis. Qualitative Report, 30(1), 3088-3100.
https:/ /doi.org/10.46743 /2160-3715/2025.7560

Dey, M., Marti, L., Helbling, L. A., & Jorm, A. F. (2022). Non-Participation in
Epidemiological School-Based Surveys: Using Mixed Methods to Study
Predictors and Modes of Justification for (Non-)Participation at the School
Level. International Journal of Social Research Methodology, 25(2), 171-182.
https:/ /doi.org/10.1080/13645579.2020.1864088

Eyo, N. A., & Hasan, N. A. M. (2021). The Influence of Self-Efficacy in Ethical
Consideration and Decision-Making Processes: Views from Malaysian
Public Relations Practitioners. Romanian Journal of Communication and Public
Relations, 23(3), 25-45. https:/ /doi.org/10.21018 /rjcpr.2021.3.332

Fu, ]J. S, & Wang, R. (2024). Multiple Pathways to Organizational Legitimacy:
Information Visibility, Organizational Listening, and Cross-Sector
Partnerships. Public Relations Review, 50(4).
https:/ /doi.org/10.1016/j.pubrev.2024.102484

Guo, Y., & Zhou, L. (2025). (Trans)Locality in Social Media News Engagement:
Geographic Effects on the Quality of Online Discussion. Digital Journalism.
https:/ /doi.org/10.1080/21670811.2025.2554246

Al-Tanzim: Jurnal Manajemen Pendidikan Islam Vol. 10 No. 01 (2026) : 318-330 327
Available online at https://ejournal.unuja.ac.id/index.php/al-tanzim/index


https://doi.org/10.1016/j.pubrev.2025.102638
https://doi.org/10.11114/smc.v13i2.7340
https://doi.org/10.1016/j.pubrev.2025.102559
https://doi.org/10.1080/1683478X.2025.2602365
https://doi.org/10.1016/j.pubrev.2024.102433
https://doi.org/10.1177/09636625231217081
https://doi.org/10.1016/j.lcsi.2025.100905
https://doi.org/10.46743/2160-3715/2025.7560
https://doi.org/10.1080/13645579.2020.1864088
https://doi.org/10.21018/rjcpr.2021.3.332
https://doi.org/10.1016/j.pubrev.2024.102484
https://doi.org/10.1080/21670811.2025.2554246

Halldérsson, H. B. (2025). Who Can You Trust? Integrating Ethical Dilemmas in
Graphic Design Education: Insights from Professional Practice. Design
Principles and Practices, 19(1), 25-45. https://doi.org/10.18848/1833-
1874/ CGP/v19i01/25-45

Harness, D., Ganesh, S., & Stohl, C. (2024). Visibility Agents: Organizing
Transparency in the Digital Era. New Media and Society, 26(10), 5575-5596.
https://doi.org/10.1177 /14614448221137816

Hermansah, T. (2022). Improving the Literacy Quality of Public Communication
COVID-19 Pandemic Madrasah-Based Educational Institutions Through
Digital Skills. Jurnal Ilmu Dakwah, 42(1), 111-130.
https:/ /doi.org/10.21580/jid.v42.1.11342

Laari, L. (2025). Inductive-Deductive Qualitative Data Analysis Logic in Health
Sciences Research: A Framework for Analysing Qualitative Data.
International Journal of Qualitative Methods, 24.
https:/ /doi.org/10.1177 /16094069251381706

Lim, J. S., Lee, C., Shin, D., Kim, J., & Zhang, J. (2025). Perceived Stakeholder
Engagement in Corporate Data Responsibility (CDR) Communication and
Its Relationship With Trust in Generative Al Systems: The Mediating Role
of Algorithmic and Institutional Responsibility. Journal of Public Relations
Research, 37(5), 447-469. https:/ /doi.org/10.1080/1062726X.2025.2501552

