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ABSTRACT
Keywords: This study aims to analyze the digital branding strategy of Islamic
Digital Branding;

Islamic Boarding i = i - . . ..
School; Social Media in building the institution's image and attracting public interest. The

boarding schools through marketing content on Instagram, specifically

Marketing research method used is a qualitative approach with content analysis
of posts on the Islamic boarding school's Instagram account, supported
by interviews and observations to deepen the data. The results show
that the Islamic boarding school's digital branding strategy is carried
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out through three main patterns: highlighting religious and educational
values, using attractive and consistent visuals, and utilizing student
testimonials and activities as a form of promotion. Educational and
inspirational content has proven more effective in building engagement
with the audience. In addition, Instagram plays a significant role as the
primary medium in shaping the modern image of Islamic boarding
schools without abandoning their traditional values. The implication of
this study is the importance of professional social media content
management so that Islamic boarding schools can compete in the
digital era, while strengthening institutional identity in an increasingly
digital-savvy society.
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INTRODUCTION

The rapid expansion of digital communication technologies has
transformed how educational institutions construct and maintain their public
image in contemporary society (Oyeniran, Adedolapo, Abubakar, & Jimoh, 2024).
Islamic boarding schools, as institutions that combine religious education with
social development, are increasingly expected to adapt to digital communication
trends in order to remain relevant and competitive (Belle & Chemen, 2025). In
the context of modern society, institutional branding is no longer limited to
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brochures, banners, or face-to-face communication, but also relies heavily on
social media platforms that allow institutions to reach broader audiences quickly
and interactively (Tarashtwal, Sirat, & Nadry, 2026). According to digital
branding theory, social media provides opportunities for institutions to
strengthen identity, credibility, and public trust through consistent and strategic
communication. Research by Hefniy and Diana (2025) demonstrates that digital
branding significantly influences public perceptions of educational institutions.
Therefore, the study of Islamic boarding schools” digital branding strategies is
socially important because it contributes to improving institutional
competitiveness, strengthening educational communication, and increasing
public engagement in the digital era.

Despite the increasing importance of digital branding, many educational
institutions still face difficulties in implementing effective social media
communication strategies. Islamic boarding schools often experience limitations
in digital literacy, content planning, and branding management, causing their
online communication practices to remain inconsistent and less strategic. In
many cases, social media accounts are created merely to fulfill trends without
being supported by a clear branding vision. This problem is significant because
ineffective digital communication can reduce institutional visibility and weaken
audience trust in educational services. Digital communication theory emphasizes
that successful branding requires consistency of messages, audience-centered
communication, and strong visual identity. However, many Islamic boarding
schools still focus only on posting routine activities without integrating
storytelling or persuasive communication approaches. As a result, social media
platforms are frequently underutilized as branding tools. This condition
highlights the urgency of studying Islamic boarding schools” digital branding
practices in order to identify communication weaknesses and propose more
systematic and sustainable marketing strategies.

Field phenomena indicate that Instagram has become one of the most
widely used social media platforms among Islamic boarding schools to
disseminate information regarding educational activities, religious programes,
and student achievements. Diana and Sain (2025) explain that many Islamic
boarding schools actively upload visual content to strengthen communication
with students, parents, and the wider community. Nevertheless, the
management of Instagram content still tends to be spontaneous, documentary-
oriented, and lacking strategic direction. Many uploaded posts merely display
activity documentation without reinforcing institutional narratives capable of
building emotional engagement with audiences. In addition, visual identity
elements such as color consistency, logo positioning, typography, and
storytelling are often not professionally managed. This phenomenon contrasts
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sharply with ideal digital marketing practices, which prioritize planned
communication strategies and audience interaction to strengthen brand
awareness. Consequently, audience engagement levels remain relatively low
compared to other educational institutions that manage their social media
professionally (Husna et al., 2024; Samsul, 2025). These field conditions illustrate
the gap between digital branding theory and the actual implementation within
Islamic boarding schools.

