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ABSTRACT
Keywords: This study explores the use of social media to enhance brand awareness in
Social Media, madrasah institutions, focusing on MA Nurul Jadid. The research
Madras'ah Digital investigates how specific social media platforms, such as Instagram, TikTok,
I/:‘/[Vi];liiz;g; Brand Facebook, and WhatsApp, contribute to increasing the visibility and appeal
of madrasah to prospective students and their families. Given the rising

*Corresponding Author importance of digital marketing in education, this study examines how
madrasahs can adopt modern strategies to enhance their digital presence.
This research used a qualitative approach and a case study methodology;
data were collected through in-depth interviews with stakeholders,
including social media managers, students, parents, and alumnus, and
content analysis of the madrasah's social media activity. The findings
suggest that Instagram and TikTok are particularly effective in engaging
younger audiences, while Facebook and WhatsApp are crucial for formal
communication with parents and alumnus. The study highlights the
importance of strategic content creation and consistent engagement in
building a strong online presence. These findings contribute to the broader
understanding of digital marketing in religious and educational settings.
They offer valuable insights for other madrasahs seeking to strengthen their
brand image and community engagement through social media.
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INTRODUCTION

In today's digital era, social media has become dominant in various
aspects of life, including education. As educational institutions, Madrasas have a
big challenge in increasing brand awareness and their appeal in the eyes of
prospective students and the public (Bamberger et al., 2020; Eger et al., 2021;
Koohang et al., 2023). With the rise in the use of social media, many madrasas
have begun to adapt and utilize these platforms to promote their image.
Platforms such as Instagram, TikTok, Facebook, and WhatsApp are used to
convey information, introduce activities, and interact directly with the audience
(John & Yunus, 2021; Sarman & Tuncay, 2023; Tetteh & Kankam, 2024).
Previously, many studies have highlighted how social media can strengthen
branding in the education sector (Moran et al., 2020; Perera et al., 2022; Song et
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al., 2023). However, few discuss in depth how madrassas, as faith-based
educational institutions, use social media to achieve these goals, which is the
primary focus of this study.

Several previous studies have explored the use of social media in
educational contexts. This can be seen from several studies that explain that social
media is effective in building the school's image and increasing the involvement
of students, parents, and alumnus (Bhattacharya & Faisal, 2020; Hutchison et al.,
2020; Maresova et al., 2020). Some previous studies have also found that visual
platforms such as Instagram and TikTok are more effective at attracting young
audiences, while other platforms such as Facebook are more used for formal
communication (Haenlein et al., 2020; Hase et al., 2023; Pourazad et al., 2023). The
following research also strengthens Some of the above research, which explains
the importance of relevant and engaging content strategies to increase audience
engagement (Atiq et al., 2022; Giertz et al., 2022; Tafesse & Wood, 2021). These
studies provide important insights into how social media can be leveraged in
educational contexts. However, there are shortcomings in studies on how
madrasas, especially those based on religious education, optimize the use of
social media to increase their brand awareness.

Although many studies have explored the use of social media in
educational contexts, there is still a lack of studies focusing on how madrassas
use social media to increase their brand awareness. Most of those studies focus
more on public schools or universities. The main problem faced is the lack of
understanding of how madrasas, with the hallmarks of faith-based education,
can adjust their social media strategies to appeal to a broader audience.
Therefore, this study analyzes social media strategies at MA Nurul Jadid to dig
deeper into how madrassas can optimize their social media to increase brand
appeal and awareness.

This research offers a new contribution by examining the use of social
media in the context of madrasas, an area that has received less attention in the
existing literature. The uniqueness of this study lies in selecting MA Nurul Jadid
as a case study to understand how madrassas can use social media to build their
brand awareness. By combining visual platforms such as Instagram and TikTok
with a two-way communication approach, this study reveals how interactive
elements can play an important role in increasing audience engagement,
especially young audiences, and strengthening the bond between madrassas and
the community. The study also introduces a new perspective on the use of social
media in faith-based education, which enriches the discourse on digital
marketing in the education sector.
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This study analyzes how madrassas can leverage social media, especially
Instagram, TikTok, Facebook, and WhatsApp, to increase brand awareness. This
research was conducted to explore the strategies used by MA Nurul Jadid to
maximize the potential of social media to build a stronger image and attract more
prospective students. Using a qualitative approach and case studies, this study
will explore how relevant and interactive content can strengthen relationships
between madrasas, students, parents, and alumnus, as well as contribute to
developing digital marketing practices, especially in educational institutions that
are religiously nuances.