Lim, J. S, & Zhang, ]. (2025). Stakeholder Engagement and Authenticity in
Corporate Social Advocacy: Pathways to Corporate Reputation via
Perceived Legitimacy. Journal of Public Relations Research, 37(5), 470-497.
https:/ /doi.org/10.1080/1062726X.2025.2494517

Liu, X., Qi, L., Wang, L., & Metzger, M. ]. (2025). Checking the Fact-Checkers: The
Role of Source Type, Perceived Credibility, and Individual Differences in
Fact-Checking Effectiveness. Communication Research, 52(6), 719-746.
https:/ /doi.org/10.1177/00936502231206419

Lochmiller, C. R. (2021). Conducting Thematic Analysis With Qualitative Data.
Qualitative Report, 26(6), 2029-2044. https://doi.org/10.46743/2160-
3715/2021.5008

Lu, P., & Shelley, M. (2023). Testing the Missingness Mechanism in Longitudinal
Surveys: A Case Study Using the Health and Retirement Study. International
Journal ~ of  Social ~ Research ~ Methodology,  26(4),  439-452.
https:/ /doi.org/10.1080/13645579.2022.2049509

Marschlich, S., & Ingenhoff, D. (2021). The Role of Public Relations in Corporate
Diplomacy: How Relationship Cultivation Increases Organizational
Legitimacy. Journal of Public Relations Research, 33(2), 86-105.
https:/ /doi.org/10.1080/1062726X.2021.1981332

Matthews, W. (2021). Reflective Ontology and Intuitive Credibility in Chinese Six
Lines Prediction. Social Analysis, 65(2), 103-123.
https:/ /doi.org/10.3167/sa.2021.650206

Maulidi, A. (2025). The Effect of Emotional Intelligence and Self-Efficacy on the
Sense of Dark Humor in Students of the Faculty of Psychology, State Islamic
University of Maulana Malik Ibrahim Malang. Journal of Psychological
Insight, 1(2), 92-105.

328 Al-Tanzim : Jurnal Manajemen Pendidikan Islam Vol. 10 No. 01 (2026) : 318-330
Available online at https://ejournal.unuja.ac.id/index.php/al-tanzim/index


https://doi.org/10.18848/1833-1874/CGP/v19i01/25-45
https://doi.org/10.18848/1833-1874/CGP/v19i01/25-45
https://doi.org/10.1177/14614448221137816
https://doi.org/10.21580/jid.v42.1.11342
https://doi.org/10.1177/16094069251381706
https://doi.org/10.1080/1062726X.2025.2501552
https://doi.org/10.1080/1062726X.2025.2494517
https://doi.org/10.1177/00936502231206419
https://doi.org/10.46743/2160-3715/2021.5008
https://doi.org/10.46743/2160-3715/2021.5008
https://doi.org/10.1080/13645579.2022.2049509
https://doi.org/10.1080/1062726X.2021.1981332
https://doi.org/10.3167/sa.2021.650206

Maulidy, A., & Sanjani, M. A. F. (2025). Social Media Influence on Consumerism
Trends Among College Students. Indonesian Journal of Education and Social
Studies, 5(1), 16-28. https:/ /doi.org/10.33650/ijess.v5i1.11682

McDonough, B., & Stephenson, S. (2024). A Bergsonian Analysis of Time in
Qualitative Research: Understanding Lived Experiences of Street Homeless
People in  Moscow.  Qualitative  Research,  24(2),  249-268.
https:/ /doi.org/10.1177/14687941221129809

Muhammad, E., Sudarma, M., Djamhuri, A., Adib, N., & Eliwa, Y. (2024). Ethical
Values of Public Accountant: A Critical Perspective of Rational-Religious of
Hamka. Journal of Islamic Accounting and Finance Research, 6(2), 183-202.
https:/ /doi.org/10.21580/jiafr.2024.6.2.23095

Miiller, N. (2022). Public Relations and Dissent: Anti-Racism Digital Advocacy
Portuguese Case Study. Communication and Society, 35(2), 19-35.
https:/ /doi.org/10.15581/003.35.2.19-35

