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ABSTRACT 

The background of this study focuses on the intense 

competition in the education sector, where educational 

institutions must adopt innovative approaches to attract and 

retain students. However, traditional communication 

strategies are no longer sufficient. The primary issue identified 

is the lack of understanding regarding the potential and 

implementation of Integrated Marketing Communication (IMC) 

in strengthening educational branding. This study employs a 

qualitative approach to explore perceptions, practices, and 

challenges in implementing IMC. IMC is a strategic approach 

that integrates various marketing communication tools to 

deliver consistent messages and enhance brand image. This 

study proposes an IMC-based framework, incorporating 

strategies such as PENCILS (Publications, Events, News, 

Community Involvement, Information/Image, Lobbying and 

Negotiation, and Social Responsibility) to strengthen 

institutional branding. The findings indicate that IMC 

implementation not only enhances competitiveness but also 

supports the development of long-term relationships with 

stakeholders. The study recommends better IMC integration 

through strategic coordination, personnel training, and digital 

technology optimization for effective branding. 

 

 

 

 

KEYWORDS 
IMC, Institution, Education, 

Strategy, Branding, Marketing. 

 

This is an open access article 

under the CC–BY-SA license 

 

 

 

INTRODUCTION 

In today’s highly competitive education landscape, institutions are continuously seeking 

effective methods to attract and retain prospective students. The evolving demands of students 

and the proliferation of digital platforms have created a dynamic environment where traditional 

communication strategies alone are insufficient. explain that several factors influence an 

individual's preference for choosing an educational institution. Some of these include reputation 

and ranking, alumni, and the impact after completing education. According to, institution image 

plays an important role in attracting students to enroll in the institution. This image is largely 

shaped by information obtained through internet platforms and social media. In addition, every 

educational institution shares the same goal, which makes it essential for each institution to 
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develop a unique and distinctive promotional model to attract students to study at their 

institution. Not only private educational institutions but also public institutions are required to 

build a strong brand identity to capture the attention of students, parents, and other 

stakeholders. Effective branding has become a crucial element in differentiating educational 

institutions amidst increasingly intense competition. 

In educational institutions, marketing is generally utilized for two main purposes: (a) to 

attract high-caliber students, as well as skilled academic and administrative personnel 

(intellectual resources), and (b) to secure funding from various sources, such as government 

subsidies, sponsorship, institutional partnerships, and other financial supports. However, the 

practice of marketing within institution is a complex matter. There are notable discrepancies in 

how marketing is understood and implemented across the sector. While many institutions claim 

to adopt genuine marketing strategies and align with corporate principles, evidence suggests 

that numerous institutions fail to fully achieve these objectives. 

To achieve those objectives, educational institution must adopt management techniques 

commonly used in the business world to address shifting social dynamics, increasing 

competition, declining funding, and communication challenges that may hinder their mission. 

Marketing plays a crucial role because its concepts and strategies help institution understand 

their consumers. For integrated marketing objectives to be effective, clear and concise goals 

must be communicated thoroughly throughout the institution.  

The concept of Integrated Marketing Communication (IMC) has emerged as a strategic 

approach that integrates various marketing communication tools, such as advertising, public 

relations, social media, and sales promotions, to deliver a consistent message and build a strong 

brand image (9). In the education sector, the application of IMC presents significant 

opportunities to create better relationships with target audiences, enhance institutional 

reputation, and strengthen its competitiveness.  

