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Objective: This research aims to describe the marketing strategies used by the 
institution and the problems it faces. Method: The method used is qualitative 
descriptive. Data collection techniques include interviews, observations, and 
documentation. Data analysis is conducted qualitatively using an interactive analysis 
model, which includes the stages of data reduction, data presentation, and conclusion 
drawing. This method is expected to provide a clear picture of the current conditions as 
well as the potential for developing effective marketing strategies for 
kindergartens.  Results:  The research results show that the marketing strategy of the 
kindergarten institution in Sekardangan village uses a socio-communal approach and 
the use of simple digital media that aligns with the character of the semi-urban 
community.  Novelty: The development of quality human resources in kindergartens 
is very important. An effective marketing strategy is needed to increase the number of 
students and create a positive reputation. 
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INTRODUCTION  

Early childhood education is the main foundation for the formation of children's 

character, knowledge, and competencies for the future. Kindergartens, as early education 

institutions, play a strategic role in preparing a quality and morally upright younger 

generation. In the era of globalization and the development of information technology, 

kindergartens must be able to compete and attract the interest of parents and the 

community so that they choose these institutions as the place for their children's 

education. In Sekardangan Village, the presence of kindergartens faces increasingly 

intense competition dynamics. The numerous similar educational institutions in the area 

require the management to adopt appropriate and effective marketing strategies so that 

their institution remains relevant and gains the trust of the community. Marketing 

strategies that can enhance visibility, strengthen a positive image, and adapt to the socio-

cultural characteristics of the village are highly needed [2]. The development of 

technology and social media opens up new opportunities in the marketing of educational 

services, including kindergartens. The use of digital media and social media as 

promotional tools has become one of the main strategies employed to enhance 

competitiveness and the number of students. According to Chaffey and Ellis-Chadwick 

(2019), digital marketing has become an integral part of modern marketing strategies 

because it can effectively and efficiently increase visibility and engagement. 

In addition, flagship programs such as tahfidz, student achievements, and religious 

activities also play an important role in enhancing the institution's appeal, designed 

according to the needs and culture of the village community [3]. An integrated strategy 
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must be able to combine traditional and digital methods to reach all layers of society 

comprehensively. 

However, the implementation of marketing strategies is not without obstacles. 

Limited resources, limited access to technology, and a community culture that tends to 

follow a conventional lifestyle are the main obstacles that must be addressed [4]. 

Therefore, it is important to conduct an in-depth study of the strategies that have been 

implemented, their effectiveness, as well as the supporting and inhibiting factors. Based 

on this background, the problem formulation in this research is: What Educational 

Marketing Strategies are implemented by Kindergartens in Sekardangan Village? 

This research aims to describe and analyze the marketing strategies used by 

kindergartens in Sekardangan Village in an effort to increase the number of students and 

strengthen the institution's image. In addition, the research also aims to identify the 

obstacles and challenges faced and propose innovative steps for the development of more 

effective and sustainable marketing strategies. The results of this research are expected 

to provide practical insights for kindergarten managers regarding relevant and effective 

marketing strategies that align with the characteristics of the local community. This 

research can also serve as a reference in developing strategies based on digital technology 

and socio-cultural values that can increase the number of students and build a positive 

image of the institution in the village environment. 

The definition of marketing strategy, according to several experts, is as follows: 

Marketing strategy is a company's plan designed to achieve competitive advantage and 

meet the needs of the target market effectively and efficiently (Kotler and Keller). It is a 

process of systematically arranging steps and tactics to promote products, services, or 

brands in order to increase consumer awareness, interest, and purchases (Armstrong and 

Kotler). That is the art and science of selecting target markets and creating the appropriate 

marketing mix to achieve organizational goals and meet customer needs. (Philip Kotler) 

