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INTRODUCTION

The rapid development of digital marketing communication has
significantly impacted various sectors, including education. In the context of
Islamic educational institutions such as Tahfidz institutions, digital
communication strategies are essential in fostering brand trust. With increasing
competition and high public expectations regarding transparency, credibility,
and service quality, building a trusted relationship with the audience has become
crucial (Huda, 2025; Muttaqin, 2024). Digital platforms offer vast opportunities
to bridge gaps, engage audiences, and create meaningful connections. However,
the integration of Islamic identity into marketing communication strategies is still
underexplored (Khofsah, 2025; Rahman, 2026; Shoha, 2026). This research is vital
as it seeks to fill this gap by examining how a digital marketing communication
strategy rooted in Islamic identity can enhance brand trust, thus offering a more
holistic and authentic approach to engaging with the public.

Many Tahfidz institutions face challenges in utilizing digital platforms
effectively to build and maintain trust. This issue arises from an overemphasis
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on technical aspects such as the frequency of posts or visual design, while
neglecting to incorporate Islamic values consistently into the communication
strategy. As a result, these institutions struggle to create emotional and spiritual
connections with their audience, leading to a lack of trust (Hefniy & Alwahedi,
2025; Holidi, 2025; Manshur, 2026). The competitive landscape of Islamic
education further complicates this, as institutions must meet high expectations
for transparency and credibility, making it increasingly difficult to differentiate
themselves. This research seeks to address these issues by investigating the
potential of digital marketing strategies that integrate Islamic values to establish
a more robust brand trust.

In practice, many Tahfidz institutions have yet to develop a coherent
communication strategy that aligns with the core values of Islam. Observations
across various digital platforms reveal inconsistent content, a lack of storytelling
based on Islamic principles, and minimal interaction with the audience.
Additionally, issues such as distrust arise due to the absence of clear and
transparent information regarding their programs, teaching methods, and
outcomes for students. These gaps in communication contribute to the difficulty
in building a loyal and engaged audience (Hikmah & Mudarris, 2026;
Kusumawati, 2025; Syafiih, 2025). Therefore, there is an urgent need to
strategically incorporate Islamic identity in digital marketing efforts to ensure
that these institutions effectively build and maintain public trust.

Previous studies have explored the role of digital marketing and brand
trust within educational and business organizations, emphasizing the
importance of consistent messaging, content quality, and digital interaction in
fostering consumer trust (Comiche & Gongalves, 2024; Stanescu, Ciobanu, &
Cruceru, 2024). However, research in the context of Islamic educational
institutions, especially Tahfidz, remains limited. Some studies have noted the
potential for religious values to positively influence perceptions of Islamic
educational institutions (Monge Roffarello, Lukoff, & De Russis, 2023;
Prihatmoko & Setiyadi, 2024). Yet, there is little in-depth investigation into how
Islamic identity can be integrated into digital marketing communication to build
brand trust. This gap presents an opportunity for this research to contribute new
insights into the intersection of digital marketing, brand trust, and Islamic
identity in the context of Tahfidz institutions.

Although digital marketing strategies and brand trust have been widely
studied, there is still a lack of research specifically focusing on how Islamic
identity can be integrated into these strategies for educational institutions,
particularly in the Tahfidz context. Previous studies have either focused on
generic digital marketing tactics or the religious aspects of brand perception
separately. The novelty of this research lies in its exploration of how combining
Islamic values with digital marketing strategies can lead to stronger brand trust
in Tahfidz institutions. By focusing on this unique intersection, this research
seeks to fill the existing gap and provide practical recommendations for
institutions to strengthen their public trust through effective digital
communication strategies.

This study aims to answer the central research question: How can digital
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marketing communication management based on Islamic identity improve
brand trust in Tahfidz institutions? The research assumes that integrating
authentic Islamic values into digital communication—through consistent,
transparent, and spiritually enriching content—can enhance the image of the
institution and foster stronger public trust. Moreover, engaging the audience
through humanistic, responsive, and religiously reflective interactions is
believed to be a key factor in building long-term relationships with the
community. Thus, this research contributes to both theoretical and practical
advancements by examining the strategic role of Islamic identity in digital
marketing, highlighting its importance in strengthening brand trust and ensuring
sustainable engagement with the audience.

