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University branding is key to increasing the attractiveness and image of an institution in the eyes of 
prospective students, especially in the digital era where social media plays an important role. This study 
analyzes the branding strategy of Yudharta University through social media content and evaluates 
students' perceptions of the content. Qualitative methods were used with data collection techniques 
through observation and in-depth interviews, involving the university's social media content manager 
and five sources from the 2021-2023 student intake. The results show that Yudharta University has 
implemented a branding strategy that involves various parties, including lecturers, the Student Executive 
Board (BEM), and influencers such as Inul Daratista, Maulana, and Gus Azmi. Content created and 
shared through platforms such as Yudharta TV and Ngalah TV with a creative approach that follows the 
latest trends, such as the use of Artificial Intelligence and 3D Pixar, is considered more effective by 
students, especially interactive and entertaining content. The Instagram account @ini.yudharta, managed 
by BEM 2023, shows higher engagement than the university's official account which is less interactive. 
The Islamic environment factor and the relationship with the Ngalah Islamic Boarding School also 
increase the university's attractiveness. This study emphasizes the importance of adapting social media 
content strategies that are in line with audience preferences to strengthen branding and attract more 
students. Yudharta University needs to continue to evaluate and adjust its approach to the development 
of social media trends so that branding strategies remain effective and relevant in facing competition in 
the higher education market. 
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1. Introduction 

Branding in the digital age is critical in higher education as it helps institutions differentiate themselves from 
competitors, build reputations, and attract prospective students. With the increasing choice of educational 
institutions and online information, institutions must ensure a strong and consistent image. Effective branding 
involves managing visual identity, messaging, and engagement with stakeholders through digital platforms. This 
allows prospective students to recognize and relate to the unique values and qualities of the institution.  (Panda et 
al., 2019). 

In addition, branding in the digital age allows higher education institutions to interact directly with global 
audiences through social media, websites, and other platforms. This expands the reach and allows institutions to 
respond to student needs and expectations in real time. By leveraging digital analytics, institutions can tailor their 
marketing strategies to attract and retain students more effectively (Pringle & Fritz, 2019). Strong branding can 
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also help strengthen alumni loyalty and increase the competitiveness of institutions at the national and 
international levels (Shawky et al., 2019). 

Research and literature have confirmed that social media has a significant role in shaping the image and 
branding of an educational institution. Johnson and Smith's research found that content presented via social 
media platforms strongly influences prospective students' perceptions and preferences for certain universities. 
(Wardhana, n.d.). In the increasingly developing digital era, social media is a tool for interaction and the main 
channel for searching for information, including information about universities. Yudharta University is the 
number 1 best university in Pasuruan, ranked 53rd in East Java, and ranked 297th nationally according to 
UniRank 2023 .(Rachmawati, n.d.). Increasingly aware of the importance of strengthening their branding on
social media. Students in class 2021 – 2023 who grew up in the era of digital technology tend to rely on social 
media as their primary source of information. (Safko, 2012). 

The following is a table of nominations for the 3 best universities according to Unirank in Pasuruan: 
 

Table 1 
List of the best universities in Pasuruan 

 

University Local Ranking National Ranking 

Yudharta University 1 304 

Merdeka University of Pasuruan 2 429 

PGRI Wiranegara University 3 541 

 Source: jatimjuara.com 
 

Table 1 shows that the best universities in Pasuruan are Yudharta University, Merdeka University of 
Pasuruan, and PGRI Wiranegara University. Based on the data, the National Ranking still seems quite far from 
being the best university on a national scale, but it does not rule out the possibility that in the future, the 
university could be superior in educational or other aspects. 

One of the main reasons why branding through social media is important is the platform's ability to 
reach a wide audience in a short time (Voorveld, 2019). Social media allows Yudharta University to convey its 
messages directly to the target audience, whether prospective students, parents, alumni, or the general public. 
Interesting and relevant content can increase engagement and build a positive image of the university (Tajvidi & 
Karami, 2021). 

Social media also provides an opportunity to show the excellence and uniqueness of Yudharta 
University. Universities can highlight academic achievements, student activities, campus facilities, and more 
through various types of content such as articles, videos, infographics, and visual stories. In this way, prospective 
students can get a clearer and more interesting picture of what Yudharta University has to offer. 

Therefore, practical branding efforts on social media are significant in attracting the attention and 
interest of potential students. The urgency to analyze branding strategies through Yudharta University's social 
media content is increasingly felt amidst fierce competition for students. Yudharta University, as an institution 
committed to educational quality and innovation, needs to deeply understand how its image is reflected and 
influenced by its presence on social media. Analysis of branding strategies will help universities adapt and 
improve their efforts in building a strong and positive image in the eyes of prospective students. This research 
will use a qualitative approach by conducting in-depth interviews with related parties and supporting literature 
studies. 

The following is some data related to Yudharta Pasuruan's social media content: 
 

Table 2 
Yudharta University Social Media Content Observation 

 

 Social Media  
Yudharta University 

Total Posted 
 

Account Description 

Tiktok: 
Yudharta Official 

33 Video The official TikTok account from Yudharta University 
has 1282 followers and 5601 likes, has 2 pinned posts 
that have 19.5 thousand views and 12.8 thousand views, 
and the other posts have an average of approximately 
1000 views. 
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Instagram: yudharta.pasuruan 159 Feed & 113 
Reels (6 June 2022 – 

26 March 2024)  

The official Instagram account from Yudharta 
University has 6970 followers (followers), most of 
whom are students and alumni of Yudharta University 
itself, has approximately 200 likes on each post & 
thousands of views on Instagram reels. 

Youtube: Yudharta TV 212 Video & 35 
Shorts 

Communication Science students at Yudharta 
University manage this account, which has several posts 
with tens of thousands of views, often featuring famous 
figures such as Gus Azmi, Maulana Ardiansyah, and 
Gilga Sahid. 

Facebook: Universitas 
Yudharta Pasuruan 

43 Videos counted 
from 2021 - 2024 

The official account of Yudharta University has been 
around for the longest time, however, it is currently less 
active due to the changing era that determines the latest 
generation of the market. 

