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Abstract

The purpose of this study is to identify and analyze the general marketing strategy used to attract
prospective new students of the University of Muhammadiyah Sukabumi (UMMI). Data was
collected through observation, document analysis, and interviews. This study uses a descriptive
method with a qualitative approach and applies Miles & Huberman's qualitative analysis to
process the data. The results of the study show that the use of marketing mix dimensions
(products, costs, places, promotions) by UMMI in optimizing the number of new student
enrollment has resulted in several alternative strategies, including efforts to improve promotional
strategies such as communicating advantages through hard selling, building an image through
soft selling, and expand the reach of promotion and increase credibility through cooperative
relationships with government agencies and other universities. Supporting factors include human
resources, the existence of a scholarship system, and financial aid to provide opportunities for
prospective students from diverse financial backgrounds to gain access to higher education.
Adequate facilities and infrastructure, such as modern laboratories and a complete library, while
the inhibiting factor is stiff competition with other universities offering similar programs and
limited marketing budgets can also develop effective and extensive marketing campaigns.

Keywords: marketing strategy, marketing mix, promotion strategy.

Introduction

Education is considered a key pillar in shaping the future of a nation, while global
competition drives the need to increase capacity and intelligence through high educational
qualifications (Aliyyu, 2022). In this context, universities play a crucial role by providing a
variety of study programs to meet the need for a quality workforce. The existence of universities
in Indonesia is expected to enrich a variety of education ranging from Bachelor of Science to
Master's, to Doctoral levels. Competition between universities to attract and retain the number of
students is not easy, this requires the campus to develop a strategy and implement it carefully
(Hughes et al., 2021).

Inter-campus competition to increase the interest of prospective students to register is one
of the main challenges. Factors such as accreditation, the quality of teachers, and campus
facilities are determinants in choosing a university. Given the competition for higher education
services both at home and abroad, campuses must use business concepts as well as companies
that adopt marketing strategies (Kusuma Widjaja, 2021; Shymko, 2018). Especially in the Vision
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and mission, which is the key to moving the educational organization, and balancing with the
right tactics and strategies to achieve superior quality for the university (Han et al., 2022).

In Sukabumi, the number of universities that stand is not much, the only campus that is in
the city center and offers a variety of study programs that have good accreditation is the
University of Muhammadiyah Sukabumi. This condition provides an opportunity for UMMI to
increase the number of students on the campus. However, it is possible to fluctuate the increase
in the number of new students on the campus, as evidenced by the latest data related to student
enrollment and admissions, as shown in the table below:

Table 1. UMMI New Student Data Year 2019-2020 to 2023-2024
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Year Registrar | Registration | No Registration | Percentage %
2019-2020 1.497 1.204 293 19,6%
2020-2021 1.297 1.029 268 19,5%
2021-2022 1.557 1.144 413 26,5%
2022-2023 1.951 1.534 417 21,4%
2023-2024 1.560 1.095 465 29,8%

Sum 7.844 6.006 1.836 23,4%

Table 1 above explains the data on new student admissions to the University of
Muhammadiyah Sukabumi in the last five years. The data shows that the average registrant in
the last five years is 1,568, while the average number of registrants is 1,201. From the number of
registrants and those who registered, there was a difference of 367 people who did not register.
A significant decrease in registrants was in the 2020-2021 school year, while a significant
decrease in registration was in 2020-2021 and 2023-2024. Likewise, the percentage of
prospective students who did not register occurred from 2021-2022 to 2023-2024, where those
who did not register were above 400 people. And overall in the last five years, there were 7844
registrants and 6006 registered, while 1,836 or 23.4% did not register.

Thus, there is a variation in the number of new student registrations every year, showing
the complexity of the dynamics of student admissions at UMMI. Marketing in higher education
emphasizes the fulfillment of the needs and desires of prospective students through the added
value of educational products or services provided. Being customer-oriented is key, with a deep
understanding of the needs and behaviors of prospective students as well as value creation and
long-term relationships.

