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ABSTRACT

Early Childhood Education (PAUD) plays a strategic role in shaping
children’s early development, with parental involvement serving as a
critical determinant of program effectiveness. This study examines the
marketing strategies employed by TK Al Hikmah Muslimat NU Tuban to
enhance parental participation in early childhood education. The findings
indicate that clear market segmentation, positioning based on Islamic
values, and consistent communication through digital platforms contribute

Keywords: positively to parental engagement in school activities. Despite these
Parental Participation, Marketing | strengths, parental participation remains constrained by time limitations
Strategy,  Early  Childhood | and persistent perceptions of parents as passive recipients rather than active
Education. educational partners. This study highlights the importance of developing
flexible and interactive partnership models supported by digital
communication to foster sustainable parental involvement. The findings
& offer practical insights for PAUD institutions seeking to strengthen parent—
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INTRODUCTION

Early Childhood Education (PAUD) is a strategic foundation for fostering children's
cognitive, social, and emotional development. At this stage, parental involvement is a key
factor because it directly impacts the quality of educational services and the success of
children's growth and development. In Indonesia, PAUD institutions function not only as
educational service providers but also as a partnership between schools and families, making
active parental participation an integral element in PAUD implementation (Nursalam, 2021).

Nevertheless, various studies show that many PAUD institutions still face challenges in
optimizing parental participation. Factors such as time constraints, differing levels of parental
understanding of the importance of PAUD, socioeconomic conditions, and weak school-
parent communication patterns often act as obstacles. Furthermore, increasing competition
among PAUD institutions requires managers to develop marketing strategies that focus not

only on student recruitment but also on strengthening long-term relationships with parents
(Ahmad & H., 2022).
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In addition to conventional promotional approaches, recent studies emphasize the
strategic role of media teams in managing digital communication and institutional branding in
early childhood education settings. (Ana Aulia, Nur Lailatul Fitri, Nurul Novitasari, 2023)
highlights that well-coordinated media teams contribute not only to increasing institutional
visibility but also to strengthening trust and engagement among parents. This finding
suggests that marketing strategies in PAUD should be viewed as relational and participatory
processes rather than merely promotional activities.

Most previous research has focused on PAUD marketing strategies from the
perspective of promotion and increasing student enrollment. There are still limited studies
specifically examining marketing strategies as an instrument for increasing parental
participation, particularly in early childhood education institutions affiliated with religious
communities. This gap is the primary focus of this research.

This study examines the marketing strategies implemented at TK Al Hikmah Muslimat
NU Tuban, an early childhood education institution based on the Muslimat NU community.
This institution integrates religious, social, and family values into its marketing strategy to
build stronger partnerships with parents. The novelty of this research lies in the analysis of
early childhood education strategies that are not solely oriented toward commercial aspects,
but rather directed toward encouraging parental involvement through educational programs,
collaborative activities, and ongoing communication.

Therefore, this research is expected to provide conceptual and practical contributions to
early childhood education administrators in formulating more participatory marketing
strategies. This approach is not only relevant for increasing the institution's competitiveness
but is also crucial for building an early childhood education ecosystem that is collaborative,
sustainable, and oriented toward the best interests of children.

METHODS

This research uses a case study approach with a qualitative descriptive design to gain an
in-depth understanding of the marketing strategies of early childhood education institutions
(PAUD) in increasing parental participation at the Al Hikmah Muslimat NU Kindergarten in
Tuban. This approach was chosen because it comprehensively describes the context,
processes, and social dynamics occurring within the early childhood education institution.

Data collection was conducted through semi-structured interviews with the principal,
teachers, and parents; direct observation of school activities involving parents; and
documentation in the form of institutional promotional materials (brochures, social media)
and parent attendance records. Semi-structured interviews were chosen to provide flexibility
in exploring the perceptions, experiences, and strategies implemented by each informant in
greater depth.

Informants were selected purposively, considering their relevance and involvement in
the institution's activities. The principal was chosen because of his role as a strategic
policymaker, teachers as implementers of marketing programs and school activities, and
parents were selected based on their level of participation—both active and less active—to
obtain a more representative range of perspectives. The total number of respondents consisted
of one principal, three teachers, and ten parents. The research location was Al Hikmah
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Muslimat NU Kindergarten, Tuban, Tuban Regency, East Java, with data collection taking
place during the even semester of the 2024—2025 academic year.

