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ABSTRAK 

Penelitian ini dilatarbelakangi oleh ketatnya persaingan antar lembaga pendidikan di Jawa 

Barat dalam menarik minat calon peserta didik baru, sehingga menuntut MTs Plus Al-

Azhar Cimaung untuk mengoptimalkan teknologi informasi guna mengomunikasikan 

nilai-nilai unggulan sekolah secara efektif. Penelitian ini bertujuan untuk menganalisis 

strategi komunikasi pemasaran digital yang diterapkan oleh madrasah tersebut dalam 

pelaksanaan Penerimaan Peserta Didik Baru (PPDB) tahun 2026 berdasarkan kerangka 

teori Integrated Marketing Communications (IMC) Don Schultz. Metode penelitian yang 

digunakan adalah pendekatan kualitatif deskriptif dengan paradigma konstruktivis, di mana 

data primer dan sekunder dikumpulkan melalui teknik observasi, wawancara mendalam 

bersama panitia PPDB dan Kepala Madrasah (menggunakan purposive sampling), serta 

dokumentasi konten digital. Hasil penelitian menunjukkan bahwa MTs Plus Al-Azhar 

Cimaung menerapkan strategi pendekatan outside-in dengan memetakan audiens lokal ke 

dalam kelompok proaktif-digital dan reaktif-digital. Melalui prinsip one voice, pihak 

sekolah menyelaraskan pesan internal untuk merumuskan value proposition yang terpadu. 

Implementasi komunikasi digital ini diintegrasikan melalui pilar brand message jangka 

panjang berupa konten aktivitas keagamaan dan tahfiz di media sosial, serta brand incentive 

jangka pendek berupa potongan biaya yang diinfokan melalui WhatsApp. Pengelolaan 

Komunikasi Digital dilakukan secara berkala demi menjaga loyalitas wali murid, yang 

didukung oleh evaluasi secara berulang selama tahapan pendaftaran untuk melihat respons 

audiens dalam program PPDB. 

Kata Kunci: Komunikasi Pemasaran Digital, Integrated Marketing Communications 

(IMC), Penerimaan Peserta Didik Baru, Pendekatan Outside-In, MTs Plus Al-Azhar 

Cimaung. 
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ABSTRACT 

This research is motivated by the intense competition among educational 

institutions in West Java to attract prospective new students, which demands MTs 

Plus Al-Azhar Cimaung to optimize information technology to effectively 

communicate the school's core values. This study aims to analyze the digital 

marketing communication strategy implemented by the madrasah during the 2026 

new student admission process, based on Don Schultz's Integrated Marketing 

Communications (IMC) theoretical framework. The research method used is a 

qualitative descriptive approach within the constructivist paradigm, where primary 

and secondary data were collected through observation, in-depth interviews with 

the new student admission committee and the head of madrasah (using purposive 

sampling), and documentation of digital content. The results indicate that MTs Plus 

Al-Azhar Cimaung implements an outside-in approach strategy by mapping the 

local audience into proactive-digital and reactive-digital groups. Through the "one 

voice" principle, the school aligns internal messaging to formulate a unified value 

proposition. The implementation of this digital communication is integrated 

through long-term brand message pillars, such as religious and tahfiz (Quran 

memorization) activity content on social media, as well as short-term brand 

incentives, including tuition discounts communicated via WhatsApp. Digital 

communication management is carried out regularly to maintain parent loyalty, 

supported by iterative evaluations throughout the registration stages to monitor 

audience response within the new student admission program. 

 

Keywords: Digital Marketing Communication, Integrated Marketing Communications 

(IMC), New Student Admission, Outside-In Approach, MTs Plus Al-Azhar Cimaung. 
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