
International Journal of Social Science And Human Research 

ISSN (print): 2644-0679, ISSN (online): 2644-0695 

Volume 06 Issue 10 October 2023 

DOI: 10.47191/ijsshr/v6-i10-58, Impact factor- 6.686 

Page No: 6211-6217 

IJSSHR,Volume 06 Issue 10 October 2023                        www.ijsshr.in                                                          Page 6211  

Management of Private School Social Marketing Strategies in 

Maintaining the Target Adopters Obtained 
 

Rismita
1
, Istaryatiningtias

2
 

1,2
Universitas Muhammadiyah Prof. DR. HAMKA & Jakarta, Indonesia 

 

 

ABSTRACT: The private school social marketing strategy is used to overcome the problem of student transfer after acceptance 

of target adopters obtained to public schools. The research objective is to analyze social marketing management strategies us ing 

SWOT analysis based on the seven components of social marketing theory. The research method uses descriptive qualitative, the 

data collection process is observation, interviews with principal informants, vice principals, teachers, documentation in the form 

of reports and extracurricular activities that are broadcast on social media, with inductive data analysis and researchers ma ke 

interpretations of the meaning or interpretation of the data. The data analysis technique used is data reduction, data presentation, 

and conclusion drawing and data verification. The results showed that there was a transfer of students with reasons from the students' 

parents, namely public schools did not charge fees or were free, factors of family support that were less supporti ve, and social 

factors. Overcoming this transfer, the school initiated extracurricular programs and promoted the excellence of Muhammadiyah 

schools in social services and character education. 
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I. INTRODUCTION  

A private school is a forum that is formed and managed by an organization or foundation that is not a government agency to organize 

education commensurate with the level of education established by the government, called public schools, at every level of 

education, starting from elementary school to higher education. Private schools participate in assisting the government in providing 

educational services to achieve national education goals and overcome the capacity of students with limited student acceptance 

according to the number that has been set at each public school. So that the presence of private schools will be a n added value to 

its existence. The role of the community apart from creating an atmosphere that can support national education, is participating in 

organizing non-government (private) education, assisting in the procurement of personnel, costs, facilities and infrastructure [1]. 

The community's response to quality schools has gained high trust in schools in achieving educational strategies to provide 

the best educational services for students in producing students who are superior and have character. To gain this trust, private 

schools develop creative and innovative ideas in facing competition with p ublic schools and school management explains to 

prospective parents about the advantages of schools and utilizes social media in promoting school branding about the advantages of 

private schools [2]. 

Private schools as education providers in carrying out each semester program and annual academic learning program are 

faced with various problems that come from external factors consisting of: (1) the social environment (school environment, fa mily 

environment, and community environment, (2) government policies in education , and other external factors, while the internal  

factors consist of: (1) curriculum, (2) teachers, (3) students, etc. Based on previous research, that the problem of external and internal 

factors is the influence of strategic management on education system [3]. Furthermore, Amoli said that management and strategic 

planning determine the direction of education in developing success in schools. In designing strategic management, schools use 

SWOT analysis [4]. The school system's effort to overcome the problem is to implement a social marketing 

management strategy with various threats, obstacles or obstacles encountered. SMP Muhammadiyah 27 Central Jakarta, has 

problems in managing the school's strategy seen from external factors. These obstacles include obtaining new students every 

academic year who compete with other private schools and state schools in the same environment, this statement is evidenced b y 

Indraswari's opinion that "the high level of community enthusiasm in PPDB (Acceptance of New Students) ) to obtain education in 

public schools” [5]. 

