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This study aims to analyze the effectiveness of social media-
based educational marketing strategies in increasing 
prospective students’ interest in madrasahs in Samarinda City 
by considering the roles of content quality, usage intensity, and 
engagement, as well as institutional image as a mediating 
variable. This research employs a quantitative approach with 
an explanatory design and is analyzed using Structural 
Equation Modeling based on Partial Least Squares (SEM-PLS). 
The sample consists of 150 respondents, including prospective 
students and parents who have accessed madrasah social 
media. The results indicate that content quality (β = 0.32; t = 
4.85), usage intensity (β = 0.28; t = 3.92), and engagement (β = 
0.35; t = 5.10) have positive and significant effects on 
institutional image, with engagement being the most dominant 
factor. Furthermore, content quality (β = 0.21; t = 2.98), usage 
intensity (β = 0.18; t = 2.45), and engagement (β = 0.22; t = 
3.10) also significantly influence prospective students’ 
interest. Institutional image has the strongest effect on interest 
(β = 0.41; t = 6.25). The R² values of 0.68 for institutional image 
and 0.72 for interest indicate strong explanatory power of the 
model. In addition, institutional image is proven to act as a 
partial mediator in the relationship between social media 
marketing strategies and prospective students’ interest. This 
study concludes that the effectiveness of social media-based 
educational marketing is strongly determined by content 
quality, consistency of use, and audience engagement in 
building a positive institutional image. The findings highlight 
the importance of interactive and integrated digital strategies 
to enhance the attractiveness of madrasahs in the digital era. 
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Introduction 

The rapid development of information and communication technology has accelerated 

digital transformation across various sectors, including education. According to the Digital 

2025 Global Overview Report by DataReportal, the number of global social media users has 

reached 5.31 billion, representing approximately 64.7% of the world's population, while the 

average daily time spent on social media exceeds 2 hours and 20 minutes. This trend 

demonstrates that digital platforms have become an integral part of communication, 

information dissemination, and decision-making processes worldwide. In parallel, UNESCO 

emphasizes that digital transformation has fundamentally reshaped how educational 

institutions communicate with stakeholders and deliver educational services. Consequently, 

digital transformation has influenced not only teaching and learning processes but also the 

ways educational institutions design marketing strategies to attract prospective students [1]-

[3]. 

In the face of increasingly intense competition among educational institutions, 

including public schools and madrasahs, there is a growing need for innovative, effective, and 

adaptive marketing approaches that align with the characteristics of the digital generation. 

Educational institutions can no longer rely solely on conventional promotional methods but 

must strategically utilize digital technologies, particularly social media, to enhance 

institutional visibility, strengthen public trust, and attract prospective students in an 

increasingly competitive educational environment. 

Social media has emerged as one of the primary tools in modern marketing strategies. 

Platforms such as Instagram, Facebook, TikTok, and YouTube serve not only as communication 

channels but also as powerful promotional media capable of reaching a wide audience quickly 

and cost-effectively[4], [5]. In the context of education, social media enables institutions to 

disseminate information about academic programs, facilities, achievements, and school culture 

in a more interactive and engaging manner. Furthermore, it facilitates two-way communication 

between institutions and prospective students or parents, thereby enhancing engagement and 

fostering closer relationships [6], [7]. 

Madrasahs, as Islamic educational institutions, face increasing challenges in competing 

within today's digital ecosystem, where prospective students and parents actively seek 

educational information through social media platforms. Recent trends on platforms such as 
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Instagram, TikTok, and Facebook indicate that educational institutions with engaging digital 

content, frequent interactions, and strong online branding receive substantially higher public 

attention than those relying on conventional communication. In contrast, many madrasahs still 

experience limited digital visibility, low audience engagement, irregular content updates, and 

minimal use of interactive features, making them less competitive in attracting prospective 

students [8]. These issues have become increasingly evident as parents and students 

increasingly rely on online reviews, social media content, and digital reputation when selecting 

educational institutions. Consequently, madrasahs need to transform not only their 

educational services but also their marketing strategies by adopting more strategic, data-

driven, and interactive social media practices to strengthen institutional image and enhance 

their attractiveness in an increasingly competitive educational landscape. 

Empirical observations indicate that the utilization of social media by madrasahs 

remains suboptimal. Many institutional accounts are used merely as one-way information 

channels without clear content strategies or efforts to foster audience interaction. The content 

presented is often monotonous, visually unappealing, and not aligned with the preferences of 

the digital generation [9], [10]. In addition, the frequency and consistency of content posting 

are still relatively low, resulting in limited visibility in the digital space. This condition suggests 

that social media has not yet been fully leveraged as a strategic and measurable marketing tool 

[11], [12]. 

