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Abstract:  

This study shows that social media promotion, supported by data-

driven marketing strategies, significantly enhances the 

effectiveness of Islamic education promotion by improving 

institutional visibility, community engagement, and prospective 

students’ interest in enrollment. The main finding indicates that 

monitoring digital metrics such as likes, comments, shares, reach, 

impressions, and posting time provides a practical basis for more 

targeted and responsive promotional decision-making. The 

strength of this research lies in its contribution to extending data-

driven marketing concepts into the context of Islamic education 

institutions with limited technological resources, thereby enriching 

the literature on digital education marketing. In practice, the study 

highlights that promotional effectiveness can be improved through 

continuous evaluation of audience behaviour and content 

performance across social media platforms. The implication is that 

Islamic educational institutions should strengthen digital literacy, 

optimize social media analytics, and develop consistent, data-

based content strategies to enhance competitiveness and ensure 

sustainable institutional promotion in the digital era. 
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INTRODUCTION  

The rapid expansion of digital communication technologies has transformed 

how educational institutions interact with prospective students and broader 

communities. Social media platforms have become essential channels for 

disseminating information, establishing institutional reputation, and fostering public 

engagement (Agustriana et al., 2024; Malhotra, 2022; Warburton, 2024). This 

development is particularly significant for Islamic higher education institutions, which 

are expected to promote educational values while remaining competitive in an 
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increasingly dynamic educational market. The growing reliance of younger generations 

on digital media for academic information suggests that conventional promotional 

approaches are becoming less effective. Institutions that fail to adopt data-driven digital 

marketing practices may struggle to attract potential applicants (Fan et al., 2024; 

Figueiredo et al., 2021; Onwude et al., 2024). Therefore, developing effective social 

media marketing strategies has become an important concern for ensuring the 

sustainability and visibility of Islamic higher education institutions. 

Despite the widespread adoption of social media, many Islamic higher education 

institutions continue to encounter challenges in maximizing their promotional 

potential. Promotional activities are frequently conducted on intuition, periodic trends, 

or administrative preferences rather than on empirical analysis of audience behaviour 

and engagement patterns (Hofer et al., 2021; Ma et al., 2020). As a result, published 

content often receives limited interaction, low dissemination, and insufficient 

conversion into student interest in enrollment. The inconsistency of posting schedules, 

inadequate segmentation of target audiences, and lack of performance evaluation 

further reduce promotional effectiveness (Diriye et al., 2022; Farivar et al., 2022). In 

practice, institutional social media accounts tend to prioritize informational 

announcements instead of strategic content specifically designed to increase audience 

participation and strengthen institutional branding among prospective students and 

their families. 

Previous studies have highlighted the significance of social media marketing in 

improving organizational performance and public engagement. Krishna et al. (2024) 

and Mariani et al. (2022) emphasized that digital marketing strategies supported by 

consumer analytics can enhance communication efficiency and audience targeting. 

Malodia et al. (2023), Yue et al. (2023), and Conte et al.( 2023) argued that data-driven 

marketing enables organisations to optimise promotional decisions using measurable 

indicators. Sun et al. (2020) demonstrated that social media facilitates interactive 

relationships between institutions and stakeholders, while Rukhiran et al. (2023), 

Housawi et al. (2020), and Caya et al. (2023) reported that engagement metrics 

contribute substantially to brand awareness. Nevertheless, these studies mainly focus 

on commercial organizations and general educational institutions. Limited attention 

has been devoted to Islamic higher education contexts, particularly regarding the 

integration of social media analytics into institutional promotional decision-making 

processes. 

This study addresses the existing research gap by examining how data-driven 

social media marketing strategies can be used to maximise educational promotion at 

an Islamic higher education institution. Unlike previous studies that predominantly 

investigate customer purchasing behaviour or general university branding, this 

research emphasises the use of social media performance indicators, including reach, 

impressions, engagement rates, audience demographics, and content preferences, as 

strategic tools for promotional planning (Hassan et al., 2025; Krishna et al., 2024; Saniuk 

et al., 2020). The study also considers the distinctive characteristics of Islamic 

educational institutions that simultaneously pursue academic excellence, religious 

values, and social missions. Understanding these dimensions is essential because 
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promotional effectiveness not only influences student recruitment but also affects 

institutional legitimacy, competitiveness, and long-term sustainability in the digital era. 

Based on these considerations, several research questions emerge. First, how 

are social media performance data used to design promotional strategies within an 

Islamic higher education institution? Second, which social media indicators most 

significantly influence audience engagement and promotional effectiveness? Third, 

how can analytical insights from social media metrics be translated into practical 

marketing strategies of increase institutional visibility and attract prospective students? 