RESEARCH METHODS

This research uses a qualitative approach with a case study type, which
allows an in-depth understanding of specific phenomena in madrasah education.
The case study was chosen because it allows for an in-depth exploration of the
dynamics and challenges faced by MA Nurul Jadid in leveraging social media to
increase brand awareness. This approach is suitable for answering research
questions that focus on participants' subjective experiences and social
interactions in real contexts (Behnamnia et al., 2020; Mishra et al., 2019; Wood et
al., 2020). The analytical approach is inductive, where data is collected without
rigid initial theories and analyzed to find naturally occurring patterns (Bouncken
et al., 2021; Fife & Rodgers, 2021; Hassad, 2020). This study uses case studies to
provide a comprehensive understanding of how social media is implemented in
madrasas and examines the influence of local factors on the effectiveness of their
marketing strategies.

The data was collected through in-depth interviews with various
informants, including social media managers, students, parents, and alumnus of
MA Nurul Jadid. These interviews allowed researchers to gain direct insight into
participants’ experiences, perceptions, and motivations related to the use of social
media in madrasas. In addition, observations of the madrasah social media
activities and analysis of published content were also carried out to complete the
interviews. This triangulation technique increases the depth and credibility of the
data obtained, by ensuring that information from various sources can be verified.
Purposive sampling is used to select informants who have direct understanding
and experience related to the topic being studied (Ankrah et al., 2020; Hicks et
al., 2021; Pahwa et al., 2023). With diverse participants, this study can present a
holistic picture of the implementation of social media strategies in madrasas.

Data analysis was carried out using a systematic data reduction approach,
following the steps of Milles and Huberman (Gayoso et al., 2022; J. Wang et al.,
2022; Y. Wang et al., 2021). The analysis begins with transcribing the interview
and openly coding the data to identify the main themes that emerge. After that,
the data is categorized based on a broader theme to explore the patterns and
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relationships between concepts. This technique also involves comparing data
between informants to identify similarities and differences in their experiences.
The analysis process is carried out iteratively, verifying findings through
discussion with participants (member checking) to ensure the accuracy and
reliability of interpretation (Chung et al., 2020; Janis, 2022; Singh et al., 2021).
With this approach, the analysis maps the data. It provides an in-depth
understanding of how social media strategies are implemented in the context of
madrasah education and their impact on brand awareness.

RESULTS AND DISCUSSION

This research aims to explore and analyze strategies to increase madrasah
brand awareness through social media, using a case study at MA Nurul Jadid. It
uses a qualitative approach with a case study method, which involves in-depth
interviews, observation of social media activities, and analysis of published
content. Data was obtained from various informants, including social media
managers, students, alumnus, and students' parents. This research focuses on
exploring how madrassas can effectively utilize social media platforms to
improve their image and attract prospective students.

Choosing the Right Social Media Platform

Choosing the right social media platform is the first strategic step in
building Madrasah brand awareness. Each social media platform has a different
audience, with characteristics that can affect the effectiveness of message
delivery. In this digital era, schools or madrassas must utilize the most relevant
platforms for their target audience. Based on the research results, MA Nurul
Jadid chose Instagram and TikTok as the main platforms to reach prospective
young students who are more interested in visual content and interactive
formats. On the other hand, Facebook and WhatsApp are used for more formal
and structured communication with parents and alumnus. The proper platform
selection significantly affects Madrasas' ability to optimize audience reach and
engagement. The selection of social media platforms can be seen in Table 1.