Marketing strategy is an integrated plan and action designed to promote products or 

services so that they can be widely recognized by the target market, meet consumer 

needs, and achieve organizational or company goals. This strategy includes determining 

market segments, establishing product positioning, selecting promotional tools and 

media, as well as developing differentiation so that the products or services can compete 

effectively in the market. In general, marketing strategies aim to create value for 

customers while also generating profit for the organization through targeted and 

sustainable activities [4]. Kindergarten marketing strategies are steps designed to 

introduce, promote, and enhance appeal to parents and the community so that they are 

interested and choose the institution as the place for their children's education. This 

strategy includes the development of internal activities such as the implementation of 

special policies, promotion through family activities, as well as external activities such as 

collaboration with other institutions, distribution of brochures, banner placement, and 

the organization of events like open houses and educational exhibitions. In the end, all 

the marketing efforts undertaken by this institution culminate in one major goal: building 

parental trust, strengthening the institution's positive image, and in turn, increasing the 
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number of applicants year after year. Every step—whether simple or planned—is 

designed to make the institution more recognized, more trusted, and more favored by 

the surrounding community. 

One of the main challenges in attracting students is the growing competition at the 

village level and its surroundings, where many other educational institutions, both 

general and religious-oriented, offer similar programs. This causes the market to become 

very competitive and makes it difficult for institutions to highlight their advantages and 

attract the interest of parents. In addition, the limited access and penetration of 

promotional media, such as the underutilization of social media and other digital 

technologies among rural communities, further exacerbate the marketing conditions. 

Besides competition, another challenge is the lack of knowledge or understanding 

among the community regarding the importance of religious-based education from an 

early stage. Many parents tend to choose established institutions or those with a certain 

good reputation, while newly established institutions or those building their reputation 

must work hard to convince parents that the Islamic-based education in these institutions 

can meet their children's educational needs and character development. 

Beyond the various external challenges faced, the institution must also confront 

internal obstacles. The limitations of resources, whether in terms of manpower, time, or 

technical skills, often result in promotional activities being less than optimal. Teachers 

and administrators actually understand the strengths and uniqueness of their institution, 

but they do not always have enough space to package that message into communication 

that is appealing to the public. As a result, information about the quality of services that 

should be the main attraction is not conveyed optimally. The impact is quite noticeable: 

the expected number of new students is not always achieved. Every year, the institution 

must strive to ensure that the number of registrants does not decline and remains on 

target. When the target is not met, not only the learning activities are affected, but also 

the long-term sustainability of the institution. This situation makes the marketing process 

not something that can be considered a side issue, but rather an important part that 

determines the future of the educational institution itself. 

Research on educational marketing strategies has been extensively conducted, both 

in the context of formal institutions and early childhood education. However, this 

research has several novel aspects that distinguish it from previous studies and provide 

significant new scientific contributions. The originality of this research presents a study 

of educational marketing at the micro level, specifically in the context of the Sekardangan 

Village area in Sidoarjo. Most previous research was conducted within the scope of cities 

or specific institutions individually, thus failing to reveal the dynamics of educational 

marketing at the village level, which has distinct social, cultural, and economic 

characteristics. Focusing on this micro-region provides a more contextual understanding 

of how kindergartens compete and maintain their existence amidst a heterogeneous 

community environment [25]. 

Furthermore, this research is expected to enrich the study of early childhood 

education marketing strategies in a broader and more comprehensive manner, 
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particularly in the Sekardangan village area. The results are anticipated to provide 

insights into the application of marketing strategies that align with the characteristics of 

the village community, as well as to contribute to the literature on marketing educational 

institutions in rural environments. By understanding effective marketing strategies, 

kindergarten managers can design targeted promotional steps, increase the number of 

students, and enhance the existence and positive image of the kindergarten in the local 

community [5]. 

This research can help raise awareness among the Sekardangan village community 

about the importance of early childhood education, as well as encourage active 

participation from parents and the community in supporting the success of early 

education in the village environment. An appropriate marketing strategy can strengthen 

the sustainability of kindergarten operations in Sekardangan village, provide 

opportunities for increased income, and improve the quality of educational services, 

which indirectly impacts the development and welfare of the village community [6]. 

Therefore, thru this research, it is expected to conduct an in-depth analysis of the 

marketing strategies implemented and the obstacles faced in the process of student 

recruitment, so that effective strategic steps can be formulated to increase the number of 

students while strengthening the presence of this educational institution in the 

community. 