 Source: Yudharta University 
 
Based on the data in Table 2, we can see several track records of Yudharta's social media posts, including 

TikTok, Instagram, YouTube, and Facebook. Yudharta's social media has created quite a lot of content, but in 
terms of effectiveness, the reach and quality of the content still lack effective appeal. The content has a lot of 
views because of the presence of influencers such as Maulana, Gus Azmi, and others. 
This research has important value in the context of increasing the attractiveness of Yudharta University to 
prospective students class of 2021 – 2023. With a deep understanding of the effectiveness of branding strategies 
on social media, Yudharta University can optimize its branding efforts to create an attractive and relevant image 
for potential students. The results of this research can also provide valuable insights for other higher education 
institutions to strengthen their image and reputation in the eyes of prospective students.The following is a data 
table for new students for 2021 – 2023: 

Table 3 
Statistics of New Students at Yudharta University 

 
Academic Year Total of New Students 

2021 934 

2022 857 

2023 895 

Total 1752 

 Source: Student and Alumni Communication Information Bureau (BIKMA) Yudharta University 
 

From Table 3 about data on the number of students, we can see the unstable increase in students starting 
from 2021 - 2023; in 2021, there were 931 new students, then in 2022, it decreased to 857 students, then 
increased again in 2023 to 895. There is a need for further analysis regarding fluctuations This increase in 
students, one factor is branding or promotion. Because branding or promotion with a strong appeal will later 
become a strategy for increasing the number of students in the future. 

Farahma Ayu Almaida and Rah Utami Nugrahani have researched Digital Marketing Content Management 
Analysis for Social Media Institut Français Indonesia Bandung (Almaida & Nugrahani, 2019). The difference in 
this research is that it focuses on management, which is essential in building a community, thereby generating 
interest in Instagram's social media accounts. This needs to be implemented as reference material for the 
development of Yudharta University's social media accounts in this research. Alfi Isa Mulyadi & Saifuddin Zuhri 
also wrote about the Brand Image Strategy Analysis of the Coffee Shop "Moeng Kopi" via Instagram Social 
Media (Mulyadi & Zuhri, 2020). The difference in this research is the branding object, namely Moeng Kopi. The 
next difference is that the social media studied was only Instagram, whereas this research discusses all aspects of 
social media and student responses in 2020 - 2023. Some similarities are that they used social media platforms to 
compare Moeng Kopi and used the same method, namely the descriptive qualitative method. From Table 3 
about data on the number of students, we can see the unstable increase in students starting from 2021 - 2023; in 
2021, there were 931 new students, then in 2022, it decreased to 857 students, then increased again in 2023 to 
895. There is a need for further analysis regarding fluctuations This increase in students, one factor is branding 
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or promotion. Because branding or promotion with a strong appeal will later become a strategy for increasing 
the number of students in the future. 

Farahma Ayu Almaida and Rah Utami Nugrahani have researched Digital Marketing Content Management 
Analysis for Social Media Institut Français Indonesia Bandung (Almaida & Nugrahani, 2019). The difference in 
this research is that it focuses on management, which is essential in building a community, thereby generating 
interest in Instagram's social media accounts. This needs to be implemented as reference material for the 
development of Yudharta University's social media accounts in this research. Alfi Isa Mulyadi & Saifuddin Zuhri 
also wrote about the Brand Image Strategy Analysis of the Coffee Shop "Moeng Kopi" via Instagram Social 
Media (Mulyadi & Zuhri, 2020). The difference in this research is the branding object, namely Moeng Kopi. The 
next difference is that the social media studied was only Instagram, whereas this research discusses all aspects of 
social media and student responses in 2020 - 2023. Some similarities are that they used social media platforms to 
compare Moeng Kopi and used the same method, namely the descriptive qualitative method. From Table 3 
about data on the number of students, we can see the unstable increase in students starting from 2021 - 2023; in 
2021, there were 931 new students, then in 2022, it decreased to 857 students, then increased again in 2023 to 
895. There is a need for further analysis regarding fluctuations This increase in students, one factor is branding 
or promotion. Because branding or promotion with a strong appeal will later become a strategy for increasing 
the number of students in the future. 

Farahma Ayu Almaida and Rah Utami Nugrahani have researched Digital Marketing Content Management 
Analysis for Social Media Institut Français Indonesia Bandung (Almaida & Nugrahani, 2019). The difference in 
this research is that it focuses on management, which is essential in building a community, thereby generating 
interest in Instagram's social media accounts. This needs to be implemented as reference material for the 
development of Yudharta University's social media accounts in this research. Alfi Isa Mulyadi & Saifuddin Zuhri 
also wrote about the Brand Image Strategy Analysis of the Coffee Shop "Moeng Kopi" via Instagram Social 
Media (Mulyadi & Zuhri, 2020). The difference in this research is the branding object, namely Moeng Kopi. The 
next difference is that the social media studied was only Instagram, whereas this research discusses all aspects of 
social media and student responses in 2020 - 2023. Some similarities are that they used social media platforms to 
compare Moeng Kopi and used the same method, namely the descriptive qualitative method. From Table 3 
about data on the number of students, we can see the unstable increase in students starting from 2021 - 2023; in 
2021, there were 931 new students, then in 2022, it decreased to 857 students, then increased again in 2023 to 
895. There is a need for further analysis regarding fluctuations This increase in students, one factor is branding 
or promotion. Because branding or promotion with a strong appeal will later become a strategy for increasing 
the number of students in the future. 