Table 1. Choosing the Right Social Media Platform
Jenis Platform Explanation

Instagram A visual platform that is more appealing to young students is very effective
for displaying school activities in the form of fresh and easy-to-understand
visual content.

TikTok An interactive platform better suited for creative and fun short video content
is used to grab the attention of potential students with lighter content.

Facebook More formal platforms are used for communication with parents and
alumnus and are suitable for sharing more serious information, such as
academic or administrative announcements.
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WhatsApp It is used for direct communication with parents and alumnus, providing
space for more personal interaction and formal conversations between
madrassas and parents.

Table 1 shows the selection of social media platforms by MA Nurul Jadid
based on their suitability with different audiences. Instagram and TikTok are
used to capture the attention of young audiences with engaging and creative
visual content. Instead, Facebook is more used as a formal communication
channel for parents and alumnus, with more structured and academically related
content. WhatsApp is used for more personal direct communication with parents
and alumnus. This platform segmentation indicates the strategic segmentation of
the audience, where each platform has a different goal within the broader
marketing strategy. Based on these findings, it can be assumed that the appeal of
Instagram and TikTok to young demographics can increase engagement rates
among prospective students. At the same time, the formal nature of Facebook
and WhatsApp can strengthen relationships with parents and alumnus.

In addition, this is also strengthened by several statements delivered by
one of the informants who explained, "I find Instagram and TikTok more
interesting because the content is in the form of short videos that are easy to
understand and more fun." Platforms like Instagram are very effective at
displaying enjoyable activities in madrasas. At the same time, Facebook is more
suitable for parents who want more serious and structured information." I see
content on Instagram more often because it looks fresher and easier to digest, in
contrast to the more rigid Facebook."

The statements made by some of the informants above reveal a central
theme related to the difference in the effectiveness of social media platforms in
attracting the attention of different audiences. The informant stated that
Instagram and TikTok are more appealing to young audiences because the
content is in the form of short, fun, and easy-to-understand videos. The informant
said, "I find Instagram and TikTok more interesting because the content is in the
form of short videos that are easy to understand and fun." This reflects the
tendency of young audiences to prefer the consumption of information in a fast
and interactive visual format. This phenomenon is increasingly dominant in
today's social media use. On the other hand, Facebook is considered more
suitable for communication with parents, who want more serious and structured
information.

Selecting the appropriate platform based on the audience's habits and
preferences is crucial for the success of a digital marketing strategy. Instagram
and TikTok dominate for younger audiences, offering a visual and interactive
experience. Short videos, filters, and engaging challenges keep users entertained,
making these platforms ideal for attracting attention with dynamic visual
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content. In contrast, Facebook and WhatsApp are better suited for formal and
structured communication, connecting effectively with parents and alumnus.
Facebook excels at sharing detailed, serious information, while WhatsApp fosters
private, in-person conversations, helping to build stronger relationships with
these key groups and ensuring tailored messaging for each audience.

Consistency in Content Publishing

Consistency in content publication is important in building and
maintaining Madrasah brand awareness on social media. In this context, regular
publication can ensure that the audience stays connected to the madrasah and
receives updated information. MA Nurul Jadid tries to maintain this consistency
by uploading content regularly, at least three times a week. However, the data
shows there are challenges in maintaining the frequency of uploads, especially
during holidays or periods of less activity, which affect engagement rates and
audience reach. Consistency in choosing the right time to publish content also
plays a significant role in maintaining audience engagement.

This can be seen from the statements submitted by several informants
selected in this study, where it was stated that one of the informants, the Head of
Public Relations of the Supreme Court Nurul Jadid, explained the importance of
maintaining a consistent upload schedule, "We try to maintain a content upload
schedule at least three times a week so that the audience stays connected with the
madrasah." This is in line with the admission of one of the students who stated
that regular updates provide a sense of more involvement, "I prefer regular
updates about school activities because it makes me feel more involved and
proud of the madrasah." On the other hand, although MA Nurul Jadid has tried
to maintain consistency, there have been some moments where the frequency of
uploads has decreased, especially during holidays. One of the informants felt
this: "During the holidays, content uploads decrease, affecting our interaction
with followers."

