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Abstract

This study analyzes the effectiveness of marketing strategies in SMP Muhammadiyah 8Mijen by
focusing on the impact of the use of information technology and social media on the image and
popularity of the school. This study aims to find out the extent to which the marketing strategies
implemented can increase the attractiveness of schools in the eyes of the community, as well as how
managing relationships with stakeholders contributes to the sustainability of the marketing strategy.
This study uses a descriptive qualitative approach, with data collection methods in the form of
observations, interviews, and documentation to determine the implementation, impact, and
effectiveness of school marketing promotion. The results of the study show that marketing
strategies that are implemented effectively through social media and information technology have
increased public awareness of schools and strengthened the school’s image. In addition, managing
relationships with parents, alumni, and the surrounding community has proven to play an important
role in supporting the sustainability of the school’s marketing strategy. These findings indicate that
the use of information technology and social media, as well as the active involvement of
stakeholders, are key factors in the success of school marketing in today’s digital era.

Keywords: Marketing Strategy, School Image, Social Media, Information Technology, Digital
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INTRODUCTION

In today's digital era, marketing strategies have become a crucial component for educational
institutions as they seek to remain competitive and relevant (Grewal, Stephen, & Coleman, 2019).
Schools are no longer limited to traditional forms of promotion; they must now embrace the
evolving landscape of communication by utilizing information technology and social media. This
shift has compelled schools to rethink how they present themselves to the public, attract potential
students, and maintain a strong institutional image (Cheng, & Vreede, 2017). Specifically, at SMP
Muhammadiyah 8 Mijen, marketing efforts have centered around leveraging digital tools to
enhance the school’s reputation and draw in new student enrollments.

This study delves into the effectiveness of these marketing strategies, focusing on the role that
digital tools play in shaping the school’s image (Sivakumar, Jayasingh, & Shaik, 2023). Through
platforms like social media, SMP Muhammadiyah 8 Mijen has been able to reach a broader
audience, engaging with both current and prospective students as well as the community. The
integration of technology has not only expanded the school’s visibility but has also contributed to a
more dynamic interaction with its audience. These efforts highlight the importance of embracing
digital marketing as a core part of educational institution strategies in the modern world.

Moreover, the study also explores the significance of relationships with key stakeholders, including
parents, alumni, and the broader community. These relationships play a critical role in ensuring the
sustainability and long-term success of the school’s marketing efforts. Effective engagement with
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stakeholders can foster a positive school image, encourage word-of-mouth promotion, and build
trust within the community, all of which are essential for maintaining a favorable reputation. Thus,
stakeholder relationships complement digital marketing strategies, making them more effective and
sustainable.

The research aims to answer two central questions. First, it seeks to understand how the use of
information technology and social media influences the school’s public image (Stephen, &
Lehmann, 2016). By examining the impact of digital marketing tools, the study hopes to provide
insights into how schools like SMP Muhammadiyah 8 Mijen can enhance their visibility and
attractiveness in a competitive educational landscape. The second research question focuses on the
role of stakeholder relationships in supporting these marketing strategies. The study investigates
how the involvement of parents, alumni, and the community helps sustain marketing efforts and
contributes to their overall effectiveness.

By addressing these research questions, the study will contribute valuable insights into the modern
marketing practices of educational institutions. It will provide a clearer understanding of how
schools can utilize digital tools to enhance their image and how the management of stakeholder
relationships can ensure the longevity of these efforts. Additionally, the findings will offer practical
recommendations for schools looking to improve their marketing strategies in the digital era,
ensuring they remain competitive and successful.

In conclusion, the role of marketing strategies in educational institutions, particularly those utilizing
digital tools and fostering stakeholder relationships, is pivotal in today’s technology-driven
environment. SMP Muhammadiyah 8 Mijen's experience offers a case study in how schools can
adapt to the changing communication landscape to build a stronger public image and ensure long-
term success in their promotional efforts. This research will provide key insights into the strategic
integration of information technology and social media in educational marketing.

METHODS

This research employs a qualitative descriptive approach to investigate the implementation and
impact of marketing strategies at SMP Muhammadiyah 8 Mijen. To gather comprehensive data,
various methods were utilized (Wallace, Buil, & Chernatony, 2014). Observations were conducted
by monitoring the school’s digital presence, including social media platforms and overall digital
marketing efforts. This allowed for an in-depth understanding of how the school interacts with its
audience online. Additionally, interviews were held with key stakeholders, including school staff,
marketing personnel, parents, and other community members, to gain insights into their perceptions
and involvement in promoting the school. Finally, documentation was collected in the form of
promotional materials, social media content, and digital archives to assess the school's marketing
activities more concretely.

