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ABSTRACT
Keywords: This study aims to examine how Al-driven digital marketing
Smart School
Branding, Artificial
Intelligence, Digital

contributes to smart school branding, particularly in enhancing
institutional reputation and student enrollment in a selected senior

Marketing, Student high school context. The research employs a qualitative case study
Enroliment approach to explore the implementation process, stakeholder
*Corresponding Author

experiences, and outcomes of integrating artificial intelligence into
digital marketing practices. Data were collected through in-depth
interviews, non-participant observation, and documentation analysis,
and analyzed using data condensation, data reduction, data display,
and conclusion drawing techniques. The findings indicate that Al-
driven digital marketing improves branding effectiveness through
optimized content management, enhanced communication efficiency,
and better engagement with prospective students. The integration of Al
tools such as analytics systems and chatbots supports faster
information delivery and more structured promotional strategies,
resulting in increased digital visibility and higher enrollment interest.
However, the study also shows that human oversight remains essential
to ensure alignment with institutional values and communication
quality. The implications suggest that Al serves as a strategic enabler in
educational branding, offering both theoretical enrichment for digital
marketing studies and practical guidance for schools in adopting
technology-driven branding systems.
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INTRODUCTION

Artificial intelligence is reshaping how institutions communicate,
compete, and build trust in modern society (Albustomi, 2025; Rahman, 2025;
Shoha, 2026). In the education sector, schools are no longer evaluated only
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through academic performance but also through their digital presence and
branding strength. Strong institutional branding has become a strategic asset
because it directly influences public perception, credibility, and enrollment
decisions. The integration of Al-driven digital marketing enables schools to
analyze user behavior, personalize communication, and optimize promotional
strategies more efficiently than traditional methods (Hikmah & Mudarris, 2026;
Manshur, 2026; Ni’am, 2025). Evidence from global digital transformation trends
shows that educational institutions adopting data-driven marketing experience
higher engagement rates and improved visibility. Therefore, the use of Al in
school branding is not only a technological advancement but also a social
necessity. It supports transparency, accessibility, and competitiveness in
education (Holidi, 2025; Khofsah, 2025; Kusumawati, 2025). In conclusion, Al-
driven branding is increasingly important for ensuring that educational
institutions remain relevant, trusted, and competitive in a rapidly evolving
digital society.

Despite the rapid growth of digital technologies, many educational
institutions still face significant challenges in adapting to Al-driven marketing
systems. A major problem lies in the limited digital literacy and technological
readiness among school administrators, which restricts effective implementation
of modern branding strategies (Holidi, 2026; Kunta, 2025; Najiburohman, 2025).
Many schools continue to rely on conventional promotion methods such as
brochures, offline events, and word-of-mouth communication, which are no
longer sufficient in a highly competitive educational market. This gap creates
unequal visibility between institutions, where digitally advanced schools attract
more students while less adaptive schools experience declining enrollment. In
addition, budget constraints and lack of technical expertise further hinder the
adoption of Al-based tools such as analytics platforms, automated content
systems, and customer relationship management tools (Adzimah, 2024; Hikmah,
2026). As a result, many institutions fail to maximize their branding potential in
the digital ecosystem. This situation highlights a pressing need for more adaptive
and technology-oriented marketing approaches in education.

In the field, the transformation toward digital school branding can already
be observed, but its implementation remains inconsistent. Some senior high
schools have started using social media platforms, official websites, and online
admission systems to enhance their visibility and attract prospective students
(Fitriani, 2025; Nadhifah, 2026). However, the level of integration varies
significantly across institutions. Certain schools actively use Al-supported tools
such as automated chat systems, content scheduling algorithms, and data
analytics to monitor engagement, while others only use basic digital platforms
without strategic optimization. This uneven implementation results in different
levels of branding effectiveness (Kusumawati, 2026; Mohlas, 2025). Schools with
stronger digital strategies tend to receive higher engagement, increased inquiries,
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and improved enrollment rates. Meanwhile, schools with limited digital
adoption struggle to compete in the same educational market. This phenomenon
indicates that digital transformation in education is not only about technology
availability but also about strategic utilization. It reflects a growing divide
between digitally mature and less mature educational institutions.

