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Abstract 
This study deals with the marketing of educational offerings at Madrasah Tsanawiyah Darul Arifin Muaro Jambi. The purpose of this work is to study the marketing of educational services used by Madrasah Tsanawiyah Darul Arif, Muaro Jambi. The collection of research data is poured in the form of qualitative descriptive through observation, interviews and documentation. Based on the author's observations, Madrasah Tsanawiyah Darul Arifin Muaro Jambi uses a marketing mix strategy in its marketing. The marketing mix strategy includes 7P, namely products, Madrasah Tsanawiyah products, namely for the price of English and Arabic language skills, according to the price set by the Madrasah Tsanawiyah, it is still moderate, location, the location of the Madrasah Tsanawiyah is quite strategic and easy to access, people, they have human resources (teachers and employees) who are qualified in their fields, Promotion, carry out promotional activities using social media, brochures, calendars and the installation of banners, Physical Facilities, the facilities and infrastructure owned by this madrasa are good enough to support teaching and learning activities, and the next is Process, teaching and learning activities at this tsnawiyah madrasah are carried out starting at 06:00: 00 WIB to 21:00. Supporting factors in conducting marketing are in the form of teachers who teach according to their areas of expertise, have students who have morals. While the inhibiting factors are the image of the madrasah, competitors and community interest.
Keywords : Marketing, Strategy, Customer Enhancement

	Journal of Curriculum and Pedagogic Studies (JCPS) 
Vol. 2 No. 1, June 2023, Page. 14-22 
	