This study shows that consistency in the publication of social media
content plays an important role in maintaining audience engagement. For
example, the Head of Public Relations of the Supreme Court, Nurul Jadid,
emphasized that setting a consistent upload schedule at least three times a week
ensures the audience stays connected to the madrasah. This aligns with the
experience of students feeling more engaged and proud of receiving regular
updates. However, the decline in the frequency of posts during the holidays
created challenges, which was reflected in the recognition that the lack of content
during that time affected interactions with followers. These findings underscore
the importance of careful content planning, even during periods of inactivity, to
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maintain relationships with audiences and prevent significant declines in
engagement.

Based on the findings presented above, it is evident that consistency in
content publication significantly impacts audience engagement. Audiences who
receive regular content feel more connected to the madrasah, as noted by
interviewees who expressed pride in the consistent availability of up-to-date
information about school activities. This highlights that regular publications
inform and foster an emotional connection between the madrasah and its
audience. However, maintaining upload frequency during holiday periods poses
a challenge. Despite efforts to ensure consistency, reduced holiday activity can
lead to lower audience interaction. This emphasizes the need for strategic
planning of relevant or theme-based content that can be shared during quieter
periods.

Audience Interaction with Content

Audience interaction with content published on social media is one of the
determining factors in measuring the success of digital strategies to increase
brand awareness. The level of audience interaction, primarily through interactive
features such as polls, Q&A sessions, and live streaming, shows a significant
increase in engagement. This two-way communication approach has proven to
be more appealing to the audience than a one-way approach that relies only on
static information. Audiences who feel engaged are more likely to trust and share
the content, which expands the reach of the madrasah's message.

This can be seen from the statement that one of the informants states,
"Active interaction on social media helps increase the involvement of students
and parents in various school activities." This shows that the audience consumes
information and actively participates in discussions involving the school,
strengthening the bond between the madrasah and its community. In addition,
one student revealed, "I am more interested in following the development of
madrassas through Instagram and TikTok because they often hold Q&A sessions
and polls." This confirms that young audiences prefer content that invites their
participation, such as polls or Q&A sessions, which allow them to provide direct
feedback to the school. In addition, an alumnus also added, "Interactive content
such as polls and Q&A sessions made me more involved and trusted this school".
From this quote, it can be seen that two-way interaction can increase confidence
and loyalty to madrasas. Participating in discussions or polls makes the audience
feel their voice is valued, increasing their sense of belonging to the institution.

Departing from the results of the statements delivered by some of the
informants above, it can be seen that it is revealed that active interaction on social
media, primarily through features such as polls and question-and-answer
sessions, has a significant role in increasing audience engagement with madrasas.
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Social media serves as a tool for disseminating information and as a platform to
build a closer dialogue between madrassas and audiences. Moreover, young
audiences, particularly students, tend to be more interested in interactive
content, which facilitates direct participation in school activities, as expressed by
students who prefer Instagram and TikTok due to the presence of Q&A sessions
and polls. This two-way approach increases audience confidence and loyalty,
which is reflected in the statements of alumnus who feel more engaged and trust
in the madrasah thanks to interactive content. This interaction reinforces the
sense of belonging to the madrasah audience, which ultimately positively
impacts the school's image and brand awareness. In addition, the audience's
interaction with the type of interactive social media content is shown in Figure 1.

Polling
@ Polling engages students,
parents, and alumni
effectively.
/2
olo E Q&A Session
Social Media L9 Q&A sessions foster dialogue

Engagement
\—o (®)

Figure 1. Audience Interaction with Interactive Content Types on Social
Media

among students and parents.

This diagram illustrates key elements of a social media engagement
strategy to increase engagement in educational settings. This diagram highlights
three types of interactive content: polls, Q&A sessions, and live broadcasts. Each
contributes to building stronger relationships between institutions and their
communities. Polls were identified as an effective tool for engaging students,
parents, and alumnus, allowing participation and feedback. Q&A sessions, on
the other hand, are very beneficial in facilitating dialogue between students and
parents, creating an active communication space. The live broadcast, meanwhile,
facilitates real-time interaction, especially connecting students and alumnus,
enhancing a sense of community and closeness in communication.