In the face of fluctuations in the number of new student registrations, the University
considers it important to conduct a marketing strategy analysis to plan the right steps in achieving
the institution's goals, especially to increase new student enrollment by using various types of
relevant analysis (Maricic & Dordevic, 2014). This is necessary because education industry
players need to fulfill the promises given to prospective students, considering that dissatisfaction
can lead to challenges or complaints that can harm the reputation of the university. Implementing
an effective marketing strategy is the main key to facing fierce competition in the competitive
education industry. Therefore, the study of internal and external factors is very important to
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develop the right marketing strategy, including the setting of the ideal price, distribution,
promotion, and product mix. Strategic planning should consider the mission and program before
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choosing the right alternative strategy. Along with that, continuous efforts to conduct assessments
and investigations will help produce better and ideal planning in increasing the number of new
student admissions (Lane et al., 2022).

The problem phenomenon faced by the University of Muhammadiyah Sukabumi is the

fierce competition between universities in attracting the interest of prospective new students, and
the decrease in prospective students who will register, as well as the non-optimal strategy applied
by universities to prospective students who have registered in the last five years. Based on the
description and phenomenon above, this study aims to analyze marketing strategies in UMMI
new student admissions and evaluate the effectiveness of strategies that have been implemented
in attracting the interest of prospective new students.

Marketing Strategy

Marketing strategy is a logical framework to achieve the marketing goals of a business unit
(Gotteland et al., 2020). It is a comprehensive plan that integrates various elements of marketing
to guide the steps to take to achieve the company's goals in the market. In general, a marketing
strategy is a set of goals, policies, and rules that provide direction to a company's marketing
efforts over time, adapting to the ever-changing environment and competition (Srinivasan &
Lohith, 2017). Marketing strategy involves various activities that can affect consumer demand
for products, such as price adjustments, changes in advertising strategies, development of unique
promotions, selection of distribution channels, and so on (Azzadina et al., 2012). In reality,
marketing plans are usually integrated or carried out simultaneously, and sometimes, due to
resource limitations, marketing managers have to choose the most effective marketing program.

An organization's need for a marketing plan arises from its difficulty in managing external
factors that affect its environment. Similarly, it is difficult to predict exactly how these factors
will develop. The marketing strategy the main bid mission, marketing, and financial objectives,
target audience, and demand are all determined by the product manager (Hollebeek & Macky,
2019). The manager will then decide how the product line will compete, which will influence the
"game plan" to achieve that goal (Perdana et al., 2023). In terms of campus bureaucracy, all of
this extends input from other fields or divisions, such as academics, finance, student affairs, and
cooperation. Marketing strategy is to try to advertise a product or service by using several tactics
and business plans to increase sales (Dewsnap et al., 2020). Marketing strategy is essentially a
comprehensive, integrated, and integrated plan in the field of marketing that provides direction
on the actions that must be taken to realize the marketing goals of a company (Samanta, 2022).
The implementation of a plan or strategy requires the support of fundamental elements to ensure
the success of the plan or strategy. Likewise, 4P marketing is a key component of the marketing
process (price, place, product, and promotion) (Kotler and Keller, 2020).

If the 4 dimensions in the marketing mix theory are implemented properly, the right
marketing strategy will be obtained to attract the interest of new student registrants at UMMI.
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With the right marketing strategy, it will be able to optimize the increase in the number of
registrations and UMMI's competitiveness in the higher education market, especially Sukabumi,
and the National in general.
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Method