By leveraging IMC, educational institutions can ensure that their messaging is consistent 

across all channels, creating a unified and cohesive narrative that resonates with prospective 

students, parents, and other stakeholders. This integration allows for a more personalized 

approach, as institutions can tailor their communication to address the specific needs and 

preferences of their audience, ultimately fostering stronger connections and increasing 

engagement. Additionally, IMC enables educational institutions to stand out in a competitive 

market, where differentiation is key to attracting and retaining students. By effectively managing 

their brand image and communication strategies, institutions can not only improve enrollment 

rates but also build long-term loyalty and advocacy among their stakeholders. The  theory  of  

consistency,  primarily  emerging  from  the  field  of  psychology,  was  first introduced by Fritz 

Heider in 1946 through the concept known as Balance Theory (Malle, 2008). This theory explores 

how individuals strive to create balance among their attitudes, beliefs, and perceptions.  Heider  

emphasized  that  humans  have  a  tendency  to  establish  harmony  between themselves, 

others, and the objects around them. Branding Branding  creates mental structures that help 

consumers organize their knowledge about products and services in a way that clarifies their  

decision-making and, in the process, provides value  to  the  firm (Kotler  &  Keller,  

2016).Nowadays,  branding  and  brands  are  more  than  just names  and  symbols;but  

itinvolveimage,  reputation,  and  perception  from  the  customer’s perspective (Permana, 2023). 

However, there are still challenges in the implementation of IMC by educational 

institutions. Many institutions have not fully understood the potential of IMC in brand 

development (1). The lack of synergy between various marketing communication activities often 

leads to inconsistent messages, which can damage brand perception. Therefore, a clear and 

structured framework is needed to guide educational institutions in effectively integrating IMC. 

This article aims to propose a framework that can be used to leverage IMC in developing a 

stronger brand for educational institutions. By referencing the latest literature and relevant case 
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studies, this article offers practical and theoretical insights to support the strengthening of an 

educational institution's brand position in a dynamic market. 

 

LITERATURE REVIEW 

Educational Institution Branding 

Educational institution branding (brand image) refers to the efforts made by educational 

institutions to enhance their marketability or promotion while maintaining healthy competition 

and gaining acceptance within the community. Branding helps institutions achieve their mission 

and vision through effective marketing strategies, which include building a unique identity and 

promoting it effectively. Unlike commercial enterprises that often rely on trademark licensing to 

differentiate themselves, educational institutions emphasize their academic strengths, student 

outcomes, and societal contributions. Not all individuals naturally desire relationships with 

educational institutions, but a strong institutional brand can attract and engage them.  

A brand plays a crucial role in relationship-building by fostering passion and connection, 

acting as a "magnet" to enhance engagement. For educational institutions, brand management 

is particularly critical in student recruitment, as factors such as institutional reputation and 

program quality significantly influence students' choices. Therefore, to optimize recruitment 

efforts and strengthen relationship-building, educational institutions must prioritize and further 

explore brand management strategies.  

 

Integrated Marketing Communication (IMC) 

Integrated Marketing Communication (IMC) involves strategically coordinating various 

communication tools—such as public relations, sales promotions, advertising, and direct 

responses—to deliver clear, consistent, and impactful message. IMC evolves over time, 

combining internal and external activities through resource allocation, financial planning, and 

management accountability.  

It ensures that an organization’s brand identity and messaging are effectively 

communicated across all channels using a unified strategy. IMC's implementation progresses 

through stages, beginning with tactical coordination and advancing toward strategic integration 

supported by comprehensive information systems and management backing. However, many 

organizations stop at the tactical level, focusing primarily on advertising and promotion. For IMC 

to drive sustainable competitiveness, it must be applied strategically, shifting away from a purely 

tactical approach.   

 

METHODS 

This research adopts a qualitative approach to explore how Integrated Marketing 

Communication (IMC) can be effectively utilized to strengthen branding efforts for educational 

institutions. The study emphasizes understanding the perceptions, practices, and challenges 

faced by stakeholders in ismplementing IMC strategies. The qualitative approach enables an in-

depth exploration of the underlying dynamics and nuances associated with IMC practices in 

educational branding.  

 

RESULTS AND DISCUSSIONS 

Competitive Atmosphere In Educational Institutions  

Discussing the issue of growing global competition, it is essential to highlight that the 

education market has become highly competitive. First, digitalization has significantly reshaped 

the market structure, leading to a substantial increase in the number of participants. Second, the 

higher education market has undergone significant transformation over the past two decades.  

