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INTRODUCTION 

Colleges their competition are currently experiencing competition that is 

so diverse. Variety of ways should be pursued to get students. Along with 
the large number of admissions programs at State Universities (PTN), 

then the chance of prospective students for admissing to State 
Universities are widely open. As a result,  the Private Colleges (PTS) must 

perform a variety of ways to be able to show their interesting image. 
Promotion is one of the things that must be accomplished, but the 

patterns and forms of promotion in reality is very competitive, so it needs 
a good marketing communication model through investigation of the 

conditions and the situation of the Private College.  

Marketing communication is look like  offering  products  in the form of 

Private Universities to buyers (candidate of students). Facilities and 
infrastructure are required effectively so that the information about  the 

presence of a product can be up to the public or the consumer. Efforts to 
introduce products to the the consumers are the beginning of promotional 

activities (Irawan, 2003:37). Promotion is an activity that is intended to 
influence consumers so that they can become familiar with the products 

offered by the company to them, and then they become happy and buy 
the product (Gitosudarmo, 2000:237). 

The new Private University  requires a special energy to raise its image 
and boost the earnings of students. So that the concept of promotion is 

supposed to be thought and packed in a model to be applied in the future. 

The research was based on the real issues occurred in Jombang as a 

Santri City where the Students prefer to go on to Common Colleges 
(Universities) than Islam Based Colleges (Universities). The purpose of 

this study was to evaluate, formulate the marketing model, and achieve 

them. With respect to the making of the marketing model, the researchers 
used Borg and Gall (1979) Research and Development (R&D) method. A 

few things to be answered in this study is 1) evaluation and inventory of 
the weakness of the College, 2) constructing model of marketing 

communications to improve the weaknesses of marketing model has been 
existed. 



1st International Conference on Islamic Civilization ans Society (ICICS) 
ISSN : 2597 - 9177 

2017 

 

120 
 

Jombang is located on the transit area, in the midst of some big cities, 
which are full of  big State and Private Universities such as Surabaya and 

Malang are an area that requires special effort to acquire students. There 

are about 14 to 15 Private Universities (Colleges) that are striving to keep 
the acquisition of students, because as Private University  only  has  the 

capital from the acquisition of students to survive. 

University of K.H. Wahab Hasbullah (UNWAHA) is a new Private 
University,  born in 2009 with five faculties; 1) Faculty of Islamic Studies, 

2) Faculty of Information Technology, 3) Faculty of Agriculture, 4) Faculty 
of Education), and 5) Faculty of Economics. This University is also 

struggling very hard to improve the student gains. But it still has not 
found a startegic formula to enhance it. . 

Based on these issues, this research aims to develop a model of 
marketing communications (promotion), which  is appropriate for the 

private Colleges or Universities in a small city like Jombang. University of 
K.H. Wahab Hasbullah (UNWAHA) will be used as a modeling object so 

later if it can be used comprehensively will be used in another Private 
Colleges or Universities.  

RESEARCH METHOD 

This research aims to develop a marketing model  for local State 
University, which is very specific, comprehensive with the social and 

cultural condition of prospective students. Therefore there are several 
stages of principal in carrying out this research, namely; formulating 

(developing)  models, implicating models, and testing the effectiveness of 
the model. Research on the properties of developing studies such as these 

are more commonly referred to as research and development. Sugiyono 
(2009:407) argues that, methods of research and development is a 

research method that is used to produce a particular product, and testing 

the product effectiveness. Those three processes is generally referred to 
as basic research-action research-applied research. 

 
Some Steps of R&D 

Borg & Gall (1983:775) developed the 10 stages in developing the model, 

namely: 

1) Research and information collecting, are included the study of the 

literature relating to the matter is examined, the measurement 
needs, research on a small scale, and preparations to formulate the 

framework of research; 2) Planning, including in this step is drawing 
up a plan of research which includes formulating skills and expertise 

related to the problem, determine the objectives to be accomplished 
at each stage, design or research steps and if possible/necessary 
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carry out feasibility studies to a limited extent. 3) Develop a 
preliminary form of product, i.e. developing forms the beginning of 

the product to be produced. This step is including the preparation of 

components, preparing manual guideline, and conducting evaluation 
of supporting tools feasibility. 4) Preliminary field testing, namely 

conducting tests early in a limited scale, involving some field 
research, 5) Main product revision, making improvements against 

the initial products produced on the basis of the results of the initial 
test. This fix is very likely to be done more than once, according to 

the results shown in the limited tests, thus obtained a draft of the 
product (model) is the main ready tested more widely. 6) Main the 

field testing, usually called a major trial involving the wider 
audiences, namely 5 to 15 schools, with a total of 30 subjects with 

up to 100 people. Data collection is carried out quantitatively, 
primarily done on performance before and after the application of the 

tests. The results obtained from this test in the form of evaluation 
towards the achievement of the results of the tests (design model) 

are compared with the control group. Thus in general this step using 

design research the experiment; 7) Operational product revision, 
namely make improvements/refinements against broader trial 

results, so the product is already developed operational model design 
ready validated.  8) The Operational field testing, i.e., testing a 

validation step towards operational models that have been produced. 
9) Final product revision, i.e., make improvements of late against the 

model developed in order to produce the final product (final); 10). 
Dissemination and implementation, i.e. step disseminating the 

product/model developed to the audience/public, especially in the 
arena of education.  

 
This research is focused only on phase one, two and three.Those phases 

mean; 1) collecting information about the different pattern of promotion 
has been done in Unwaha, 2) Planning a promotional patterns based on 

the needs that have been observed in the first phase, 3) Developing 

patterns in the form of promotional models as a follow-up to the second 
phase. 