Rodin, P. (2023). Institutional (Dis)Trust and Online Participation Roles in
Vaccination Communication as Public Engagement. Javnost, 30(3), 392-407.
https:/ /doi.org/10.1080/13183222.2023.2223112

Saleem, R. M. A. (2023). Jewish Civilizationism in Israel: A Unique Phenomenon.
Religions, 14(2). https:/ /doi.org/10.3390/rel14020268

Sawyer, A. T., Bailey, A. K., & Harris, S. L. (2024). Understanding Unit-Based
Nurse Leader Experiences in a Psychoeducational Group Program: A
Qualitative ~ Study.  Frontiers in  Organizational ~ Psychology, 2.
https:/ /doi.org/10.3389/forgp.2024.1433400

Seawright, L., Hodges, A., & Ponce, T. (2025). “Is This Ethical?” New Data on the
Ethical Principles and Practices of Document Design. Journal of Technical
Writing and Communication. https:/ /doi.org/10.1177/00472816251342582

Shin, J. H. (2023). Moral Conflict and Dynamic Equilibrium: Public Relations as
Strategic Conflict Management. Public Relations Review, 49(3).
https:/ /doi.org/10.1016/j.pubrev.2023.102321

Straufs, N., Cinceoglu, V., Binder-Tietz, S., & Oliva Alvarado, 1. (2025). ESG
Communication as a Strategic Public Relations Function: A Framework for
Excellence. Journal of Public Relations Research.
https://doi.org/10.1080/1062726X.2025.2590078

Suarez-Alvarez, R., & Pastor-Rodriguez, A. (2025). Risks in Children’s Digital
Visibility and Vulnerability: Sharenting in France, Italy, Spain, and the
United Kingdom. European Public & Social Innovation Review, 11, 1-21.
https:/ /doi.org/10.31637/ epsir-2026-2101

Vella, J. (2024). In Pursuit of Credibility: Evaluating the Divergence Between
Member-Checking and Hermeneutic Phenomenology. Research in Social and
Administrative Pharmacy, 20(7), 665-669.
https:/ /doi.org/10.1016/j.sapharm.2024.04.001

Veronika, E., & Hasan Baharun. (2024). Overcoming Academic Challenges: The
Role of Self-Efficacy in Reducing Student Burnout in PAI Learning. Journal
of Social Studies and Education, 1(2), 73-86.
https:/ /doi.org/10.61987 /jsse.v1i2.517

Al-Tanzim: Jurnal Manajemen Pendidikan Islam Vol. 10 No. 01 (2026) : 318-330 329
Available online at https://ejournal.unuja.ac.id/index.php/al-tanzim/index


https://doi.org/10.33650/ijess.v5i1.11682
https://doi.org/10.1177/14687941221129809
https://doi.org/10.21580/jiafr.2024.6.2.23095
https://doi.org/10.15581/003.35.2.19-35
https://doi.org/10.1080/13183222.2023.2223112
https://doi.org/10.3390/rel14020268
https://doi.org/10.3389/forgp.2024.1433400
https://doi.org/10.1177/00472816251342582
https://doi.org/10.1016/j.pubrev.2023.102321
https://doi.org/10.1080/1062726X.2025.2590078
https://doi.org/10.31637/epsir-2026-2101
https://doi.org/10.1016/j.sapharm.2024.04.001
https://doi.org/10.61987/jsse.v1i2.517

Yu, A. P. L. (2024). Understanding How Organizational Culture Shapes the
Experiences of Direct Support Professionals: A Qualitative Meta-Synthesis

From an Organizational Justice Perspective. Journal of Intellectual Disabilities.
https://doi.org/10.1177 /17446295241278826

330 Al-Tanzim : Jurnal Manajemen Pendidikan Islam Vol. 10 No. 01 (2026) : 318-330
Available online at https://ejournal.unuja.ac.id/index.php/al-tanzim/index


https://doi.org/10.1177/17446295241278826