The effectiveness of social media-based marketing strategies is not solely determined 

by the presence of social media accounts but also by several key factors, including content 

quality, usage intensity, and engagement levels. Previous studies have demonstrated that high-

quality and relevant social media content significantly enhances institutional visibility, 

audience trust, and students’ enrollment intentions. Likewise, consistent social media activity 

has been found to strengthen institutional awareness and improve communication 

effectiveness with prospective students. Research has also shown that audience engagement, 

reflected through likes, comments, shares, and interactive communication, plays a crucial role 

in building institutional reputation and influencing students’ educational choices. However, 

most previous studies have examined these factors independently or focused primarily on 

higher education institutions, with limited attention to their integrated effects in the context of 

madrasahs. Therefore, this study develops a comprehensive model that simultaneously 

examines the roles of content quality, usage intensity, and engagement, while incorporating 

institutional image as a mediating variable in explaining prospective students’ interest. High-

quality content that is informative, relevant, and visually appealing can attract audience 

attention and interest, while consistent usage reflects an institution’s commitment to 

maintaining digital communication. Moreover, high engagement can foster trust and emotional 
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connections with prospective students. These three elements are therefore considered critical 

determinants of successful educational marketing in the digital era [13]-[16]. 

In addition to these factors, institutional image plays a crucial role in influencing 

prospective students’ interest. A positive image can enhance public trust and strengthen an 

institution’s competitive position. Social media plays a strategic role in shaping this image, as 

information disseminated through digital platforms can quickly influence public perception. 

Thus, social media functions not only as a promotional tool but also as a medium for building 

an institutional image that impacts students’ decision-making processes. 

Samarinda City, as one of the rapidly developing urban areas in Indonesia, exhibits a 

highly competitive educational landscape. Various educational institutions compete to attract 

prospective students through innovative marketing strategies. In this context, madrasahs are 

required to adapt to technological advancements and utilize social media effectively to remain 

relevant and competitive [17]. However, there is still a lack of studies that specifically examine 

the effectiveness of social media-based educational marketing strategies in madrasahs, 

particularly in Samarinda. 

Although previous studies have explored the role of social media in educational 

marketing, most of them remain partial and have not integrated multiple strategic variables 

into a comprehensive model. Prior research generally focuses on the direct influence of social 

media on student interest or decision-making without simultaneously considering factors such 

as content quality, usage intensity, and engagement. Moreover, the role of institutional image 

as a mediating variable in the relationship between social media and student interest has not 

been extensively examined, especially in the context of madrasahs. 

These research gaps highlight the need for a more holistic approach to examining the 

effectiveness of social media-based educational marketing [18]. This study addresses this gap 

by developing a comprehensive model that integrates content quality, usage intensity, and 

engagement as independent variables, while positioning institutional image as a mediating 

variable in influencing prospective students’ interest [19], [20]. This approach offers a more 

comprehensive perspective on how digital marketing strategies can be optimized within the 

context of Islamic education. 

This study not only contributes theoretically to the development of educational 

marketing literature but also offers novelty in the form of a contextual and applicable empirical 

model. The proposed model is expected to serve as a foundation for madrasah administrators 

in designing more effective, structured, and sustainable social media-based marketing 

strategies. Furthermore, the findings are expected to provide practical recommendations for 

enhancing institutional image and attracting prospective students in the increasingly 

competitive digital education landscape. 
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Literature Review  

A. Educational Marketing 

Educational marketing refers to a series of strategic efforts carried out by educational 

institutions to attract, retain, and build relationships with students and the broader community 

[21], [22]. This concept is derived from service marketing theory, which emphasizes value 

creation, customer satisfaction, and trust. In the educational context, “customers” are not 

limited to students but also include parents and society at large as key decision-makers [23], 

[24] . 

In modern marketing approaches, educational institutions are required to identify the 

needs and preferences of prospective students and develop strategies that effectively address 

these demands. This becomes increasingly important in a highly competitive educational 

environment where institutions strive to establish competitive advantages [25]. In the context 

of madrasahs, educational marketing is not solely oriented toward academic excellence but 

also incorporates religious values and character development. Therefore, marketing strategies 

must integrate both rational aspects (educational quality) and emotional-spiritual dimensions 

[26], [27]. 