RESEARCH FINDING 

Research findings based on the top three research questions, namely; 1) 
search information with regard to the pattern of promotion is done by the 

UNWAHA, 2) Planning promotional patterns based on the needs of the 
observations, 3) devise specific promotion pattern model for Islamic-

based University. 
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Observations 

Some of the findings resulting from the process of observation and 

information retrieval search pattern with regard to promotion at UNWAHA 
include; 

1.) and socioeconomic-based in 2009, Unwaha has the strategic 

local potential, it's just optimizing the potential has not yet been 
done to its full potential. Some of the local potential which 

became a power are; a. Unwaha was in the neighborhood and 

the University stand as a University of Pesantren, b. Unwaha 
have a local Islamic imagery that could be the appeal of a 

candidate from the Islamist basesas the University began the 
management of local cultures, c. the salafi education Image still 

attached to make Unwaha still great demand of the students 
from among the grassroots. While its weakness is a teaching 

resources) need to be reinforced by the teacher who can set 
students, although they have General expertice (to strengthen 

the Image Base of Santri), b) courage to enter markets outside 
the region need to be intensified, especially areas based on 

salafiah education, c) physical image of either the image of riel 
and social media presence needed to be  strengthenedwith more 

communicative ways. 
2.) Planning patterns of promotion, essentially based upon the needs 

and target of University paraments. Based on the observation 

that has been observed, there are some planning should be done 
by the University they are: a. formation of the image of the 

market, looking for a base specification of market. Example; If 
Unwaha wants to strengthen itself as a University of Santri, then 

it should start from the physical image (uniform building, Alma 
Mater, curriculum, and student specific extra activities), b. 

Reinforcement of teaching resources, that to strengthen the 
bureaucracy, loyalty and unity of University management, then 

lecturers should at least have the same understanding about the 
purpose of the University was founded. It becomes a crucial 

issue to avoid discrepancies of ideological processes of learning 
in the future, c. planning with regard to the physical image 

require a relatively long time. It is based on the financial 
condition of the University, as well as relationships and partners 

or funders. Despite that, there should still be a planning about 

the shape of the physical management of the University. Physical 
management at this time there are two directions, namely; the 

building's physical form and physical form on riel's social media. 
Two of these became the benchmark the success of a University. 

3.) Preparation of Marketing Model Islamic-based in University K.H. 
A. Wahab Hasbullah constructed based on studies that have 
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been done on points one and two, which is spelled out in the 
form of a blue print or a scheme of promotion measures.  

Islamic-Based College Marketing, (e.g. Unwaha). 

 
Figure 1: Isamic-Based College Marketing Model 

 

Marketing model of Islamic-based college with a case study in Unwaha 
preceded by a stage, i.e. Directing Ideological Determinatioon of 

Institution; a stage where a college institution should determine the 
ideological identity of the institution. Unwaha (University of K.H. A. Wahab 

Hasbullah) with the name of the identity name denotes an ideological 
identity, i.e. the University was born from the womb of character of NU 

(Nahdlotul Ulama), the largest Islamic organization in Indonesia. 
Ideological identity is important to maintain the values of learning that will 

be transmitted to the students. 

The next step is the Classification of Martket Share, namely reviewing and 

considering the market which will serve as the institution target. Because 
not all isntitution‘s goals is to get money as much as possible, but many 

institutions have the aim to evoke the life economical wellfare for their 
grassroots community. One of the purpose of Unwaha is to arouse and 

give the knowledges grassroots society of Nahdlotul Ulama (NU), hence 
the pattern of its managerial is different, in the sense that Unwaha should 

consider a few things, namely; 1) Socioeconomy, State of the economy of 
the community to which it was a candidate. This means that the pattern of 

payments done as flexible as possible to bridge the student's ability in 
performing the Administrative Affairs. 2) Spesification, meaning to their 

rake off the market, the College must demonstrate the peculiarities or 

characteristics both physically and visually in social media. 3) Facilities 
management, facilities is always a question of the College's new stand, 4) 

Figure of teacher, meaning that a teacher at the College at least had with 
the ideology that carried by institution. 

The third step, that of Strengthening Attracttiveness for Candidates the 

Students; in terms of institutions should strengthen the selfappeal by 
steppin some elements; 1) Physical image, portrayal of the campus is 

physically attractive, 2) The mass of ideological, strength-based Islamic 
College in Jombang has mass ideological, namely Santri. This means that 

the College needs to deliver a discourse for Santri to continued their study 

to University which has the same idelogical perpectives. 3) Determinig the 
uniqueness, uniqueness of the institution both seen from the learning 
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process, values that are taught, as well as physical characteristics is very 
necessary to strengthen identity. 4) Price competition, certainly because 

of Unwaha targeting among grass-roots candidate of students then the 

price competition conducted is very flexible price competition. 

The last step is the Market's Specs or specifying the market, which is 
looking for a market that rarely targeted by-among other Islamic-based 

colleges. Some of its elements which  should be understood include; local 
believes, local character, local finance, and local goals 

CONCLUSION 

Non State colleges has its own ways in obtaining prospective students. 

Therefore each College can construct marketing model with different 
reasoning. If studying colleges such as Unwaha, then it can be formulated 

a model marketing in the shape of Marketing Model-based Islam with 

some considerations that need to be examined and applied them; 
Directing Ideological Determinatioon of Institution, Classification of 

Martket Share, Strengthening Attracttiveness for Candidates the Students, 
and the Market's Specs. 
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