Addressing these questions is important because many Islamic higher education 

institutions maintain social media accounts and substantial digital resources. 

Nevertheless, they often lack systematic mechanisms to translate available data into 

evidence-based promotional policies and sustainable marketing initiatives. 

This study argues that promotional effectiveness in Islamic higher education 

institutions can be substantially improved of implementing data-driven social media 

marketing strategies. By continuously analysing audience behaviour, engagement 

trends, and content performance, institutions are expected to identify communication 

patterns that resonate with prospective students and to optimise resource allocation 

for promotional activities. The originality of this research lies in integrating digital 

marketing analytics with the specific context of promoting Islamic higher education, an 

area that remains underexplored in the existing literature. The findings are anticipated 

to contribute theoretically by enriching discussions on educational digital marketing 

and practically by providing evidence-based recommendations for institutional 

managers seeking to strengthen promotional performance and competitive advantage. 

 

RESEARCH METHOD 

This study employed a qualitative case study design to investigate the 

implementation of data-driven social media marketing strategies to promote Islamic 

education at MTs Nurul Wafa. A qualitative case study was selected because it enables 

researchers to explore a contemporary phenomenon within its real-life context and to 

gain a comprehensive understanding of the processes, experiences, and interactions 

involved in digital marketing practices in Islamic educational institutions (Kekeya, 2023). 

This approach is particularly appropriate for examining how social media analytics, 

digital content management, and promotional activities are integrated into institutional 

communication strategies, while simultaneously identifying factors that facilitate or 

hinder their effectiveness. The use of a case study also allows researchers to capture 

contextual dynamics and institutional characteristics that cannot be adequately 

explained through quantitative approaches alone. 

The research was conducted at MTs Nurul Wafa, located in Demung Village, 

Besuki District, Situbondo Regency, Indonesia. This site was purposively selected 

because the madrasah has gradually integrated digital technologies into educational 

activities and institutional communication. However, the utilization of social media 

marketing and digital advertising to promote Islamic educational programs remains 

relatively underdeveloped and lacks systematic management. The institution is a 

suitable setting for examining the opportunities and challenges of implementing data-
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driven marketing strategies in Islamic education. Moreover, the increasing reliance of 

prospective students and parents on online information sources underscores the need 

of examine how MTs Nurul Wafa manage digital promotional activities to enhance 

public awareness, engagement, and participation in Islamic education programs. 

The participants involved in this study were selected through purposive sampling 

based on their direct involvement, experience, and knowledge regarding digital 

marketing activities and Islamic educational services at MTs Nurul Wafa (Cole, 2024; Lee 

et al., 2024). Informants consisted of madrasah managers, teachers, students, parents, 

and digital marketing practitioners. Their educational backgrounds and professional 

experiences were considered to ensure the credibility and richness of information 

obtained. The composition of research informants is presented in Table 1. 
 

Table 1. Research Informants and Selection Criteria 

Informant 

Category 

Number of 

Informants 

Educational 

Background 
Reason for Selection 

Head of 

Madrasah 
1 

Master’s Degree in Islamic 

Education 

Responsible for institutional 

policies and promotional decisions 

Teachers 3 
Bachelor’s Degree in 

Education 

Involved in learning activities and 

social media content creation 

Students 6 
Junior Secondary 

Education 

Main target audience and active 

social media users 

Parents 6 
Senior High School to 

Bachelor’s Degree 

Decision-makers in school selection 

and recipients of promotional 

information 

Digital 

Marketing 

Expert 

1 

Bachelor’s/Master’s 

Degree in Communication 

or Digital Marketing 

Possesses expertise in planning and 

evaluating digital marketing 

strategies 

Total 17 — — 

 

Data were collected using multiple techniques to ensure triangulation and 

enhance the trustworthiness of the research. Secondary data collection was 

undertaken by reviewing scientific articles, educational journals, institutional 

documents, and promotional materials related to digital marketing and Islamic 

education (Fadli, 2021). Direct observations were conducted to understand how 

learning activities and digital promotional practices were implemented within the 

madrasah environment. Semi-structured, in-depth interviews were conducted with 

administrators, teachers, and digital marketing experts to explore their perceptions, 

experiences, and challenges in using social media as a promotional medium. 

Questionnaires were distributed to students and parents to complement qualitative 

findings and capture their perceptions of the effectiveness of digital promotion. 

Furthermore, Focus Group Discussions (FGDs) involving students, parents, and 

educators were organised to gather collective insights into the impact of digital 

marketing on educational participation and institutional visibility. 