Previous studies have extensively examined digital marketing in
education, particularly in relation to institutional branding and student
recruitment. Research indicates that digital platforms such as social media and
official websites play a significant role in shaping institutional image and
influencing enrollment decisions. Studies by various scholars highlight that
consistent online communication improves brand awareness and strengthens
trust among prospective students and parents (Rahman, 2026; Syafiih, 2025).
However, most of these studies focus on conventional digital marketing
strategies without integrating artificial intelligence as a core analytical or
operational tool. As a result, the role of Al in optimizing branding strategies
remains underexplored. Furthermore, earlier research often emphasizes
descriptive analysis rather than process-oriented investigation of how digital
marketing systems are implemented within schools. This limitation creates a gap
in understanding the operational mechanism behind Al-driven branding.
Therefore, there is a need to extend current literature by incorporating Al as a
central component in educational marketing research.

In addition, existing studies rarely provide a comprehensive explanation
of how digital marketing strategies directly influence student enrollment through
data-driven decision-making processes. Most research treats branding and
enrollment as separate outcomes rather than interconnected systems. This
fragmented approach limits the ability to understand the full impact of digital
transformation in education (Ghozali, 2024; Mustafa & Maulana, 2024;
Rahmadan & Shudiq, 2024). Moreover, the majority of previous studies are
conducted in higher education contexts, while senior high school settings remain
underrepresented. This creates a contextual gap, as branding strategies and
decision-making behaviors differ significantly between universities and
secondary education institutions (Basri et al., 2024; Sain et al., 2024; Saleha &
Sholihah, 2024). Another limitation is the lack of qualitative insight into
stakeholder experiences, particularly from school administrators and marketing
teams who manage digital systems in practice. Consequently, there is insufficient
understanding of how Al-driven tools are perceived and utilized at the
institutional level. These gaps highlight the necessity for a more integrated and
context-specific study focusing on secondary education institutions.

The state of the art in educational marketing research is shifting toward
the integration of artificial intelligence, big data analytics, and automated
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communication systems. Al-driven digital marketing enables institutions to
move from static promotion to dynamic, personalized engagement strategies.
This evolution allows schools to analyze prospective student behavior, optimize
content delivery, and improve conversion rates in enrollment processes. Despite
these advancements, empirical studies that connect Al implementation directly
with school branding outcomes remain limited, particularly in the context of
secondary education. This lack of empirical grounding creates uncertainty
regarding the effectiveness and practical application of Al tools in real
institutional settings. Therefore, it is urgent to investigate how Al-driven digital
marketing is actually implemented in schools and how it contributes to branding
effectiveness. Understanding this relationship is critical for improving
institutional competitiveness and ensuring that educational organizations can
adapt to technological disruption in a structured and sustainable manner.

This study is built on the argument that Al-driven digital marketing has
the potential to significantly enhance smart school branding and improve student
enrollment outcomes when implemented strategically. However, the
effectiveness of this approach depends on how well institutions integrate digital
tools into their communication and decision-making processes. The main
research problem addressed in this study is how Al-driven digital marketing is
implemented in a selected senior high school and how it influences institutional
reputation and student enrollment. This research proposes that successful
branding is not only determined by the presence of digital platforms but also by
the strategic use of Al for personalization, engagement tracking, and
communication optimization. The expected contribution of this study is to
provide a context-based understanding of Al implementation in school branding
and to offer empirical insights that can guide educational institutions in adopting
more effective digital marketing strategies in the future.

RESEARCH METHODS

This study employs a qualitative case study design to examine the
implementation of Al-driven digital marketing in smart school branding and its
contribution to institutional reputation and student enrollment. A case study
design is selected because it allows an in-depth exploration of a complex
phenomenon within its real-world context (Mulyana et al., 2024; Takona, 2024).
This approach is appropriate for understanding how artificial intelligence is
integrated into digital marketing practices, how these practices shape school
branding strategies, and how stakeholders interpret and respond to these
initiatives in relation to institutional reputation and enrollment outcomes.

The study is conducted in a selected senior high school in Indonesia that
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has implemented digital marketing strategies through official websites, social
media platforms, and online admission systems. This site is chosen due to its
relevance to the research focus and its active adoption of digital technologies in
institutional promotion. The school provides access to relevant empirical data,
including digital promotional content, online engagement metrics, and
administrative records related to student enrollment, making it suitable for an in-
depth qualitative case study.