Farahma Ayu Almaida and Rah Utami Nugrahani have researched Digital Marketing Content Management 
Analysis for Social Media Institut Français Indonesia Bandung (Almaida & Nugrahani, 2019). The difference in 
this research is that it focuses on management, which is essential in building a community, thereby generating 
interest in Instagram's social media accounts. This needs to be implemented as reference material for the 
development of Yudharta University's social media accounts in this research. Alfi Isa Mulyadi & Saifuddin Zuhri 
also wrote about the Brand Image Strategy Analysis of the Coffee Shop "Moeng Kopi" via Instagram Social 
Media (Mulyadi & Zuhri, 2020). The difference in this research is the branding object, namely Moeng Kopi. The 
next difference is that the social media studied was only Instagram, whereas this research discusses all aspects of 
social media and student responses in 2020 - 2023. Some similarities are that they used social media platforms to 
compare Moeng Kopi and used the same method, namely the descriptive qualitative method.Hazel Alberta & 
Lina Sinatra Wijaya wrote about the Analysis of Integrated Marketing Communication Strategies in Increasing 
Sales and Brand Awareness (Alberta & Wijaya, 2021). This is in line with research by Efendi & Prasetiyo (2022) 
regarding Increasing Brand Awareness Potential through Integrated Marketing Communication. Differences this 
research is on a comprehensive promotion in terms of sales and branding aspects, for example, advertising, 
direct marketing, sales promotion, public relations, and so on. Some of the similarities are implementing 
marketing and branding via social media for effective branding and promotion results. 

Similar research has broad implications for Indonesian higher education as a whole. By understanding 
branding strategies through social media content, other higher education institutions can adopt the best practices 
and innovations identified in this research. This will help increase the competitiveness and relevance of higher 
education in the ever-growing digital era (Yusanda et al., 2021). 

Yudharta University faces significant challenges in terms of branding, especially due to intense competition 
from other higher education institutions that have greater resources to promote themselves digitally. Limited 
budget for marketing campaigns and the lack of a strong presence on social media platforms hinder the 
university’s ability to reach prospective students widely. This can reduce the university’s appeal, especially among 
prospective students who increasingly rely on online information and reputation in choosing an educational 
institution. As a result, Yudharta University needs to be more innovative in its branding approach to increase 
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visibility and build a strong image in the competitive education market. Thus, this research not only benefits 
Yudharta University but also strengthens the image and reputation of higher education institutions in Indonesia. 
This research aims to contribute positively to advancing higher education marketing in the increasingly complex 
digital era. It also aims to inspire other educational institutions to develop effective and relevant branding 
strategies on social media. 

This study aims to specifically analyze the effectiveness of Yudharta University's branding strategy through 
its social media content in forming positive perceptions among students. The main focus of this study is to 
evaluate the quality and consistency of content uploaded on Yudharta University's social media platforms, as well 
as its impact on the views of students in the 2021-2023 intake. Through this analysis, this study seeks to identify 
aspects of the content that have succeeded in increasing the university's attractiveness and which aspects need 
improvement. With this approach, the results of the study are expected to provide concrete recommendations to 
strengthen Yudharta University's branding strategy, so that it can attract more prospective students in the future. 
 

Literature review 
Technological advancements and changes in consumer behavior have significantly changed the effectiveness of 
branding from the past to the present. In the past, branding was often limited to conventional methods such as print, 
television, and radio advertising. (Heding et al., 2020). However, with the advent of the digital era and the increasing 
use of social media, there has been a significant paradigm shift in branding strategies (Lim et al., 2020). Today, social 
media has become one of the main platforms for building and strengthening brand image, as it allows for more 
direct and personal interactions with consumers (Dwivedi et al., 2021; Juhaidi, 2024; F. Li et al., 2021). In this 
synopsis, we will discuss how changes in the effectiveness of branding from the past to the present have directed 
brands' attention to branding through social media (Kotler, P., & Keller, 2016). 

There are five theoretical studies on branding through social media based on communication theory. First, 
high engagement between brands and their followers on social media can increase brand awareness, strengthen 
brand relationships, and increase consumer engagement (Kaplan & Haenlein, 2010). Second, content creation and 
sharing that is creative, informative, and relevant has the potential to attract the attention of social media users, 
expand brand reach, and influence consumer perceptions of the brand (C. Li & Bernoff, 2011). Third, satisfied social 
media users can positively influence brand image and consumer purchasing decisions through their advocacy and 
recommendations (Brown et al., 2007). Fourth, rapid monitoring and response to feedback and conversations about 
brands on social media can help brands gain valuable insights, build better relationships with consumers, and manage 
brand reputation effectively (Mangold & Faulds, 2009). Fifth, Social Media Creativity and Innovation in branding 
strategy allow brands to create unique and interesting experiences for their followers (Safko & Brake, 2009).  

Perception is a complex process in which individuals interpret and give meaning to sensory information from 
the environment. In communication and marketing, consumer perception is important because it influences their 
attitudes and behavior towards a brand or product. Perception involves the selection, organization, and 
interpretation of stimuli, influenced by internal factors (experience, knowledge, expectations) and external factors 
(stimulus intensity and contrast). The perception process begins when individuals select a stimulus of interest, then 
organize the information into meaningful patterns, and finally interpret it to give meaning to the sensory 
information. Personal factors (experience, motivation, expectations), situational factors (physical and social 
environment), and social and cultural factors (norms, cultural values, group influence) all influence perception. In the 
context of branding and marketing, consumers form brand perceptions that influence their purchasing decisions. 
Positive perceptions increase interest and loyalty, while negative perceptions lead to the rejection of the product or 
brand (Fish, 2021). 

Social media is closely related to cognitive response theory, which focuses on how individuals process 
information and form attitudes based on the stimuli they receive. In social media, users actively engage with content 
through liking, commenting, and sharing, creating a more immersive cognitive experience than traditional media. 
When users are exposed to brand content on social media, they do not just passively receive information but also 
process it through cognitive filters influenced by perceptions, previous experiences, and social interactions. This 
process can lead to the formation or strengthening of attitudes toward the brand, where cognitively relevant and 
engaging content can generate more positive responses and support the brand image effectively (Schunk & 
DiBenedetto, 2020). 

