
 

 

ABSTRAK 

Siska Wiliandini,  Strategi Pemasaran Jasa Pendidikan Sekolah Menengah Atas (Studi Kasus 

di Sekolah Menengah Atas Daarut Tauhiid Boarding School Putra) 

Latar belakang peneliti memilih topik tersebut berdasarkan pada peminat SMA Daarut 

Tauhiid Boarding School Putra tiap tahun cenderung meningkat. Hal ini 

mengindikasikan bahwa SMA DTBS Putra memiliki keunggulan dalam daya saing, maka 

diperlukan desain strategi pemasaran jasa pendidikan untuk memperoleh keunggulan daya 

saing. Hal ini mendorong peneliti untuk melaksanakan penelitian di sekolah tersebut. 

Adapun fokus penelitian ini adalah: 1) Proses perencanaan strategi pemasaran jasa 

pendidikan, 2) implementasi strategi bauran pemasaran (marketing mix) jasa 

pendidikan, 3) evaluasi strategi bauran pemasaran.  
Metode penelitian yang digunakan adalah pendekatan kualitatif metode deskriptif, dengan 

desain penelitian studi kasus. Data diperoleh dengan teknik wawancara, observasi dan 

dokumentasi. Sumber data penelitian meliputi pimpinan sekolah, tenaga kependidikan, siswa 

dan komite.  

Hasil yang diperoleh dari penelitian ini meliputi: 1) Proses perencanaan strategi pemasaran 

jasa pendidikan menunjukkan adanya peran pemasaran yang strategis pada setiap level 

pimpinan di lingkungan pendidikan Daarut Tauhid, yaitu peran pemasaran pada level 

pimpinan korporasi (Direktur Pendidikan DT), pimpinan unit (Kepala Sekolah SMA) 

dan pimpinan operasional (Wakil Kepala Hubungan Masyarakat). 2) Implementasi  

strategi bauran pemasaran jasa pendidikan meliputi upaya menguatkan kepastian dan 

penyesuaian program dalam perubahan permintaan pasar saat ini. Strategi bauran 

pemasaran dirangkum dalam komponen 9P yaitu: produk (product), harga (Price), 

tempat (Place), promosi,  sumber daya insani (Person), sarana fisik (Phisycal 

evidence), proses (Process), protokol nilai (Protocol of value) dan pandemi 

(Pandemic). 3) Evaluasi strategi bauran pemasaran dilakukan dengan mengukur 

keterlaksanaan strategi bauran pemasaran, tingkat minat dan tingkat kepuasan.   
Kesimpulan dari penelitian ini yaitu hendaknya meningkatkan kekuatan sinergis peran 

pemasaran setiap pimpinan saat penyusunan perencanaan strategi. Komponen 9P dalam 

implementasi strategi bauran pemasaran jasa pendidikan sebaiknya ditingkatkan pada 

perbaikan berkelanjutan, dan hendaknya pimpinan meningkatkan kompetensi dalam 

menjalankan fungsi evaluasi strategi melalui keikutsertaan pengembangan dan pelatihan 

secara kelembagaan yang menunjukan ciri khas Daarut Tauhiid.  
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 ملخّص 

دراسة الحالة فى استزاتيجيةّ الخذمة التعلميةّ فى مذرسة الذكىر العاليةّ مه معهذ دار التىحيذ: سسك ولاوذن   

خٍف١خّ اٌجحث فٝ ٘زا اٌّٛضٛع ٘ٝ اٌصؼٛثخ اٌزٟ  دٌذّ ػٍٝ ص٠بدح ػذد اٌطلّّة غ١ش اٌّمج١ٌٛٓ فٝ ِذسعخ اٌزوٛس اٌؼب١ٌخّ 

ّْ ٘زٖ اٌّذسعخ ٌٙب ِض٠خّ فٝ اٌزٕبفغ١خّ ٚ خصبئص فش٠ذح اٌزٟ لا ٠ٍّىٙب .ِٓ ِؼٙذ داس اٌزٛح١ذ ٘زٖ اٌحبٌخ دٌذّ ػٍٝ أ

ّٓ اٌجٙٛد اٌّجزٌٚخ ٌزٛف١ش ػبٌٝ . ٘زا ِٛضٛع اٌجحث ٠زشجّٗ رٛج١ٗ رغ٠ٛك اٌخذِخ اٌزؼ١ّ١ٍخّ اٌزٞ  فٝ غ١ش سثح١خّ.ِٕبفغٛ٘ب ٌى