Previous studies have demonstrated that social media can function as an
effective communication instrument in strengthening institutional branding and
public engagement. Lateh (2023) found that social media enables educational
institutions to establish emotional closeness with audiences through visual
communication and interactive content. Similarly, Rohimah et al. (2024)
emphasized that Instagram contributes significantly to increasing institutional
visibility and public trust when managed strategically. Existing studies generally
highlight the importance of visual aesthetics, audience interaction, and content
consistency in digital branding practices. However, most previous research
focuses primarily on general educational institutions such as universities and
modern schools rather than Islamic boarding schools. As a result, the unique
characteristics of Islamic boarding schools, including their integration of
religious values and traditional educational culture, have not been adequately
explored in digital branding discussions. This limitation indicates that the
existing literature still lacks contextual analysis regarding how Islamic boarding
schools adapt digital marketing strategies while maintaining their religious
identity and educational philosophy in modern communication environments.

In addition to the limited contextual focus, previous studies also tend to
examine social media usage from a general perspective without specifically
analyzing the structure and characteristics of marketing content. Most studies
emphasize the effectiveness of social media platforms quantitatively through
engagement metrics, audience reach, or communication frequency, while paying
less attention to qualitative aspects such as storytelling, visual identity, message
consistency, and audience interaction patterns. Mundiri et al. (2025) argue that
research discussing the integration of Islamic values with digital branding
strategies remains very limited, especially within Islamic boarding school
institutions. Consequently, there is insufficient understanding regarding how
Islamic boarding schools negotiate traditional religious identities with modern
digital communication practices. This research gap is important because digital
branding success is strongly influenced not only by platform usage but also by
content quality and communication strategies. Therefore, further research is
necessary to provide a more comprehensive understanding of how Islamic
boarding schools utilize Instagram marketing content strategically to strengthen
institutional branding and maintain audience engagement in the digital era.

The novelty of this study lies in its analytical approach that specifically
examines Islamic boarding schools’ Instagram marketing content as a strategic
element of digital branding. Unlike previous studies that focus broadly on social
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media utilization, this research analyzes content dimensions such as visual
identity, storytelling techniques, message consistency, and audience interaction
patterns. This study also highlights how Islamic boarding schools balance
traditional Islamic values with the demands of modern digital communication,
thereby offering a unique perspective within the field of Islamic marketing
communication. The research is important because Islamic boarding schools
occupy a strategic position in Muslim society and increasingly compete with
other educational institutions in attracting public attention and trust. By
identifying effective branding practices, this study contributes theoretically to the
development of religious-based digital branding literature and practically to the
improvement of social media management strategies in Islamic educational
institutions. Consequently, the findings are expected to provide relevant insights
for academics, practitioners, and educational policymakers in the digital
communication era.

Based on the issues and gaps identified above, this study aims to analyze
how Islamic boarding schools implement digital branding strategies through
Instagram marketing content. The research problem focuses on understanding
the extent to which content planning, visual communication, storytelling, and
audience interaction contribute to strengthening institutional image and public
engagement. This study argues that structured and consistent Instagram content
management positively influences the branding effectiveness of Islamic boarding
schools because audiences are more likely to trust institutions that communicate
professionally and interactively. Conversely, unplanned and inconsistent content
management may weaken institutional visibility and reduce audience
engagement despite the significant potential of social media platforms.
Therefore, this research positions digital branding as an essential communication
strategy for Islamic boarding schools in the contemporary era. The study
contributes by providing a contextual understanding of Islamic boarding school
branding practices while offering recommendations for developing more
creative, systematic, and audience-oriented social media communication
strategies aligned with current digital culture.

RESEARCH METHODS

This study employed a qualitative research approach using a case study
design to obtain a comprehensive understanding of Islamic boarding schools’
digital branding strategies through Instagram marketing content (Fahmi, 2024;
Mulyana et al., 2024; Okoko et al., 2023). A qualitative case study was selected
because it enables researchers to explore social and communication phenomena
in their natural settings without manipulating variables, while also providing
deeper insights into institutional branding practices in the digital era. This design
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is considered appropriate because digital branding involves complex interactions
between communication strategies, institutional values, audience perceptions,
and social media practices that cannot be adequately explained through
quantitative measurements alone. The study focused on Ma'had Aly Nurul Jadid
as the research location because the institution actively utilizes Instagram as a
medium for public communication and institutional branding. In addition, the
institution operates within a well-known Islamic boarding school environment,
making it relevant for examining how traditional Islamic educational institutions
adapt to digital communication developments while maintaining their religious
identity and educational values.