These strategies are most likely to increase engagement and trust, as
students and parents feel more engaged and connected to the institution. While
polls and Q&A sessions encourage reflective participation, live broadcasts build
real-time dynamic connections. With this interactive strategy, madrassas can
strengthen audience engagement and develop a more personal and emotional
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relationship with them. It also shows that audiences are more interested in the
type of content that allows them to participate and feel valued, increasing the
brand awareness of the madrasah among the public.

Discussion

These findings suggest that selecting the right social media platform is key
to building madrasah brand awareness. In line with the theory of digital
communication (Moran et al., 2020; Perera et al., 2022; Song et al., 2023), where
social media platforms serve as the main channels in message delivery, the
results of this study confirm that visual platforms such as Instagram and TikTok
are more effective at attracting young audiences, while platforms such as
Facebook and WhatsApp are more suitable for audiences that need formal
communication. Previous research by John & Yunus, (2021) also emphasized the
importance of audience segmentation in determining the right platform for
marketing strategies. These findings expand the literature by showing that
selecting social media platforms based on audience characteristics allows
madrasas to increase audience reach and engagement, by leveraging social
media's visual and interactive power.

Consistency in content publication has proven to be a crucial element in
maintaining audience engagement with madrasas. Eger et al. (2021) explain that
the frequency and sustainability of content uploads can affect the audience's
perception of an institution's brand. As found in this study, a decrease in the
frequency of uploads during the holidays risks lowering engagement and brand
image. This aligns with a study by Bamberger et al. (2020), which shows that
consistency is key to building loyalty and long-term relationships with
audiences. Thus, these findings suggest that while MA Nurul Jadid strives to
maintain consistency in content, careful content planning, including during
periods of inactivity, is essential to maintain closeness to the audience and avoid
significant declines in engagement.

These findings support the argument that active interaction on social
media, such as those found through polls, Q&A sessions, and live streaming, can
increase audience engagement with madrasas. This is in line with the theory of
two-way communication in social media developed by Gajardo and Costera
Meijer (2023), which states that audience interaction with content increases
engagement and strengthens the emotional bond between institutions and
audiences. In this case, approaches that invite active participation, such as polls
or live streaming, are more effective in building emotionally connected
communities and increasing trust in madrasas. These findings reinforce previous
research by Ibrahim and Aljarah (2023)that showed that interactive strategies
help create closeness and loyalty and expand the reach of messages on social
media. Therefore, interactive strategies that involve the audience directly have
great potential to strengthen the brand awareness of madrasas.
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These findings make an important contribution to the literature on
educational digital marketing, especially in the context of madrasas. Based on the
research results, it can be suggested that madrassas must focus more on
platforms relevant to the target audience and maintain consistency in content
publications to ensure a sustainable relationship with the audience. Additionally,
interactive strategies that invite direct participation should be an integral part of
their marketing approach. Future research could examine the long-term impact
of audience engagement on prospective students' decision-making. Additionally,
it would be valuable to explore how cultural and demographic differences
among audiences influence their responses to the digital marketing strategies
employed by madrasas.

CONCLUSION

This study explored the effectiveness of social media strategies in
increasing brand awareness for madrasah institutions, focusing on MA Nurul
Jadid. The research identified key social media platforms, such as Instagram,
TikTok, Facebook, and WhatsApp, and examined their relevance based on
audience demographics and engagement needs. The findings highlight the
importance of choosing the right platform, maintaining content consistency, and
fostering interactive engagement with the audience through tools like polling,
Q&A sessions, and live streaming. The results suggest that interactive and visual-
based platforms are more effective in engaging younger audiences, while formal
platforms are better for communication with parents and alumnus. These
strategies contribute significantly to increasing brand awareness and enhancing
community engagement. Looking ahead, further research could explore the long-
term effects of these strategies on student enrollment and the role of social media
in the evolving landscape of educational marketing.