Cognitive Response Theory, developed by Petty and Cacioppo in 1986, analyzes the mental processes when 
individuals receive messages, with two main pathways: the central pathway (deep processing based on logic and 
reason) and the peripheral pathway (shallow processing based on peripheral cues such as the source's attractiveness 
or humor). Social media provides a platform to exploit both of these avenues. Educational and informative content 
strengthens brand arguments through central processing, while visual and emotional content attracts attention 
through peripheral processing. Immediate feedback and community engagement on social media allow companies to 
understand consumers' cognitive responses in real time and adjust their strategies accordingly. By utilizing both 
channels of information processing, companies can build a strong brand image and increase consumer loyalty, 
including in-depth and informative content as well as engaging visual and emotional content, accompanied by active 
engagement with the audience (Schunk & DiBenedetto, 2020). 

 



Hamzah, S.S,. dkk /Heritage: Journal Of Social Studies, Vol. 5(1), Pages 1- 16 

 

6 
 

2. Method 
The research method used in this research is qualitative descriptive research which includes interviews, 
observation, and data analysis. This research focuses on the branding strategy implemented at Yudharta 
University to enhance interest and brand awareness through social media. The study utilizes a qualitative 
approach to describe the data obtained from the research findings. Researchers use this method to obtain 
detailed descriptive data, including sentences, writings, or documents from the studied sources and existing 
conditions in the field. 

The type and source of data, namely primary data in this research, will be obtained through interviews. 
The data related to social media content branding strategies was gathered through observation and interviews. 
Observations of Yudharta University's social media were conducted to collect secondary data. Next, interviews 
were conducted with Yudharta University's social media managers, namely the Student and Alumni 
Communication Information Bureau (BIKMA) as well as Yudharta University students class 2021-2023 who will 
express their opinions and perceptions of Yudharta University's social media. 

Data collection techniques through observation and interviews were carried out with a systematic and 
structured approach. In observation, researchers went directly to the field to observe the phenomena being 
studied, such as user interactions with Yudharta University's social media content. This process involves 
recording behavior, reactions, and patterns of social media usage that emerge naturally without intervention. 
Researchers used a pre-designed observation sheet to record data consistently. Meanwhile, in-depth interviews 
were conducted with students from the 2021-2023 intake to get their perspectives on university content and 
branding. These interviews were semi-structured, where researchers used a list of questions as a guide but still 
gave respondents space to provide broader and more in-depth answers. The interview process was recorded and 
then transcribed for further analysis, ensuring that every detail of the response was recorded accurately. The 
combination of these two techniques allows researchers to obtain rich and comprehensive data, both from direct 
observation and from the participant's perspective. 

What researchers did during the observation was to identify and observe content posted by Yudharta 
University on various social media platforms such as Instagram, Facebook, Twitter, and YouTube. Note the type 
of content presented, such as images, videos, text, or interactive engagement such as quizzes or polls. Observe 
the frequency of content posting by the university and interaction patterns between the university and users, 
including responses and comments from students or prospective students. Next, the researcher analyzes the 
content qualitatively to understand the message, style, and tone used in university promotions. 

The ethical aspects of qualitative research are very important to ensure the validity and integrity of the 
research. The researcher obtained written consent from the interviewees before conducting the interviews, 
explained the purpose of the study, and ensured that their participation was voluntary. Confidentiality of data is 
also strictly maintained by removing personal information that can identify the interviewees, using pseudonyms 
when necessary, and storing data securely. However, this study has several limitations, such as potential bias in 
the selection of informants who may not fully represent the target population, as well as limitations in 
generalizing the results due to the contextual nature of the study and limited to a specific sample. Qualitative 
methods were chosen because this approach allows researchers to explore in depth the experiences, perceptions, 
and meanings given by informants to the phenomenon being studied, which is difficult to achieve with 
quantitative methods. 

The data reduction stage is a stage for selecting the main things and focusing on the important points that 
are sought. Another goal of data reduction is to make it easier to collect the data that has been obtained (Fadli, 
2021). Data reduction in qualitative research involves the process of simplifying, focusing, and transforming raw 
data into more organized and meaningful information. After data is collected through observation and 
interviews, the researcher begins to select and group the data based on key themes that are relevant to the 
research objectives. This process includes coding the data, which allows the researcher to identify recurring 
patterns or categories. Data presentation is done by arranging the reduced information into a narrative form that 
makes it easier for the researcher to draw conclusions. This systematic and logical presentation of data helps in 
understanding the relationship between the various findings and how they answer the research questions. 

Data reduction at the interview stage, the author identified relevant respondents for interviews, including 
students from the 2021 – 2023 class and related parties in Yudharta University's promotion management. Next, 
researchers plan structured questions that they will use in interviews, focusing on respondents' perceptions and 
experiences of branding strategies through Yudharta University's social media content. Schedule and conduct 
interviews with respondents individually or in small groups, according to needs and availability. Finally, record 
the interview results carefully to identify patterns, themes, and views that emerge from the data. 

After the collected data has been reduced and separated based on existing categories, the next stage is data 
display. In this stage, the categorized data will be displayed separately according to each group. Researchers will 
combine qualitative observations with interview findings to comprehensively understand Yudharta University's 
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promotional strategy on social media, identify common patterns, themes, or challenges from qualitative data, 
develop an in-depth narrative about promotional strategies and their impact on student attractiveness from the 
2021-2023 class, and finally, interpret findings deeply while providing suggestions to improve or enhance 
promotional strategies in the future. 

 

3. Results & Discussion 

Yudharta University Branding Strategy through Social Media 
Branding in the context of communication, namely a consistent and identified brand identity, as well as 

good image management, is the key to building and maintaining a positive impression in the eyes of consumers. 
We will explain this Branding Strategy Theory through five discussions. 
 
Engagement 

One of the branding strategies at Yudharta University is to collaborate with existing management such as 
lecturers, Bikma, BEM, students, and other elements. 