The collected data were analysed following the interactive model proposed by 

Miles, Huberman, and Saldaña, consisting of data condensation, data reduction, data 

display, and conclusion drawing or verification (Soesana et al., 2023). During the 

condensation stage, researchers selected and simplified information relevant to the 

objectives of the study. Irrelevant data were excluded through a reduction process, 
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while meaningful information was retained for further interpretation. Subsequently, 

the selected data were systematically presented in narrative descriptions, matrices, and 

tables to facilitate understanding and comparison among participants’ perspectives. 

Data verification was performed continuously throughout the analysis to ensure 

consistency, minimize researcher bias, and strengthen interpretative accuracy. Content 

analysis was employed to identify recurring themes emerging from interviews, 

questionnaires, and documentary evidence. In addition, discourse analysis was utilized 

to examine the language, messages, and communication patterns used in social media 

promotional content. In contrast, interpretive analysis helped explain participants’ 

experiences and perceptions of digital marketing’s role of promoting Islamic education. 

To ensure the trustworthiness of the findings, credibility was established through 

source and method triangulation, member checking, prolonged engagement, and peer 

debriefing. In contrast, dependability and confirmability were enhanced by maintaining 

detailed research documentation and audit trails throughout the study. 

 

RESULT AND DISCUSSION  

Result 

The findings of this study reveal how MT Nurul Wafa utilises social media and 

digital marketing practices to promote Islamic education. The results encompass 

current promotional activities, the application of data-driven marketing strategies, and 

the influence of digital advertising on prospective students’ enrollment interest. These 

findings provide insights into the evolving role of digital platforms in strengthening 

educational promotion and community engagement. 

 

Data-Driven Marketing Strategies for Islamic Education Promotion 

Data-driven marketing strategies for the promotion of Islamic education refer to 

the systematic utilization of digital data and social media performance metrics to 

support promotional planning, content management, and communication activities at 

MTs Nurul Wafa. In the field, this strategy was operationalized through routine 

monitoring of audience responses, evaluation of content performance, scheduling 

promotional uploads, and adjusting communication materials based on engagement 

trends observed on digital platforms. Rather than relying solely on conventional 

promotional practices, the madrasah incorporated digital indicators to determine the 

type of content to disseminate, the timing of publication, and the selection of 

communication channels most effective for reaching prospective students and parents. 
 

Table 2. Observed Data-Driven Marketing Practices at MTs Nurul Wafa 

Observation Findings Indicators 

Monitoring the number of likes, comments, 

shares, and views on social media posts 

Audience engagement 

analysis 

Reviewing the reach and impressions of 

promotional content 

Content performance 

evaluation 

Scheduling uploads according to periods 

with higher audience activity 
Posting time optimization 

Selecting frequently viewed school activities 

for future promotional materials 

Content preference 

identification 

Coordinating promotional activities among 

administrators and teachers 

Promotional team 

collaboration 
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The findings presented in Table 2 indicate that MT Nurul Wafa has gradually 

implemented several data-driven marketing practices in its promotional activities. The 

observed practices demonstrate that promotional decisions are increasingly influenced 

by information generated through social media interactions and audience behaviour. 

Researchers observed that administrators periodically reviewed engagement 

indicators, including the number of reactions and comments received from followers, 

to determine which content attracted greater public attention. Promotional materials 

featuring religious celebrations, extracurricular programs, and student achievements 

were more frequently reposted because they generated higher interaction rates. In 

essence, these practices suggest that the madrasah has begun utilising digital evidence 

to support promotional decision-making. However, the application of analytical tools 

remains relatively simple and adaptive to institutional capacities. 

The available data reveal a consistent pattern: digital marketing activities at MTs 

Nurul Wafa are characterised by continuous observation, evaluation, and adjustment. 

Engagement metrics are used to understand audience preferences, while content 

planning and publication schedules are adjusted based on previous promotional 

outcomes. Feedback obtained through WhatsApp inquiries and social media 

interactions also serves as an additional source of information for improving 

subsequent promotional campaigns. This pattern indicates that promotional activities 

are no longer conducted solely on intuition or administrative considerations but 

increasingly rely on observable digital indicators, contributing to more targeted, 

efficient, and responsive Islamic education promotion practices. 