Data collection is carried out through in-depth interviews, non-participant
observation, and documentation analysis. In-depth interviews are conducted
with school administrators, marketing staff, and relevant stakeholders to gain
detailed insights into the implementation of Al-driven digital marketing
strategies and branding practices. Non-participant observation is used to
examine the school’s digital presence, including its website and social media
platforms, to analyze communication patterns and branding activities.
Documentation analysis is applied to review supporting materials such as
promotional content, enrollment reports, and digital marketing artifacts
produced by the institution.

Data analysis follows the interactive model proposed by Miles,
Huberman, and Saldafia, consisting of data condensation, data reduction, data
display, and conclusion drawing or verification (Donkoh & Mensah, 2023; Okoko
et al., 2023). Data condensation is performed by selecting, focusing, and
simplifying raw data from interviews, observations, and documents into
meaningful units aligned with the research objectives. Data reduction is used to
organize and categorize the condensed data into thematic patterns such as Al
integration, digital marketing strategies, and institutional branding outcomes.
The data are then displayed in structured narrative and thematic forms to
support interpretation. Finally, conclusion drawing and verification are
conducted through triangulation across data sources to ensure consistency,
validity, and reliability before final conclusions are established.

RESULTS AND DISCUSSION
Results
Context of Smart School Branding and Initial Condition

The initial condition of smart school branding in a selected senior high
school shows that institutional promotion is still dominated by conventional
communication strategies. Based on observation of the school’s public
communication channels, promotional activities are mainly conducted through
offline events, printed materials, and non-integrated digital posts. The school
website exists but is not regularly updated, while social media accounts show
inconsistent content scheduling. This indicates that digital branding has not yet
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been managed as a strategic system.

Interview data from school administrators confirm this condition. One
informant stated that digital promotion is only conducted when needed,
especially during student admission periods. The marketing activities are not
supported by structured digital analytics or automated systems. Another staff
member explained that content creation is still manual and depends on limited
human resources, which reduces consistency in branding output. This reflects a
lack of systematic digital marketing governance within the institution.

Observation of student response patterns shows limited engagement with
institutional digital content. Interaction rates on social media posts remain low,
and inquiries about admission are mostly obtained through offline
communication channels. This indicates that the school’s digital visibility has not
yet translated into strong audience engagement or enrollment interest.

Overall, the initial condition demonstrates that institutional branding is
still in an early stage of digital transformation. The lack of strategic integration
between communication channels and digital tools results in weak brand
positioning in the competitive education environment.

Implementation Patterns of AI-Driven Digital Marketing

The implementation of Al-driven digital marketing begins with gradual
integration into the school’s communication system. Observation of digital
platforms shows that the school starts utilizing automated features such as
scheduled posting tools, basic analytics dashboards, and chatbot-based inquiry
systems on admission pages. These tools are used to improve response time and
content consistency across platforms.

To support these findings, interview data reveals that staff members
perceive Al tools as supportive instruments rather than fully autonomous
systems. One informant explained that Al-based analytics helps identify which
content types attract more engagement, especially on social media platforms.
Another informant mentioned that chatbot features reduce the workload of
administrative staff by handling basic admission questions. However, human
supervision remains essential to ensure accuracy and alignment with school
values.

Table 1. Comparison of School Branding Practices Before and After Al Integration

Aspect Before Al Integration After Al Integration
Content Management Manual, inconsistent Scheduled, semi-automated
Communication Offline dominant Hybrid online—offline
Engagement Tracking Not measured Basic analytics used
Journal of Educational Management Research Vol. 04 No. 06 (2025) : 3406-3418 3411
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Admission Inquiry Direct/offline Chatbot + online system

Table 1 presents a comparative overview of institutional branding

practices before and after the implementation of Al-driven digital marketing in a
selected senior high school. The comparison highlights a clear shift from
conventional, manually managed communication systems toward a more
structured and technology-assisted branding approach. Before Al integration,
content management was conducted manually and showed inconsistency in
scheduling, while communication activities were predominantly offline and
limited in reach. Engagement tracking was not systematically conducted, and
admission inquiries relied mainly on direct or offline interaction. After the
integration of Al-based tools, improvements are observed in several aspects,
including the adoption of scheduled and semi-automated content management,
the emergence of hybrid communication channels, the use of basic analytics for
engagement monitoring, and the implementation of chatbot-based systems for
handling admission inquiries. These changes indicate that AI integration
contributes to increased operational efficiency and improved digital branding
coordination within the institution.