The object of discussion in this study is the Marketing Strategy for Optimizing New
Student Registration at the University of Muhammadiyah Sukabumi, while the informants are
the Vice Chancellor III, the Head of UPT HPPMB, the Secretary and Treasurer of UPT HPPMB,
the Staff of the Student Affairs Bureau of the PUKAU section, parents of prospective new
students, prospective new students, with a total of 5 informants. This research method uses

qualitative, where the research procedure can produce descriptive data, namely in the form of
speech, behavior, and phenomena found when going directly into the field to observe the Object
and Subject to be researched (Sugiyono, 2019). The purpose of qualitative research is to
understand a particular social situation, event, role, group, or interaction, which is largely an
investigative process. In which researchers gradually understand social phenomena by
contrasting, comparing, replicating, cataloging, and classifying research objects (Creswell,
2023). The type of research used is descriptive, which is research that aims to decrypt or explain
something as it is. This research aims to provide a description or overview of a situation. The
data collection methods in this study are literature studies, observations, interviews, and
documentation. To test the validity of the research data, triangulation techniques (sources,
techniques, and time) are used which aim to obtain findings or interpretations accurately and
credibly (Moleong, 2017). This study uses qualitative data analysis techniques, namely data
analysis is carried out at the same time as data collection or during observation and interviews.
The practical steps taken during data analysis are (1) data collection, if the data found in the field
can exceed the author's wishes, the author must write the data in detail, because the longer the
researcher goes into the field, the more complex the data will be obtained. (2) data presentation,
namely collecting information, taking action, and presenting qualitative data either in the form
of graphs, images, or tables, (3) data reduction, namely sharpening, classifying, discarding
unnecessary information, and organizing data. and taking action. (4) data verification and
conclusions, namely re-verifying the data and drawing conclusions from the data, the conclusion
is taken when the data is saturated and every addition of new data only means overlapping (Miles
& Huberman, 2018).

Analysis of Marketing Strategy in Optimizing New Student Registration at the

University of Muhammadiyah Sukabumi

To be able to measure the success of marketing strategies in optimizing the number of new
student admissions at the University of Muhammadiyah Sukabumi., the researcher uses 4
dimensions, including (1) Product (2) Price (3) Place (4) Promotion In addition to explaining
how the marketing strategy is in optimizing the number of UMMI new student admissions, in
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this discussion it is also explained about what are the supporting factors and obstacles in
implementing the marketing strategy. The following is a description of the results of the study:
1) Product
The Freshman Acceptance Rate is a key metric in measuring product success. The number

of applicants and new students accepted gives an idea of how attractive the products offered by
the educational institution are. The higher the acceptance rate, the more effective the product is
in attracting the interest of prospective students. The results of the interview with the Secretary
and Treasurer of UPT HPPMB explained that:

“So far many prospective freshmen are interested and registered for the UMMI campus to choose
the business administration study program, this study program is famous among prospective
freshmen because it has A accreditation and every year the registrants are more than 200 people,
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2 to 3 times more than other study programs at UMMI”.

Based on the results of the interview above, it can be interpreted that the Business
Administration Study Program as one of the products on the UMMI Campus has successfully
implemented an effective marketing strategy. A good reputation with accreditation, high demand
from prospective students, and a much higher ratio of the number of applicants compared to other
study programs on campus show that this study program has a strong attraction in the higher
education market. This success is largely due to its competitive advantage, which includes the
quality of education, facilities, faculty reputation, and solid industry connections.

The achievement of alumni after graduating from college can also be a key indicator of the

success of the university's marketing strategy. As the interview statement answered by the
Student Affairs Bureau Staff that I dug up the information said:
“There are several UMMI alumni who have succeeded, including The Nira Dwi Afriannisa who
has worked and lived for 10 years participating in the Indonesia-Japan cooperation program in
the field of elderly nursing, he is an alumnus of the D3 Nursing Study Program in 2011, there is
Kang Maulana Ibrahim who graduated from Agribusiness in 2019, he works in one of the
companies in the agricultural sector in Japan and there is also Kang Ridwan Darusalam who
has a famous pastry bakery business "Bolu Amor" in his Sukabumi alumni of the Aquaculture
Study Program in 2008. So there are already many UMMI alumni who have succeeded according
to their respective achievements”.