 

Current Social Media Promotion Practices 

Current social media promotion practices encompass various promotional 

activities undertaken by MTs Nurul Wafa on digital platforms to disseminate 

information about Islamic educational services, strengthen institutional visibility, and 

facilitate communication with prospective students and parents. In the field, these 

practices were identified through the utilization of social networking sites, instant 

messaging applications, and online registration tools. Promotional activities include 

publishing information on school programs, documenting religious and extracurricular 

activities, sharing admission announcements, and providing access to registration 

services. The operational meaning of this finding indicates that social media promotion 

practices at MTs Nurul Wafa are not merely intended to distribute information but also 

to serve as communication channels connecting the madrasah with broader 

communities and to support the dissemination of Islamic educational values. 
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Figure 1. Maximising Registration Through Multiplatform Marketing 

 

Observations on Figure 1, conducted during the research period, showed that 

MTs Nurul Wafa actively utilized several digital platforms to promote its educational 

services. Instagram, Facebook, and TikTok accounts were used to publish school events, 

curriculum information, and Islamic learning activities in visual formats. Researchers 

also observed that WhatsApp served as a medium for direct communication between 

the institution and parents, while Google Forms simplified the registration process for 

prospective students. Promotional materials were uploaded regularly and displayed 

attractive designs accompanied by concise information. Based on these observations, 

researchers interpreted that social media had become an integral component of 

institutional promotion because it enabled the madrasah to reach wider audiences 

more efficiently than conventional promotional approaches. 

The findings indicate that social media promotion practices at MTs Nurul Wafa 

are implemented through the integration of multiple digital channels that complement 

one another. Social networking platforms primarily function to increase institutional 

exposure and disseminate information publicly, whereas WhatsApp and Google Forms 

facilitate more personalized interactions and administrative services. In other words, 

promotional activities conducted by the madrasah are no longer limited to face-to-face 

dissemination or printed brochures but have gradually shifted toward digital 

communication practices. This transformation enables prospective students and 

parents to access educational information more easily while strengthening the 

presence of Islamic education in digital environments. 

The available data demonstrate a consistent pattern in which different digital 

platforms are employed according to their respective functions and communication 

objectives. Social media applications such as Instagram, Facebook, and TikTok are 

mainly used to attract public attention and showcase institutional activities. Conversely, 

WhatsApp and Google Forms are utilized to provide direct responses, deliver detailed 

information, and support online registration services. The combination of these 

platforms creates a promotional ecosystem that enables MTs Nurul Wafa to maintain 
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continuous interactions with communities and extend its promotional coverage 

beyond the immediate geographical area of the madrasah. 

 

Advertising Effects on Enrollment Interest 

Digital advertising effects on enrollment interest refer to the influence of online 

promotional activities conducted by MTs Nurul Wafa in encouraging prospective 

students and their parents to seek information, communicate with the institution, and 

develop intentions to enrol. In the field, this phenomenon was identified through 

increased interactions on social media platforms, growing inquiries through WhatsApp, 

and heightened participation in school promotional events. Enrollment interest was 

operationally defined as a series of behavioural responses exhibited by community 

members after exposure to digital advertisements, including following institutional 

social media accounts, requesting admission information, sharing promotional content 

with relatives, and expressing willingness to register at the madrasah. These responses 

indicate that digital advertising has become an important medium for introducing 

educational services and attracting public attention toward Islamic education 

programs. 

Interviews with institutional stakeholders revealed that digital advertising 

increased public curiosity about the madrasah. The head of the madrasah explained, 

“Since we started promoting activities through Instagram and WhatsApp, more parents 

have contacted us to ask about registration procedures and tuition fees.” A teacher 

responsible for social media management stated, “Many prospective students first 

know our school from social media posts, and several families visit the school after 

seeing our promotional videos online.” Based on these statements, the researcher 

interprets digital advertising as not only an information-dissemination channel but also 

an effective bridge for communication between the institution and the community. The 

accessibility of online platforms enables parents and students to obtain educational 

information more easily and quickly. 

Additional perspectives were obtained from parents and students who 

experienced direct exposure to promotional content. One parent mentioned, “I often 

receive information about school activities through WhatsApp groups, and it helped me 

understand the programs offered by MTs Nurul Wafa before deciding to register my 

child.” A student also stated, “I became interested in studying here after watching videos 

of extracurricular activities uploaded on Instagram because the school looked active 

and enjoyable.” These interview findings suggest that visual and interactive 

promotional content influences perceptions and strengthens confidence in selecting 

educational institutions. The researcher interprets that attractive digital advertisements 

can shape positive impressions among prospective students and parents, thereby 

encouraging stronger intentions to participate in the enrollment process. 

Observations conducted during the admission period showed that the number 

of messages received through the official WhatsApp account increased noticeably 

following the publication of promotional posters and activity videos on social media. 

Researchers also observed that several parents visiting the school office referred to 

information previously accessed through Instagram and WhatsApp. In addition, social 

media accounts displayed growing engagement in the form of comments, content 

sharing, and direct messages requesting admission details. These observations indicate 
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that digital advertising generated meaningful interactions between the institution and 

the public. In other words, online promotional activities not only expanded the reach of 

information but also stimulated community engagement and strengthened public 

interest in enrolling children at MTs Nurul Wafa. 