The sources of data in this study consisted of respondents, informants, and
textual materials related to Islamic boarding schools” digital branding practices.
Respondents included Instagram followers of the Islamic boarding school
account who provided perceptions regarding the effectiveness and attractiveness
of the wuploaded content. Key informants consisted of social media
administrators, institutional managers, and individuals directly involved in
digital branding activities within the institution. Textual sources included
Instagram posts, captions, visual documentation, audience comments, and
online news related to the activities and institutional image of Ma'had Aly Nurul
Jadid. Data collection was conducted through three main techniques: desk
review, observation, and in-depth interviews. The desk review involved
examining literature, institutional documents, and previous studies related to
digital branding and Islamic educational communication. Observation
techniques were used to analyze Instagram content patterns, visual identity,
posting consistency, and audience interactions directly on the institution’s social
media platform (Salmona & Kaczynski, 2024; Susanto & Jailani, 2023).
Meanwhile, in-depth interviews were conducted to obtain detailed information
regarding the institution’s branding objectives, communication strategies, and
content management practices.

The data analysis process in this study followed several stages, namely
data condensation, data reduction, data display, and data verification to ensure
the validity and credibility of the findings. Data condensation was conducted by
selecting and focusing relevant information related to digital branding strategies
and Instagram marketing content. Subsequently, data reduction involved
organizing and simplifying the collected information to facilitate interpretation
and thematic categorization. The reduced data were then systematically
presented through descriptive narratives and thematic displays to identify
patterns, relationships, and communication strategies used by the institution.
Furthermore, data verification was conducted continuously throughout the
research process by comparing findings from observations, interviews, and
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textual analysis to maintain consistency and reliability of the results. This study
also applied content analysis to examine visual communication patterns and
message consistency in Instagram posts, discourse analysis to interpret the
meanings embedded within digital communication practices, and interpretative
analysis to understand how Islamic boarding schools construct institutional
branding in contemporary digital environments. Through these analytical stages,
the research aimed to produce comprehensive and valid conclusions regarding
the implementation of digital branding strategies at Ma'had Aly Nurul Jadid.

RESULTS AND DISCUSSION
Results
Visual Identity Consistency as a Branding Strengthener

In this study, consistent visual identity as a branding enhancer is defined
as the uniformity of visual elements used by Islamic boarding schools in their
Instagram content, such as logos, dominant colors, typography, design style, and
feed layout. In practice, this consistency plays a crucial role in building the
institution's image and recognition in the digital space, enabling audiences to
easily identify any content originating from the Islamic boarding school's official
account. Thus, visual identity serves not only as an aesthetic tool but also as a
branding communication tool that strengthens the institution's character.

Based on interviews, Informant A stated that the use of consistent colors
and logos in every post makes the Islamic boarding school's account appear more
professional and easily recognized by the audience. Meanwhile, Informant B
revealed that consistent content design helps create the impression that the
Islamic boarding school has organized social media management and is serious
about building the institution's image. The researchers interpret this as a
consistent visual identity that not only impacts aesthetics but also enhances
positive perceptions of the Islamic boarding school's credibility and
professionalism in the public eye.

Observations indicate that Islamic boarding school Instagram accounts
generally use a relatively consistent visual pattern, particularly in the use of
logos, dominant colors, and design templates for posts about student activities
and institutional information. However, there are still some design variations in
certain content that do not fully adhere to uniform visual standards. Researchers
interpret this as suggesting that despite efforts to standardize visual content, this
consistency is still in its infancy and has not yet been fully implemented across
all types of content.

In general, it can be reiterated that consistent visual identity plays a crucial
role in strengthening Islamic boarding school digital branding because it helps
build a stronger and more professional image and recognition of the institution.
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This consistency also influences audience perceptions of the Islamic boarding
school's credibility in the digital space. The observed pattern suggests that the
more consistent the visual elements used, the stronger the brand identity formed
in the minds of audiences, although implementation still needs strengthening in
several aspects of content design.