"To brand Yudharta itself, we usually collaborate to create content to repost, for example, lecturers create  tour events, and 
then we can turn the documentation into the content. "Then when there is an event on campus that brings in public figures, 
Yudharta TV usually also creates branding content which we will later repost and share with students," said Mas Riski 
BIKMA. 
Not only that, but sometimes each study program also holds events such as seminars, anniversaries, 

training, or other events which can later be documented and created content to add to the activity and image of 
Yudharta University. Involvement in reposting itself has been greatly intensified, especially through the heads of 
study programs for each department and student. This is intended to attract prospective new students and 
parents who want to continue their children's education to college. Not only internal involvement, Yudharta 
University also attracts other influences such as Purwosari Awesome, Pasuruan Apik, Pandaan Culinary Info, and 
so on to participate in creating content about Yudharta University. 

This is by Kaplan and Haenlein's theory that high interaction and engagement between brands and their 
followers on social media can increase brand awareness, strengthen brand relationships, and increase consumer 
engagement (Kaplan & Haenlein, 2010). It is proven from several interviews that on average Yudharta students 
are Islamic boarding school alumni or students from the Darut Taqwa school which is still in the same area or 
the same foundation, namely the Ngalah Islamic Boarding School. This is one of the factors that many 
prospective students choose to continue their studies in the same environment. 
 
Content Creation and Sharing 

Content from Yudharta University itself usually uses the repost method of content from other elements. 
For example, when students create educational content assignments, later if the content is appropriate and good 
it will be reposted and shared by the bureaucracy and will also be distributed via students and Yudharta's social 
media. 

"Well, most of the content comes from reposts, sir, whether from students, lecturers, or other channels such as Ngalah TV, for 
example, usually they also help in the process of developing the image of this foundation, including the image of Yudharta 
University itself. "It's still in the same scope as the Ngalah Islamic boarding school," explained Mr Riski BIKMA. 
From the explanation above, researchers also observed that Yudharta University content primarily 

consisted of content from other elements such as Yudharta TV, Ngalah TV, or from the students themselves. 
This is included in the content dissemination strategy using the term mouth to mouth, or person to person. 

There are many other elements involved in promoting Yudharta University, especially the internal scope or 
the foundation itself, for example, the Ngalah TV media, then there are several media from the Darut Taqwa 
Foundation High School and many more. To expand the reach of its brand, the campus also collaborates with 
external media, namely Awesome Purwosari, and other influencers. This is partly due to the theory according to 
Li & Bernoff, namely creative, informative, and relevant content has the potential to attract the attention of 
social media users, expand brand reach, and influence consumer perceptions of the brand (C. Li & Bernoff, 
2011). In terms of the quality of the content itself, unfortunately, Yudharta University still has many 
shortcomings, especially in terms of video content with high appeal, because researchers found irregularities in 
posting content that is interesting to lay people or new people. 
 
Influence and Advocacy 

To understand this strategy regarding influence and recommendations, the researcher asked several 
questions regarding the strategy used, here are the answers from the resource person: 

"We need a hook strategy to get people to see our content. One of our current strategies is to invite collaboration with 
influential people or influencers, such as Purwosari Awesome, Pasuruan Apik, and Pandaan Culinary Info, through their already 
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large Instagram social media content. "Then there are also bros who use Tiktok, we also invite them to collaborate to create 
promotional content for Yudharta," said Mr. Riski Bikma. 

From this presentation, researchers discovered the fact that Influencers or influential people are a 
branding and promotion strategy carried out by Yudharta University. We can see this in several influencer 
content that have visited Yudharta University, such as content from Inul Daratista, Maulana, Gus Azmi, and so 
on. 

 
Figure 1 Influencers promoting Yudharta University 

 
The above strategy aligns with Brown's theory that the influence and recommendations of satisfied social 

media users can positively impact brand image and consumer purchasing decisions (Brown et al., 2007). 
The impact of this strategy is also interesting because, with so many influencers participating in the 

promotion, it means that Yudharta University will become increasingly well known. Based on observations of 
social media content, researchers found that the average number of views on social media content is content that 
has influencers, this is an attraction that is ultimately quite successful in ranking Yudharta University. 

"One of our mainstay strategies is also to use Meta Ads advertising media, this includes Instagram & Facebook. This Meta 
Strategy has been running since 2020. Usually, we advertise once every 3 months, bro, adjusting the budget from the Campus 
Bureaucracy too. Because the costs are also quite high to use advertising services on Meta, we also arranged this advertisement 
in the East Java region only and with an age limit of 35, and the results are very satisfying because by using Meta we can 
reach almost all of East Java with millions of views using social media." Added Mr. Riski BIKMA. 
This interview statement reveals that Universitas Yudharta has implemented a significant advertising 

strategy through Meta Ads, covering Instagram and Facebook, since 2020. This explanation shows that the 
university allocates a budget for advertising periodically, every three months, which is influenced by the budget 
available from the campus bureaucracy. By focusing advertising on the East Java region and limiting the target 
age to 35 years, the university can optimize the reach and effectiveness of their advertising. This shows that the 
university is trying to maximize the use of the budget by targeting relevant demographics and geographies, to 
ensure results that are in accordance with needs and capacities. 

Further analysis shows that the use of Meta Ads allows Universitas Yudharta to reach a very wide audience 
in the East Java region at a relatively efficient cost, given the satisfactory results in the form of millions of 
impressions. This strategy reflects a good understanding of the use of social media in the context of advertising 
and marketing. However, budget constraints and geographic focus also indicate that the university must continue 
to evaluate and adjust their advertising strategy to ensure that they are utilizing technology optimally and 
remaining relevant to their target audience. This focused approach allows the university to manage resources 
wisely while achieving significant results in reach and engagement. 
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In this interview, the resource person explained that one of the mainstay strategies currently being 
implemented is using digital advertising media commonly known as Meta ads. Meta ads themselves are digital 
advertisements to reach target audiences on Facebook and Instagram. With Meta Ads, advertisers can create 
targeted ads that appear in newsfeeds, stories, and in-app experiences to reach their target audience 
(marketing.proxsisgroup.com). 

From the resource person's explanation, this advertisement has been specified starting from the region to 
the age limit. This makes the advertisement more optimal in achieving targets, especially in introducing Yudharta 
University through social media. The resource person also revealed that this advertisement was very effective as 
it reached millions of people, particularly those unfamiliar with Yudharta University. 