 

Discussion 

The findings demonstrate that MT Nurul Wafa has integrated social media into 

its promotional activities by utilising Instagram, Facebook, TikTok, WhatsApp, and 

Google Forms to disseminate information and facilitate communication with 

prospective students and parents. These findings align with previous studies 

emphasising that social media is an effective medium for expanding institutional 

visibility and maintaining interactive communication with stakeholders (Ball et al., 2023; 

Herlina, 2024; Paliwoda et al., 2020). Consistent with existing literature, the present 

study confirms that digital platforms have gradually replaced traditional promotional 

methods, as they enable educational institutions to reach wider audiences more 

efficiently. However, unlike many studies that focus on universities and commercial 

organisations, this research highlights the adaptability of social media promotion in the 

context of Islamic secondary education institutions, which are characterized by 

relatively limited technological resources. 

The implementation of data-driven marketing strategies observed at MTs Nurul 

Wafa is consistent with the notion that measurable indicators and audience behaviour 

should inform promotional decisions. Previous studies have suggested that 

engagement metrics, content performance, and audience preferences provide valuable 

insights for improving marketing effectiveness (Hödl, 2024; Lamrhari et al., 2022). The 

present findings support these arguments by demonstrating that promotional activities 

are increasingly adjusted in response to reactions, comments, content reach, and 

interaction trends from social media platforms. Nevertheless, the analytical practices 

identified in this study remain relatively simple compared with sophisticated digital 

analytics systems employed by larger institutions (Camilleri, 2021; Hlee et al., 2023). 

This difference indicates that data-driven marketing can still be implemented 

incrementally, in line with institutional capacities and available human resources. 

The findings regarding advertising effects on enrollment interest also correspond 

with earlier investigations indicating that online promotional activities influence public 

perceptions and educational decision-making processes. Increased inquiries via 

WhatsApp, higher engagement rates, and growing interest among prospective students 

suggest that digital advertising positively contributes to institutional attractiveness 

(Armutcu et al., 2023; Kyrychok, 2021). In contrast to studies that primarily evaluate 

consumer purchasing intentions, this study demonstrates that promotional content in 

Islamic educational institutions affects parents’ confidence and students’ willingness to 

pursue religious-based education. Attractive visual presentations, activity 

documentation, and timely information dissemination appear to strengthen positive 

impressions and encourage communities to seek further information regarding 

educational services (Alexander et al., 2021; Bera et al., 2022). 

From a theoretical perspective, this study contributes to the growing discourse 

on digital marketing within Islamic education by extending the application of social 

media marketing concepts into the context of madrasah promotion. The findings 
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support the argument that digital promotion should not merely focus on information 

dissemination but also on systematic observation, evaluation, and adjustment 

processes informed by audience responses. This perspective enriches discussions 

concerning educational marketing by emphasising that Islamic educational institutions 

can adopt evidence-based promotional practices while preserving their religious 

identity and educational mission. Consequently, the study broadens the understanding 

of how digital communication theories operate within faith-based educational 

environments. 

In practice, the findings suggest that Islamic educational institutions should 

strengthen their digital competencies and optimise the use of available social media 

features to improve promotional effectiveness. Administrators may benefit from 

periodically evaluating engagement indicators, identifying content preferences, and 

coordinating promotional activities among educators and institutional managers. 

Developing attractive multimedia content and maintaining consistent communication 

via instant messaging applications may also increase public participation and interest 

in enrollment. These practical efforts are expected to help Islamic educational 

institutions remain competitive, enhance public trust, and sustain their presence within 

increasingly digitalised educational landscapes. 

 

CONCLUSION 

The findings of this study demonstrate that social media promotion, supported 

by data-driven marketing practices, enhances the visibility of Islamic educational 

institutions, strengthens community engagement, and stimulates prospective students’ 

interest in enrolling. The most important lesson gained from this research is that 

promotional effectiveness can be improved through continuous monitoring of 

audience behaviour, content performance, and communication patterns across 

multiple digital platforms. This study contributes to the development of educational 

marketing literature by extending data-driven marketing concepts into the context of 

Islamic education, particularly within institutions with limited technological resources. 

Nevertheless, this research was confined to a single case study, which restricts the 

generalizability of the findings. Future studies are recommended to involve multiple 

Islamic educational institutions, employ comparative designs, and incorporate 

advanced social media analytics to provide broader insights into the effectiveness of 

digital promotion. 
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