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ABSTRAK

Irwan Kelana, S.Pd. 2025. Manajemen Humas dalam Mengoptimalkan Minat
Calon Peserta Didik Baru (Studi Kasus di MIS Sa’adatul Ittihadiyah Pulau Temiang).
Tesis. Jurusan Manajemen Pendidikan Islam, Universitas Abdul Chalim Mojokerto.
Pembimbing: Dr. Rahmat, M.Pd.I
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Manajemen humas dan citra sekolah, memperlihatkan betapa eratnya peranan
humas terhadap minat orang tua. Maka PPDB sejatinya bukan sekadar administrasi
teknis, melainkan instrumen guna menakar kualitas input pendidikan. Input yang
unggul akan berimplikasi pada peningkatan proses belajar-mengajar sekaligus reputasi
sekolah. Oleh karena itu, keterjalinan relasi yang sinergis serta kolaborasi yang
harmonis antara pihak madrasah dengan masyarakat menjadi syarat esensial guna
membangun kepercayaan publik sekaligus menumbuhkan minat wali murid untuk
menitipkan pendidikan di lembaga.

Pelaksanaan strategi Humas di MIS Sa’adatul Ittihadiyah untuk menarik calon
siswa baru dilaksanakan dalam dua fase: a) Fase di Luar Masa PPDB (Awal Semester
Ganjil): Kegiatan berfokus pada soft marketing dengan menampilkan praktik ibadah
dan penyelenggaraan jenazah secara rutin, serta memublikasikan berbagai aktivitas
madrasah melalui Instagram dan WhatsApp secara intensif dengan frekuensi dua
unggahan per minggu. b) Fase Pada Masa PPDB (Awal Semester Genap): Kegiatan
bersifat lebih langsung, meliputi pemasangan spanduk di lokasi strategis (jalan raya,
depan madrasah, dan pasar), penyebaran brosur secara daring dan luring, serta
sosialisasi langsung ke TK/RA di sekitar Pulau Temiang bahkan hingga ke desa
tetangga. Strategi kunci lainnya adalah memanfaatkan word-of-mouth (dari mulut ke
mulut), program silaturahmi, dan membina hubungan yang erat dengan pihak TK/RA.

Temuan penelitian memperlihatkan bahwa tahap perencanaan humas di MIS
Sa’adatul Ittihadiyah Pulau Temiang meliputi promosi di luar PPDB berupa drumband
keliling serta publikasi kegiatan madrasah melalui media sosial, sedangkan pada masa
PPDB mencakup pembentukan panitia, pemetaan sasaran, pemasangan
spanduk/banner, penyebaran brosur, milad, kegiatan sosialisasi, dan penyusunan
anggaran. Pada tahap implementasi, promosi bukan saat PPDB diwujudkan dengan
pertunjukan drumband keliling dan publikasi intensif di WhatsApp serta Instagram
dengan dua unggahan mingguan. Adapun promosi saat PPDB dilaksanakan dengan
pemasangan banner di titik strategis, distribusi brosur baik secara daring maupun
luring, penyelenggaraan milad dengan lomba mewarnai serta hafalan bagi anak
TK/RA, hingga sosialisasi langsung ke TK/RA Kelurahan Pulau Temiang maupun
lintas desa. Evaluasi dilakukan melalui observasi langsung (face to face) dan rapat
mingguan terkait optimalisasi media sosial untuk promosi di luar PPDB, sementara
promosi saat PPDB dievaluasi melalui forum rapat setelah kegiatan berakhir.
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Public relations management and school image demonstrate how closely public relations
plays a role in parental engagement. Therefore, the PPDB (Admissions and Student
Admissions) process is not merely a technical administrative process, but rather a tool for
assessing the quality of educational input. Superior input will impact both the teaching and
learning process and the school's reputation. Therefore, establishing synergistic relationships
and harmonious collaboration between the madrasah and the community is essential for
building public trust and fostering parents' interest in entrusting their education to the
institution.

The implementation of the Public Relations strategy at MIS Sa’adatul
Ittihadiyah to attract prospective new students is carried out in two phases: a) Phase Outside
the PPDB Period (Beginning of the Odd Semester): Activities focus on soft marketing by
displaying routine worship practices and funeral arrangements, as well as intensively
publicizing various madrasah activities through Instagram and WhatsApp with a frequency of
two uploads per week. b) Phase During the PPDB Period (Beginning of the Even Semester):
Activities are more direct, including installing banners in strategic locations (main roads, in
front of the madrasah, and markets), distributing brochures online and offline, and direct
outreach to TK/RA around Temiang Island and even to neighboring villages. Other key
strategies are utilizing word-of-mouth, socialization programs, and fostering close
relationships with the TK/RA.”

The research findings show that the public relations planning stage at MIS Sa'adatul
Ittihadiyah Pulau Temiang includes promotions outside of the PPDB in the form of a traveling
drum band and publication of madrasah activities through social media, while during the
PPDB period it includes the formation of a committee, target mapping, installation of banners,
distribution of brochures, milad, socialization activities, and budget preparation. In the
implementation stage, promotions outside of the PPDB period are realized with a traveling
drum band performance and intensive publication on WhatsApp and Instagram with two
weekly posts. Meanwhile, promotions during the PPDB period are carried out by installing
banners at strategic points, distributing brochures both online and offline, holding milad with
coloring and memorization competitions for kindergarten/RA children, to direct socialization
to kindergartens/RA in Pulau Temiang Village and across villages. Evaluation is carried out
through direct observation (face to face) and weekly meetings related to the optimization of
social media for promotions outside of the PPDB period, while promotions during the PPDB
period are evaluated through a meeting forum after the activity ends.
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