However, unfortunately, Meta Ads themselves are quite expensive, the payment system is also based on 
Impressions and CPC (Cost per link click), and several other additions, so if they are not managed well there 
could be a waste of funds in these advertising services. 

Yudharta University faces several challenges and obstacles in implementing advertising strategies through 
Meta Ads. One of the main challenges is budget constraints that affect the frequency and reach of advertising. 
Because the cost of advertising on social media platforms can be very high, universities must carefully manage 
their available budgets, often limiting advertising to specific geographic areas and age groups. In addition, 
although Meta Ads provide wide reach, their effectiveness is highly dependent on the quality and relevance of 
the content presented. The university also has to face stiff competition from other institutions that may have 
larger budgets or more aggressive marketing strategies. These obstacles require universities to continuously adjust 
and optimize their advertising strategies to remain effective and efficient in achieving their marketing goals. 

 

 
Figure 2 Total Costs in Meta Ads 

 
It cannot be denied that the impact of this influencer strategy and digital advertising services is quite 

efficient because it can introduce Yudharta University through social media, and can reach the target audience 
quickly and precisely. Despite cost constraints and other challenges, BIKMA is still striving to reach audiences 
out there with the available resources. 

 
Monitoring and Response 

One form of social media at Yudharta University is Monitoring and Response. This is an important value 
that must exist. Regular and positive responses will certainly make Yudharta University's social media more lively. 

This time the researcher asked about this, one of which was the comment or number of Yudharta 
University, here is the explanation from BIKMA: 

"We have our team, bro, to respond to questions. Coincidentally, I focus on graphic design, so I have Instagram, and 
Facebook, and also make casual comments like that. "For WA, the receptionist at the front who receives guests is the one who 
understands more about campus administration," said Mr. Riski BIKMA. 

From this explanation, BIKMA managed the response and monitoring quite well. BIKMA has also 
provided a receptionist complete with services, brochures, and campus alma mater to check the appropriate size. 
Later, this reception team will be the first team to introduce Yudharta University to newcomers who visit or 
want to register as students. 
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From the resource person's explanation above, it is evident that according to the theory presented by 
Mangold & Faulds, active monitoring and quick response to feedback and conversations about brands on social 
media can help brands gain valuable insights, build better relationships with consumers, and effectively manage 
brand reputation (Mangold & Faulds, 2009). 

 
Creativity and Innovation 

One of the big attractions in content is creativity and innovation in content (Safko & Brake, 2009). This is 
something that must be understood, especially by a content creator. 

In this discussion, the researcher asked "Is there any direction on how much content should be from the 
campus bureaucracy?" 

The source answered, "When I first started, I was still assisted by Mr. Nizar because previously he was the one who held 
his account. Now I have been freed for the content. As for the amount of content, I usually target myself at least 20 content 
every week, for feeds between 6-7 every week " said Mr. Riski BIKMA. 
Then the researcher tried to ask questions regarding ideas and creativity, "Is there any direction, bro, 

regarding design ideas or content, or is it free?" 
"If you don't have your direction, sir, the design ideas come from me, usually I am inspired by ideas from UMM because I 
used to be a champion in the field of social media if I'm not mistaken. I focus on managing social media, so actually when it 
comes to creating advertising content it's usually from my friends. "So, it's like a repost and share model," answered Mr. 
Riski BIKMA. 

 
Figure 3 Comparison of Yudharta University and UMM Instagram feeds 

 
Based on the resource person's explanation, the researcher concluded that creative ideas for content 

management are very free from the campus. With this freedom, Content Managers can certainly express their 
ideas without being restricted by other parties. 

Based on Yudharta University's social media observations, Instagram has 159 feeds & 113 Reels of content 
(6 June 2022 – 26 March 2024). The results of this data are by the performance of the content manager himself 
who has set a content deadline, namely a minimum of 20 content per week, and for Instagram feeds, namely 6 – 
7 per week. 

The researcher continued asking about innovation "Maybe there are some innovations/movements like 
that from the Bikma Team to attract new students," asked the researcher. 

"There are bros, usually we follow trends like that, for example, Pixar-style 3D model designs, and what we are currently 
doing is advertising via Meta. We need to continuously update the design and information to attract a lot of new people ," 
answered Mr. Riski BIKMA. 
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Figure 4 Instagram feeds use 3D design from AI 

 
In terms of content innovation itself, the resource person revealed that it adapts to current trends or what 

is usually called contemporary. For example, using Pixar's 3D content model. 
Currently, people actively use Artificial Intelligence technology, commonly known as AI. Many AI 

applications and websites, such as Copilot, Davinci Resolve, and others, are currently available. This trend 
certainly creates opportunities for advertisers to promote content, especially For Your Page (FYP) content that 
aligns with current trends. 

 
Student Perceptions and Attractiveness of Yudharta University Social Media Using Cognitive Response 
Theory 

Each individual certainly has their subjective assessment. This assessment interprets and gives meaning to 
the information received through the five senses. It involves selecting, organizing, and interpreting stimuli from 
the environment to form a subjective understanding of the surrounding world. 

From this subjective assessment, researchers interviewed 5 students from different classes and majors to 
see differences in opinion from their respective perspectives. 

The researcher asked, "Why did you choose to enter Yudharta University? Is there anything interesting at 
Yudharta University?” 

The resource person answered, "In the past, I actually wanted to look for a university that majored in Visual 
Communication Design, but due to certain factors, I finally chose Yudharta University because it is one of the best universit ies in 
Pasuruan and coincidentally not too far from my house," said the resource person on behalf of Ainul Fidia. 
Some more answers from other sources, namely: 

"Initially I was a student in Ngalah, starting from junior high school, high school, and continuing to college now, I was 
convinced to stay here because I could become a student and I had lots of friends. "So, I just feel comfortable in this 
environment," answered the resource person on behalf of M. Rifky Islamudin. 