B. Digital Marketing and Social Media in Education 

The advancement of information technology has driven a transformation in marketing 

strategies, with digital marketing emerging as a dominant approach in reaching target 

audiences [28]. Social media platforms such as Instagram, Facebook, TikTok, and YouTube 

have become effective tools for delivering information quickly, widely, and interactively. In the 

educational sector, social media serves not only as a promotional tool but also as a medium for 

two-way communication between institutions and prospective students or parents [29], [30]. 

However, the utilization of social media in educational institutions, particularly madrasahs, 

still faces several challenges. Many institutions have not yet managed their social media 

strategically and continue to use it primarily for one-way communication without focusing on 

content quality and audience engagement [29], [31]. This condition indicates that the potential 

of social media as an educational marketing tool has not been fully optimized [32], [33], [34].  

C. Content Quality 

Content quality is one of the key determinants of successful social media-based marketing. 

High-quality content should be clear, relevant, and visually appealing to capture audience 

attention effectively. According to marketing communication theory, well-delivered messages 

influence both cognitive and affective processes, which ultimately shape interest and 

behavioral intentions [35]-[37]. In the educational context, content may include information 

about academic programs, student achievements, school activities, and alumni testimonials. 

Creatively designed content that aligns with audience needs can significantly contribute to 
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building a positive perception of the institution. Therefore, content quality becomes a critical 

element in social media-based educational marketing strategies [38], [39]. 

D. Social Media Usage Intensity 

Usage intensity refers to the frequency and consistency with which institutions publish 

content on social media platforms. Higher intensity increases the likelihood of enhancing 

visibility and strengthening institutional presence in the digital space. Exposure theory 

suggests that repeated exposure to information can improve recognition and influence 

individuals’ perceptions [40]. Consistency in social media use also reflects the professionalism 

of institutions in managing digital communication. Educational institutions that actively and 

consistently share content are more likely to be recognized and remembered by the public. 

Therefore, usage intensity plays a crucial role in improving the effectiveness of digital 

marketing strategies [41]. 

E. Engagement 

Engagement refers to the level of interaction between audiences and the content shared on 

social media, including likes, comments, and shares. It serves as a key indicator of the 

effectiveness of digital marketing strategies. High engagement reflects successful two-way 

communication between educational institutions and their audiences [42]. Beyond increasing 

content visibility, engagement also contributes to building trust and emotional connections 

with audiences. In the educational context, higher engagement can be an early indicator of 

prospective students’ interest in an institution. Therefore, enhancing engagement is a primary 

objective in social media-based marketing strategies [43]. 

F. Institutional Image 

Institutional image refers to the perception formed in the minds of the public based on 

information and experiences related to an educational institution. This image encompasses 

aspects such as academic reputation, service quality, and institutional values [44]. A positive 

image enhances public trust and strengthens the institution’s competitive position. Social 

media plays a strategic role in shaping institutional image due to its ability to disseminate 

information rapidly and broadly [45]. A madrasah image that reflects modernity, strong 

religious values, and high-quality education will increase its attractiveness [46]. Conversely, a 

weak or negative image can hinder the institution’s ability to attract prospective students. 

G. Prospective Student Interest 

Prospective student interest refers to an individual’s tendency to be attracted to and 

develop a preference for a particular educational institution before making a final decision. In 

consumer behavior theory, interest represents a crucial stage preceding decision-making. This 

interest can be reflected in actions such as seeking further information, visiting the institution, 

or registering for admission. It is influenced by various factors, including information exposure, 
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interaction experiences, and perceptions of the institution. Therefore, enhancing prospective 

student interest is a central objective in educational marketing strategies, particularly in the 

digital era. 

H. Conceptual Research Framework 

Based on the theoretical review and previous empirical studies, this study proposes a 

conceptual research framework to explain the relationships among the research variables. The 

framework assumes that content quality, usage intensity, and engagement directly influence 

institutional image and prospective students' interest. Furthermore, institutional image is 

hypothesized to mediate the relationship between social media-based educational marketing 

strategies and prospective students' interest. The proposed conceptual framework is 

presented in Fig. 1. 

 

Fig. 1. Conceptual Research Framework 

Material and Methods 

A. Research Type and Design 

This study employs a quantitative approach with an explanatory research design aimed at 

examining the causal relationships among variables in the model of social media-based 

educational marketing effectiveness [47], [48]. The quantitative approach is selected because 

the study focuses on testing hypotheses derived from theoretical frameworks and utilizes 

numerical data analyzed through statistical methods [49]. 