Observation also shows that content production becomes more structured
after Al tools are introduced. Posting frequency increases, and engagement
metrics such as views and comments show gradual improvement. However, the
system is still in a semi-developed stage, where automation supports but does
not replace human decision-making. Overall, the implementation phase
indicates a transitional process from traditional branding to Al-assisted digital
marketing, where technology enhances efficiency but still requires strong human
control.

Observed Outcomes in Institutional Branding and Enrollment Response

After the implementation of Al-driven digital marketing, observable
changes occur in institutional visibility and engagement behavior. Based on
observation of social media analytics, there is an increase in content reach,
particularly during admission periods. Website traffic also shows higher activity
compared to the previous condition, indicating improved digital exposure of the
institution.

Interview data from school staff confirm that prospective students now
access information more quickly through online platforms. One informant stated
that most admission-related questions are now received through digital channels
rather than direct visits. Another staff member noted that response time has
significantly improved due to the presence of automated communication tools,
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especially chatbots used for basic inquiries.

Observation of student behavior shows increased interaction with school
content, including likes, shares, and direct messages. Prospective students
demonstrate faster decision-making in obtaining admission information, which
contributes to higher inquiry volume. However, enrollment outcomes are not
solely influenced by Al tools but also depend on promotional consistency and
the credibility of the institution’s communication strategy.

In conclusion, the outcomes indicate that Al-driven digital marketing
contributes positively to smart school branding by improving visibility,
engagement, and enrollment interest. Nevertheless, the effectiveness of this
system remains dependent on human oversight, content strategy, and
continuous evaluation of digital performance.

Discussion

The findings of this study indicate that Al-driven digital marketing
significantly transforms smart school branding practices in a selected senior high
school. The results show a clear shift from conventional promotional strategies
toward more structured, data-driven, and semi-automated digital branding
systems. This aligns with previous studies that emphasize the importance of
digital marketing in improving institutional visibility and reputation in
education (Azaroh, 2025; Baharun, 2024; Holid, 2025). However, unlike earlier
research that mainly focuses on traditional social media marketing, this study
extends the discussion by demonstrating how artificial intelligence enhances
content optimization, engagement tracking, and communication efficiency. This
suggests that Al does not replace digital marketing but strengthens its strategic
effectiveness through automation and behavioral analysis.

When compared with existing literature, the findings support the view
that digital branding plays a crucial role in shaping institutional reputation and
influencing student enrollment decisions. Prior research highlights that
consistent online presence improves trust and awareness among prospective
students. However, this study reveals a more advanced layer of digital
transformation, where Al tools such as analytics systems and chatbots contribute
directly to operational efficiency and communication responsiveness (Abas &
Kholidah, 2025; Kusnanto et al., 2023; Wagner, 2025). This represents a partial
divergence from earlier studies, which often treat digital marketing as a static
communication tool rather than a dynamic, intelligent system. Therefore, the
findings expand the current understanding by positioning Al as an enabling
mechanism within educational branding ecosystems.
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From a theoretical perspective, this study contributes to the development
of digital marketing and institutional branding theory by integrating artificial
intelligence as a functional component of branding strategy. The findings
support the idea that institutional reputation is not only constructed through
communication frequency but also through data-driven personalization and
interaction quality (Ridlo & Yanti, 2023; Zain & Mustofa, 2024; Zuhdi & Faridy,
2024). This extends existing branding models by incorporating Al-based decision
support systems into the marketing process. Practically, the study demonstrates
that schools can improve engagement and enrollment outcomes by adopting Al-
supported tools such as automated content scheduling, chatbot services, and
analytics dashboards. These tools enhance efficiency while maintaining human
oversight in strategic communication.

The study also highlights that the effectiveness of Al-driven digital
marketing depends on the balance between technology and human management.
Although Al improves operational performance, the findings show that human
decision-making remains essential in aligning branding messages with
institutional values (Sain et al., 2024; Saleha & Sholihah, 2024). This reinforces
previous research that emphasizes the importance of organizational readiness in
digital transformation. In practice, schools must develop digital competencies
among staff to fully maximize the benefits of Al integration. Without adequate
human capacity, technological adoption alone may not produce optimal
branding outcomes.