Furthermore, there are different answers from other sources, namely: 
"I used to want to look for a university in a big city but my parents didn't allow it, then my brother recommended the 
Yudharta Pasuruan Campus because the campus was still within the scope of an Islamic boarding school and not too far from 
where I live (Mojokerto). Finally, I decided to stay and study at Yudharta University." The resource person answered 
on behalf of Silfiyatul Jannah. 
Based on the answers from the three resource persons, researchers can conclude that, on average, people 

enter Yudharta University because of several factors. One vital factor is the environment. Yudharta University 
remains part of the Ngalah Islamic Boarding School Foundation, managed by K.H. Sholeh Bahruddin. This 
Islamic environment makes parents feel safe entrusting their children's studies to Yudharta University. This is an 
added value when compared to other universities. Because these environmental factors successfully make people 
perceive and assess universities more positively and effectively. 
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Researchers tried to dig deeper and observe the connection between the Ngalah Islamic boarding school 
and Yudharta University. The Ngalah Islamic Boarding School was founded on August 30, 1985, and Yudharta 
University was founded in 2002. Looking at the period, the Ngala Islamic boarding school is 39 years old, while 
Yudharta University is still 22 years old. This means that the Ngalah Islamic Boarding School has been 
established for 19 years longer, focusing on branding and developing its institutions. This has resulted in more 
people knowing about the Ngalah Islamic Boarding School compared to Yudharta University. This is very 
relevant because, on average, students want to enter Yudharta University because of recommendations from 
people who first knew about the Islamic boarding school. 

Researcher Question: "What social media platforms have you seen about Yudharta University, and what 
type of content is interesting?"The source's answer, "I only follow Instagram, I'm usually interested in funny content, 
especially on IG. Yudharta, the content is promotional content, it's just made to be funny, that's the concept," said one of the 
sources, on behalf of Dani. 

From the resource person's explanation, there is an attraction in one of the contents about Yudharta 
University, namely the @Ini.Yudharta Instagram content, this account is an account created by BEM 2023 
Yudharta University which is intended to create a portrait of Yudharta University. The content includes some 
created by BEM or other Yudharta students, and there are also reposts of other student content. Currently, most 
of the content consists of reposts of KKN videos. 

 
Figure 5 Instagram @ini.yudharta 

 
Even though @ini.yudharta's content is not official, this account is a lens for Yudharta University through 

its content. Of course, this will be very different from the official Yudharta account because the Official account 
uses an official approach. There are many aspects to consider when uploading content, including susceptible 
content. 

Unlike the @ini.yudharta account, which adopts an informal approach commonly used in creating 
entertainment and educational content, the official Yudharta account follows a more formal approach. This 
informal approach, which includes vlogs, activities, and entertainment, is more engaging and interactive for 
students. 

The @ini.yudharta account, unlike the official Yudharta account, lacks filters or standard rules, allowing a 
wide range of content to be shared. However, as the owner of the @ini.yudharta account is a student from 
BEM, there may be instances of discrimination when uploading and sharing content from Yudharta students. 

By comparing these accounts, researchers can conclude that accounts using interactive approaches such as 
entertainment are more popular among students. According to the resource person interviewed by the 
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researchers, students rarely view the feeds or content of the official account itself because its formal and less 
interactive content fails to capture their interest. 

Analysis of factors influencing Yudharta University's branding shows that advertising strategy through 
meta ads plays an important role in shaping the university's image in the eyes of prospective students. By utilizing 
platforms such as Instagram and Facebook, universities can reach a wide audience in a more targeted and 
measurable way. This allows universities to introduce and promote their brand with consistent messages, 
attractive visuals, and relevant information. Significant reach in the East Java region provides high visibility, 
increasing brand awareness and potential new student enrollment. 

However, budget constraints are one of the factors that limit the effectiveness of this strategy. With high 
advertising costs, universities must make strategic decisions about how often and where ads are displayed. Setting 
specific geographic and demographic targets, such as the East Java region and an age limit of 35 years, allows for 
more efficient budget management but may also limit the potential reach to a broader audience. However, this 
targeted focus can increase the relevance of ads to target audiences who are more likely to be interested in the 
university's programs. 

The specific impact of this advertising strategy is seen in the increase in the number of impressions and 
interactions with university content on social media. Strong impressions indicate that the university's content is 
successfully engaging users, while positive interactions, such as likes, comments, and shares, reflect deeper 
engagement. This engagement helps build a stronger relationship between the university and prospective 
students and increases positive perceptions of the university's brand. Engaging and relevant content, presented 
consistently, can strengthen the university's image as a modern educational institution that is responsive to 
student needs. 

In addition, this strategy supports branding by demonstrating the university's commitment to innovation 
and adapting to technological developments. By using popular and effective social media platforms, Universitas 
Yudharta shows that it is committed to using the latest marketing tools to reach prospective students. This can 
enhance the university's image as an up-to-date and future-oriented institution, which can attract prospective 
students looking for an institution relevant to the latest technological trends. 

However, to ensure the long-term success of branding, Universitas Yudharta needs to evaluate and adjust 
its advertising strategy continuously. Paying attention to feedback from advertising campaigns, analyzing 
performance, and adjusting advertising messages and targeting based on results can help universities optimize 
their strategy. Additionally, diversifying marketing methods, including offline approaches and collaboration with 
industry partners, can complement and strengthen existing branding efforts, ensuring a more comprehensive and 
sustainable brand image. 

In comparing the branding strategy of Yudharta University through social media with the findings of 
previous studies, several similarities and significant differences are seen. Research by Bamberger et al. (2020) 
shows that utilizing social media data to attract international students involves an in-depth analysis of the digital 
footprint left by prospective students. Yudharta University, through the use of Meta Ads, reflects a similar 
approach by targeting a specific audience in the East Java region and a certain age limit. However, this study 
shows that a broader data analysis approach, such as that of Bamberger et al., can provide deeper insights into 
the behavior and preferences of more diverse prospective students, not limited to geographic areas alone. 