 

RESEARCH METHOD 

The research was conducted thoroughly, resulting in valid and applicable 

conclusions. The method used is descriptive qualitative with data presentation in the 

form of sentences through natural phenomena (phenomenological) related to the concept 

of marketing strategy, particularly in the context of early childhood education. The 

sources used include academic journals, books, articles, and publications in the field of 

educational marketing. This study aims to understand the basic theories and best 

practices in effective marketing strategies [8]. Qualitative methods focus on the 

interpretation of social phenomena within the specific context provided by each 

individual [31]. This research was conducted over the last 5 months, from June 2025 to 

October 2025. The research was conducted in several kindergartens in the village of 

Sekardangan, Sidoarjo. The data collection techniques used in this research include 

observation, interviews, and activity documentation. In this case, field observations were 

conducted thru direct observation of the kindergartens in Sekardangan Village. There are 

7 institutions, namely: TK Islam Setya Darma, TK The Fun, TK Islam Al Ikhlas, TK Islam 

Sari Bumi, TK Tunas Islam, TK ABA 5, TK Dharma Wanita Persatuan Sekardangan. This 

observation includes an analysis of the physical environment, available facilities and 

infrastructure, as well as the activities conducted by the kindergarten administrators. The 

observation also covers the interaction between educators and children, as well as 

parental involvement in kindergarten activities [9]. In the second stage, interviews were 

conducted with the principal and the kindergarten manager to gather more information 

about the marketing strategies that have been implemented. This technique is intended 
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to gain an in-depth perspective on the challenges and opportunities faced by 

kindergartens in Sekardangan Village. Documentation is supporting data used by 

researchers as evidence of the study in the form of learning photos. 

In qualitative research, data analysis activities are conducted continuously and 

interactively until data saturation is reached [32]. Data analysis is conducted qualitatively 

using an interactive analysis model, which includes the stages of data reduction, data 

presentation, and conclusion drawing. This method is expected to provide a clear picture 

of the current conditions as well as the potential for developing effective marketing 

strategies for kindergartens in Sekardangan Village, Sidoarjo. With this comprehensive 

approach, this article is intended to serve as a reference for kindergarten managers in 

implementing more competitive and relevant marketing strategies [11]. 

 

RESULTS AND DISCUSSION 

This research was conducted at kindergarten institutions located in Sekardangan 

Village, namely TK Islam Setya Darma, TK The Fun School, TK Islam Al Ikhlas, TK Islam 

Sari Bumi, TK ABA 5, TK DWP Sekardangan, and TKM NU 169 Tunas Islam. The seven 

institutions have diverse characteristics, both in terms of flagship programs, foundation 

backgrounds, student segmentation, and management patterns. Nevertheless, all of these 

kindergartens operate within the same social context, namely a semi-urban community 

with a high level of social closeness, where relationships among residents, informal 

recommendations, and the involvement of RT/RW communities, PKK, and local social 

networks significantly influence the formation of the institution's image and parents' 

decision-making in choosing early childhood education. 

Field findings show that in a social context like Sekardangan Village, the marketing 

strategy of kindergarten institutions cannot be separated from the strength of social 

relationships and community trust. Word-of-mouth promotion, testimonials from 

parents, and teachers' involvement in community social activities become dominant 

factors that strengthen the institution's reputation. This condition is reinforced by the use 

of micro-scale digital marketing, such as the use of community WhatsApp groups, 

teachers' social media statuses, and school activity posts on Facebook, Instagram, and 

TikTok, which have proven effective in quickly and personally reaching the parents of 

prospective students. 

The synchronization between field findings and educational marketing strategy 

theory shows that the success of kindergarten marketing in Sekardangan Village is not 

only determined by the normative application of marketing concepts but also by the 

institution's ability to adapt these strategies to the socio-cultural characteristics of the 

local community. Therefore, this research formulates a contextual and applicative early 

childhood education marketing model, which is a combination of a community-based 

marketing approach and the utilization of simple yet relevant micro digital marketing to 

the conditions and needs of the semi-urban community. This model is expected to serve 

as a practical reference for early childhood education institutions in enhancing 
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competitiveness, building public trust, and maintaining the sustainability of early 

childhood education institutions in village environments. 