SMP Muhammadiyah 27 Central Jakarta as a private school in accepting new students every new school year finds it difficult 

to achieve targets. Achieving the target adopter number of students is carried out in various ways that are implemented by schools 

with promotions and other social (social marketing) activities in facing competition with pr ivate and public schools that are in the 
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same area. There are 13 private junior high schools in Central Jakarta and 9 public junior high schools. The data above shows that 

the number of private schools is greater than the number of public schools and is evidenced by data on the number of students 

enrolled in SMP Muhammadiyah 27 Central Jakarta, namely students in class VII as many as 78 students, class VIII as many as 100 

students, and class IX as many as 80 students. In obtaining that many students, Muhammadiyah 27 Middle School had difficulty 

finding students, as a result of the zoning policy issued by the government and public junior high schools in Harapan Mulya, 

Kemayoran sub-district, Central Jakarta, there were two public schools (and one private school, namely the school under study). ), 

with the zoning policy, students are dominantly interested in public schools rather than private ones according to the number of 

quotas set, after the registration period is closed it is customary every year that students who are not accommodated in public schools 

will look for private schools and for private schools the number of new student admissions is a measure of income earned for the 

continuity of education used for school operations [6]. Comparison of data in general regarding the number of junior high schools 

in Indonesia is as many as 41,986 school units consisting of 56.83% public junior high schools, 19,150 madrasah tsanawiyah school 

units, and 92.03% private schools [7]. 

The next data which is a threat and obstacle at SMP Muhammadiyah 27 Jakarta as conveyed by the Principal is that there is 

a transfer of students to public schools. This move was due to information from the education office in the local area that public 

schools provided quotas of empty seats to accept transfer students [8]. This case requires a thorough understanding of competitors 

by implementing social marketing effectively that can hinder the efficacy of interventions [9], and another cause is the reason from 

the parents of students who say public schools are free of all fees (free) and the facilities are complete, resulting in a reduction in 

the number of students in private schools, this results in the disappointment of private schools with public schools. Another inhibiting 

factor is that there are students who lack enthusiasm for school caused by family factors (the environment around the house is not 

supportive, lack of motivation from parents and there are broken homes in families and parents who ar e economically 

disadvantaged). Factors from the school environment internally produce students who are superior, Islamic, and have character 

which are the strengths of the school itself in accordance with the school's vision, while the social change factor that is a problem 

is how an individual student gets along with his environment which influences changes in his behavior towards every action taken. 

Because social interaction occurs every day both inside and outside of school. As a result, educational decisions may overemphasize 

the value of immediate social satisfaction relative to more deliberate considerations of long-term consequences [10]. Social change 

in school organizations is needed to regulate the education quality management system [11], and generate synergies in overcoming 

the linkages between sustainability, society and the environment because education can change behavior patterns to develop 

awareness of the sustainability of educational practices in all aspects of human life [12] by realizing social marketing strategies in 

schools. 

Social marketing is the same as commercial marketing, but what distinguishes it is the way of adopting and analyzing and 

evaluating activities based on the object being marketed, which is not in the form of goods but in the form of social messages 

oriented to the interests of the community which are useful for changing the habits of the group. certain social. Social marketing is 

synonymous with social campaigns, the form of social campaigns can be in the form of actions that aim to gain support from the 

community in carrying out social change [13]. Basically social marketing applies the principles of commercial marketing in 

achieving a planned change strategy [14]. Social marketing is actually an intervention obtained from a behavior change 

paradigm such as: advertising, education or public health [15]. According to Andreasen, "profit and social marketing does not consist 

in the small application of commercial concepts and tools, but rather the most complex cases" [16], even though social marketing 

has been implemented decades ago. The balance between commercial marketing and social marketing is still not considered in 

marketing education, due to commercial marketing which is the most dominant teaching focus [17]. Social marketing research does 

not only focus on individuals (on a micro basis), but also on the surrounding system. This requires ongoing policy development to 

address unidentified problems [18]. Overcoming the problems that become obstacles or obstacles in organizing education in private 

schools described above, research is needed on the management of private school social marketing strategies in maintaining the 

target adopters obtained. Because social marketing is important to discuss which is useful for assisting school organizational policies 

in considering the implications of moving schools [19]. 