To understand how competition among institutions might enhance the quality of education, it is 

https://jurnal.unived.ac.id/index.php/er/index


ISSN: 2338-8412                                                                                  e-ISSN : 2716-4411 

1036 |Binsar Marbun ; A Framework For Utilizing IMC... 

useful to draw parallels with how competition functions in standard markets. Economic theory 

suggests that competition ensures consumers receive a "good deal.". While the primary goal of 

firms is to maximize profits, competition compels them to do so in ways that benefit consumers. 

For instance, under perfect competition, the risk of losing informed customers drives firms to 

operate efficiently, minimize costs, and offer products at prices that barely exceed costs (18). 

According to a report by Transparency Market Research, the global higher education market has 

seen a continuous rise in the number of players. This market now comprises private and public 

institutions, ministries of education, government agencies, education-focused companies, 

consultants, and testing or ranking organizations (16). The intensifying competition in modern 

educational environments has also increased the complexity of managing educational 

institutions.  

This shift necessitates the adoption of various digital technologies to automate processes 

such as collecting, processing, storing, and analyzing diverse internal and external information.  

Digital technologies open up the horizons of large-scale changes in higher education, both in 

terms of opportunities for improving the educational system, and in terms of the need for 

fundamental modernization of business processes, organizational design, and the development 

of the potential of teachers (18). Many educational services will be digitalized, and related 

technologies that regulate and optimize the educational process will be developed.  

 

IMC In Education Branding  

Integrated Marketing Communication (IMC) specialists often hold varying perspectives on 

this management practice, with no universally agreed-upon definition among practitioners. 

Developed in the 1980s, Schultz defines IMC as a business strategy focused on planning, 

creating, implementing, and evaluating a coordinated brand communication program aimed at 

consumers, customers, or other target audiences, both external and internal.  IMC has gained 

prominence in marketing due to the declining effectiveness of traditional mass media and the 

growing fragmentation of media platforms. With consumers increasingly engaging with brands 

online and via mobile devices, it is essential that all brand interactions are interconnected and 

consistent, making them more memorable. Modern branding strategies can no longer be fully 

understood by analyzing advertising alone; instead, they require a comprehensive view of how 

all elements of the communication ecosystem function together (20). This includes personalized 

interactions tailored to individual customers and real-time responses, creating a dynamic and 

conversational relationship between brands and consumers (13). Through IMC, insitutions 

establish meaningful connections between their brands and various elements such as people, 

places, events, experiences, emotions, and other associations. This approach helps embed the 

brand into the consumer's memory, foster a positive brand image, and ultimately drive sales.  

Beyond these direct impacts, IMC can influence broader aspects like shareholder value. 

Essentially, IMC serves as a strategic tool to convey messages about the brand's presence in the 

market, especially to its target audience. By integrating advertising, public relations, sales 

promotions, and digital marketing, IMC ensures consistent messaging that resonates with 

consumers. This consistency builds trust and recognition, essential components of brand equity. 

Thus, IMC not only drives consumer engagement but also strengthens the company's position in 

the marketplace and its attractiveness to investors.  

The use of Integrated Marketing Communication (IMC) to enhance branding and marketing 

in educational institutions aims to maximize communication effects by integrating all 

promotional and service methods among customers. This includes, 1) creating awareness of 

products and target markets through an understanding of the brand and audience; 2) ensuring 

product design, offerings, and promotion align with the institution's vision, mission, and 

customer needs; 3) strengthening institutional identity by emphasizing product or brand 

advantages; 4)  adopting a customer-oriented approach focused on product performance and 

attributes from the customer’s perspective; 5) utilizing tools such as advertising, direct selling, 
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and social media promotions to build brand awareness; 6) developing promotional tools to 

influence quick decision-making; and 7) employing integrated tools to track interaction 

information, such as feedback and reviews.  