REFERENCES

Ankrah, D. A., Freeman, C. Y., & Afful, A. (2020). Gendered Access to Productive
Resources — Evidence from Small Holder Farmers in Awutu Senya West
District of Ghana. Scientific African, 10, e00604.
https://doi.org/10.1016/j.sciaf.2020.e00604

Atig, M., Abid, G., Anwar, A., & Ijaz, M. F. (2022). Influencer Marketing on
Instagram: A Sequential Mediation Model of Storytelling Content and
Audience Engagement via Relatability and Trust. Information
(Switzerland), 13(7), 345. https://doi.org/10.3390/info13070345

Journal of Educational Management Research Vol. 04 No. 01 (2025) : 42-54 51
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.1016/j.sciaf.2020.e00604
https://doi.org/10.3390/info13070345

Bamberger, A., Bronshtein, Y., & Yemini, M. (2020). Marketing Universities and
Targeting International Students: A Comparative Analysis of Social Media
Data  Trails. Teaching in  Higher  Education, 25(4), 476-492.
https://doi.org/10.1080/13562517.2020.1712353

Behnamnia, N., Kamsin, A., Ismail, M. A. B., & Hayati, A. (2020). The Effective
Components of Creativity in Digital Game-Based Learning Among Young
Children: A Case Study. Children and Youth Services Review, 116, 105227.
https://doi.org/10.1016/j.childyouth.2020.105227

Bhattacharya, S., & Faisal, M. (2020). University Branding During Covid-19: A
Study on the Role of Social Media in Promoting Covid-19 Awareness and
Building Brand Image. Journal of Content, Community and Communication,
12(6), 280-290. https://doi.org/10.31620/JCCC.12.20/26

Bouncken, R. B., Qiu, Y., & Kiirsten, W. (2021). Qualitative Research: Extending
the Range with Flexible Pattern Matching. Review of Managerial Science,
15(2), 251-273. https://doi.org/10.1007/s11846-021-00451-2

Chung, C. ], Biddix, J. P., & Park, H. W. (2020). Using Digital Technology to
Address Confirmability and Scalability in Thematic Analysis of
Participant-Provided Data. Qualitative Report, 25(9), 3298-3311.
https://doi.org/10.46743/2160-3715/2020.4046

Eger, L., Egerova, D., Kryston, M., & Czeglédi, C. (2021). Facebook for Public
Relations in the Higher Education Field: A Study from Four Countries
Czechia, Slovakia, Poland and Hungary. Journal of Marketing for Higher
Education, 31(2), 240-260. https://doi.org/10.1080/08841241.2020.1781737

Fife, D. A., & Rodgers, J. L. (2021). Understanding the Exploratory/Confirmatory
Data Analysis Continuum: Moving Beyond the “Replication Crisis.”
American Psychologist, 77(3), 453—466. https://doi.org/10.1037/amp0000886

Gajardo, C., & Costera Meijer, I. (2023). How to Tackle the Conceptual
Inconsistency of Audience Engagement? The Introduction of the Dynamic
Model of Audience Engagement. Journalism, 24(9), 1959-1979.

Gayoso, A., Lopez, R, Xing, G., & Yosef, N. (2022). A Python Library for
Probabilistic Analysis of Single-Cell Omics Data. Nature Biotechnology,
40(2), 163-166. https://doi.org/10.1038/s41587-021-01206-w

Giertz, J. N., Weiger, W. H., Torhonen, M., & Hamari, J. (2022). Content Versus
Community Focus in Live Streaming Services: How to Drive Engagement
in Synchronous Social Media. Journal of Service Management, 33(1), 33-58.
https://doi.org/10.1108/JOSM-12-2020-0439

Haenlein, M., Anadol, E., Farnsworth, T., Hugo, H., Hunichen, J., & Welte, D.
(2020). Navigating the New Era of Influencer Marketing: How to Be
Successful on Instagram, TikTok, & Co. California Management Review,
63(1), 5-25. https://doi.org/10.1177/0008125620958166