The key contribution of this research is to provide a comprehensive
understanding of how Islamic identity can be strategically incorporated into
digital marketing communication to enhance brand trust in Tahfidz institutions.
This research also contributes a conceptual framework that integrates functional,
emotional, and spiritual dimensions in communication strategies. By offering a
holistic approach to brand trust, this study adds value to the literature on digital
marketing and religious identity, proposing a new way forward for Islamic
educational institutions to enhance public trust and engagement through more
authentic and meaningful communication strategies.

RESEARCH METHODS

This study uses a qualitative approach with a case study design, selected
for its ability to deeply explore the phenomenon of digital marketing
communication management based on Islamic identity within the context of
Tahfidz institutions (Mulyana et al., 2024; Okoko et al., 2023; Takona, 2024). Case
studies allow the researcher to comprehensively understand the digital
marketing practices carried out by the institution, including how Islamic values
are internalized in every communication message. The focus of the research is
not only on technical aspects but also on the meaning, experiences, and
perceptions formed between the institution's management and the audience.
This approach provides a holistic and contextual understanding of efforts to
enhance brand trust through digital communication (Huda, 2025; Muttaqin,
2024).

The research is conducted at Griya Qur'an Hidayatul Muhtadin, located
at J1. Kutai No. 8, Taman Baru, Banyuwangi, East Java. The location was chosen
because of its relevance to the research focus, as it is a Tahfidz institution that
actively uses digital media as a marketing communication tool and possesses a
strong Islamic identity. The institution is actively engaged in digital activities
through various platforms, such as social media, to communicate information
about its programs, student activities, and Islamic values. Furthermore, the
location is easily accessible, facilitating the data collection process, making it a
representative site for the research (Monge Roffarello, Lukoff, & De Russis, 2023).

The data sources for this study include respondents and informants.
Respondents are individuals who receive digital marketing communication
messages, such as the general public, parents of students, and potential users of
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the institution's educational services exposed to the institution's digital content.
Informants are those directly involved in the planning and implementation of
digital marketing communication, such as the institution's managers and media
or public relations teams. This selection of data sources is intended to obtain
comprehensive data from various perspectives, both from the sender and the
receiver of the message, ensuring stronger validity of the research findings. Data
collection is carried out through observation and interviews. Observations are
made both directly and online to examine the digital marketing communication
activities conducted by Griya Qur'an Hidayatul Muhtadin, including the types
of content published, the frequency of posts, and interactions with the audience.
Meanwhile, semi-structured interviews are conducted using an interview guide
to maintain focus while allowing flexibility. The interviews target informants and
respondents to gather information related to communication strategies, the
implementation of Islamic values, and their perceptions of brand trust. The
combination of these two techniques allows the researcher to obtain in-depth and
contextual data (Prihatmoko & Setiyadi, 2024).

Data analysis in this study is carried out in several stages, namely data
condensation (data reduction), data display, and data verification or conclusion
drawing. Data condensation involves selecting, focusing, and simplifying raw
data obtained from the field. Next, the data is presented in descriptive narrative
form to facilitate understanding and analysis. The final stage is data verification,
which is the process of drawing conclusions based on patterns and relationships
found in the data. The methods of analysis used include content analysis to
examine the digital communication content, discourse analysis to understand the
meanings and Islamic narratives conveyed, and interpretive analysis to interpret
the experiences and perceptions of respondents regarding brand trust. With
these stages and methods, the research is expected to yield systematic, in-depth,
and valid findings.

RESULTS AND DISCUSSION

Results

Digital Content Strategy Based on Islamic Values in Building Positive
Perception

The digital content strategy based on Islamic values should not only be
understood as the activity of creating and sharing content but as an institutional
awareness in delivering meaningful messages. Tahfidz institutions strive to
present content that is not only informative but also embodies spiritual values
such as sincerity, exemplary behavior, and blessings. Every post is designed not
only to be seen but also to be felt by the audience. In this regard, content becomes
the “digital face” of the institution, reflecting its Islamic identity. This effort
shows that digital communication has transcended its promotional function and
has begun to serve as a subtle yet impactful medium for da’wah (Islamic
outreach), shaping positive public perceptions.