https://e-journal.lp2m.uinjambi.ac.id/ojp/index.php/jcps






2

Introduction 
The development of educational institution has progressed rapidly when it established. According to Law Number 20 Year 2003, education is an environment and learning environment that enables students to intentionally develop religious spiritual strength, self-discipline, and noble character, as well as the competencies expected. One of the impacts of globalization on the education sector is the emergence of quality public and private schools that provide quality educational services such as appropriate educational institutions, quality programs and curricula in accordance with expected national and international standards and meet the needs of society (C. Wijaya et al., 2019:16).
Education is a crucial process for achieving balance and excellence in one's social and personal development. The goal of education is to assist individuals in reaching their full potential as well as the potential of society as a whole. Education is a deliberate action with a specific goal (Nurkholis, 2013:25).
Marketing is a social and management activity that involves the key acts of assisting people and groups in obtaining what they desire and need through the production, distribution, and exchange of valuable items. Marketing not only informs consumers about goods and services, but also demonstrates how these goods and services may benefit and pleasure consumers (Khasanah, 2015:163).
Marketing is the process of creating, offering, or supplying valuable goods or services to consumers. It also refers to the process of making goods and services available to customers and producers. activity. Furthermore, according to Kotler and Keller of the American Marketing Association, marketing is a set of procedures that encourage communication, provide value to customers, and manage customer relationships in ways that benefit the company and its subsidiaries. Prospects and employees alike.
Veithzal Rival Zainal explain that marketing can be seen as an activity to fulfil the beneficial needs. Aside, it also explain the procedure to decide and fulfil the demand from society and social. The American Marketing Association define marketing as an organization fungtion and a collection of procedure to create, convey, and give the values to the consumers as wel as wreathe a good relationship which beneficial for the bussiness or stakeholders (Handayani & Fathoni, 2012).
It can be concluded that marketing is a social and administrative activity in which individuals and groups are involved, both in the field of marketing services and goods, maintaining the continuity of their business by trying to meet the needs and requirements of each. fulfill the value of others by creating, offering, and exchanging. Marketing is more than just the exchange of goods and services, it's about thinking about ways to please your customers through profit.
Marketing to educational institutions, especially schools is very necessary. First, as an educational nonprofit, we must convince the general public and our "customers" (students, parents, and other stakeholders) at all levels that the institutions we operate will not succeed. Second, we need to convince the public and our "customers" that the training services we provide really meet their needs, must be marketed so that they are known and understood by the wider community. especially our “customers”. Fourth, so that the wider community and potential "customers" do not regret the existence of the educational institutions that we run.
Therefore, marketing is not only a commercial activity for the educational institutions that we manage to reach students and students, but also a form of our personal interest (responsibility) to the wider community (audience) from educational services that have been and are being carried out (Syaifudin, 2017:1).
Marketing is a school's task and in addition to trying to present these educational institutions, the task of marketing at educational institutions is to grow and create a good image of these educational institutions so that they are in great demand by new students (Munir, 2018:79). So, marketing is a process that schools must implement to make customers or the public happy. Customer satisfaction is run by school leaders and students. Institutions must do this to remain competitive. 
Therefore schools are encouraged to implement school marketing strategies to maintain and increase the number of participating students. One of the most important tasks undertaken by educational institutions to ensure their survival, growth, and increased public interest in the idea for schools is the marketing of educational services. Therefore, education marketing includes the efforts of educational institutions to start meeting the needs of those who need educational services, ie. Advertising methods and how the production process arrives at the product. Training services can satisfy consumers.
Using current phenomena as a guide, educational institutions must implement marketing procedures, establish strategies to consider the needs of educational institutions, conduct market research, evaluation and promotion, and implement follow-up marketing. If an agency's service marketing strategy is not implemented, customers are more likely to leave. As a result, every educational institution must continuously work to develop, grow, and beat rivals (Tihalimah & Agusna, 2021:57).
Therefore, to achieve its marketing objectives, schools must create or practice creative and inventive marketing methods. School education marketing efforts have the potential to change people's opinions about the value of education now and in the future and are a means of cultivating favorable perceptions of the institution as a whole. One marketing technique for educational services is known as the "seven Ps," which stands for "product, price, place, people, promotion, tangible suggestion, and process." The application of this method allows direct marketing of training services to customers.
One of the Islamic boarding schools that have this madrasa was founded in 2019 and is run by Ustadz Dr. KH. Zainul Arifin, M.Ed, MA. Its name is Madrasah Tsanawiyah Darul Arifin Muaro Jambi. and is a private educational institution whose focus is on using religious books. As well as being the author's choice for conducting research on the marketing of its educational services, because Madrasah Tsanawaiyah Darul Arifin has only been established for about three years but there are already many customers who are interested in attending the Madrasah. 
This is motivated by the results of the author's interview with the Head of Madrasah Tsanawiyah Darul Arifin Muaro Jambi, namely Ustadz Firdaus S.H. He said the madrasah marketed education services by word of mouth, through printed media in the form of brochures, and activities that took place at the madrasa. Madrasas use a structured education service marketing strategy so that the programs they implement in madrasas can be implemented properly and are in line with the objectives of the madrasa. This technique is used by madrasas to market education services so that customers know and understand what is being offered. The number of students interested in enrolling at Madrasah Tsanawiyah Darul Arifin Muaro Jambi increased due to the use of various education service marketing strategies. The statistics on the number of students that have increased over the last three years of its existence show that the marketing of educational services in madrasah has been successful. Through interviews with Ustadz Yudi April Yanto S.H as the head of the administration section, namely at the beginning of the new student admission year only accepted 17 students and in the 2022/2023 academic year has accepted 356 students.
The author is interested in researching the Marketing of Educational Services in Increasing Customers at Madrasah Tsanawiyah Darul Arifin Muaro Jambi based on the description above and realizes how important Service Marketing is in an educational institution.

Methods 
The focus of this research is to understand the marketing of education services and what it means for a growing customer base. Therefore, a qualitative approach is considered appropriate for investigating this research problem, with more emphasis on descriptive data/information in the form of thematic information, verbal descriptions or sentences. and not with limited information.
This research approach has been adapted to the problems listed in the assignment. Qualitative research is often referred to as "naturalistic", indicating that such research is carried out under normal scientific circumstances where data and conditions are not manipulated to emphasize natural descriptions. Searching for information or filtering phenomena carried out under the right conditions is called natural or naturalistic data collection. (Abdussamad, 2021:30)
The author uses various data collection techniques that are tailored to the desired results to obtain the required data and information. Interviews, direct observation, and further documentation of this research using data analysis techniques—data collection, data reduction, data presentation, and reasoning—are examples of data collection procedures used by researchers.