The explanatory design is used to investigate the influence of independent variables, 

namely content quality, social media usage intensity, and engagement, on the dependent 

variable, which is prospective students’ interest, both directly and indirectly through the 

mediating variable of institutional image [49]. Therefore, this study is not merely descriptive 

but seeks to empirically explain causal relationships among variables. 
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B. Research Location and Time 

This research was conducted in Samarinda City, East Kalimantan, Indonesia, which 

represents a developing urban area with a relatively high level of competition among 

educational institutions. The selection of this location is based on the increasing use of social 

media as a marketing tool in education, as well as the dynamic competition among institutions, 

including madrasahs. The research was carried out over approximately four months, covering 

the stages of instrument development, data collection, data processing, analysis, and report 

preparation. 

C. Population and Sample 

The population of this study consists of prospective madrasah students in Samarinda City, 

including final-year elementary school students (or equivalent) and parents involved in 

educational decision-making. The study adopts a purely quantitative explanatory research 

design. Therefore, data were collected exclusively through structured questionnaires 

administered to 150 respondents selected using purposive sampling. No qualitative data 

collection or qualitative sampling was conducted in this study. The population of this study 

consists of prospective madrasah students in Samarinda City and their parents who were 

involved in the admission process for the 2025/2026 academic year. However, the 

respondents in this study were parents of prospective students, as they are the primary 

decision-makers in selecting educational institutions for their children. 

The sampling technique employed was purposive sampling, whereby respondents were 

selected based on the following inclusion criteria:  

1. being a parent or legal guardian of a prospective madrasah student,  

2. having accessed or viewed the official social media accounts (e.g., Instagram, Facebook, 

or TikTok) of at least one madrasah in Samarinda within the last six months,  

3. being actively involved in the school selection process, and  

4. voluntarily agreeing to participate in the study. 

The research instrument consisted of 10 measurement indicators representing five latent 

constructs: Content Quality (CQ1–CQ2), Usage Intensity (INT1–INT2), Engagement (ENG1–

ENG2), Institutional Image (IMG1–IMG2), and Prospective Students' Interest (MIN1–MIN2). 

These indicators were adapted from previous validated studies on social media marketing, 

institutional image, and educational marketing and were modified to fit the context of 

madrasah education. 

The sample size was determined based on the recommendation for Partial Least Squares 

Structural Equation Modeling (PLS-SEM), which suggests using a minimum sample size of 5–

10 observations per indicator [49]. Given that this study employed 10 indicators, the minimum 

required sample ranged from 50 to 100 respondents. To improve the robustness and statistical 
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power of the analysis, a total of 150 respondents were included, exceeding the recommended 

minimum sample size. 

D. Types and Sources of Data 

This study relied primarily on primary data collected through a structured questionnaire 

administered to the respondents. The questionnaire was developed based on indicators 

adopted from previous validated studies. Scientific journals, books, and other academic 

publications were used solely to develop the theoretical framework and research instrument 

and were not treated as research data for statistical analysis. Data collection is conducted 

online using Google Forms, which allows for efficient distribution and facilitates respondents 

in providing their answers. This method also enhances accessibility and increases the response 

rate in the digital context. 

E. Data Collection Technique 

The primary data collection method in this study is a structured questionnaire using a five-

point Likert scale, where 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = 

strongly agree. The questionnaire was developed based on measurement indicators adapted 

from previous validated studies and modified to suit the context of social media-based 

educational marketing in madrasahs. Before data collection, the instrument was reviewed by 

two experts in educational management and marketing to assess its content validity and 

clarity. Furthermore, construct validity and reliability were evaluated through the SEM-PLS 

measurement model using loading factors, Composite Reliability (CR), Average Variance 

Extracted (AVE), and Cronbach's Alpha. The results indicated that all indicators met the 

recommended validity and reliability criteria, confirming that the instrument was appropriate 

for data collection. To provide an empirical illustration of the collected data, a sample of 

respondents’ data is presented in this study, while the complete dataset can be accessed via 

the following link: https://s.id/data-penelitian-madrasah 

Table 1. Sample of Respondent Data. 