The data analysis reveals a consistent visual identity that tends to generate
positive perceptions of the Islamic boarding school's professionalism.
Consistency in logo, color, and design style are key elements that strengthen
audience retention of Islamic boarding school accounts. However, variations that
still appear in some content indicate that visual standardization is not yet fully
stable, so more targeted design management is needed so that the Islamic
boarding school's digital branding can be formed more strongly and consistently.

Educational and Religious Content as Core Branding Values

Educational and religious content, as the primary branding value in this
study, is defined as all Instagram posts from Islamic boarding schools containing
educational messages, Islamic studies, student learning activities, religious
studies, and moral and spiritual values. In practice, this content is central to
digital branding strategies because it represents the pesantren's identity as an
Islamic educational institution. Therefore, the content serves not only as
documentation of activities but also as a medium for preaching and building a
positive image of the pesantren in the digital space.

Based on interviews, Informant A stated that educational content, such as
Islamic studies and student learning activities, demonstrates that the pesantren
offers high-quality education and a religious environment. Meanwhile,
Informant B revealed that consistently uploading religious content makes the
pesantren appear more credible and aligned with the Islamic values it teaches.
The researchers interpret this as a crucial role in building public trust, as
audiences judge the quality of a pesantren based on the consistency with which
Islamic values are presented in its content.

Observations show that Islamic boarding school Instagram accounts are
dominated by educational and religious posts, such as documentation of learning
activities, religious studies, moral messages, and students' worship activities.
This content is uploaded regularly and is the primary characteristic of the Islamic
boarding school accounts. Researchers interpret this content dominance as
demonstrating the Islamic boarding school's orientation toward maintaining its
Islamic identity while utilizing social media as a means of digital da'wah (Islamic
outreach).

In general, it can be reiterated that educational and religious content is a
key foundation of the Islamic boarding school's digital branding strategy because
it can create a positive, religious, and trustworthy image. This content not only
strengthens the institutional identity but also serves as a medium for
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communicating Islamic values to a wider audience. The observed pattern
indicates that the more consistently educational and religious content is
displayed, the stronger the positive image and audience trust in the Islamic
boarding school in the digital space.

The data analysis reveals a pattern where the digital branding of Islamic
boarding schools relies heavily on the strength of Islamic values packaged in
educational and religious content. This content is a key element that
differentiates Islamic boarding schools from other institutions in the digital
space. Consistency in presenting these values creates a strong identity, while
strengthening the position of Islamic boarding schools as Islamic educational
institutions that are adaptive to technological developments without losing their
traditional values.

Storytelling and Student Activities as Audience Attraction

In this study, storytelling and student activities as an audience attraction
are defined as a strategy for presenting Islamic boarding school Instagram
content that presents narratives of students' daily activities, learning experiences,
achievements, and life within the school environment in a more communicative
and emotional way. In practice, storytelling is not merely documentation of
activities, but is packaged in the form of visual stories and captions that build an
emotional connection with the audience. Thus, this strategy serves to strengthen
the content's appeal while simultaneously creating a humanistic and inspiring
image of the Islamic boarding school.

Based on interviews, Informant A stated that content featuring students'
activities such as studying, participating in organizations, and participating in
religious activities makes the Islamic boarding school appear more vibrant and
connected to the community. Meanwhile, Informant B revealed that storytelling
depicting students' daily lives can increase audience engagement because it
provides a realistic picture of the Islamic boarding school atmosphere. The
researchers interpret that storytelling plays a crucial role in building engagement
because it creates an emotional connection between the Islamic boarding school
and its audience through authentic and relatable stories.

Observations show that Islamic boarding school Instagram accounts
consistently upload content showcasing student activities in various forms, such
as photos of learning activities, short videos of activities, and documentation of
events and student achievements. This content is often accompanied by
narratives explaining the activities in simple yet meaningful ways. Researchers
interpret this use of storytelling as making Islamic boarding school content more
engaging than simply informative posts, as it provides context and meaning
behind each activity.
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In general, it can be reiterated that storytelling and student activities are a
crucial strategy in Islamic boarding school digital branding because they can
increase audience appeal and engagement. This strategy not only conveys
information but also builds emotional connection and strengthens the image of
the Islamic boarding school as a dynamic and humanistic educational institution.
The observed pattern indicates that the stronger the storytelling element in the
content, the higher the audience's interest and interaction with the Islamic
boarding school's Instagram account.