The interviews support this finding. One of the institution's managers
mentioned, “We don’t want the content we share on social media to just be about
going viral, but also to have value in each of its posts, and I hope that those who
see it can feel the goodness in it.” Meanwhile, a parent of a student stated, “From
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the content shared, it is clear that this institution is truly serious and sincere in
handling the development of our children, and because of that, I feel confident.”
From these two statements, the researcher observed an emotional connection
being built through the content. It's not just about information, but about the trust
that grows because the audience sees alignment between the message being
conveyed and the values they believe in. This demonstrates that the power of
content lies in its sincerity and the meaning it carries.

Observational results show a similar pattern. The published content tends
to feature student activities, the atmosphere of Qur'an learning, and quotes from
verses and motivational messages that are calming. The language used feels
polite and approachable, while the visuals are simple yet meaningful.
Interestingly, audience responses to this content are quite positive, seen in
comments containing prayers, support, and appreciation. The researcher found
that the strength of this content lies not in visual extravagance but in the sincerity
of the message that touches the emotional and spiritual side of the audience.

Overall, these findings indicate that the digital content strategy based on
Islamic values appears in the form of consistent, honest, and meaningful content.
Content not only serves as a medium for delivering information but also as a
bridge connecting the institution with the hearts of the audience. Positive
perceptions begin to form not because they are forced but because they are felt.
The overall pattern from the data shows that the more strongly Islamic values are
authentically incorporated into content, the greater the trust that grows among
the audience. This trust does not emerge instantly, but is built through repeated
experiences where the audience sees, feels, and believes in the message being
conveyed. Therefore, a value-based content strategy is not only effective in
communication but also emotionally and spiritually meaningful.

Humanistic and Religious Interaction Patterns as Strengthening Audience
Engagement

Humanistic and religious interaction patterns are understood as the ways
in which a Tahfidz institution builds two-way communication with its audience
through digital media with an approach that is polite, empathetic, and reflects
Islamic values. These interactions are not only about responding to comments or
messages but also about how the institution greets, answers questions, and
delivers messages in a soothing and respectful manner. In practice, the institution
strives to create communication that is not rigid and purely formal, but rather
warm, close, and values the audience as part of the community. The religious
values are evident in the use of phrases such as prayers, greetings, and narratives
that carry spiritual meaning, so the interactions built are not only informative but
also emotionally and religiously valuable.

In the interviews, one informant (media team) said, “We try to reply to
comments or messages with good language and pray in every content we make,
so that the people commenting feel appreciated and close.” Meanwhile, another
informant (parent of a student) shared, “I feel comfortable because the admin is
friendly, the answers are clear, and it feels sincere when I comment on the content
created.” From these two statements, the researcher interprets that the
interactions carried out are not just technical responses but become spaces to
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build emotional connections. The presence of religious values in the interaction
strengthens the impression of sincerity, so the audience not only feels served but
also personally and spiritually valued.

Observational results show that the institution actively responds to
comments, direct messages, and questions from the audience with polite and
religiously nuanced language. Phrases like "Barakallah," "may it be made easy,"
or "jazakumullah khair" are frequently used in responses. Additionally, the
responses tend to be quick and not appear automatic but are tailored to the
context of the audience's question. The researcher also found follow-up
interactions, such as replying to comments with questions or invitations to
engage in dialogue, which indicate an effort to build two-way communication.
These interactions demonstrate a warm communication atmosphere, which
enhances audience comfort and engagement.

Overall, these findings show that humanistic and religious interaction
patterns are manifested through communication that is polite, responsive, and
spiritually meaningful. The interaction not only serves as a medium for
providing information but also as a means of building an emotional connection
between the institution and the audience. The pattern emerging from the data
indicates that the more personal, prompt, and religiously valuable an interaction
is, the higher the level of audience engagement that is formed. This suggests that
audience engagement is not only influenced by content but also by the quality of
the interaction perceived directly. Therefore, the humanistic and religious
approach becomes a critical factor in strengthening long-term relationships and
increasing trust in the Tahfidz institution.