52 Journal of Educational Management Research Vol. 04 No. 01 (2025) : 42-54
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.1080/13562517.2020.1712353
https://doi.org/10.1016/j.childyouth.2020.105227
https://doi.org/10.31620/JCCC.12.20/26
https://doi.org/10.1007/s11846-021-00451-2
https://doi.org/10.46743/2160-3715/2020.4046
https://doi.org/10.1080/08841241.2020.1781737
https://doi.org/10.1037/amp0000886
https://doi.org/10.1038/s41587-021-01206-w
https://doi.org/10.1108/JOSM-12-2020-0439
https://doi.org/10.1177/0008125620958166

Hase, V., Boczek, K., & Scharkow, M. (2023). Adapting to Affordances and
Audiences? A Cross-Platform, Multi-Modal Analysis of the
Platformization of News on Facebook, Instagram, TikTok, and Twitter.
Digital Journalism, 11(8), 1499-1520.
https://doi.org/10.1080/21670811.2022.2128389

Hassad, R. A. (2020). A Foundation for Inductive Reasoning in Harnessing the
Potential of Big Data. Statistics Education Research Journal, 19(1), 238-258.
https://doi.org/10.52041/se1j.v19i1.133

Hicks, N., Millar, R. J., Girling, L. M., Yamashita, T., & Cummins, P. A. (2021).
Conducting Virtual Qualitative Interviews with International Key
Informants: Insights from a Research Project. Qualitative Report, 26(9),
2857-2871. https://doi.org/10.46743/2160-3715/2021.4909

Hutchison, K., Paatsch, L., & Cloonan, A. (2020). Reshaping Home-School
Connections in the Digital Age: Challenges for Teachers and Parents. E-
Learning and Digital Media, 17(2), 167-182.
https://doi.org/10.1177/2042753019899527

Ibrahim, B., & Aljarah, A. (2023). The Era of Instagram Expansion: Matching
Social Media Marketing Activities and Brand Loyalty through Customer
Relationship Quality. Journal of Marketing Communications, 29(1), 1-25.

Janis, 1. (2022). Strategies for Establishing Dependability Between Two
Qualitative Intrinsic Case Studies: A Reflexive Thematic Analysis. Field
Methods, 34(3), 240-255. https://doi.org/10.1177/1525822X211069636

John, E., & Yunus, M. M. (2021). A Systematic Review of Social Media Integration
to Teach Speaking. Sustainability (Switzerland), 13(16), 9047.
https://doi.org/10.3390/su13169047

Koohang, A., Nord, J. H,, & Wong, L. W. (2023). Shaping the Metaverse into
Reality: A Holistic Multidisciplinary Understanding of Opportunities,
Challenges, and Avenues for Future Investigation. Journal of Computer
Information Systems, 63(3), 735-765.
https://doi.org/10.1080/08874417.2023.2165197

Maresova, P., Hruska, J., & Kuca, K. (2020). Social Media University Branding.
Education Sciences, 10(3), 74. https://doi.org/10.3390/educsci10030074

Mishra, J. L., Chiwenga, K. D., & Ali, K. (2019). Collaboration as an Enabler for
Circular Economy: A Case Study of a Developing Country. Management
Decision, 59(8), 1784-1800. https://doi.org/10.1108/MD-10-2018-1111

Moran, G., Muzellec, L., & Johnson, D. (2020). Message Content Features and
Social Media Engagement: Evidence from the Media Industry. Journal of
Product and Brand Management, 29(5), 533-545.
https://doi.org/10.1108/JPBM-09-2018-2014

Journal of Educational Management Research Vol. 04 No. 01 (2025) : 42-54 53
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.1080/21670811.2022.2128389
https://doi.org/10.52041/serj.v19i1.133
https://doi.org/10.46743/2160-3715/2021.4909
https://doi.org/10.1177/2042753019899527
https://doi.org/10.1177/1525822X211069636
https://doi.org/10.3390/su13169047
https://doi.org/10.1080/08874417.2023.2165197
https://doi.org/10.3390/educsci10030074
https://doi.org/10.1108/MD-10-2018-1111
https://doi.org/10.1108/JPBM-09-2018-2014