The marketing strategies of seven kindergartens in Sekardangan Village in this 

study are analyzed using the main conceptual framework approach. The selection of this 

framework is based on the characteristics of early childhood education institutions that 

fall into the service category, thus requiring an analysis that not only focuses on product 

and promotion aspects but also on service quality, processes, human resources, and 

physical evidence that shape the experiences of parents and students. Through this 

research approach, an effort is made to systematically explain how each marketing 

element is applied by each institution and how these elements interact with each other in 

building attraction, trust, and a positive image of the institution within the community. 

Furthermore, in the context of Sekardangan Village, it cannot be separated from the 

social characteristics of the community, which has a high level of closeness and a 

communal communication pattern. Therefore, the analysis of marketing strategies not 

only looks at them normatively but also relates them to the social, cultural, and economic 

realities of the local community. This approach allows the research to assess the extent to 

which the implemented marketing strategies can adapt to the needs of parents, leverage 

the strengths of the local community, and respond to the dynamics of competition among 

early childhood education institutions sustainably. This harmonious social relationship 

creates high trust and becomes the main foundation for the institution's marketing 

success. The flagship programs, both religious and creative in nature, such as tahfidz, 

character education, arts activities, and language development, have proven to be 

relevant to the needs and values upheld by the local community. This strength is 

reinforced by the effectiveness of word-of-mouth promotion, which occurs naturally and 

is trusted, supported by relatively affordable educational pricing policies and the 

reputation of teachers who are communicative and regarded as role models by the 

community. 

However, behind these strengths, the kindergarten institutions in Sekardangan 

Village also face several weaknesses that could potentially hinder the optimization of 

marketing strategies. Most institutions do not yet have a written and structured 

marketing plan, resulting in promotional activities that tend to be incidental and reliant 

on individual initiative. Social media management is still done in a simple and 

unprofessional manner, characterized by inconsistent postings and limited production of 

engaging digital content. In addition, the physical facilities in several institutions are still 

relatively simple, which can affect parents' perceptions, especially those who are starting 

to compare services between institutions. Inconsistent promotional activities each year 

also make the institution's image less sustainably managed. 

From the perspective of opportunities, external conditions show significant 

potential for the development of early childhood education marketing strategies in 

Sekardangan. The increasing awareness among parents about the importance of early 

childhood education opens up opportunities for institutions to expand their reach to 

more students. Support from local communities, such as neighborhood associations 
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(RT/RW), integrated health posts (posyandu), and family welfare programs (PKK), 

becomes a strategic channel that can be utilized for community-based promotion. In 

addition, access to social media, which is becoming increasingly easy and affordable, 

provides opportunities for institutions to enhance visibility without incurring high costs. 

The religious image of the village community can also be capitalized on as a selling point 

that strengthens the positioning of character and morally based educational institutions. 

On the other hand, kindergartens in Sekardangan also face various threats that need 

to be anticipated strategically. Competition among early childhood education institutions 

is becoming increasingly fierce with the growing number of new kindergartens in the 

surrounding area, both public and religious-based. The changing preferences of parents, 

who are starting to demand more modern and representative learning facilities, pose a 

unique challenge for institutions with limited resources. In addition, the presence of 

larger educational institutions that have implemented digital marketing professionally 

has the potential to shift public attention if local institutions are unable to adapt to these 

developments. Therefore, a more planned and innovative marketing strategy is needed 

so that kindergartens in Sekardangan remain competitive and sustainable. 