 

METHOD 

The concept of the research method used is a qualitative method with a descriptive approach based on the phenomenological nature 

that occurs by exploring and understanding the meaning and object under study from social problems 

[20] regarding the transfer of students who have registered at Muhammadiyah 27 Middle School Jakarta to State Junior High 

Schools through the implementation of a social marketing strategy at Muhammadiyah 27 Middle School Jakarta. The aims of this 

study were (1) to explain the management strategy using social marketing at SMP Muhammadiyah 27 Central Jakarta, and (2) to 

analyze the educational management process at SMP Muhammadiyah 27 Central Jakarta. The two research objectives above were 

analyzed using social marketing theory based on the seven components of social marketing, including: (1) behavior change: used 

for designing and evaluating, (2) audience research: assessing the needs of the target group, testing program materials and i deas , 

and monitor ongoing program implementation, (3) segmentation: target audiences are carefully recommended to ensure maximum 
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efficiency and effectiveness in the use of scarce resources, (4) exchanges: create interesting and motivating exchanges with target 

audiences, (5) marketing mix: using the 4P (price, product, place, promotion), (6) competition: attention is paid to the competition 

faced by the desired behavior in planning and executing, and (7) theory: behavioral theory serves as a valuable framework for the 

design and evaluation of social marketing interventions [15]. And three key components of relationship quality: relationship 

satisfaction, trust, and commitment [21]. The process of collecting research data is participatory observation, involving questions 

(interviews) regarding phenomena that occur based on data collection procedures to informants (principals, vice principals, 

teachers), data documentation in the form of reports (text) and school extracurricular activities that are broadcast on social media, 

with inductive data analysis (from specific themes to general themes), and researchers make interpretations of the meaning or 

interpretation of the data. The data analysis technique used is data reduction, data presentation, and conclusion drawing and data 

verification [22]. 

 

RESULTS AND DISCUSSION 

Result 

The results of research regarding: social marketing management strategies at SMP Muhammadiyah 27 Central Jakarta in 

maintaining target adopters using SWOT analysis have been obtained as shown in table 1 below: 

 

Table 1. SWOT Analysis 
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Table 2. School Education Management Process 

Management Function Educational Management Process 

Planning In organizing educational planning in schools quite regularly based on school programs 

(per 

semester and per academic year) 

Organizing The organizational system is structured based on the determination of branch managers and 

branch 

managers of the Muhammadiyah organization in accordance with the management period which 

refers to the provisions of the basic and secondary education councils of the central leadership of 

Muhammadiyah [23] 

Actuating It is carried out by Muhammadiyah branch leaders, administrators, and school principals 

Controlling Supervision from the education office which is carried out periodically by providing information 

to 

schools and supervisors also from PDM (Muhammadiyah Regional Leaders) 

 

DISCUSSION 

Based on the results of the research described above, the discussion of strategic management uses the SWOT analysis approach 

(Strength, Weakness, Opportunities, and Threats), strategic management is a series of decisions from the managerial policies of an 

organization (school) in helping school organizations achieve success in a dynamic environment and complex [24], and the use of 

strategic management can increase the efficiency of institutions (schools) by playing an effective role in achieving success [3]. 

Management of private school social marketing strategies in maintaining target adopters obtained in describing the SWOT analysis 

using the seven components of social marketing [15]. 

First, behavior change: used to design and evaluate interventions. In designing and evaluating interventions in the first 

component found in the SWOT analysis, namely weaknesses (weaknesses) including: "The difficulty of observing social products 

that are often used by students is related to changes in individual behavior". This weakness factor does not mean that there is a 

change in the negative behavior of students, but how to see further developments from changing student behavior with the social 

products being campaigned. Explanation of the results of research on internal environmental factors based on an analysis of school 

weaknesses is that social products made by schools in the form of character messages campaigned through social marketing on 

social media can provide benefits for students and other school members. However, the effect of the school's soc ial campaign on 

school-owned social media has not been fully utilized by students which can be proven from the level of followers and subscriber 

levels in accessing various information, so that teachers find it difficult to observe the development of changes in students' behavior. 

teachers at school are always actively monitoring student activities, for example by increasing the frequency of extracurricular 

activities in exploring the talents and interests of students by using a performance management system that drives social change 

[12]. At present, in the use of social media for young people of junior high school age, most are more interested in social media 

such as online game media. Related research says that the current millennial generation really likes online game media [25]. 

