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ABSTRAK 

Marchumatul Laili Romadhona (06040321080), Implementasi Integrated 

marketing communication Dalam Pengambilan Keputusan Konsumen di 

Madrasah Aliyah Negeri Kota Surabaya, Program Studi Manajemen 

Pendidikan Islam, Fakultas Tarbiyah dan Keguruan, Universitas Islam Negeri 

Sunan Ampel Surabaya. Dosen Pembimbing I, Dr.Mukhlishah AM, M.Pd dan 

Dosen Pembimbing II, Ni’matus Sholihah, M.Ag 

Skripsi ini merupakan hasil penelitian tentang Implementasi Integrated marketing 

communication Dalam Pengambilan Keputusan Konsumen Di Madrasah Aliyah 

Negeri Kota Surabaya. Tujuan dari penelitian ini untuk menjawab fokus 

permasalahan yang diteliti, yaitu: (1) Bagaimana integrated marketing 

communication di MAN Kota Surabaya; (2) Bagaimana pengambilan keputusan 

konsumen di MAN Kota Surabaya; (3) Bagaimana implementasi integrated 

marketing communication dalam pengambilan keputusan konsumen di MAN Kota 

Surabaya; (4) Apa saja faktor penghambat dalam implementasi integrated 

marketing communication dalam pengambilan keputusan konsumen di MAN Kota 

Surabaya. Penelitian ini menggunakan metode penelitian kualitatif pendekatan 

deskriptif. Subyek dalam penelitian ini adalah kepala madrasah, wakil kepala 

kesiswaan, tim PPDB, wakil kepala hubungan masyarakat,orangtua, dan siswa. 

Hasil temuan penelitian ini menunjukkan bahwa: (1) integrated marketing 

communication di MAN Kota Surabaya dilakukan sesuai dengan unsur-unsur yang 

membentuk elemen integrated marketing communication diantaranya periklanan, 

pemasaran langsung, promosi penjualan, penjualan personal, pemasaran interaktif, 

dan hubungan masyarakat; (2) pengambilan keputusan konsumen di MAN Kota 

Surabaya dilakukan melalui 5 tahap sesuai dengan teori kotler diantaranya 

pengenalan kebutuhan, pencarian informasi, seleksi dan evaluasi alternatif, 

pengambilan keputusan, dan evaluasi pasca pembelian; (3) implementasi integrated 

marketing communication dalam pengambilan keputusan konsumen di MAN Kota 

Surabaya dilakukan dengan pendekatan yang mengintegrasikan berbagai saluran 

komunikasi seperti periklanan, penjualan personal, pemasaran langsung, pemasaran 

interaktif, hubungan masyarakat, dan promosi penjualan. Strategi komunikasi yang 

terencana dan terintegrasi memiliki peran penting dalam membentuk keputusan 

konsumen; (4) faktor penghambat dalam implementasi integrated marketing 

communication  dalam pengambilan keputusan konsumen di Madrasah Aliyah 

Negeri Kota Surabaya adalah keterlambatan dalam pembaruan konten media sosial 

serta kurangnya sinkronisasi informasi antar bagian. 

Kata Kunci : Implementasi Integrated marketing communication, Pengambilan 

Keputusan Konsumen 
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ABSTRACT 

Marchumatul Laili Romadhona (06040321080), Implementation of Integrated 

marketing communication in Consumer Decision Making at Madrasah Aliyah 

Negeri Kota Surabaya, Islamic Education Management Study Program, Faculty 

of Tarbiyah and Teacher Training, Sunan Ampel State Islamic University 

Surabaya. First Supervisor, Dr. Mukhlishah AM, M.Pd and Second Supervisor, 

Ni’matus Sholihah, M.Ag 

This thesis is the result of research on the Implementation of Integrated marketing 

communication in Consumer Decision-Making at Madrasah Aliyah Negeri Kota 

Surabaya. The purpose of this research is to address the focus of the issues being 

studied, namely: (1) How is integrated marketing communication at MAN Kota 

Surabaya; (2) How is consumer decision-making at MAN Kota Surabaya; (3) How 

is the implementation of integrated marketing communication in consumer 

decision-making at MAN Kota Surabaya; (4) What are the inhibiting factors in the 

implementation of integrated marketing communication in consumer decision-

making at MAN Kota Surabaya. This research uses a qualitative research method 

with a descriptive approach. The subjects in this study are the head of the madrasa, 

the deputy head of student affairs, the PPDB team, the deputy head of public 

relations, parents, and students. The findings of this research indicate that: (1) 

integrated marketing communication at MAN Kota Surabaya is carried out in 

accordance with the elements that form the integrated marketing communication 

components, including advertising, direct marketing, sales promotion, personal 

selling, interactive marketing, and public relations; (2) consumer decision-making 

at MAN Kota Surabaya is conducted through 5 stages according to Kotler's theory, 

including need recognition, information search, alternative selection and 

evaluation, decision-making, and post-purchase evaluation; (3) the implementation 

of integrated marketing communication in consumer decision-making at MAN 

Kota Surabaya is carried out with an approach that integrates various 

communication channels such as advertising, personal selling, direct marketing, 

interactive marketing, public relations, and sales promotion. A well-planned and 

integrated communication strategy plays an important role in shaping consumer 

decisions; (4) the inhibiting factors in the implementation of integrated marketing 

communication in consumer decision-making at Madrasah Aliyah Negeri Kota 

Surabaya are the lack of responsiveness from the public relations team and the lack 

of human resources. 

Keywords: Implementation of Integrated marketing communication, Consumer 

Decision Making
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