The research results show that the marketing strategy of the Kindergarten in 

Sekardangan Village does not operate through a single approach, but rather through the 

integration of three main approaches, namely the Marketing Mix (7P), community-based 

marketing, and micro digital marketing. These three approaches complement each other 

and form a marketing system that is contextual according to the characteristics of the 

local community. The Marketing Mix (7P) serves as the foundational framework that 

governs the comprehensive management of the institution's marketing, encompassing 

aspects of educational products, pricing, location, promotion, human resources, service 

processes, and physical evidence, which collectively shape the institution's image and 

appeal in the eyes of parents. 

In the social context of Sekardangan Village, which has a high level of community 

closeness, community-based marketing plays a strategic role in building and maintaining 

public trust. The close relationship between teachers, parents, and village residents 

creates informal promotion channels that naturally occur through word-of-mouth 

recommendations. These findings reinforce previous analyses that social trust and 

emotional closeness are dominant factors in parents' decision-making when choosing 

early childhood education institutions, even more influential than formal promotions. 

Along with the strengthening of community-based marketing, the utilization of 

micro digital marketing has become an effective strategy enhancer in expanding the reach 

of information. Unlike the trend in digital marketing theory that emphasizes the use of 

websites or Instagram as the main channels, this research found that WhatsApp has 

become the most dominant and effective marketing medium in semi-urban areas like 

Sekardangan. The dissemination of information through teacher status updates, RT/RW 

groups, and parent groups has proven to reach prospective parents quickly, personally, 

and reliably. These findings emphasize that the success of digital marketing heavily relies 

on the alignment of media with the communication habits of the target community. 
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In addition to the media aspect, this research also emphasizes that the flagship 

religious programs are the main distinguishing factor among kindergarten institutions in 

Sekardangan. Tahfidz programs, habituation of manners, and other religious activities 

are not only positioned as educational services but also as the institution's identity that 

aligns with the values and culture of the village community. The strength of a solid 

community has proven capable of compensating for the limitations of physical facilities 

and operational costs, so the perception of the institution's quality is more built through 

experience, testimonials, and social closeness rather than purely material aspects. 

 

 
Figure 1. Implementation of Marketing Strategy. 

 

Nevertheless, the research results also indicate limitations in the institution's 

marketing management. Most kindergartens still implement marketing strategies 

spontaneously and have not yet structured them into a systematic annual plan. 

Promotional activities heavily rely on specific moments, such as new student admissions, 

as well as the individual initiatives of teachers or administrators. This condition has the 

potential to hinder the long-term sustainability of the institution's image if not balanced 

with more directed and consistent planning. 

From the perspective of urgency and novelty, this research makes an important 

contribution to the study of early childhood education marketing. Unlike previous 

research, which generally focused on educational institutions in urban areas or large-

scale settings, this study places the village context as the main locus of the investigation. 

The integration of the Marketing Mix (7P), community-based marketing, and micro 

digital marketing is a conceptual finding that has not been extensively discussed 

simultaneously in previous research. Additionally, this research reveals the behavior of 

parents in semi-urban areas that is heavily influenced by factors such as religiosity, 

emotional closeness, and trust, and introduces the concept of micro digital marketing as 
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a realistic, applicable, and low-cost strategy for early childhood education institutions 

with limited resources. 

The marketing strategy model produced from this research is contextual and 

adaptive to the real conditions of educational institutions at the village level. This model 

is not only relevant for kindergartens in Sekardangan Village but also has the potential 

to be applied to other early childhood education institutions with similar social 

characteristics. Thus, this research not only enriches the treasury of educational 

marketing theory but also provides practical contributions for institution managers in 

designing sustainable, trust-based marketing strategies that meet the needs of the local 

community. 

Based on the overall research results, it can be concluded that the marketing strategy 

of kindergarten educational institutions in Sekardangan Village is formed through a 

combination of a formal approach leveraging local community strength and the 

utilization of micro digital marketing, which is very suitable for the character of the semi-

urban community. Each institution develops relatively similar strategies but places 

different emphasis on flagship programs, social closeness, and the use of simple social 

media such as WhatsApp, Facebook, Instagram, and TikTok. This indicates that these 

institutions have significant strengths in aspects of religiosity, interpersonal 

relationships, affordability, and community support, but at the same time still face 

limitations in digital media management, unstructured strategic planning, and 

increasingly complex competition. Research findings reveal that effective marketing in 

the early childhood education environment does not solely depend on promotion, but 

also on the emotional experiences felt by parents, the quality of teacher relationships, and 

the social trust built consistently. 