The results of the UMMI alumni interviews above show that the career success achieved
by alumni, such as occupying important positions in the industry, starting a successful business,
or becoming leaders in their fields, reflects the quality of education they receive at the university.
More than that, the recognition from the industry of alumni achievements emphasizes the
relevance of campus education programs to the demands of the job market. The positive
contributions made by alumni to society, whether through charitable activities, volunteer work,
or advancing projects, also strengthen the image of the campus as a caring and socially
responsible institution. With the campus reputation based on alumni achievements, the campus
becomes more attractive to prospective students, strengthens its position in the competition in
the world of higher education, and confirms the success of the marketing strategy that has been
implemented.
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2) Price
Pricing is very important for a university. The success of the marketing strategy can be
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reflected in the way the university sets the tuition fee. Proper pricing should take into account a
variety of factors, such as operational costs, facilities provided, the reputation of the institution,
and the needs of students and their families. As the results of an interview with one of the parents
of prospective new students:

“we are a bit worried about the expensive tuition fees at UMMI. We feel the need to understand

more about how this will affect our finances and the future of our children's education, we want
to know if there are any scholarships, financial aid programs, or other possibilities that can help
ease the burden of tuition fees, and we also want to make sure that the value of education at
UMMI will be worth the cost we will incur”.

From the results of the interview above, there is an assumption that the tuition fee at UMMI
is high, this is often a topic that is discussed among prospective students and the community.
Some people may feel deterred by these high costs, seeing them as a barrier to their access to
higher education. However, it should be emphasized that the high tuition fee also reflects the
large investment from the campus in improving the quality of teaching, laboratory facilities,
library, and curriculum development that is relevant to the demands of the industry and the job
market. In this case, UMMI ensures that the tuition fees they set reflect the value of the education
they provide. Costs that are too low may not be enough to cover operational costs and the
provision of adequate facilities, while costs that are too high can make UMMI lose
competitiveness and exclude many potential prospective students.

In determining the cost strategy, UMMI also pays attention to the financial needs of
students and their families. The provision of scholarships or financial assistance from the
government and community organizations can be one way to maintain the accessibility of higher
education for talented but financially disadvantaged students.

Table 2. UMMI Student Tuition Fees in 2024

BIAYA PENDIDIKAN MAHASISWA
KELAS REGULER
UNIVERSITAS MUMAMMADIYAM SUKABUMI
Tahun Akademik 2024/202%

Hiays Per Bulan Hiasva Par Bualan haya ey Hulan
No Program Stad

| (Sewsester 1-4) (Semesler 5-6) | (Seascster 7-8)
1 S1 Teknk Informntika | Rp 1222 600 Rp 1 208 400 | Rp. 883 500
2 S1 Tekuk Syl | Rp 1205100 Ry 1 250.900 Rp. 883 500
3 S1 Kaman Ry 1302 600 Res 1 3758 400 Ryr 883 500
| Rp SX5 X%0 Rp 1 05X 400 Rp s6d 00
! S1EAg hesms | Rp 200 100 Rp 1130 400 Ry EX3 S00
s S1 Akuakulnag Res 4200 bo0 Ry b4 A0 40 Rygr BRA SOG
Ry 786 350 Ry %10 400 Rp. 563 500
o ST Amaistrast Bisivs | Rp 1155 100 Ry 1 050 400 Ry %3 500
7 N1 Admamstrasa Pablik | op 1194 100 Ry 1 098 400 Iy KX 500
L] S1 Sasten Lngpsin | Rp 1 321 600 Rp 1 098 400 Rp. 83 S00
b S1 Akunt nres | Rp 1192 600 Ry 1 146 400 Ry 883 500