Transparency and Authenticity in Communication to Enhance Institutional
Credibility

Transparency and authenticity in communication are defined as the
efforts of a Tahfidz institution to convey information openly, honestly, and
authentically to the public through digital media. Transparency is seen in the
institution’s openness in presenting programs, activities, costs, and the ongoing
learning process. Meanwhile, authenticity is reflected in how the institution
displays reality without excessive manipulation, whether in visual content or the
narratives conveyed. Communication is not made overly formal or exaggerated,
but simple yet meaningful, so that the audience can sense the authenticity of the
message. In practice, these two aspects are essential in building the perception
that the institution has integrity and can be trusted by the public.

One informant (teacher) mentioned in the interviews, “We try to present
things as they are, whether it’s activities or conditions, so that people don’t feel
deceived.” Meanwhile, another informant (parent of a student) said, “I trust
because what I see on social media matches the reality on the ground.” These
statements indicate that transparency and authenticity are not just
communication strategies but also a form of commitment by the institution to
maintain public trust. The alighment between what is shown and the reality felt
becomes the main factor in building credibility, so the audience does not feel a
disconnect between the digital image and the actual conditions.

Observational results show that the content published by the institution
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tends to showcase students' daily activities naturally, without excessive visual
manipulation. Information about programs, schedules, and activities is also
presented clearly and is easy to understand. Furthermore, the institution does
not only display successes but also the processes undergone, providing a more
complete picture to the audience. The researcher also found that the audience
responded positively to this openness, such as increased trust and interest in
learning more. Transparent and authentic communication can create a sense of
security and confidence for the audience.

Overall, these findings show that transparency and authenticity in
communication are manifested through openness of information, honesty in
content presentation, and alignment between the digital message and reality on
the ground. In other words, the institution not only strives to look good but also
shows the actual conditions as they are. The pattern emerging from the data
shows that the higher the level of openness and authenticity in communication,
the stronger the institution’s credibility in the eyes of the public. This suggests
that trust is not built from the perfection of image but from honesty and
consistency in presenting reality. Therefore, transparency and authenticity
become the cornerstone in strengthening the brand trust of the Tahfidz
institution.

Discussion

The digital content strategy based on Islamic values is a key factor in
shaping the perception of Tahfidz institutions in the digital age. It goes beyond
the simple creation and sharing of content, representing the institution's
commitment to delivering meaningful messages that reflect its Islamic identity.
According to Abdulrohim et al. (2025) and Hadiyanto, Putri, & Fazli (2025),
Tahfidz institutions aim to create content that is not only informative but also
spiritually enriching, embodying values such as sincerity, exemplary behavior,
and blessings. This approach ensures that the content resonates with the
audience on a deeper level, reflecting the institution's identity and aligning with
Islamic teachings. Farohi, Fatmawati, & Maula (2024) and Siregar & Tumiran
(2025) emphasize that content should be designed to not only inform but also
evoke an emotional and spiritual response, fostering trust and engagement with
the audience.

Interviews with institution managers further support this approach,
highlighting the desire for content that has genuine value rather than simply
going viral. As one manager mentioned, “We don’t want the content we share on
social media to just be about going viral, but also to have value in each of its posts,
and I hope that those who see it can feel the goodness in it.” This sentiment aligns
with the idea that content, when aligned with Islamic values, can create a sense
of trust and connection with the audience. A parent of a student echoed this,
stating, “From the content shared, it is clear that this institution is truly serious
and sincere in handling the development of our children, and because of that, I
teel confident.” This demonstrates how sincerity and alignment between the
message and the values it represents contribute to building trust, as the audience
feels that the institution's digital content is authentic and aligned with their
values.
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Observational findings further validate this idea. The institution’s content
typically showcases student activities, Qur'an learning sessions, and
motivational messages based on Islamic teachings, which resonate deeply with
the audience. The language used is polite and accessible, while the visuals are
simple yet meaningful, emphasizing the message over aesthetics. Interestingly,
the audience's response to such content has been overwhelmingly positive, with
comments expressing prayers, support, and appreciation. The strength of this
content lies not in its visual appeal but in its ability to connect emotionally and
spiritually with the audience. As noted by Prihatmoko & Setiyadi (2024), content
that carries authentic meaning has a much stronger impact on audience
engagement, fostering trust and loyalty.