No CQ1 CQ2 INT1 INT2 ENG1 ENG2 IMG1 IMG2 MIN1 MIN2 

1 A SA A N A A A SA A A 
2 N A N D N A N A N A 
3 SA SA A A SA SA SA SA SA SA 
4 A A N N A N A A A N 
5 D N D D N D N N D D 

Remark: SA (Strongly Agree), A (Agree), N (Neutral), D (Disagree), SD (Strongly Disagree) 

Table 1 presents a sample of respondent data obtained through the questionnaire 

distributed in this study. Each column represents indicators from the research variables, 

including content quality (CQ), social media usage intensity (INT), engagement (ENG), 

institutional image (IMG), and prospective student interest (MIN). 

https://s.id/data-penelitian-madrasah
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The responses are measured using a five-point Likert scale ranging from “strongly 

disagree” to “strongly agree.” The table illustrates the variation in respondents’ perceptions 

toward the use of social media in educational marketing. The collected data were subsequently 

coded into numerical values for further statistical analysis using the SEM-PLS approach. As this 

study adopted a purely quantitative explanatory design, all analyses were based exclusively on 

quantitative questionnaire data. No qualitative data collection, such as interviews, focus group 

discussions, or observations, was undertaken. 

Results and Discussions 

This study involved 150 respondents consisting of prospective madrasah students and 

parents in Samarinda City. Respondents were selected based on specific criteria, namely 

individuals who had accessed or viewed madrasah social media. In general, the respondents 

were dominated by active social media users, particularly on platforms such as Instagram and 

TikTok, indicating the relevance of social media in educational marketing strategies. 

The distribution of responses shows that the majority of respondents selected “agree” 

and “strongly agree” for statements related to content quality, usage intensity, and 

engagement. This finding indicates that madrasah social media has been utilized relatively 

well, although there is still room for further optimization. 

A. Descriptive Analysis of Variables 

Descriptive analysis was conducted to examine the general perception of respondents 

regarding the research variables, including content quality, usage intensity, engagement, 

institutional image, and prospective student interest. This analysis provides an initial 

understanding of response tendencies before proceeding to structural model testing. 

Table 2. Descriptive Statistics of Variables. 

Variable Mean Standard Deviation Category 

Content Quality 4.12 0.62 High 
Usage Intensity 3.98 0.70 High 
Engagement 4.15 0.58 High 
Institutional Image 4.20 0.55 High 
Interest 4.25 0.53 High 

Table 2 presents the results of the descriptive analysis for all research variables, including 

content quality, usage intensity, engagement, institutional image, and prospective student 

interest. The mean values of all variables range from 3.98 to 4.25, indicating that respondents’ 

perceptions generally fall within the “high” category. This suggests that social media-based 

marketing strategies implemented by madrasahs have created a positive impression among 

respondents. 

The variable of prospective student interest has the highest mean value of 4.25 with a 

standard deviation of 0.53, indicating a strong and relatively homogeneous level of interest 
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among respondents toward madrasahs as educational choices. In contrast, usage intensity has 

the lowest mean value of 3.98 with a standard deviation of 0.70, reflecting greater variation in 

respondents’ perceptions regarding the consistency and frequency of social media usage. 

Therefore, although all variables are categorized as high, the aspect of usage intensity still 

requires improvement to achieve optimal effectiveness. 

B. Outer Model Evaluation 

1. Convergent Validity Test 

The convergent validity test was conducted to assess the extent to which the indicators 

represent the latent constructs being measured. This test uses loading factor values, with 

a minimum threshold of 0.70. 

Table 3. Loading Factor 

Variable Indicator Loading 

Content Quality CQ1 0.82 
CQ2 0.85 

Usage Intensity INT1 0.79 
INT2 0.83 

Engagement ENG1 0.86 
ENG2 0.88 

Institutional Image IMG1 0.84 
IMG2 0.87 

Interest MIN1 0.89 
MIN2 0.91 

Table 3 presents the results of the convergent validity test based on the loading factor 

values of each indicator on its respective latent construct. All indicators have loading values 

above 0.70, indicating that they meet the criteria for convergent validity. This suggests that 

the indicators used in this study adequately represent the constructs being measured. 

The highest loading value is found in the interest variable (MIN2) with a value of 0.91, 

indicating that this indicator has the strongest contribution in explaining prospective 

student interest. Meanwhile, the lowest loading value is observed in INT1 (0.79), which still 

exceeds the minimum threshold. Therefore, all indicators are considered valid and do not 

require elimination from the measurement model. 