اٌجٛدح ِٓ أجً اٌحصٛي ػٍٝ ١ِضح فٝ اٌمذسح اٌزٕبفغ١خّ، ٕ٘بن حبجخ إٌٝ ِفَٙٛ اعزشار١ج١خّ رغ٠ٛم١خّ فٝ إداسرٙب، ثٕبء ػٍٝ 

:٘زٖ اٌّشىلّد ٠حذد اٌجبحث رشو١ض اٌجحث ػٍٝ إٌحٛ اٌزبٌّٝ   

رم٠ُٛ  (٣رٕف١ز اعزشار١ج١خّ ِض٠ج رغ٠ٛك اٌخذِخ اٌزؼ١ّ١ٍخّ  (٢ػ١ٍّخّ رخط١ط اعزشار١ج١خّ رغ٠ٛك اٌخذِخ اٌزؼ١ّ١ٍخّ  (١

اٌطش٠مخ اٌّغزؼٍّخ ٟ٘ اٌطش٠مخ اٌٛصف١خّ ِغ اٌطش٠مخ إٌٛػ١خّ ثبعزخذاَ رص١ُّ ثحث دساعخ .اعزشار١ج١خّ اٌّض٠ج اٌزغ٠ٛمٟ

خ ٚ ِٛظفٝ اٌزؼ١ٍُ ٚ اٌطلّة. اٌحبٌخ ِّ .وبٔذ ِصبدس ث١بٔبد اٌجحث ِذ٠ش اٌّذسعخ ٚٔبئت ِذسعخ ػلّلخ اٌؼب  

ػ١ٍّخّ رخط١ط اعزشار١ج١خ رغ٠ٛك اٌخذِخ اٌزؼ١ٍّخ دٌذّ ػٍٝ  (١: إٌزبئج اٌزٟ رُ اٌحصٛي ػ١ٍٙب ِٓ ٘زا اٌجحث رشزًّ ػٍٝ 

وْٛ أدٚاس رغ٠ٛم١خّ اعزشار١ج١خّ ػٍٝ ِغزٜٛ ِٓ ِغز٠ٛبد اٌم١بدح فٝ ث١ئخ رؼ١ٍُ داس اٌزٛح١ذ ٚ ٟ٘ دٚس اٌزغ٠ٛك ػٍٝ 

(ِذ٠ش اٌّذسعخ اٌؼب١ٌخّ )دٚس اٌزغ٠ٛك ػٍٝ ِغزٜٛ لبئذ اٌٛحذح  (ِذ٠ش رشث١خّ ٚ رؼ١ٍُ داس اٌزٛح١ذ  )ِغزٜٛ ل١بدح اٌشّبسوبد   

خ  )ٚ دٚس اٌزغ٠ٛك ػٍٝ ِغزٜٛ اٌم١بدح اٌزشغ١ٍ١خّ  ِّ رٕف١ز اعزشار١ج١خّ اٌّضٞ اٌزغ٠ٛمٝ  (٢ (ٔبئت سئ١ظ ِذسعخ اٌؼلّلخ اٌؼب

ُّ رخ١ٍص رٕف١ز . ٠شزًّ ػٍٝ اٌجٙٛد اٌّجزٌٚخ ٌزؼض٠ض ا١ٌم١ٓ ِٓ رٕف١ز اٌجشٔبِج ٚرؼذ٠ٍٗ ِزطٍجّبد اٌغٛق اٌّزغ١شّح اٌحب١ٌخّ ٠ز

 ْ ّٛ إٌّزج، اٌثّٓ، اٌّىبْ، اٌزش٠ٚج، اٌّٛاسد اٌجشش٠خّ، اٌٛع١ٍخ اٌحغ١ّخّ، ػ١ٍّخّ :  ف، ٚ ٘ٝ ٩اٌّض٠ج اٌزغ٠ٛمٟ فٝ ِى

 ّٟ َّ ثّٕزج . اٌزغ٠ٛمٝرم٠ُٛ اعزشار١ج١خّ اٌّض٠ج  (٣اٌخذِخ، ثشٚرٛوً اٌم١ّخ، اٌٛثبئ ُّ رٌه ػٓ ل١بط ِغزٜٛ الا٘زّبَ اٌؼب ٠ز

 ٠ّىٓ أْ رٛفشّ سضباٌّجزّغ ثبعزخذاَ اٌخذِخ اٌزؼ١ّ١ٍخّ اٌخذِخ اٌزؼ١ّ١ٍخّ ٚل١بط ِذٜ رٕف١ز اعزشار١ج١خّ اٌّض٠ج اٌزغ٠ٛمٝ اٌزٟ