The data analysis reveals a pattern where storytelling combined with
documentation of student activities is an effective element in capturing audience
attention. Narrative and emotional content can increase engagement and
strengthen the positive image of Islamic boarding schools in the digital space.
This shows that a story-based communication approach is an important strategy
in building digital branding that is more lively, authentic, and close to the
audience.

Discussion

The findings of this study demonstrate that the digital branding strategy
of Islamic boarding schools through Instagram is strongly influenced by the
consistency of visual identity, the dominance of religious-educational content,
and the presentation of student activity documentation. These findings support
the perspective of digital branding theory, which emphasizes that visual
consistency and message uniformity are essential elements in strengthening
institutional image and increasing audience recognition on social media
platforms. Similarly, Aini et al. (2024) explain that educational institutions can
build stronger audience trust when they consistently present institutional
identity through visual communication and value-based messages. In line with
Hidayat et al. (2024), this study confirms that visual branding contributes
significantly to audience memory and institutional recognition. However, this
research also found that Islamic boarding schools still implement digital
branding practices in relatively simple ways and have not fully adopted
professional branding standards commonly applied in modern digital marketing
practices (Alfaridli et al., 2024). Theoretically, these findings reinforce digital
branding concepts regarding the importance of consistency in online
communication, while practically indicating that Islamic boarding schools
require more systematic content planning to optimize branding effectiveness in
competitive digital environments.

Furthermore, the dominance of religious and educational content
identified in this study reflects the implementation of value-based branding
within Islamic boarding school communication practices. This finding is
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consistent with Nazilah et al. (2024), who argue that institutional branding in
religious educational organizations is closely connected to moral identity and
ideological values. Rodliyah et al. (2024) also explain that Islamic educational
institutions prioritize Islamic values as the central foundation of their
communication strategies to maintain authenticity and public trust. In addition,
the findings correspond with studies from the Pew Research Center cited by
Mannan and Shulhani (2024), which indicate that digital audiences tend to trust
institutions displaying consistent and authentic values in their online
communication. Nevertheless, this study reveals a significant difference from
previous research because the Islamic boarding schools observed still lack
innovation in presenting interactive digital content such as short-form videos,
audience participation campaigns, and dynamic storytelling formats. The
practical implication is that although Islamic boarding schools possess strong
institutional values as branding capital, they still need creative digital
communication innovations to compete more effectively in the contemporary
social media ecosystem characterized by fast, interactive, and visually attractive
communication patterns.

Another important finding of this study is the use of storytelling strategies
centered on student activities, educational experiences, and daily life within
Islamic boarding schools. This finding supports emotional branding theory,
which emphasizes that emotional attachment between institutions and audiences
can be built through narrative communication and authentic storytelling
(Khoiroh, 2025). Rahmatillah and Andayani (2025) similarly found that
storytelling content increases audience engagement because it creates emotional
closeness and humanizes institutional communication. The present study
confirms that content portraying student achievements, religious activities, and
social interactions contributes positively to building a favorable institutional
image and strengthening public trust. However, compared to branding practices
in modern educational institutions, storytelling within Islamic boarding schools
remains predominantly documentary-oriented and lacks strategic narrative
construction designed to persuade and emotionally engage audiences more
deeply (Gojali et al., 2024). Theoretically, this finding extends emotional branding
discussions into the context of Islamic educational institutions, while practically
suggesting the need for more structured storytelling strategies capable of
transforming routine documentation into persuasive branding narratives that
strengthen audience engagement and institutional reputation simultaneously.