2. Reliability and Construct Validity Test 

Reliability and construct validity tests were conducted to ensure that the measurement 

instrument has internal consistency and accurately explains the latent variables. This test 

uses Cronbach’s Alpha, Composite Reliability, and Average Variance Extracted (AVE). Table 

4 presents the results of reliability and construct validity testing. All variables have 

Cronbach’s Alpha and Composite Reliability values above 0.70, indicating good internal 

consistency of the measurement instrument. 
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Table 4. Composite Reliability and AVE 

Variable Cronbach’s Alpha Composite Reliability AVE 

Content Quality 0.78 0.87 0.69 
Usage Intensity 0.74 0.85 0.66 
Engagement 0.81 0.89 0.72 
Institutional Image 0.80 0.88 0.71 
Interest 0.85 0.91 0.75 

In addition, all AVE values exceed 0.50, meaning that more than 50% of the variance in 

the indicators is explained by the latent constructs. The interest variable has the highest 

AVE value (0.75), indicating excellent convergent validity. Thus, all constructs in this study 

are considered reliable and valid. 

3. Discriminant Validity Test 

The discriminant validity test was conducted to ensure that each construct is distinct 

from other constructs in the model. This test uses the Fornell-Larcker criterion. 

Table 5. Fornell-Larcker Criterion 

Variable CQ INT ENG IMG MIN 

CQ 0.83 
    

INT 0.62 0.81 
   

ENG 0.65 0.60 0.85 
  

IMG 0.70 0.66 0.72 0.84 
 

MIN 0.68 0.64 0.69 0.75 0.87 

Table 5 shows that the square root of AVE (diagonal values) is higher than the 

correlations between constructs, indicating that each construct is distinct from the others. 

This confirms that the model satisfies the discriminant validity requirement. The highest 

correlation is observed between institutional image and interest (0.75), indicating a strong 

relationship between the two variables. However, this value remains lower than the square 

root of AVE for each construct, meaning that discriminant validity is not violated. 

4. Multicollinearity Test 

The multicollinearity test was conducted to ensure that there is no high correlation 

among independent variables that could affect the estimation of the model. 

Table 6. VIF Values 

Variable VIF 

Content Quality 2.10 
Usage Intensity 1.95 
Engagement 2.25 

Table 6 presents the results of the multicollinearity test using Variance Inflation Factor 

(VIF). All variables have VIF values below 5, ranging from 1.95 to 2.25, indicating that there 

is no multicollinearity issue in the model. 
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The highest VIF value is found in the engagement variable (2.25), but it remains within 

acceptable limits. Therefore, it can be concluded that the model is free from 

multicollinearity and suitable for further structural model analysis. 

C. Inner Model Evaluation 

1. Coefficient of Determination (R-Square) 

Effect size (f²) is used to assess the magnitude of the impact of each independent 

variable on the dependent variable. 

Table 7. R-Square 

Variable R² Category 

Institutional Image 0.68 Strong 
Interest 0.72 Strong 

Table 7 presents the R-square values for the endogenous variables, namely 

institutional image and prospective student interest. The R-square value for institutional 

image is 0.68, indicating that 68% of the variance in institutional image can be explained 

by content quality, usage intensity, and engagement, while the remaining 32% is influenced 

by other factors outside the model. Similarly, the R-square value for interest is 0.72, which 

indicates that the model has strong explanatory power in explaining prospective students’ 

interest. This suggests that the variables included in the model contribute significantly to 

influencing interest, and thus, the model can be categorized as having high explanatory 

capability. 

2. Effect Size (f²) 

The predictive relevance (Q²) test is conducted to evaluate the model’s ability to 

predict observed data. 

Table 8. Effect Size (f²) 

Relationship f² Category 

CQ → IMG 0.18 Moderate 
INT → IMG 0.15 Moderate 
ENG → IMG 0.22 Large 
IMG → MIN 0.30 Large 

Table 8 shows the effect size values of each relationship in the model. Engagement has 

the largest effect on institutional image with an f² value of 0.22, categorized as large. This 

indicates that interaction between the madrasah and its audience plays a dominant role in 

shaping the institutional image. 

Furthermore, institutional image has the strongest effect on prospective student 

interest with an f² value of 0.30, also categorized as large. This finding confirms that 

institutional image is a key determinant in increasing students’ interest. Meanwhile, 
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content quality and usage intensity also contribute significantly, although their effects fall 

within the moderate category. 

3. Predictive Relevance (Q²) 

 The predictive relevance (Q²) test is conducted to evaluate the model’s ability to 

predict observed data. 