Through the synchronization of field findings, this research shows that the 

implementation of appropriate marketing strategies must be carried out through a 

systematic process—starting from the analysis of community needs. This finding also 

emphasizes that the success of early childhood education marketing in Sekardangan does 

not stem solely from theoretical strategies, but rather from the institution's ability to 

adapt to the local social context. Thus, this research not only enriches the literature on 

educational marketing but also provides a practical and applicable strategic model, 

especially for early childhood education institutions with limited resources that wish to 

enhance their image and competitiveness through contextual, inexpensive, and effective 

marketing approaches. 

This research concludes that the success of the kindergarten marketing strategy in 

Sekardangan Village is built through a combination of community support and micro 

digital marketing that is very much in line with the character of the semi-urban 

community. The flagship religious and creative programs, affordable costs, strategic 

location, close communication between teachers and parents, as well as promotion 

through WhatsApp, social media, and word-of-mouth, are the main factors that shape 

the institution's trust and image. Strength in social closeness and religious image can 

drive public interest, although there are still weaknesses in digital management and 
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unstructured strategic planning. This research presents novelty through a contextual, 

inexpensive, and applicable marketing strategy model—community-based marketing 

and micro-digital marketing—that can significantly enhance competitiveness, trust, and 

the number of students in early childhood education institutions with limited resources. 

  

CONCLUSION 

Fundamental Finding : This research concludes that the success of the kindergarten 

marketing strategy in Sekardangan Village is built through a combination of community 

support and micro digital marketing, which is very suitable for the character of the semi-

urban community. The flagship programs of religious and creative nature, affordable 

costs, strategic location, close communication between teachers and parents, as well as 

promotion through WhatsApp, social media, and word-of-mouth are the main factors 

that shape the trust and image of the institution. Implication :  The findings indicate that 

early childhood education institutions, particularly those located in semi-urban areas, 

can strengthen their competitiveness by adopting marketing strategies that integrate 

community engagement and low-cost digital platforms. The combination of socio-

communal relationships and simple digital promotion demonstrates that effective 

educational marketing does not necessarily require high financial investment, but rather 

contextual adaptation and trust-building approaches. Limitation : This research focuses 

specifically on one kindergarten institution in Sekardangan Village, which may limit the 

generalizability of the findings to other geographical or socio-economic contexts. The 

characteristics of the semi-urban community play a significant role in shaping the 

effectiveness of the strategy; different community structures may produce different 

outcomes. Future Research : Future research can examine the applicability of this 

contextual, inexpensive, and community-based digital micro marketing strategy model 

in other regions with different demographic and socio-cultural characteristics. Further 

studies may also explore quantitative measurements of the long-term impact of micro 

digital marketing on institutional sustainability, enrollment growth, and stakeholder 

loyalty in early childhood education institutions. 

 

REFERENCES  

[1] M. D. K. W. M. A. R. Z. H. M. M. Y. Satrio Sudarso1*, “Strategi Pemasaran Digital untuk 

Meningkatkan Citra Sekolah dan Profesionalisme Guru PAUD,” vol. vol 5 no 3, Apr. 2024. 

[2] I. Pratiwi, E. Munastiwi, U. Islam, N. Sunan, and K. Yogjakarta, “2016 Association of 

Indonesian Islamic Early Childhood Education Study Program,” Analisis Strategi 

Management Pemasaran Paud, vol. 5, no. 2, pp. 35–40, Dec. 2020. 

[3] I. Pratiwi, E. Munastiwi, U. Islam, N. Sunan, and K. Yogjakarta, “35-40) © 2016 Association 

of Indonesian Islamic Early Childhood Education Study Program,” Indonesian Journal of 

Islamic Early Childhood Education, vol. 5, no. 2, 2020. 