10 D3 Perpagaioan Ky 1 207 00 Ry USs SG0
By 709 500 Rp 635 %00
(R} S1 Manmermen Ratel | Kp 172 000 Rp | 106 400 Ry KEXS S00
12 S1 KR | Rp 1 260 000 Rp 1 094 500 | Ry EX3 500
13 51 Pendbhdihan Biologi Ry 4 I00.000 Mg 4234 000 Mygr RE3 500
| Rp. 886150 Rp. 914 000 S63 500
14 51 PGSD | Rp 1 2% a00 Ry | 042 320 Rp XX3 500
15 S1PGPAUD Kye 4 237100 Mye & aw o0 Kys KE3- 500
| Rp. 813350 Rp. 709 000 | S63 S00
16 S| Pend Teknolog Bnformmass Ry 1 295 700 My b 66 200 Ry 883 500
| Rp. KXl 950 Rp Ra6 200 Rp S6% S00
17 S Pond Matcnmatska | Rp 1 199 100 Rp 973 000 | Ikp 883 S00
I8 S1 Pend Balasa dan Saatia Rp 1227100 Rp. 1 029 000 Rp. BRI S00
Indonesin |

19 S1 B Fivkm | Rp 1 206 350 Ry 1 143 400 Ry $%3 500
20 DY Keperawatan | Rp 1 944 300 Rp 1 268 %00 -
21 Sl Keperawatan | ’p | K97 600 Ry 1| 503 400 Kp 1.14% 500
> | Pemdadikan Profos Ners Rp 2 383 500 - -
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BIAYA PENDIDIKAN MAHASISWA
PROGRAM MAGISTER
UNIVERSITAS MUMAMMADIYAH SUKABUMI
Tahun Akademuk 2024/202%
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Biaya Per Bulan ays Por Bualan Hhava ey Bulan
(Seunsester 1) (Semester 2-3) (Sensester 4)

1 Magister Thion Admunsstznsg | Rp 3 390000 Rp | 660 000 Rp 1SS0 000

Kelos Fastrrock Fakudtas oo Rp 1 970 000 Rp 1. 700 000

Soxial

NO Progoawm Stadh

*Baayar tewwedwr swkal rerwesnk Saova S0, Regisrmost, Kegiasan Kewohosinvam, Jox Abwoosarer, Probavcaon
UTSUAS KKN. Magoang PREL Rk, dos Mo Togpas AMirs Skrvpat
Lok DISN! Kepororooson sidok rermucend joge somenk bderva Adorihor dan Proses Anghar Josgt, ot Kexseloton
(Lmmk ST Kegworswmnaned, sbony Polossidoswr BTCLS (Umnwk 22 Kegrororvswtony )
= Ferdapat Beastvwon Sobas Shayw 1 Sakon setiop semvesternyw, seibogge hamyw membaywre X Swion safw
In addition, transparency in pricing is also important. UMMI also clearly explains how
tuition fees are calculated, including additional costs such as accommodation fees, lecture
materials, or other administrative costs. Thus, prospective students and their families can make
more mature decisions and prepare themselves better financially. As shown in the data below:
Application fee
Registration Fees for New Student Admissions at UMMI, including: All Study Programs
(DIII/S1): Rp. 200,000,- (two hundred thousand rupiah), specifically for nursing study programs
Rp. 300,000,- (three hundred thousand rupiah), Master's Study Program (S2) registration Rp.
500,000,- (five hundred thousand rupiah) Note: Each payment is added Rp. 2,000,- (two thousand

rupiah) for bank administration fees.

3) Place

The place and location of a campus have a very important role in determining the success
of a marketing strategy. In this case, buildings and supporting infrastructure play an important
role in the success of a university's marketing strategy. Adequate physical facilities such as
modern lecture buildings, laboratories equipped with the latest equipment, a library complete
with learning resources, and adequate sports and recreation facilities are the main attractions for
prospective students.

Investing in good infrastructure not only creates a comfortable learning environment but
also makes a strong positive impression on prospective students and their parents. In addition,
complete facilities also reflect the university's commitment to the quality of education and student
welfare, which in turn can improve the image and reputation of the institution in the eyes of the
public.