.فٝ ِذسعخ اٌزوٛس اٌؼب١ٌخّ ِٓ ِؼٙذ داس اٌزٛح١ذ  

ّْ إجشاءح إػذاد خطط اعزشار١ج١خّ رغ٠ٛك اٌخذِخ اٌزؼ١ّ١ٍخّ ٠ّىٓ رٛث١مٙب ثذلخّ، ٠جت رؼض٠ض اٌذٚس اٌزغ٠ٛمٝ  ٠مزشف اٌّؤٌفّ أ

ح اٌزبصس٠خّ، ِٚٓ الافضً فٝ رٕف١ز اعزشار١ج١خّ ِض٠ج رغ٠ٛك اٌخذِخ  ّٛ ًّ ِغزٜٛ اٌم١بدح ثح١ث ٠ىْٛ ٌذ٠ٗ اٌّض٠ذ ِٓ اٌم فٝ و

 اٌزؼ١ّ١ٍخّ

 ْ ّٛ  ف إٌٝ ِغزٜٛ اٌزحغ١ٓ اٌّغزّشّ ٌذػُ رحم١ك ٔزبئج الاعزشار١ج١خّ اٌّزجّؼخ ثبلاضبفخ إٌٝ رٌه، ٠جت ٩أْ رفضًّ رشل١خّ ِى

رحغ١ٓ اٌّٙبساح ٚاٌىفبءاح ف١ّب ٠زؼٍكّ ثّشاحً أٔشطخ رم٠ُٛ الاعزشار١ج١خّ ِٓ خلّي اٌّشبسوخ فٝ اٌزط٠ٛش اٌّؤعّغٝ 

.ٚاٌزذس٠ت اٌزٜ ٠ظٙش خصبئص داس اٌزٛح١ذ  
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ABSTRACT 

Siska Wiliandini,  Educational Marketing Services Strategy in Senior High School.(Case 

Study in Daarut Tauhiid Boarding School Putra Senior High School) 

The researcher's background in choosing this title is based on the problems that indicate that 

The number of students who are not accepted in SMA Daarut Tauhiid Boarding 

School Putra tends to increase every year. In other words, interest in education 

services continues to increase every year. This indicates that SMA DTBS Putra has 

an advantage in competitiveness, which is something unique that is not owned or not 

owned by its competitors. This research topic also departs from the orientation of the 

non-profit educational services marketingThis means that the intended competitive 

advantage is not to seek profit, but an effort to organize quality-oriented education. In order 

to gain an advantage in competitiveness, a good marketing strategy concept is needed in its 

management. 

Based on these problems, the researcher determines the focus of the study as follows: 1) The 

planning process of education service marketing strategies, 2) implementation of the 

marketing mix marketing strategy, 3) evaluation of the marketing mix strategy. The research 

method used is a descriptive method with a qualitative approach using a case study research 

design. Sources of research data are school principals, deputy head of public relations 

schools, educational staff and students. 

The results obtained from this study include: 1) The process of planning a marketing strategy 

for educational services shows that there is a strategic marketing role at each level of 

leadership in the Daarut Tauhid education environment, namely the role of marketing at the 

level of corporate leadership (Director of Education at DT), the role of marketing at the 

leadership level unit (Principal SMA) and the role of marketing at the level of operational 

leadership (Deputy Head of Public Relations). 2) the implementation of a marketing mix 

strategy for educational services which includes strengthening the certainty of program 

implementation and adjustment in changing current market demands. The implementation of 

the marketing mix is summarized in the 9P components, including: product, price, place, 

promotion, human resources (person), physical facilities (physical evidence), service process 

(process), value protocol ( Protocol of value) and pandemic (Pandemic). 3) evaluation of the 

marketing mix strategy is carried out by measuring the level of public interest in educational 

service products and measuring the extent to which the marketing mix strategy is 

implemented which can provide satisfaction to the community using education services at 

SMA Daarut Tauhiid Boarding School Putra. 
The author suggests that the procedures for preparing an education service marketing strategy 

plan can be neatly documented. The marketing role at every level of leadership should be 

strengthened, so that it has more synergistic power. In implementing the marketing mix of 

marketing services, the 9P component should be increased to the level of continuous 

improvement in order to support the achievement of the results of the strategies used. In 

addition, it should improve skills and competencies regarding the stages of strategy 

evaluation activities through participation in institutional development and training that 

shows the characteristics of Daarut Tauhiid. 
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