[4] S. Sman and K. K. Tulungagung, “Strategi Pemasaran Sekolah Dasar Islam Terpadu Nurul 

Fikri Tulungagung Marketing Strategy Integrated Islamic Elementary School Nurul Fikri 

Tulungagung,” Supar JURNAL HUMANITY, pp. 158–170, 2014. 



Educational Marketing Strategies in Kindergarten 

 

 

Academic Journal Research 89 

[5] D. Kepada Fakultas Ekonomi dan Bisnis Untuk Memenuhi Persyaratan Meraih Gelar 

Sarjana Ekonomi, “Analisis Strategi Pemasaran Dalam Meningkatkan Volume Penjualan 

Produk Pada Pt. Proderma Sukses Mandiri SkripsI,” 2018. 

[6] S. E. ,M. M. , Muhammad, CETAK Layout-Strategi Pemasaran-Penamudamedia_removed. 2024. 

[7] S. T. M. M. Arman Syah, Strategi Pemasaran. 2023. [Online]. Available: www.freepik.com 

[8] “Buku-Metode-Penelitian-Kualitatif”. 

[9] F. Syukur, “Model Strategi Pemasaran Jasa Pendidikan Islam pada SD Nasima Semarang,” 

Jurnal SMART (Studi Masyarakat, Religi, dan Tradisi), vol. 7, no. 01, pp. 1–14, Jun. 2021, doi: 

10.18784/smart.v7i01.1084. 

[10] Teodora Krisnawati, “Strategi Pemasaran Produk Jasa Pendidikan” 2017. 

[11] N. Dewi Lashwaty, I. Sholihah Widiati, and S. AMIKOM Surakarta, “Strategi Bauran 

Pemasaran 4p Terhadap Pemilihan Kelompok Bermain/Taman-Kanak-Kanak,” Edisi Juni, 

vol. 15, no. 2, 2023, doi: 10.33747. 

[12] M. B. Miles, • A Michael Huberman, and J. Saldaña, “Qualitative Data Analysis A Methods 

Sourcebook Edition,” 1994. 

[13] M. Dayat, “Strategi_Pemasaran_Dan_Optimalisasi_Baur,” Strategi Pemasaran Dan 

Optimalisasi Bauran Pemasaran Dalam MereBJurnal Mu’allim, vol. 1, no. Strategi Pemasaran 

Dan Optimalisasi Bauran Pemasaran Dalam Merebut Calon Konsumen Jasa Pendidikan, 

Jul. 2019. 

[14] M. Wulandari, Y. Riyanto, and W. Widodo, “Implementation of Digital Marketing Strategy 

in Equivalency Education Program,” Lembaran Ilmu Kependidikan, vol. 53, no. 2, pp. 194–204, 

Sep. 2024, doi: 10.15294/lik.v53i2.15011. 

[15] D. Y. ADILA, H. N. HIDAYATI, R. HASANAH, Y. PANGESTI, and F. ERNAWATI, “school 

marketing strategies in increasing students’ interest in madrasah ibtidaiyah 

muhammadiyah program khusus,” manajerial : Jurnal Inovasi Manajemen dan Supervisi 

Pendidikan, vol. 4, no. 2, pp. 43–51, Dec. 2024, doi: 10.51878/manajerial.v4i2.3656. 

[16] S. N. Endang and H. Sururi, “Educational Marketing Strategies In Integrated Islamic Junior 

High School,” Jurnal Dinamika Manajemen Pendidikan, vol. 1, no. 1, Apr. 2025, doi: 

10.26740/jdmp.v9n1.p54-66. 

[17] A. Alkausar and A. Syahdiah, “education marketing mix strategy in increasing student 

interest,” Jurnal Islamic Education Manajemen, vol. 10, no. 1, pp. 65–75, Jul. 2025, doi: 

10.15575/isema.v10i1.36814. 

[18] H. Harini, D. P. Wahyuningtyas, S. Sutrisno, M. I. Wanof, and A. M. A. Ausat, “Marketing 

Strategy for Early Childhood Education (ECE) Schools in the Digital Age,” Jurnal Obsesi : 

Jurnal Pendidikan Anak Usia Dini, vol. 7, no. 3, pp. 2742–2758, May 2023, doi: 

10.31004/obsesi.v7i3.4454. 