 

IMC Strategies To Enhance Educational Institutions Marketing  

One of the strategies used in IMC is PENCILS. The PENCILS strategy, developed by, consists 

of seven key elements in implementing public relations strategies to enhance brand awareness 

and marketing systems. PENCILS can be applied across various business sectors, whether in 

services or goods. The elements of PENCILS include Publications, Events, News, Community 

Involvement, Information or Image, Lobbying and Negotiation, and Social Responsibility First, 

Publications are a crucial step in generating news and disseminating information by 

collaborating with various media outlets to make the company's activities widely known to the 

public.  

The benefits of publications include building credibility and brand awareness, positioning 

the institution as an expert within its sector, helping organizations gain public recognition, 

fostering strategic partnerships, and driving competitiveness. Second, Events form the second 

element of the PENCILS public relations strategy. As a communication tool, events allow 

educational institutions to interact directly with their target audience. Events serve as a 

communication bridge between institutions and the public, acting as a competitive tool to attract 

public attention. 

Third, News creation is carried out by institutions through public relations activities such as 

issuing press releases or publishing news in newsletters or bulletins. Institutions can build their 

own websites or blogs that reflect their identity and collaborate with external parties, such as 

advertising and endorsements by artists or social media influencers. These efforts should 

balance costs, time, and potential benefits. Fourth, Community Involvement refers to an 

institution’s active participation in engaging directly with communities, fostering collaborative 

efforts and mutual agreements to work together. 

Fifth, Information or Image focuses on how institutions communicate their brand image. 

This process aims to transform the institution's presence from anonymity to prominence. 

Beyond symbolic communication, a positive image serves as a strategic tool for public relations 

activities, giving companies a competitive edge and supporting effective marketing strategies. 

Sixth, the ability to lobby and negotiate is essential for public relations professionals. Lobbying 

involves advocating for satisfaction of specific needs, while negotiation is a process where 

parties exchange ideas to reach a mutual agreement. Lastly, Social Responsibility is about 

integrating social and environmental considerations into business operations. This not only 

enhances the organization's image but also builds strong, loyal relationships with the community 

and portrays the institution as a socially responsible organization. 

 

CONCLUSION 

In a competitive educational landscape, IMC implementation emerges as a strategic 

solution to strengthen branding and institutional appeal. This study emphasizes the importance 

of integrated communication in creating consistent messages, building a positive image, and 

enhancing competitiveness. IMC enables institutions to align their marketing activities with 

audience needs, increasing engagement and loyalty. Strategies such as PENCILS are effective in 

fostering meaningful relationships through publications, events, community engagement, and 

social responsibility.  

However, IMC implementation faces challenges, including poor coordination and limited 

understanding of its concepts. To address these challenges, the study recommends developing a 

strategic framework encompassing personnel training, digital technology adoption, and 

enhanced synergy across communication activities. This approach allows educational institutions 
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to build strong brands, increase public trust, and maintain competitiveness in an evolving 

market. Additionally, effective IMC implementation can boost loyalty and advocacy from 

students, parents, and other stakeholders, making it an indispensable tool for the sustainability 

of educational institutions.  

 

LIMITATION 

The research faces several limitations that may affect the scope and applicability of its 

findings. Firstly, the qualitative approach provides deep insights but lacks generalizability across 

diverse educational contexts.  

The reliance on literature reviews and qualitative data further limits the comprehensive 

understanding of Integrated Marketing Communication (IMC) practices, as quantitative 

measurements of strategy effectiveness are absent. Additionally, the proposed framework and 

strategies have not undergone empirical validation, restricting their practical feasibility 

assessment.  

The study predominantly focuses on well-established institutions, potentially overlooking 

the unique challenges faced by smaller or emerging ones with constrained resources. 

Technological assumptions, such as universal access to and effective use of digital platforms, 

may not align with the realities of institutions in less developed regions. Furthermore, the 

insights are based on current trends and may lose relevance as digital marketing and 

stakeholder expectations evolve. Lastly, the study centers on institutional strategies, potentially 

neglecting the critical perspectives of stakeholders like students, parents, and alumni, whose 

input is essential for comprehensive branding efforts. 
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