Pahwa, M., Cavanagh, A., & Vanstone, M. (2023). Key Informants in Applied
Qualitative Health Research. Qualitative Health Research, 33(14), 1251-1261.
https://doi.org/10.1177/10497323231198796

Perera, C. H., Nayak, R., & Nguyen, L. T. V. (2022). The Impact of Social Media
Marketing and Brand Credibility on Higher Education Institutes” Brand
Equity in Emerging Countries. Journal of Marketing Communications, 29(8),
770-795. https://doi.org/10.1080/13527266.2022.2086284

Pourazad, N., Stocchi, L., & Narsey, S. (2023). A Comparison of Social Media
Influencers” KPI Patterns Across Platforms Exploring Differences in
Followers and Engagement on Facebook, Instagram, YouTube, TikTok,
and Twitter. Journal of Advertising Research, 63(2), 139-159.
https://doi.org/10.2501/JAR-2023-008

Sarman, A., & Tuncay, S. (2023). The Relationship of Facebook, Instagram,
Twitter, TikTok and WhatsApp/Telegram with Loneliness and Anger of
Adolescents Living in Turkey: A Structural Equality Model. Journal of
Pediatric Nursing, 72, 16-25. https://doi.org/10.1016/j.pedn.2023.03.017

Singh, N., Benmamoun, M., & Arikan, R. H. (2021). Verifying Rigor: Analyzing
Qualitative Research in International Marketing. International Marketing
Review, 38(6), 1289-1307. https://doi.org/10.1108/IMR-03-2020-0040

Song, B. L., Lee, K. L., & Subramaniam, M. (2023). The Role of Social Media
Engagement in Building Relationship Quality and Brand Performance in
Higher Education Marketing. International Journal of Educational
Management, 37(2), 417-430. https://doi.org/10.1108/]JEM-08-2022-0315

Tafesse, W., & Wood, B. P. (2021). Followers” Engagement with Instagram
Influencers: The Role of Influencers” Content and Engagement Strategy.
Journal  of  Retailing and  Consumer  Services, 58,  102303.
https://doi.org/10.1016/j.jretconser.2020.102303

Tetteh, P. K., & Kankam, P. K. (2024). The Role of Social Media in Information
Dissemination to Improve Youth Interactions. Cogent Social Sciences, 10(1),
2334480. https://doi.org/10.1080/23311886.2024.2334480

Wang, J., Xu, C., Zhang, J., & Zhong, R. (2022). Big Data Analytics for Intelligent
Manufacturing Systems: A Review. Journal of Manufacturing Systems, 62,
738-752. https://doi.org/10.1016/j.jmsy.2021.03.005

Wang, Y., Huang, H., Rudin, C., & Shaposhnik, Y. (2021). Understanding How
Dimension Reduction Tools Work: An Empirical Approach to
Deciphering T-SNE, UMAP, TriMap, and PaCMAP for Data Visualization.
Journal of Machine Learning Research, 22(201), 1-73.

Wood, L. M., Sebar, B., & Vecchio, N. (2020). Application of Rigour and
Credibility in Qualitative Document Analysis: Lessons Learnt from a Case
Study. Qualitative Report, 25(2), 456—470. https://doi.org/10.46743/2160-
3715/2020.4240

54 Journal of Educational Management Research Vol. 04 No. 01 (2025) : 42-54
Available online at https://serambi.org/index.php/jemr


https://doi.org/10.1177/10497323231198796
https://doi.org/10.1080/13527266.2022.2086284
https://doi.org/10.2501/JAR-2023-008
https://doi.org/10.1016/j.pedn.2023.03.017
https://doi.org/10.1108/IMR-03-2020-0040
https://doi.org/10.1108/IJEM-08-2022-0315
https://doi.org/10.1016/j.jretconser.2020.102303
https://doi.org/10.1080/23311886.2024.2334480
https://doi.org/10.1016/j.jmsy.2021.03.005
https://doi.org/10.46743/2160-3715/2020.4240
https://doi.org/10.46743/2160-3715/2020.4240