Results and Discussion 
Marketing Strategy for Educational Services in Increasing Customers at Madrasah Tsanawiyah Darul Arifin
Marketing strategy is an effort to promote products, be it goods or services, using specific plans and tactics to meet marketing objectives. Every institution must have a marketing plan to help achieve its marketing goals.
Implementing a marketing plan serves many purposes, including increasing future motivation, improving marketing coordination, creating organizational goals, and tracking marketing efforts. While the purpose of implementing a marketing strategy is to increase the level of coordination between marketing team members, it also serves as a marketing measurement tool based on predetermined standards of achievement, a logical basis for marketing decisions, and a means of increasing flexibility when marketing changes are made. (Haque-fawzi et al., 2022:11)
Madrasah Tsanawiyah Darul Arifin Muaro Jambi uses internal and external marketing as part of its institutional marketing strategy. Internal marketing is the normal activities of educational institutions in product manufacturing, pricing, information exchange and marketing of valuable service products to customers, while external marketing is the tasks and activities carried out by educational institutions and students as their main resource. to serve customers optimally(Labaso, 2019:294).
Internal marketing is a marketing strategy implemented within educational institutions. Internally, it can be seen that Madrasah Tsanawiyah Darul Arif Muaro Jambi markets its marketing in different ways. Starting with introducing religious subjects or sciences that are beneficial to the community to the students themselves who can add to or be interested in Madrasah Tsanawiyah Darul Arifin and also get teachers and teaching staff involved in marketing the Madrasah Tasanawiyah to contribute.
External marketing strategy is a strategy implemented outside the institution. With external marketing, educational institutions can reach a wider target or market. Promoting Madrasah Tsanawiyah Darul Arifin Muaro Jambi was carried out in different ways, starting from distributing leaflets, distributing calendars and putting up banners containing information about Madrasah Tsanawiyah Darul Arifin Muaro Jambi.
According to Buchari Alma (2005) there are seven concepts in the marketing mix of educational services, namely "product, price, place, promotion, person, physical evidence, and process. The seven marketing mix strategies for educational services above greatly influence each other so that all of them are important as guidelines in conducting marketing. (Faiqoh, 2020:51). The following are the results of research conducted by researchers at Madrasah Tsanawiyah Darul Arifin Muaro Jambi."
First, one of the products in the intracurricular field at Madrasah Tsanawiyah Darul Arifin Muaro Jambi is language, because the basic madrasah is a boarding school where this institution prioritizes mastery of foreign languages, especially English and Arabic. Based on the results of the observations of researchers conducted by the author at Madrasah Tsanawiyah Darul Arifin Muaro Jambi, students are required to speak English and Arabic when interacting on a daily basis. Second, one of the most important questions in marketing is about price. Considering the facilities and quality provided by madrasas to their students as compensation and in order to meet the demands of Madrasah Tsanawiyah at the pesantren where students live in dormitories, Madrasah Tsanawiyah Darul Arifin Muaro Jambi offers a relatively fair price. When compared to other Pondok-based Madrasah Tsanawiyah, there is a possibility that the entrance fee for Darul Arifin Muaro Jambi Madrasah Tsanawiyah is still higher.
Third, the analysts found that the position of Madrasah Tsanawiyah Darul Arifin Muaro Jambi is very strategic from a geographical perspective. The distance between this madrasa and the main road is only about 700 meters. Because it is located in a less crowded environment, Madrasah Tsanawiyah Darul Arifin is also more accessible to stakeholders, and the teaching and learning process is also more successful there. 
Fourth, one of the elements that influence marketing performance in schools is promotion. Even the best products or other services offered by an institution will not reach the manufacturers if there is no promotion from the institution. Madrasah Tsanawiyah Darul Arifin Muaro Jambi often uses various methods for promotion, including brochures, calendars and social media.
Fifth, the teachers of Madrasah Tsanawiyah Darul Arifin Muaro Jambi have very good credentials in their disciplines. The qualifications of educators and educational staff at Madrasah Tsanawiyah Darul Arifin Muaro Jambi who hold bachelor's and master's degrees from both universities in Jambi Province and universities outside Jambi, as well as the fact that most of the teachers or education staff at this madrasa previously came from alumni, are taken as proof. According to the basis of Madrasah Tsanawiyah Darul Arifin Muaro Jambi, which was built above the pesantren, there were Islamic boarding schools. In addition, the assessment of teaching staff shows how carefully educational institutions pay attention to the quality of teaching staff at Madrasah Tsanawiyah Darul Arifin Muaro Jambi.
Sixth, one of the physical facilities provided by this madrasa to students and parents of students as users of educational services, namely in the form of facilities and infrastructure as well as adequate facilities to assist teaching and learning activities. In addition, Madrasah Tsanawiyyah continues to build new classrooms and renovate old classrooms.
Seventh, the process of organizing educational activities at Madrasah Tsanawiyah Darul Arifin applies Islamic boarding school-based education where teaching and learning activities are carried out from 06.00 WIB to 21.00 WIB.
In conclusion, the function of an educational marketing strategy is to promote and position educational services, programs, or institutions in the market to attract and retain students or learners. It involves strategic planning, implementation, and evaluation of marketing efforts to achieve specific goals and objectives.
The primary function of educational marketing is to create awareness among the target audience about the educational services, programs, or institution. By effectively promoting the offerings and benefits, it aims to generate interest and attention, making the target audience aware of the educational opportunities available.
Educational marketing aims to attract prospective students or learners to enroll in the educational services or programs. It involves developing marketing campaigns, content, and communication channels to showcase the value, benefits, and unique features of the education being offered, enticing individuals to consider enrolling.
ducational marketing strategies focus on establishing a strong brand reputation and credibility in the market. By highlighting the institution's or program's strengths, accomplishments, faculty expertise, industry connections, and quality of education, it aims to build trust and confidence among potential students or learners.
An educational marketing strategy also plays a role in gathering feedback and data to assess the effectiveness of marketing efforts. Through analytics, surveys, and monitoring of key performance indicators, institutions can evaluate their marketing strategies, identify areas for improvement, and make data-driven decisions to optimize their marketing approaches.
Overall, the function of an educational marketing strategy is to effectively communicate the value and benefits of educational services, programs, or institutions, attract prospective students or learners, and support their educational journey from enrollment to success.