Overall, this study contributes to the growing body of literature on smart
education and digital transformation by providing empirical evidence from a
secondary education context, which is still underrepresented in previous
research. The novelty of this study lies in its focus on Al-driven digital marketing
as a core mechanism for smart school branding and its direct connection to
student enrollment behavior. This research not only bridges the gap between
digital marketing theory and educational practice but also offers practical
insights for schools seeking to enhance their competitiveness in the digital era.

CONCLUSION

This study concludes that the most important finding is that Al-driven
digital marketing plays a significant role in strengthening smart school branding
by improving institutional visibility, communication efficiency, and student
enrollment responsiveness in a selected senior high school. The key lesson from
this research is that effective branding in education is no longer dependent on
conventional promotion methods, but on the strategic integration of digital tools,
data-driven decision-making, and consistent human oversight to ensure
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alignment with institutional values. In terms of scholarly contribution, this study
enriches the literature on educational marketing and digital transformation by
positioning artificial intelligence as an enabling mechanism within smart school
branding, particularly in the underexplored context of secondary education,
thereby bridging the gap between theoretical digital marketing models and
practical school-level implementation. However, this study is limited by its
single-case design, which restricts generalizability, as well as its reliance on
qualitative interpretation that may not fully capture long-term quantitative
impacts on enrollment trends. Future research is recommended to expand the
scope by wusing multi-case or mixed-method approaches, incorporating
comparative analysis across different school types, and applying longitudinal
data to better measure the sustained impact of Al-driven digital marketing on
institutional reputation and enrollment performance.

REFERENCES

Abas, M. C., & Kholidah, N. D. (2025). Improving Brand Awareness of
Educational Institutions Through Educational Personnel Recruitment
Management in Madrasah. At-Tarbiyat, 8(2025).

Adzimah, M. (2024). Experiential Marketing Strategy in the Boarding School
Education Ecosystem as an Effort to Increase the Loyalty of Student
Guardians at Islamic Boarding Schools. Educazione: Journal of Education and
Learning, 1(2), 78-86.

Albustomi, A. Y. (2025). Visualizing Transparency: The Role of Virtual School
Tours in Strengthening Institutional Accountability and Stakeholder
Trust. PEDAGOGIK: Jurnal Pendidikan, 12(2), 304-
317. https://doi.org/10.33650/pjp.v12i2.13037

Azaroh, S. (2025). Implementasi Model Problem Based Learning untuk
Meningkatkan Hasil Belajar Siswa pada Materi Larangan Mengkonsumsi
Minuman Keras. Journal of Pedagogical and Teacher Professional Development,
2(1), 122-139.

Baharun, H. (2024). The Imperative of Continuous Improvement: Enhancing
Human Resources in Schools. Journal of Islamic Education Research, 5(1), 13—
20. https://doi.org/10.35719/jier.v5i1.372

Basri, H., Zaini, A. W., & Suhermanto, S. (2024). Exploring Charismatic
Leadership and Personality Competence: Keys to Fostering Teacher
Motivation. Bidayatuna Jurnal Pendidikan Guru Madrasah Ibtidaiyah, 7(2),
109-120. https://doi.org/10.54471/bidayatuna.v7i2.2983

Journal of Educational Management Research Vol. 04 No. 06 (2025) : 3406-3418 3415
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.33650/pjp.v12i2.13037
https://doi.org/10.35719/jier.v5i1.372
https://doi.org/10.54471/bidayatuna.v7i2.2983

Donkoh, S., & Mensah, J. (2023). Application of Triangulation in Qualitative
Research. Journal of Applied Biotechnology and Bioengineering, 10(1), 6-
9. https://doi.org/10.15406/jabb.2023.10.00319

Fitriani, N. S. (2025). The Lived Experience of Self-Compassion as a Coping
Strategy Under Modern Life Pressure. MindScape: Journal of Psychology,
1(2), 93-104.

Ghozali, A. F. (2024). Integration of Coding and Al in Islamic Education
Curriculum Management: A Conceptual Study. Proceeding of International
Conference on Education, Society and Humanity, 2(2), 462-469.