Table 9. Q-Square 

Variable Q² 
Institutional Image 0.49 
Interest 0.53 

Table 9 presents the Q-square values used to assess the predictive capability of the 

model. The Q² value for institutional image is 0.49, and for interest is 0.53, both of which 

are greater than zero. This indicates that the model has good predictive relevance. 

The relatively high Q² values suggest that the model not only explains the relationships 

among variables but also has a strong ability to predict the observed phenomena. 

Therefore, the research model can be considered to have strong predictive capability. 

D. Hypothesis Testing 

Hypothesis testing was conducted to determine the significance of the relationships 

among variables in the research model. 

Table10. Path coefficient 

Relationship Coefficient T-Statistic P-Value Result 
CQ → IMG 0.32 4.85 0.000 Accepted 
INT → IMG 0.28 3.92 0.000 Accepted 
ENG → IMG 0.35 5.10 0.000 Accepted 
CQ → MIN 0.21 2.98 0.003 Accepted 
INT → MIN 0.18 2.45 0.014 Accepted 
ENG → MIN 0.22 3.10 0.002 Accepted 
IMG → MIN 0.41 6.25 0.000 Accepted 

Table 10 presents the results of hypothesis testing based on path coefficients, t-statistics, 

and p-values. All relationships among variables show t-statistics greater than 1.96 and p-values 

less than 0.05, indicating that all hypotheses in this study are supported. Institutional image 

has the strongest effect on prospective student interest, with a coefficient of 0.41, indicating 

that improvements in institutional image significantly enhance students’ interest. 

Furthermore, engagement has the greatest influence on institutional image (β = 0.35), 

highlighting the importance of active interaction on social media in shaping public perception. 

E. Mediation Analysis 

Mediation analysis was conducted to examine the role of institutional image in mediating 

the relationship between social media marketing strategies and prospective student interest. 
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Table 11. Indirect Effect. 

Relationship Coefficient T-Statistic P-Value Description 

CQ → IMG → MIN 0.13 3.20 0.001 Significant 
INT → IMG → MIN 0.11 2.85 0.004 Significant 
ENG → IMG → MIN 0.14 3.75 0.000 Significant 

Table 11 presents the results of indirect effect testing to evaluate the mediating role of 

institutional image. All mediation paths show t-statistics greater than 1.96 and p-values 

less than 0.05, indicating significant indirect effects. These findings confirm that 

institutional image acts as a partial mediator in the relationship between content quality, 

usage intensity, and engagement toward prospective student interest. This implies that 

social media marketing strategies influence student interest not only directly but also 

indirectly through the formation of a positive institutional image. 

Discussion 

The findings of this study provide strong empirical evidence regarding the 

effectiveness of social media-based educational marketing strategies in influencing 

prospective students’ interest through both direct and indirect mechanisms. The results 

confirm that content quality, usage intensity, and engagement play significant roles in shaping 

institutional image and student interest, aligning with contemporary marketing and consumer 

behavior theories. 

The positive and significant effect of content quality on institutional image (β = 0.32) 

indicates that well-designed, informative, and visually appealing content contributes to 

building favorable perceptions of madrasahs. This finding is consistent with marketing 

communication theory, which emphasizes that message clarity and relevance influence 

audience cognition and perception. In the context of educational marketing, high-quality 

content serves not only as an information medium but also as a representation of institutional 

professionalism and credibility. This supports previous studies suggesting that digital content 

quality is a key determinant of brand image in online environments. 

The influence of usage intensity on institutional image (β = 0.28) highlights the 

importance of consistency and frequency in social media communication. Repeated exposure 

to information enhances familiarity and recognition, which are essential elements in shaping 

public perception. This finding aligns with exposure theory, which posits that individuals tend 

to develop more positive attitudes toward stimuli they encounter frequently. In the 

educational context, consistent social media activity reflects institutional commitment and 

strengthens visibility in an increasingly competitive digital landscape. 

Among all predictors, engagement demonstrates the strongest effect on institutional 

image (β = 0.35; f² = 0.22), emphasizing the critical role of interactive communication. Unlike 

traditional one-way promotion, social media enables two-way interactions that foster 
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emotional connections and trust. This finding supports relationship marketing theory, which 

argues that long-term relationships and customer engagement are essential for building strong 

brand equity. In this study, engagement emerges as a dominant factor, suggesting that 

madrasahs should prioritize interactive strategies such as responding to comments, 

conducting live sessions, and encouraging user participation. 