The collected data were then analyzed thematically to identify patterns and themes related to the
effectiveness of the marketing strategies and the extent to which stakeholder engagement played a
role in these efforts. This thematic analysis helped determine not only the success of the marketing
initiatives but also the contribution of active relationships with stakeholders, such as parents and
alumni, in ensuring the sustainability and effectiveness of the school’s promotional campaigns.
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RESULTS

The findings from this study demonstrate that SMP Muhammadiyah 8 Mijen has effectively
implemented marketing strategies by utilizing information technology and social media, resulting in
a significant increase in public awareness of the school. One of the key outcomes of these efforts
has been the enhancement of the school's image. Through strategic use of platforms such as
Instagram and Facebook, the school has successfully improved its visibility, which has had a
positive impact on how it is perceived by parents and the broader community. The regular updates
and engagement on these platforms have allowed the school to present itself as dynamic and
forward-thinking, thus attracting more attention and interest.

In addition to improving its public image, the school’s engagement with key stakeholders has been
pivotal in maintaining the success and sustainability of its marketing strategies. By actively
managing relationships with parents, alumni, and the local community, SMP Muhammadiyah 8
Mijen has fostered a sense of loyalty and trust, which, in turn, has bolstered its promotional efforts.
These stakeholders play a crucial role in word-of-mouth marketing, which complements the
school’s digital initiatives by reinforcing its image through personal and community networks.

The sustainability of these marketing strategies is largely attributed to the school’s consistent
interaction with stakeholders and its sustained online presence. Regular communication and
engagement with the community have ensured that the marketing efforts remain relevant and
effective over time. By continually updating content and fostering relationships, the school has
established a stable foundation for long-term success in its promotional activities. This approach has
not only solidified its current reputation but also ensured that the school remains competitive and
attractive in the future.

DISCUSSION

The results of this study underscore the crucial role of information technology and social media in
shaping modern school marketing strategies. Schools that effectively integrate these digital tools
into their promotional efforts are better positioned to increase their visibility and strengthen their
image. The case of SMP Muhammadiyah 8 Mijen highlights how the strategic use of social media
platforms, such as Instagram and Facebook, can significantly enhance a school’s public profile. By
engaging with a broad audience through these platforms, the school has successfully raised
awareness and bolstered its popularity, illustrating the effectiveness of digital marketing in the
educational sector.

Moreover, the involvement of stakeholders plays a critical role in supporting both the short-term
and long-term goals of these marketing strategies. Parents, alumni, and community members
contribute not only by promoting the school through word-of-mouth but also by actively
participating in school-related events and online interactions. This collaboration between the school
and its stakeholders strengthens the overall impact of the marketing efforts. In addition, it ensures
the continuity of these initiatives, as stakeholders help maintain the school’s positive image and
sustain its promotional activities over time.

In today’s digital age, schools that engage in proactive, relationship-based marketing strategies are
more likely to succeed in competitive educational environments. These strategies go beyond simply
promoting the institution; they foster strong, lasting relationships with key stakeholders, ensuring a
stable foundation for ongoing success. The ability to cultivate these relationships, while
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continuously leveraging digital platforms, enables schools to remain relevant and appealing to both
current and prospective students.

Furthermore, the success of these digital marketing efforts demonstrates that schools must adapt to
the changing dynamics of communication in the digital era (Sabah, & Altalbe, 2022). Traditional
marketing methods alone are no longer sufficient in a landscape where online presence and
engagement are increasingly vital. By embracing digital tools and maintaining an active online
presence, schools like SMP Muhammadiyah 8 Mijen can stay ahead of the curve, meeting the
expectations of tech-savvy students and parents while building a strong, positive reputation.

The long-term sustainability of these marketing strategies is not only dependent on the use of digital
platforms but also on the ongoing interaction with stakeholders. Consistently engaging with parents,
alumni, and the community helps maintain the relevance and effectiveness of these strategies. This
continuous interaction ensures that the school’s marketing efforts evolve with changing trends,
keeping the institution competitive in an ever-evolving educational landscape.

In conclusion, leveraging information technology and social media, combined with active
stakeholder involvement, is essential for schools seeking to enhance their image and thrive in
today’s digital world. SMP Muhammadiyah 8 Mijen’s success serves as a model for other schools,
demonstrating that a well-executed digital marketing strategy, supported by strong relationships
with stakeholders, can lead to both immediate and long-term benefits.

CONCLUSION

In conclusion, this study illustrates the successful implementation of marketing strategies at SMP
Muhammadiyah 8 Mijen, underscoring the essential role that information technology and social
media play in enhancing the school's image and increasing its popularity. The results clearly
demonstrate that digital marketing tools, especially social media platforms, have been instrumental
in raising public awareness of the school. These platforms have allowed the school to effectively
engage with a wider audience, promoting its strengths and achievements. Additionally, the study
highlights the critical importance of active stakeholder engagement. The involvement of parents,
alumni, and the broader community has been pivotal in ensuring not only the immediate success of
the marketing efforts but also their long-term sustainability.

Furthermore, the research emphasizes that in the modern digital landscape, schools must evolve and
adapt to the changing dynamics of communication. By adopting proactive and relationship-based
marketing strategies, schools can maintain their competitiveness in the educational environment.
This approach fosters continuous growth, ensures sustained visibility, and positions schools to
respond to shifting trends in both technology and stakeholder expectations. Ultimately, the study
confirms that the strategic use of digital tools, combined with strong stakeholder engagement, is the
key to achieving long-term success and lasting impact in school marketing initiatives.
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