Data analysis was conducted through data reduction, data presentation, and conclusion
drawing, following a qualitative analysis model. Data validity was maintained through source
triangulation (principal, teachers, and parents) and technical triangulation (interviews,
observation, and documentation). Furthermore, research findings were compared with
previous literature on early childhood education (PAUD) marketing strategies and parent
participation to strengthen the interpretation and relevance of the research results.

RESULT

Marketing Strategy at TK Al Hikmah Muslimat NU Tuban

Field data indicate that TK Al Hikmah Muslimat NU Tuban implements a set of
integrated marketing strategies aimed at strengthening institutional visibility and encouraging
parental engagement.

Market Segmentation and Targeting

The school targets parents of children aged 4—6 years, particularly those who are
active members of the Muslimat NU community and families in Tuban seeking Islamic-based
early childhood education. The affiliation with Muslimat NU functions as a key
distinguishing characteristic that differentiates the institution from other PAUD providers in
the area.

Positioning of Educational Services

TK Al Hikmah Muslimat NU Tuban positions itself as an early childhood education
institution grounded in Islamic values while promoting active parental partnership.
Institutional messages emphasize that the school is not merely a kindergarten, but a
collaborative educational community for Muslim families, where parents are encouraged to
participate in their children’s educational processes.

Promotion and Communication Practices

Promotional activities are conducted through both offline and online channels. Offline
media include brochures and flyers presenting the school’s vision and mission, flagship
programs, parent testimonials, and visual documentation of children’s and parents’ activities.
Online promotion is carried out through social media platforms such as Facebook, Instagram,
and WhatsApp, which regularly share classroom activities and invite parental interaction.

In addition, the school organizes open houses and demonstration classes, allowing
parents to observe learning activities, interact with teachers, and engage with other parents.
Communication is further supported through structured parent—school partnership activities,
including parenting workshops, routine parent—teacher meetings, and dedicated WhatsApp
groups that facilitate updates on children’s progress and invitations to school activities.
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Focus on Service Quality and Physical Evidence

The institution emphasizes service quality as part of its marketing approach. This
includes maintaining competent teaching staff, child-friendly learning spaces, and a
supportive school atmosphere reflecting the values of the Muslimat NU community. Parents
are also invited to participate in classroom tours and to provide testimonials, which serve as
tangible representations of service quality and help build trust among prospective and
existing parents.

Parent Participation at TK Al Hikmah Muslimat NU Tuban

Data from observations and interviews show that parental participation manifests in
several forms. Attendance at parent—teacher meetings and open house activities is relatively
high, with approximately 70% of invited parents participating. Involvement in school
activities such as community service programs, outings, and parenting workshops is evident,
although the level of participation varies; some parents are consistently active, while others
tend to participate passively.

At the home level, many parents report supporting their children’s learning by
providing study spaces, discussing school activities with their children, and maintaining
communication with teachers through WhatsApp groups. However, parental participation in
formal school decision-making processes, such as program planning and evaluation, remains
limited. Several parents indicated that they tend to wait for formal invitations from the school
rather than initiating involvement independently.

Supporting and Inhibiting Factors

Supporting factors identified include the strong Muslimat NU identity that fosters a
sense of belonging, relatively effective communication between the school and parents, and
the relevance of parenting programs to parents’ needs. In contrast, inhibiting factors include
parents’ work-related time constraints, distance or access to the school, limited understanding
of the importance of active involvement, and the perception among some parents that their
role is primarily that of service recipients rather than educational partners.

DISCUSSION

The findings of this study indicate that the marketing strategy implemented by TK Al
Hikmah Muslimat NU Tuban has been relatively effective in enhancing parental participation
in early childhood education. The effectiveness of this strategy is reflected not only in
parents’ attendance at school activities but also in the establishment of sustained
communication and emotional attachment between parents and the institution. Nevertheless,
the results also reveal structural and perceptual challenges that limit the depth of parental
involvement, indicating areas for further development.

One of the key strengths identified is the institution’s clear market segmentation. By
targeting parents of children aged 4-6 years who are closely connected to the Muslimat NU
community, TK Al Hikmah successfully leverages shared religious and social identities. This
finding is consistent with Ahmad and H. (2022), who argue that community-based
segmentation enhances parental trust and emotional engagement. However, unlike more
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commercially oriented PAUD institutions that rely primarily on price and facilities as
marketing appeals, TK Al Hikmah demonstrates that social and ideological alignment can
function as a powerful non-material marketing asset.