Overcoming this problem, teachers should be more intensive in holding extracurricular activities by exploring the potential of 

students and approaching parents in overcoming addiction to online games [26]. Other research says that the teacher has a role as a 

motivator in monitoring the attitudes and behavior of students and implementing various nationalistic characters [27]. Second, 

audience research. Includes: (1) assessing the needs of the target group, (2) testing program materials and ideas, and 

(3) monitoring ongoing program implementation. Based on the results of testimonies to parents of students regarding the three 

indicators of audience research above, it is stated that sending their children to Muhammadiyah 27 Jakarta junior high school is in 

accordance with the expectations of parents which results in their children being smart, more pious in carrying out their wor ship, 

and more respectful of parents. The results of this study illustrate that parents have confidence in SMP Muhammadiyah 27 Jakarta 

which can produce their children to be smart in accordance with the school's vision of "Excellent, Islamic and Characteristic", and 

the school also implements a curriculum that is equivalent to public schools and an additional curriculum (religious curriculum). 

Which is a strength factor in a SWOT analysis. Related research says that marketing and management of school social media is a 

vital factor in the management of digital marketing strategies [28]. Maintaining this strength, schools continuously and continuously 

carry out social marketing processes with marketing research on produc ts produced by schools regarding parents' understanding of 

their attractiveness through mass and special communication in reaching the target adopters obtained [29]. 

Third, target audience segmentation. Based on the phenomenon of problems at school, namely the cause of the transfer of 

students to public schools with the following reasons: (1) the cost factor, parents say that public schools do not incur costs or are 

free, (2) family factors, there are parents of students who broken home, causing students to not be enthusiastic about going to school, 

and (3) the channeling factor of students' talents and interests. Of the three factors above, schools must be able to maintain target 

adopters obtained by segmenting the target audience by grouping students. Target audience segmentation for students who object 

to the costs incurred for tuition fees and others, schools provide scholarships for students who excel so that it will ease the burden 

on parents and students also receive financial assistance from the government, namely KJP (Jakarta Smart Card), where students 
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who If you get this KJP, the administration of the requirements is taken care of by the school administration, because KJP is 

assistance in financing all needs related to education for poor people who are in the DKI Jakarta area [30]. Segmenting the target 

audience on family factors, addressing this with direction from the role of the school guidance and counseling teacher in order to be 

able to solve problems or find solutions so that they can result in making decisions. Related research says that the role of the guidance 

and counseling teacher can be overcome with a personal counseling guidance program that can increase students' learning success 

at school [31], and counseling guidance teachers also provide services in the form of coaching to parents of students with problems, 

because parental advice to their children is also important in determining cognitive and non-cognitive knowledge in achieving 

education [10]. The third target segmentation is the talent and interest factor, to avoid the transfer of students to state schools is to 

promote school extracurricular activities as an effort for schools and parents to explore students' creativity and innovative levels so 

they can develop and channel students' talents and interests [32]. Related research says that, interest is a driving force in influencing 

students to gain achievement [33]. This third component can complete a SWOT analysis on external environmental factors for threat 

elements. Schools to overcome this threat factor with various negative perceptions from society, schools carry out macro social 

marketing through systemic changes by making instituti onal concepts that contribute to society [34], and promoting that the 

excellence of Muhammadiyah schools is in the field of social services and prioritizing character education [35]. 