Supporting Factors in Marketing Education Services at Madrasah Tsanawiyah Darul Arifin Muaro Jambi

When it comes to marketing education services, there are several supporting factors that can contribute to their success. There are some key factors to consider:  Expertise and quality, curriculum and content, practical approach, industry connection, technology integration, continious learning and updates, student support, flexibility and accessibility, and alumni network. 
Overall, a combination of these supporting factors can contribute to the effectiveness and success of marketing education services by providing students with valuable knowledge, practical skills, industry connections, and support to thrive in the field of marketing.
Based on the data gathered, there are supporting aspects in implementing the marketing of educational services to increase patronage at Madrasah Tsanawiyah Darul Arifin Muaro Jambi. The supporting factors at Madrasah Tsanawiyah Darul Arifin Muaro Jambi according to the results of the researchers' observations include:
a.	Teachers who deliver lessons according to their specialty.
b. 	Have social media that can be used to advertise the school;
c. 	In a prime position for accessibility.
d. 	The quality is getting better with a relatively standard price.

The inhibiting Factors in Marketing Education Services at Madrasah Tsanawiyah Darul Arifin Muaro Jambi
While marketing education services can offer numerous benefits, there are also inhibiting factors that can pose challenges to their success. There are some key factors to consider: rapidly changing landscape, lack of practical application, limited industy exposure, lack of updated resources, limited faculty expertise, high costs, limited adaptability, and lack of recognition.
Based on the result, it showed that marketing of Madrasah Tsanawiyah Darul Arifin Muaro Jambi Education Services has gone through a long process of conquering the market and building a positive image in society, but this process brought several challenges which became obstacles in optimizing marketing performance. The results of the study show that of course there are obstacles in the marketing of educational services and the implementation of the marketing process, there are limitations in terms of manpower, time and opportunities, as well as their implementation. The inhibiting factors for this madrasa are: the lack of specialized human resources in marketing and competitors (competitors).
Addressing these inhibiting factors requires a proactive approach from marketing education services. It involves regularly updating curriculum and resources, fostering industry connections, hiring qualified faculty, offering practical experiences, and exploring ways to make education more accessible and affordable for a wider range of individuals.

Conclusion
	The marketing strategy for Madrasah Tsanawiyah Darul Arifin Muaro Jambi currently utilizes all available resources to carry out media banners, brochures and other marketing from parents and students as well as students, teachers and the marketing team. There are a number of enabling and constraining factors for this strategy. The supporting factors for doing this marketing are the teachers who teach according to the field, students who have good morals, and the strategies carried out by the madrasa. While the inhibiting factor is the absence of special human resources in the field of marketing, and competitors (competitors)
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