In addition, the location in particular, in the context of the UMMI campus, geographical
factors, and the surrounding environment are aspects that need to be considered in depth. The
location of the UMMI campus located in the city center has great potential to be one of the main
factors in the success of the institution's marketing strategy. The existence of the campus in a
strategic location allows for good accessibility for prospective students from various regions.
Easily accessible public transportation facilities, such as city transportation, buses, online
motorcycle taxis, and private vehicles, make the campus an attractive destination for those
seeking higher education. Thus, the presence of a campus in the city center provides a significant
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competitive advantage in marketing efforts. As the results of an interview with one of the students
of a private high school in Sukabumi who is a prospective new UMMI student said:

“It seems that if you study at UMMI, it's really good in the middle of the city because the building
is quite high, there is a large mosque, it is easy to access you can use anything if you go to
campus, you can go anywhere without hassle, the environment will make the college experience
more exciting, near the place to look for necessities, many cool hangout places to chill, so you
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can feel the campus life that is not monotonous. So I can manage my lecture time and leisure time
more efficiently.” (Main Informant 2).

In addition, the strategic location also allows the institution to more easily reach
prospective students and facilitate various promotional activities. Marketing teams can easily
organize recruitment events, such as open houses, seminars, and campus visits, which can pique
the interest of prospective students. The presence of the campus in the city center also provides
an opportunity to establish partnerships with local companies and organizations, thereby
expanding the marketing network and increasing the visibility of the campus.

In addition to the practical aspect, the location of the campus in the city center can also
improve the image and reputation of the institution. Presence in the middle of the center of
economic, social, and cultural activities gives a prestigious impression that can increase the
attractiveness of prospective students. This factor is important in building a positive perception
of the campus in the eyes of the public and potential students. Furthermore, the campus's strategic
location also allows the institution to integrate the surrounding environment into the student
learning experience. Collaborations with local businesses, government agencies, and community
organizations can enrich the student learning experience through internships, collaborative
projects, and community service programs. This not only strengthens the bond between the
campus and the local community but also increases the added value of the education provided by
the institution.

By optimally utilizing the strategic location of the UMMI campus in its marketing strategy,
the institution can increase its attractiveness to prospective students, strengthen its image and
reputation, and expand its influence in the local community. As a result, the campus can achieve
success in attracting new students and strengthening its position in the higher education market.

4) Promotion

Promotion plays a very crucial role in determining the success of a university's marketing
strategy in the contemporary era which is filled with fierce competition. In a rapidly evolving
and changing world, where prospective students have a wide variety of college options, effective
promotion can be a key deciding factor in differentiating one college from another. Well-planned
promotions carried out by UMMI not only help communicate the unique advantages possessed
by a university but also create a strong impression in the minds of prospective students and
encourage them to choose UMMI as a place to pursue their academic goals.

One of the important aspects of promotion in the context of higher education is its ability
to build a strong image and brand of the institution through marketing strategies that are inclusive
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promotional strategies, such as creative advertising campaigns, active presence on social media,
participation in educational exhibition events, and collaboration with relevant parties in the
industry, colleges can strengthen their identity and stand out among their competitors. A positive
image and a strong brand not only make the university more attractive to prospective students,
but also build trust and loyalty from other stakeholders, such as alumni, donors, and industry
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partners.

Effective promotion also helps colleges to expand their reach and reach the appropriate
target market. By leveraging a variety of media and communication channels, from digital
advertising to partnership programs with overseas education agencies, higher education
institutions can increase their visibility globally and attract interest from prospective international
students. In addition, targeted and focused promotions allow colleges to reach potential students
across different demographic and geographic segments, expanding their application base and
creating diverse and inclusive classes.

Promotion must be accompanied by a measurable and sustainable strategy to achieve
optimal results. Universities need to continue to monitor and evaluate the effectiveness of the
various promotional initiatives they run, as well as make continuous adjustments and
improvements based on the data and feedback obtained. Thus, they can ensure that the resources
invested in promotions generate optimal rates of return and contribute significantly towards the
achievement of their long-term marketing goals.