[19] A. Fradito, S. Suti’ah, and M. Muliyadi, “Strategi Pemasaran Pendidikan dalam 

Meningkatkan Citra Sekolah,” Al-Idarah : Jurnal Kependidikan Islam, vol. 10, no. 1, pp. 12–22, 

Jun. 2020, doi: 10.24042/alidarah.v10i1.6203. 

[20] S. Sman and K. K. Tulungagung, “strategi pemasaran sekolah dasar islam terpadu nurul 

fikri tulungagung Marketing Strategy Integrated Islamic Elementary School Nurul Fikri 

Tulungagung,” Supar JURNAL HUMANITY, pp. 158–170, 2014. 

[21] S. Sulistyorini, “Marketing Management of Educational Services in Early Childhood 

Education,” Jurnal Obsesi : Jurnal Pendidikan Anak Usia Dini, vol. 7, no. 2, pp. 1312–1319, Mar. 

2023, doi: 10.31004/obsesi.v7i2.4093. 

[22] S. T. M. Arman Syah, strategi pemasaran. 2023. [Online]. Available: www.freepik.com 



Educational Marketing Strategies in Kindergarten 

 

 

Academic Journal Research 90 

[23] A. L. Sapranto, “strategi pemasaran lembaga pendidikan islam,” strategi pemasaran lembaga 

pendidikan islam, vol. 00, 2022. 

[24] M. Ibnu Sholeh, “Menghadapi Persaingan Sengit Lembaga Pendidikan: Strategi 

Diferensiasi dalam Pemasaran Lembaga Pendidikan Islam di Indonesia,” Jurnal Manajemen 

Pendidikan Islam, vol. 1, no. 3, pp. 192–222, 2020, doi: 10.37348/aksi.v1i3.259. 

[25] N. Najiha and E. Munastiwi, “Strategi Manajemen Pemasaran Lembaga Sekolah dalam 

Menarik Peserta Didik Baru Di TK/KB Tahfidz Qolbun Salim,” Edukatif : Jurnal Ilmu 

Pendidikan, vol. 4, no. 5, pp. 6846–6855, Sep. 2022, doi: 10.31004/edukatif.v4i5.3174. 

[26] Muhammad Arif and Yonas Ferdinand, Strategi Pemasaran. 2024. 

[27] N. H. F. C. M. E. Mahmud MY, “strategi pemasaran jasa pendidikan dalam meningkatkan 

citra sekolah,” : Jurnal Pendidikan Agama Islam, vol. 5, no. Strategi pemasaran jasa 

pendidikan dalam meningkatkan citra sekolah, Jan. 2022. 

[28] H. Harini, D. P. Wahyuningtyas, S. Sutrisno, M. I. Wanof, and A. M. A. Ausat, “Marketing 

Strategy for Early Childhood Education (ECE) Schools in the Digital Age,” Jurnal Obsesi : 

Jurnal Pendidikan Anak Usia Dini, vol. 7, no. 3, pp. 2742–2758, May 2023, doi: 

10.31004/obsesi.v7i3.4454. 

[29] D. Yuni Adila, H. Nur Hidayati, R. Hasanah, A. Pangesti, and F. Ernawati, “school 

marketing strategies in increasing students’ interest in madrasah ibtidaiyah 

muhammadiyah program khusus,” Jun. 2024. [Online]. Available: 

https://jurnalp4i.com/index.php/manajerial 

[30] S. Wahyuningsih et al., “DEDIKASI: Community Service Reports Pelatihan Manajemen 

Pemasaran Lembaga PAUD berbasis Web di TK Surakarta Article History,” 2023. 

 

*Taufik Churrahman (Corresponding Author)  

Universitas Muhammadiyah Sidoarjo, Indonesia 

 

Mochamad Nashrullah 

Universitas Muhammadiyah Sidoarjo, Indonesia 

 