Fourth, creating interesting and motivating exchanges with target audiences. With the acquisition of student achievements 

both academically and non-academically, namely winning in religious activity competitions and participating in batik dance 

performances in the "Gebyar Musyida PDM Central Jakarta" event, creating interesting exchanges and motivating students through 

the implementation of social marketing campaigns with develop skills [36]. SMP Muhammadiyah 27 Jakarta is a school that 

emphasizes religious activities, which is called a religious school, namely a school that is the main attraction of branding religious 

values with an identity that is known to the public because this is important for private schools [37]. Through school branding that 

is known by the community, it becomes an opportunity (result of the SWOT analysis of elements of opportunity) for schools to 

compete with public schools. Fifth, the marketing mix: use the 4P (Price, Product, Place, Promotion). The management of the social 

marketing strategy of Muhammadiyah 27 Middle School Jakarta in analyzing the marketing mix with the Price element is 

emphasizing payment of tuition fees, because this school is a private school, all operational activities generally come from student 

tuition fees, so any expenditure of funds for school needs needs to be minimized using economic principles . In terms of place, for 

example, when students take part in training in futsal, robotics and other activities, they are looking for a place that is comfortable 

and easy to reach. Product, schools create social products that are beneficial to students and can be applied in the future. Social 

marketing practices in the form of products or goods are for publication or distribution not for commercial purposes [38]. The next 

element of the mix is promotion, by communicating, promoting and campaigning through school-owned social media which 

contains messages about school excellence that focuses on religion, this is in line with the opinion of related research which says 

that the characteristics of religious schools require branding strategies to communica te different programs from similar schools [39]. 

Sixth, competition: in planning and implementation. Facing competition between private schools and public schools in 

obtaining and retaining students who have been accepted and declared enrolled as students in private schools is like research 

conducted by Raciti, namely creating typological characteristics of competition that are relevant to social marketing interve ntions 

regarding ease of use (process learning), institutions, and the ability to generalize towards the domain of social causes as a whole 

[40]. In making interventions, schools make or design a plan. Schools in planning are quite organized based on semester programs 

and annual programs (results of planning management process analysis). The program includes a curriculum development strategy 

that is implemented for one semester based on directions from the school principal, Muhammadiyah branch leaders, and the loca l 

regional education office (SWOT analysis of strengths and opportunities). This can create competition with public schools with the 

planning and implementation of teaching and learning processes in schools to be effective. The ultimate goal of educational planning 

is to improve school quality, competitiveness for graduate outcomes which contain indications of intelligence competence, skills 

(creativity), and social competence [41], and schools for future planning to integrate the marketing education curriculum through 

social media by equipping students to be able to change according to the new content and skills needed [42]. 

The seventh final component, behavioral theory. This component serves as a valuable framework for the design and 

evaluation of social marketing interventions. In designing schools, the value of high competitiveness for private schools (SMP 

Muhammadiyah 27 Jakarta) is by modifying behavioral theory which describes a form of knowledge transfer in new insights that 

makes competitive advantages difficult for other schools to emulate by means of schools (educational providers) continuing to 

explore the uniqueness and school excellence so that users of education services (students) feel interested in attending S MP 

Muhammadiyah 27 Jakarta, and avoid moving to public schools even though there is a threat that there are still empty seat quo tas. 

To overcome this threat, schools highlight the advantages that have been achieved as the application of social marketing theory and 

practice in the future and carry out social market changes by focusing on strategic intangible aspects of social offerings that contain 

interactions and value creation processes in social marketing systems to facilitating collaboration and interac tion across target 

adopters that have been obtained [43]. Another related opinion states "social marketing is a behavior change approach by promoting 

every real activity that is spread to certain segments" [44]. Another advantage of social marketing practices for students is developing 

a professional identity and developing communication skills [45]. 
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CONCLUSIONS AND SUGGESTIONS 

Implement social marketing strategy management in private schools by maintaining the number of students obtained by using an 

approach that is building community trust through conformity to environmental demands that refer to the strengt hs of schools that 

produce graduates with character, explore and promote non-cognitive (extracurricular) activities that aim to encourage students in 

developing talents and interests, as well as making it possible to maintain the existence of school str engths in the field of social 

services aimed at the community, as well as conducting social marketing interventions and generalizing the domain of social causes 

that influence school effectiveness. 
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