The following are the results of the interview with the Vice Chancellor III as well as the
acting Head of UPT HPPMB:

"Our main focus is to ensure that we are not only informing about our programs but also building
strong relationships with prospective students and the surrounding community. We believe that a
combination of hard selling, soft selling, and cooperation is the key to achieving these goals”.

It is stated that currently UMMI uses 3 ways of marketing approaches to carry out
promotions, namely:

a. Hard Selling
In the context of UMMI Campus promotion, the hard-selling approach can be implemented
by prioritizing direct and persuasive communication to potential prospective students. For
example, in advertising materials or presentations of educational exhibitions, the Ummi
Campus can actively highlight its advantages such as program accreditation, modern facilities,
or academic achievements. With this approach, the campus can emphasize the direct benefits
that prospective students will get if they choose the Ummi Campus as their educational
institution. Additionally, special sales tactics such as sign-up discounts or scholarship
programs can be used to encourage immediate action from prospective students.

b. Soft selling
In the Marketing Approach, soft selling will emphasize more on building an image and strong
relationships with prospective students and their families. Rather than emphasizing direct
selling, promotions will focus more on a more subtle and persuasive approach. For example,
the Ummi Campus can use educational and inspirational marketing content such as
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presentation videos about unique learning experiences on campus, alumni success stories, or
community-building student activities.

D
—
2]
o
=)
]
<
—
<
=
° p—(
on
ot
S
=

c. Cooperative Relations
In the context of cooperative relations in the promotion of the UMMI Campus, this approach
can involve cooperation with industry, other educational institutions, and educational agents.
UMMI Campus can establish partnerships with related companies or industries to provide
internship opportunities, research collaborations, or career opportunities for students. In

addition, the campus can collaborate with other educational institutions both at home and
abroad for student exchanges, joint programs, or joint academic activities. This not only
expands the reach of the campus's promotions but also enhances its reputation as an open and
progressive institution. Partnerships with overseas education agencies can also be an effective
promotional strategy for the Ummi Campus. By working with trusted educational agents, the
campus can reach out to prospective international students and provide support in their on-
campus application and adaptation process.

Supporting and Inhibiting Factors of Marketing Strategy for New Student

Admissions of the University of Muhammadiyah Sukabumi
1) Supporting Factors
There are several factors supporting the implementation of UMMI's marketing strategy to
achieve success and optimize the number of new student registrations. The following are the
supporting factors for the marketing strategy of UMMI's new student admissions found by the
researcher through an interview with Vice Chancellor III:
“At UMMI, we attract prospective students with various advantages, such as relevant and
interesting study programs and an inclusive scholarship system for diverse financial
backgrounds. In addition, modern facilities and infrastructure, such as laboratories and
libraries, provide a conducive learning environment. We are also active in marketing through
social media and partnering with local high schools to increase visibility and reach out to
potential students, which overall helps us increase the attraction and intake of new students."
Based on the results of the interview above, it can be known that the supporting factors for
the marketing strategy of UMMI new student admissions are as follows:

First, the excellence of the study programs offered is the main attraction for prospective
students. By providing relevant and engaging study programs, universities can attract prospective
new students who are looking for a quality education. Furthermore, the existence of a scholarship
and financial aid system provides opportunities for prospective students from diverse financial
backgrounds to gain access to higher education. Adequate facilities and infrastructure, such as
modern laboratories and a complete library, are also important supporting factors in creating a
conducive learning environment. In addition, the university has also used various effective
marketing channels, including social media and educational seminars, to increase its visibility
among prospective students. Lastly, active cooperation with local high schools has helped in
disseminating information about the university and reaching out to potential students at an earlier
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level. With the combination of these factors, Universitas Muhammadiyah Sukabumi can continue
to increase its attractiveness and increase the number of new student admissions.
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2) Inhibiting Factors
"I think one of the things we need to consider is the increasingly stiff competition with other

universities offering similar programs. This can be a big barrier for us because prospective
students have a lot of options. In addition, the limited budget for marketing also made us have to
work with limited resources to reach prospective new students effectively. In addition, we must
always monitor changes in government policies related to education as this can significantly
affect our marketing strategy. Finally, the uncertainty of the external environment such as
political and economic conditions can also be an obstacle for us in attracting prospective new
students. We are working to overcome these obstacles with more innovative and results-oriented
strategies, but we recognize that this is a challenge that we must face continuously”.