Research by Farinloye et al. (2020) emphasizes the importance of strategic communication through social 
media for universities, highlighting how social media can be used to build an image and increase engagement 
with target audiences. Yudharta University has implemented this strategy by utilizing the Meta platform to 
increase visibility and interaction. However, Farinloye et al. also point to the need to integrate social media 
strategies with broader strategic communications, including offline campaigns and public relations, which may 
still need further attention by Yudharta University to create a more comprehensive branding. 

In the context of the impact of social media on academic performance, Habes et al. (2020) examined how 
YouTube usage affects the academic performance of students in Jordan. Their findings suggest that engagement 
with social media content can have a direct impact on students' learning experiences. Although this study 
focused on a different platform, the principles can be applied to Yudharta University, where greater engagement 
and content relevance on platforms such as Meta can contribute to positive perceptions and interest of 
prospective students, which in turn can influence their decision to enroll. 

Meanwhile, Heding et al. (2020) in their book discuss the theory and practice of effective brand 
management. They emphasize the importance of a deep understanding of brand positioning and brand identity. 
The strategies implemented by Yudharta University, with specific advertising targeting and careful budget 
management, show an effort to strengthen its brand image within the constraints of existing resources. However, 
the lessons learned from Heding et al. suggest that Universitas Yudharta could make greater use of brand 
management theory to further explore aspects of their brand positioning and how they differs from competitors 
in the higher education market. 
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Lastly, Lim et al. (2020) focused on strategic brand management for higher education institutions, 
suggesting that postgraduate programs have unique branding needs. These findings are relevant to Universitas 
Yudharta in the context of how they manage their brands for different study programs. This study highlights the 
importance of tailoring branding strategies to meet the specific needs of target audiences, which can help 
Universitas Yudharta develop more segmented and effective strategies for attracting students to their different 
programs. 

Based on the explanation above, there are several important things about why students choose Yudharta 
University and how social media plays a role in attracting their interest. This study is divided into two main 
topics: reasons why prospective students choose Yudharta University as their destination campus and the role of 
social media. 

There are three reasons they chose Yudharta University. First, environmental factors are why most 
students choose Yudharta University because of its Islamic environment. This environment is supported by the 
university's connection with the Ngalah Islamic Boarding School which has been known for a long time. Second, 
there are recommendations from family and experience of getting high levels of comfort while living in an 
Islamic boarding school environment that they have known for a long time. Third, the location is affordable and 
close to where you live. This makes transportation and costs easier for prospective students. 

There is a gap in assessing the role of Yudharta University's social media where the official Yudharta 
University account is less popular with students because the content is too formal and less interactive. Some 
students are reluctant or even rarely listen or are interested in the content of official accounts. This differs from 
the @Ini.Yudharta Instagram account managed by the 2023 Student Executive Board (BEM), which has 
successfully attracted students' attention with funny, interactive, and informal content. 

The practical implications of these findings suggest that Universitas Yudharta can improve its branding 
strategy by making greater use of social media data analytics to better understand prospective students’ behaviors 
and preferences. By applying techniques used in previous studies, such as digital footprint analysis and 
engagement measurement, universities can optimize their advertising by tailoring content and target audiences 
based on the insights gained. Additionally, integrating social media strategies with broader and more diverse 
communication campaigns can increase overall brand visibility. Following deeper brand management principles, 
universities can also strengthen their brand positioning and identity, and adapt their branding strategies to meet 
the specific needs of different study programs, to attract more segmented and relevant audiences in the future. 

For future research, it is recommended that researchers explore the use of advanced analytics and data 
modeling to further understand the impact of various social media branding strategies on student enrollment 
decisions. Further research could include longitudinal studies that monitor changes in brand perception and 
engagement over time as well as comparative analyses across different social media platforms and marketing 
methods. Additionally, engaging a more diverse audience and considering external factors such as global 
education trends could provide more comprehensive insights into the effectiveness of branding strategies. 
Research that integrates quantitative and qualitative approaches could also deepen the understanding of how 
various branding elements influence prospective students’ decisions more holistically. 
 

4. Conclusion 

Yudharta University has carried out branding through engagement between all levels of management such as 
lecturers, the Student Executive Board (BEM), and influencers. Content creation and sharing are carried out by 
reposting Yudharta TV and Ngalah TV. Several Influencers who participated include Inul Dartista, Maulana, and 
Gus Azmi. Management monitors and responds quite well. Meanwhile, creativity and innovation follow 
developing trends with the help of artificial intelligence and 3D Pixar. The findings of this study indicate that an 
interactive and entertaining approach is effective in attracting students' attention and interest compared to 
content that is too formal. The Instagram account @ini.yudharta managed by BEM 2023 managed to achieve 
higher engagement through relaxed and interesting content, while the university's official account was less 
popular due to minimal interactivity. In addition, the Islamic environment and the relationship with the Ngalah 
Islamic Boarding School are important factors that increase the university's attractiveness to prospective 
students. 
This study emphasizes the importance of adapting social media content strategies according to audience 
preferences to strengthen branding and attract more students. The practical implications of these findings 
suggest that universities can leverage data analytics to better understand prospective student behaviors and 
preferences, and optimize advertising content to suit the needs of their target audience. Recommendations for 
action include expanding data analytics to identify emerging trends and patterns, integrating social media 
strategies with broader communication campaigns, and adjusting budgets and targets to improve branding reach 
and effectiveness in the future. 
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In a rapidly changing social media world, it is essential for Universitas Yudharta to continuously adapt its 
branding strategies to remain relevant and engaging to prospective students. Technological trends and changing 
consumer behaviors require universities to regularly evaluate and adapt their approaches to optimize engagement 
and appeal. Suggestions for further research include exploring how recent trends in digital technology and user 
behavior influence branding strategies in higher education institutions. Connecting these findings to broader 
contexts, such as shifts in educational preferences and the increasing use of digital platforms, will provide deeper 
insights into how universities can adapt to market dynamics and maintain competitiveness in the higher 
education sector. 
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