The school’s strong institutional positioning as an Islamic-values-based PAUD that
promotes parent—school partnership further reinforces parental engagement. This aligns with
Suyadi (2020), who emphasizes that faith-based educational institutions tend to foster closer
relational bonds with parents. In contrast to studies that suggest religious branding may
sometimes limit inclusivity, this research shows that, within a homogeneous community
context such as Tuban, religious identity can instead serve as a unifying factor that
strengthens participation rather than constraining it.

Transparent and active communication through social media platforms and WhatsApp
groups also emerged as a significant contributor to parental participation. These channels
enable real-time information sharing, reduce communication barriers, and provide parents
with a sense of continuous involvement in their children’s learning processes. While
Widiastuti (2021) highlights digital communication as an effective engagement tool, the
present study adds nuance by revealing that digital strategies alone are insufficient for parents
with limited technological literacy or access. This finding contrasts with studies that assume
universal digital readiness among parents and underscores the importance of context-sensitive
communication strategies.

Despite these strengths, the study reveals persistent challenges. Limited parental time
remains a major constraint, consistent with broader findings in early childhood education
research. More critically, some parents continue to perceive their role as passive service
recipients rather than active educational partners. This aligns with previous studies showing
that parental participation often declines at the stages of program evaluation and decision-
making. However, the present study contributes a more detailed explanation by linking this
perception to the absence of structured opportunities for parental co-decision-making, rather
than merely to parents’ lack of motivation.

The findings also highlight important development opportunities. Flexible participation
models, such as hybrid online—offline activities, have the potential to address time constraints
more effectively than conventional face-to-face programs. Furthermore, creating formal
mechanisms for parental involvement in planning and evaluation—such as parent advisory
groups or co-creation forums—could shift parental perceptions from consumers to partners.
This approach contrasts with traditional PAUD management models that centralize decision-
making within the institution.

The unique contribution of this study lies in its integration of marketing strategy
analysis with parental participation in a faith-based PAUD context. Unlike prior research that
treats marketing primarily as a recruitment tool, this study demonstrates that marketing
strategies can function as relational mechanisms that shape long-term parental engagement.
By situating marketing within a partnership-oriented framework, the study offers a
conceptual alternative for PAUD institutions seeking sustainable participation beyond
enrollment numbers.

In summary, while the marketing strategy at TK Al Hikmah Muslimat NU Tuban has
proven effective in fostering initial and ongoing parental involvement, its long-term impact
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depends on the institution’s ability to deepen participatory structures and address contextual
barriers. These findings provide both theoretical enrichment and practical implications for the
development of participatory, community-based PAUD management models.

CONCLUSION

This study underscores the strategic role of marketing in early childhood education
institutions as a mechanism not only for attracting enrollment but also for fostering
sustainable parental engagement. The findings demonstrate that marketing strategies
grounded in clear segmentation, coherent institutional positioning, and open communication
can strengthen relational ties between schools and parents, thereby supporting a more
participatory educational environment.

From a practical and policy perspective, the results suggest that PAUD management
and stakeholders should view marketing as part of a broader governance and partnership
framework. Institutional policies that promote flexible participation models, inclusive
communication systems, and formal avenues for parental involvement in planning and
evaluation can enhance the effectiveness of parent—school partnerships. Such approaches are
particularly relevant for community- and faith-based PAUD institutions, which possess
strong social capital that can be mobilized to support collaborative education models.

This study also highlights the need for institutional innovation to address persistent
structural constraints, such as time limitations and unequal access to digital communication.
Integrating hybrid engagement strategies and parental capacity-building programs may help
transform parents’ roles from passive service recipients into active educational partners.

Future research is encouraged to expand this line of inquiry by employing comparative
or multi-site designs to examine the applicability of these findings across different
institutional, cultural, and socio-economic contexts. Quantitative or mixed-method
approaches could also be used to measure the long-term impact of participatory marketing
strategies on child development outcomes and institutional sustainability. By extending the
analytical scope, subsequent studies may further contribute to the development of evidence-
based policies and practices in early childhood education.
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