As the results of the interview above, the Secretary of UPT HPPMB explained that even
though UMMI has a strong marketing strategy, several inhibiting factors can still hinder its
success in attracting new students. Stiff competition with other universities offering similar
programs can be a significant challenge. Limited marketing budgets can also limit the university's
ability to develop effective and far-reaching marketing campaigns. Changes in government
policies related to education, such as new student admission policies or curriculum changes, can
also significantly affect the university's marketing strategy. External environmental uncertainties,
such as political or economic instability at the local or national level, can also be a barrier to
attracting prospective new students. By identifying and overcoming these obstacles, Universitas
Muhammadiyah Sukabumi can improve the effectiveness of its marketing strategy and remain
competitive in recruiting new students.

Conclusion

Based on the results of the research and discussion, the conclusion is as follows: UMMI
new student admissions if implementing a marketing strategy with the marketing mix method
(Marketing Mix), this is reviewed from the dimensions. 1) Product: UMMI has succeeded in
implementing an effective marketing strategy, as evidenced by the Business Administration
Study Program whose new student acceptance rate is in great demand by prospective new
students and impressive alumni achievements and achievements in the world of work and
business both domestically and abroad. 2) Price: Setting the right tuition fee also reflects the
success of the marketing strategy. UMMI pays attention to operational costs, facilities,
institutional reputation, and financial needs of students. Although the tuition fee at UMMI is high,
UMMI emphasizes the value of education that is balanced with financial accessibility.
Transparency in pricing, including financial aid options, is also demonstrated. Thus, UMMI
maintains competitiveness while ensuring balanced educational accessibility for students. Place.
3) Campus places and locations, especially strategic ones in the city center such as the UMMI
campus, have an important role in the university's marketing strategy. Adequate physical facilities
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and good accessibility attract the interest of prospective students. In addition, the strategic
location enhances the image of the institution, expands the marketing network, and enriches the
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student learning experience through integration with the surrounding environment. By making
optimal use of the campus location, the institution can increase its attractiveness, strengthen its

image and reputation, and achieve success in attracting new students. 4) Promotion: By using a
mix of promotional strategies such as hard selling, soft selling, and cooperative relationships,
Ummi Campus can strengthen its image and attract the interest of prospective students
effectively. This allows the campus to directly communicate excellence through hard selling,
build an image through soft selling, expand the reach of promotion, and increase credibility
through cooperative relationships. By combining these three approaches, the Ummi Campus can
achieve optimal results in its promotional efforts. Thus, UMMI has succeeded in implementing
a comprehensive and effective marketing strategy to increase its attractiveness to attract
prospective new students, maintain competitiveness, and ensure balanced educational
accessibility for students.

To maintain the excellence and attractiveness of the institution, UMMI needs to continue
to pay attention to several important aspects in its marketing strategy and educational services,
including 1) Continuous efforts in improving the quality of education and facilities at UMMI
must ensure that the products or graduates produced can easily integrate into the world of work
or become successful entrepreneurs by their fields. This will make UMMI an attractive choice
for prospective new students because they can be sure that investment in education at UMMI will
provide good results and by expectations. 2) Institutions should consider flexibility in pricing and
offer more scholarships with diverse criteria to remain accessible to all walks of life. 3)
Optimizing the use of strategic campus locations which will be an added value in strengthening
the image and attractiveness of the institution. 4) Developing innovative promotion strategies,
such as collaboration with educational institutions and companies that accept UMMI graduates
as a workforce, can contribute to achieving maximum success in attracting the interest of
prospective students.
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