Hikmah, U. (2026). Digital Transformation in Management Islamic Schools:
Evaluating Impact Social Media Advertising to Growth Institution. Journal
of Islamic Scholarly Research, 1(1), 19-28.

Hikmah, U., & Mudarris, B. (2026). A Strategic Plan for High Quality and
Effective Madrasah Management in Realized Quality Superior
Education. Journal of Education Management and Policy, 2(1), 39-49.

Holid, M. (2025). Principals' Role in the Application of Reward and Punishment
Systems for Promoting Student Discipline in Pesantren-Based
Schools. Journal of Educational Management Research, 4(2), 293-307.

Holidi, M. (2026). Value-Based Employee Relationship Management for
Professional Integrity in Madrasah Education. Islamic Management: Jurnal
Manajemen Pendidikan Islam, 9(01), 331-344.

Khofsah, S. (2025). Management of the Habit of Reading the Qur'an as an
Effective Memorization Strategy for Tahfidz Class Students at
Madrasahs. Journal of Education Management and Policy, 1(3), 198-207.

Kunta, I. H. (2025). Strategi Implementasi Kurikulum pada Lembaga Pendidikan
Islam untuk Meningkatkan Literasi Keislaman Siswa. VISIONARIA:
Journal of Educational Innovation Management, 1(3), 157-167.

Kusnanto, N., Sukristyanto, A., & Rochim, A. I. (2023). Relevance of National
Education Policies as an Effort to Improve the Quality of Madrasah
Tsanawiyah Education Services. The Spirit of Society Journal: International
Journal  of  Society  Development and  Engagement, 6(2), 136—
151. https://doi.org/10.29138/scj.v6i2.2210

Kusumawati, I. (2025). Al-Based Human Capital as a Catalyst for Increasing the
Strategic Agility of Educational Organizations. International Journal of
Multidisciplinary Research, 1(5), 239-245.

Kusumawati, I. (2026). Capacity Building for Tahfizh Instructors: Developing
Structured Lesson Plans for Quality Al-Qur'an Education. Communautaire:
Journal of Community Service, 5(1), 70-80.

3416 Journal of Educational Management Research Vol. 04 No. 06 (2025) : 3406-3418
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.15406/jabb.2023.10.00319
https://doi.org/10.29138/scj.v6i2.2210

Manshur, U. (2026). Madrasah Vision Management Strategy in Realizing
Superior Educational Quality. EDUCARE: Jurnal Ilmu Pendidikan, 5(1), 1-
15. https://doi.org/10.71392/ejip.v5i1.122

Mohlas, M. (2025). The Role of Digital Video Content in Building Perception and
Trust in Islamic Educational Institutions. Education and Sociedad Journal,
3(2), 33-45.

Mulyana, A., Vidiati, C., Danarahmanto, P. A., Agussalim, A., Apriani, W.,
Fiansi, F., Fitra, F., Aryawati, N. P. A., Ridha, N. A. N., & Milasari, L. A.
(2024). Metode Penelitian Kualitatif. Penerbit Widina.

Mustafa, M., & Maulana, M. Z. (2024). Learning Innovation: Improving
Educational Effectiveness in the Digital Age. Proceeding of International
Conference on Education, Society and Humanity, 2(2), 720-726.

Nadhifah, N. (2026). Fostering Critical Thinking in Early Childhood: Teacher
Scaffolding Strategies for Children Aged 5-6. Early Childhood Development
Gazette, 3(1), 23-33.

Najiburohman. (2025). Virtual School Tours: Boosting Community Interest and
Attracting Prospective Students. EVALUASI: Jurnal Manajemen Pendidikan
Islam, 9(2), 340-353. https://doi.org/10.32478/3gtzv{72

Ni'am, M. D. (2025). The Power of Word-of-Mouth: Understanding the Dynamics
of Organic Marketing in Faith-Based Educational
Institutions. AFKARINA: Jurnal Pendidikan Agama Islam, 10(1), 49-
59. https://doi.org/10.33650/atkarina.v10i1.15096

Okoko, J. M., Tunison, S., & Walker, K. D. (2023). Varieties of Qualitative Research
Methods. Springer Texts in Education. https://doi.org/10.1007/978-3-031-
04394-9