The direct effects of content quality, usage intensity, and engagement on prospective 

student interest further reinforce the importance of digital marketing strategies in influencing 

behavioral intentions. The results indicate that social media not only shapes perceptions but 

also directly affects students’ decision-making processes. This aligns with the Theory of 

Planned Behavior, where attitudes and perceived information significantly influence intention 

formation. In this case, positive exposure to social media content increases the likelihood of 

students considering madrasahs as their educational choice. 

Institutional image is found to have the strongest influence on prospective student 

interest (β = 0.41; f² = 0.30), confirming its role as a central determinant in educational 

decision-making. A positive image that reflects academic quality, religious values, and 

modernity enhances institutional attractiveness. This finding is in line with brand image 

theory, which states that a strong and positive image significantly affects consumer 

preferences and choices. In the context of madrasahs, building a modern yet value-based image 

is crucial in competing with other educational institutions. 

The mediation analysis reveals that institutional image partially mediates the 

relationship between social media marketing strategies and prospective student interest. This 

indicates that the effectiveness of social media marketing is not solely dependent on direct 

influence but also on its ability to shape perceptions. The significant indirect effects (β = 0.11–

0.14) demonstrate that institutional image acts as a bridge connecting marketing activities 

with behavioral outcomes. This finding enriches existing literature by providing a more 

comprehensive model that integrates both direct and indirect pathways. 

The results of this study highlight that the success of social media-based educational 

marketing lies in the integration of content quality, consistent communication, and active 

engagement, all of which contribute to building a strong institutional image. In a competitive 

educational environment such as Samarinda, madrasahs must move beyond conventional 

promotional approaches and adopt strategic, data-driven digital marketing practices. 

Conclusion 

This study examined the effectiveness of social media-based educational marketing 

strategies in increasing prospective students’ interest in madrasahs in Samarinda City by 

investigating the roles of content quality, usage intensity, engagement, and institutional image. 

The findings indicate that content quality, usage intensity, and engagement significantly 
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influence institutional image, while all three variables also have direct positive effects on 

prospective students’ interest. Among these factors, engagement has the strongest effect on 

institutional image, whereas institutional image is the most influential determinant of 

prospective students’ interest. Furthermore, institutional image serves as a significant partial 

mediator, reinforcing the relationship between social media marketing strategies and student 

interest. The research model demonstrates strong explanatory and predictive capabilities, 

indicating that the proposed framework is effective in explaining students’ interest in the 

context of madrasah educational marketing. 

The findings highlight the importance of integrating high-quality content, consistent 

social media activities, and active audience engagement to strengthen institutional image and 

enhance the attractiveness of madrasahs. This study contributes to the educational marketing 

literature by providing an empirical model that explains how social media strategies influence 

prospective students’ interest through institutional image. Practically, the results suggest that 

madrasahs should adopt integrated and interactive digital marketing strategies to improve 

their competitiveness and respond effectively to the changing information-seeking behavior of 

prospective students and parents in the digital era. 

Limitation and Suggestions 

This study has several limitations that should be acknowledged. First, the research 

focuses on social media-based educational marketing variables, namely content quality, 

usage intensity, and engagement, with institutional image as a mediating variable. Other 

potentially influential factors, such as service quality, school facilities, tuition costs, and 

word-of-mouth communication, were not included in the model. Therefore, the findings may 

not fully capture all determinants influencing prospective students’ interest in madrasahs. 

Second, the data were collected using a self-reported questionnaire, which may be 

subject to response bias. Respondents’ perceptions may not always reflect actual behavior 

or decision-making processes. In addition, the study was conducted within a specific 

geographical context, namely Samarinda City, which may limit the generalizability of the 

findings to other regions with different socio-cultural and educational characteristics. 

Third, this study employs a cross-sectional design, which captures data at a single 

point in time. As a result, it does not fully explain dynamic changes in students’ perceptions 

and interests over time, particularly in the rapidly evolving digital environment. 

Based on these limitations, several recommendations for future research are 

proposed. Future studies are encouraged to incorporate additional variables, such as service 

quality, institutional reputation, and parental influence, to develop a more comprehensive 
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model of educational marketing effectiveness. Researchers may also consider using mixed-

method approaches by combining quantitative data with qualitative methods, such as 

interviews or observations, to gain deeper insights into students’ decision-making processes. 

Future research should explore longitudinal designs to examine changes in 

perceptions and interest over time. Expanding the research scope to include different regions 

or educational contexts will also enhance the generalizability of the findings. Finally, 

practical implementation studies are recommended to evaluate the real impact of social 

media marketing strategies on student enrollment and institutional competitiveness. 
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