The findings suggest that a digital content strategy rooted in Islamic
values is more than just a way to deliver information; it is a bridge that connects
the institution with the hearts of its audience. Consistency, honesty, and
meaningful content contribute to building a positive perception, not through
coercion, but through genuine emotional resonance. The more authentically
Islamic values are embedded into the content, the greater the trust that is fostered
among the audience. Trust, however, is not established overnight—it is built
gradually as the audience repeatedly sees, feels, and believes in the message
being conveyed. This emphasizes the idea that a value-based content strategy is
not only effective in terms of communication but also in creating lasting
emotional and spiritual connections with the audience, as Farohi, Fatmawati, &
Maula (2024) and Ma’arif (2023) suggest.

Furthermore, humanistic and religious interaction patterns play a
significant role in strengthening audience engagement. Larhzizer et al. (2025)
explain that such interactions involve two-way communication that is polite,
empathetic, and reflective of Islamic values. These interactions go beyond just
responding to comments or messages; they also include how the institution
greets its audience, answers questions, and delivers messages in a soothing,
respectful manner. The institution strives to ensure that the communication is not
rigid or overly formal, but rather warm and engaging, seeing the audience as part
of the community. The use of religious phrases such as prayers, greetings, and
spiritually meaningful narratives adds depth to the interaction, making it more
emotionally and religiously valuable.

In interviews, one informant from the media team stated, “We try to reply
to comments or messages with good language and pray in every content we
make, so that the people commenting feel appreciated and close.” Another
informant, a parent of a student, shared, “I feel comfortable because the admin is
friendly, the answers are clear, and it feels sincere when I comment on the content
created.” These responses indicate that the interactions are not simply
transactional but are aimed at building an emotional connection with the
audience. The presence of religious values in these interactions fosters a sense of
sincerity, making the audience feel both personally and spiritually valued.
Observational data also showed that the institution's responses were polite,
quick, and customized to the context of the audience's questions, further
contributing to building engagement and trust.
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Finally, transparency and authenticity in communication are critical in
enhancing institutional credibility. Brenner et al. (2022) and Thibault et al. (2023)
argue that transparency involves presenting information openly and honestly,
allowing the audience to understand the institution’s programs, activities, costs,
and learning processes. Authenticity is reflected in the way the institution
displays reality, avoiding manipulation in visuals and narratives.
Communication should not be overly formal or exaggerated but should be
simple and meaningful, allowing the audience to sense the authenticity of the
message. This transparency and authenticity are foundational in establishing the
institution’s credibility and public trust. Interviews with informants confirmed
this, with one teacher stating, “We try to present things as they are, whether it’s
activities or conditions, so that people don’t feel deceived.” Similarly, a parent
noted, “I trust because what I see on social media matches the reality on the
ground.” These statements emphasize that authenticity and transparency are not
just communication strategies but also a reflection of the institution’s
commitment to maintaining public trust, aligning digital representation with
real-life conditions. The researcher found that the audience responded positively
to this authenticity, with increased trust and interest in learning more about the
institution.

CONCLUSION

The key finding of this study emphasizes that digital marketing
communication management based on Islamic identity plays a crucial role in
enhancing brand trust in Tahfidz institutions. The integration of authentic
Islamic values into content, humanistic and religious interactions, and
transparent, honest communication are the main factors in building trust. The
lessons learned from this research indicate that consistently delivering spiritual
values strengthens emotional connections and public trust. This highlights the
importance of sincerity in communication, which resonates deeply with the
audience and fosters long-term relationships. The study’s strength lies in offering
a new perspective that integrates Islamic identity into digital marketing
communication, demonstrating that it is not only a technical tool but one that
carries significant meaning and value.

However, this study has limitations, such as its focus on a single location
and a limited range of informants. Furthermore, the qualitative approach has not
provided a broader, quantitative perspective. Future research should involve
multiple locations, a more diverse range of respondents, and incorporate survey
or mixed methods to produce more comprehensive findings. These
advancements would offer a stronger foundation for developing more precise
policies and strategies for digital marketing in Islamic educational institutions.
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