This study also found that digital branding plays a significant role in
enhancing institutional visibility, expanding the reach of Islamic preaching, and
strengthening public confidence in Islamic boarding schools. These findings are
consistent with Safuan et al. (2024), who argue that social media has become an
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effective medium for disseminating institutional values and religious messages
to wider audiences. However, the findings also indicate the presence of
communication dysfunction when uploaded content remains merely informative
without a clear communication objective or audience engagement strategy. This
result aligns with Iman et al. (2025), who explain that ineffective content
management often results from limited digital communication competencies and
insufficient strategic planning. In the context of Islamic boarding schools, the
persistence of traditional communication approaches and the limited availability
of trained social media managers contribute to the suboptimal implementation
of digital branding strategies. From a theoretical perspective, this finding
illustrates the transitional nature of digital adaptation within religious
educational institutions. Practically, it emphasizes the importance of digital
marketing training, institutional communication planning, and human resource
development to improve the effectiveness and sustainability of Islamic boarding
schools’ social media branding practices.

The novelty or state of the art of this study lies in its analytical focus on
the integration of visual identity, religious values, and documentary storytelling
within Islamic boarding school digital branding strategies. Unlike previous
studies that generally discuss social media usage in educational institutions, this
research specifically analyzes how Islamic boarding schools negotiate their
traditional religious identity with the demands of digital communication
modernity. This study contributes a new perspective by demonstrating that
digital branding in Islamic boarding schools is not solely oriented toward
promotional communication but also functions as a medium for preserving
institutional values and strengthening religious legitimacy in digital spaces.
Furthermore, this research introduces the concept of “religious-documentary
branding,” where branding strategies are formed through authentic
representations of religious educational life and community values.
Theoretically, this contribution enriches the literature on Islamic marketing
communication and digital branding by contextualizing branding practices
within religious educational institutions. Practically, the findings provide
guidance for Islamic boarding schools in developing more adaptive, creative, and
strategically organized communication models while maintaining their cultural
and religious authenticity.

Overall, the findings indicate that Islamic boarding school digital
branding on Instagram is constructed through the interaction between traditional
Islamic values, visual communication practices, and social media adaptation
processes (Sain et al., 2024). This structure demonstrates that Islamic boarding
schools are gradually transforming from conventional communication systems
toward more modern digital communication models while attempting to
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preserve their institutional identity. Compared with existing literature, this study
confirms that digital branding effectiveness is not determined solely by platform
usage but also by the ability to integrate values, narratives, and audience
engagement strategies into content production processes. The study contributes
both theoretically and practically by providing a contextual understanding of
religious-based digital branding strategies in Islamic educational institutions. In
addition, this research highlights the importance of professionalizing social
media management through strategic content planning, visual consistency, and
interactive communication approaches. Therefore, strengthening digital
communication capacity and developing audience-oriented branding strategies
are essential for Islamic boarding schools to maintain relevance, competitiveness,
and public trust in the rapidly evolving digital era.

CONCLUSION

In conclusion, the most important finding of this study is that the digital
branding strategy of Islamic boarding schools through Instagram functions not
only as a promotional communication tool but also as a medium for da’wah,
educational dissemination, and the reinforcement of institutional identity based
on Islamic values. The study highlights an important lesson that Islamic boarding
schools are capable of adapting to the dynamics of digital communication while
maintaining their religious authenticity through the use of visual identity,
educational content, and storytelling related to students’ activities and
institutional culture. Nevertheless, the effectiveness of digital branding remains
highly dependent on consistent, structured, and audience-oriented content
management strategies. The strength of this study lies in its contribution to the
development of Islamic marketing communication studies by integrating digital
branding theory with the socio-religious characteristics of Islamic boarding
schools, thereby offering a contextual and value-based perspective on
institutional branding in the digital era. In addition, this research contributes
methodologically by emphasizing Instagram content analysis as an approach to
understanding digital communication practices in religious educational
institutions. However, this study has several limitations because it focuses only
on a single case study at Ma'had Aly Nurul Jadid, limiting the generalizability of
the findings to other Islamic boarding schools with different cultural and
organizational contexts. Furthermore, the qualitative approach and limited
diversity of informants in terms of age, gender, and institutional background
may have influenced the breadth of perspectives obtained. Therefore, future
research is recommended to employ quantitative or mixed-method approaches
involving broader and more diverse respondents in order to measure digital
branding effectiveness more comprehensively and formulate more adaptive and
strategic digital communication models for Islamic boarding school institutions.
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