Rahmadan, I., & Shudiq, W. J. (2024). Increasing Student Interest in Learning
Through the Implementation of the K-Nearest Neighbor Algorithm in
Classifying Learning Preferences at SMAN 1 Kraksaan. Journal of Computer
Networks, Architecture and High Performance Computing, 6(4), 1851-
1862. https://doi.org/10.47709/cnahpc.v6i4.4526

Rahman, M. (2025). Customer Perceived Value (CPV) from the MPI Perspective:
Integration = of  Academic  Service  Quality and  Blessing
Orientation. AFKARINA: Jurnal Pendidikan Agama Islam, 10(1), 15-
25. https://doi.org/10.33650/afkarina.v10i1.15026

Rahman, M. (2026). Improving the Quality of Education in Madrasah
Tsanawiyah Through Digital Technology-Based Strategic
Management. J[ETech: Journal of Education and Technology, 2(1), 11-19.

Ridlo, M. H., & Yanti, L. S. (2023). Investigating the Holistic Management in
Increasing  Graduates' Competence in Madrasa Based on
Pesantren. PEDAGOGIK: Jurnal Pendidikan, 10(2), 226—

Journal of Educational Management Research Vol. 04 No. 06 (2025) : 3406-3418 3417
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.71392/ejip.v5i1.122
https://doi.org/10.32478/3gtzvf72
https://doi.org/10.33650/afkarina.v10i1.15096
https://doi.org/10.1007/978-3-031-04394-9
https://doi.org/10.1007/978-3-031-04394-9
https://doi.org/10.47709/cnahpc.v6i4.4526
https://doi.org/10.33650/afkarina.v10i1.15026

239. https://doi.org/10.33650/pjp.v10i2.7170

Rofik, M. (2025). CBT Exam Implementation Guidance for Students in Facing
Digital-Based Assessments. Communautaire: Journal of Community Service,
4(3), 297-312. https://doi.org/10.61987/communautaire.v4i3.820

Sain, Z. H., Huda, S., & Habibu, M. L. (2024). Enhancing Islamic Religious
Education Through IT-Based Learning: A Qualitative Study. Journal of
Islamic Education, 5(1), 1-10.

Saleha, L., & Sholihah, C. (2024). Eco-Friendly Media: Assistance in Developing
Educational Props from Waste Materials in Probolinggo City. GUYUB:
Journal of Community Engagement, 5(1), 249—
271. https://doi.org/10.33650/guyub.v5i1.8317

Shoha, S. I. (2026). Curriculum Renewal Management in Elementary Schools: A
Case Study of the Implementation of the Independent Curriculum in
Schools. Journal of Education Management and Policy, 2(1), 61-71.

Syafith, M. (2025). The Future of Education in the Digital Era: Between
Technological Innovation and Equitable Access. Proceeding of International
Conference on Education, Society and Humanity, 3(1), 737-741.

Takona, J. P. (2024). Research Design: Qualitative, Quantitative, and Mixed
Methods  Approaches. Quality & Quantity, 58(1), 1011~
1013. https://doi.org/10.1007/s11135-023-01798-2

Wagner, D. A. (2025). Learning as Development: Rethinking International Education
in a Changing World. Taylor &
Francis. https://doi.org/10.4324/9781003400370

Zain, B., & Mustofa, M. L. (2024). Islam and Local Wisdom: Integration of Local
Values in Islamic Thought. Journal of Social Studies and Education, 2(1), 27—
43. https://doi.org/10.61987/jsse.v2i1.567

Zuhdi, Z., & Faridy, F. (2024). Enhancing Learning Quality Through
Management Support in Crafting Self-Assessment Questions at
School. Communautaire: ~ Journal —of Community Service, 3(1), 1-
12. https://doi.org/10.61987/communautaire.v3i1.353

3418 Journal of Educational Management Research Vol. 04 No. 06 (2025) : 3406-3418
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.33650/pjp.v10i2.7170
https://doi.org/10.61987/communautaire.v4i3.820
https://doi.org/10.33650/guyub.v5i1.8317
https://doi.org/10.1007/s11135-023-01798-2
https://doi.org/10.4324/9781003400370
https://doi.org/10.61987/jsse.v2i1.567
https://doi.org/10.61987/communautaire.v3i1.353

