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ABSTRACT
This qualitative multiple-case manuscript examines how Islamic schools use TikTok for institutional branding, internal digital collaboration, and public engagement. The source describes purposive recruitment of school leaders, communication staff, teachers, students, and, where relevant, parents or alumni; data collection through interviews, observation of official accounts, and document analysis; and thematic comparison across cases. Reported themes include the presentation of educational and religious activities as institutional identity, participation by teachers and students in content production, responses to comments and questions, and selective adaptation of platform trends to Islamic school values. Participants also described tensions between audience attention, authenticity, and student privacy. The manuscript does not specify the number or identities of schools, participant counts, account links, observation dates, or an auditable set of posts. Consequently, its findings are reported as themes and participant accounts in the supplied study; they do not establish a measured effect on reputation, enrollment, or public trust. A clearer case description and evidence trail are needed before journal submission.
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ABSTRAK
Naskah studi kasus jamak kualitatif ini mengkaji penggunaan TikTok oleh sekolah Islam untuk pencitraan kelembagaan, kolaborasi digital internal, dan keterlibatan publik. Naskah menjelaskan pemilihan informan secara purposif dari pimpinan, staf komunikasi, guru, siswa, serta orang tua atau alumni bila relevan; pengumpulan data melalui wawancara, pengamatan akun resmi, dan telaah dokumen; serta perbandingan tematik antarkasus. Tema yang dilaporkan mencakup penampilan kegiatan pendidikan dan keagamaan sebagai identitas lembaga, partisipasi guru dan siswa dalam pembuatan konten, tanggapan atas pertanyaan publik, dan penyesuaian tren platform secara selektif dengan nilai sekolah Islam. Informan juga menjelaskan ketegangan antara perhatian audiens, keaslian representasi, dan privasi siswa. Naskah belum menyebut jumlah serta identitas sekolah, jumlah partisipan, tautan akun, tanggal pengamatan, atau kumpulan unggahan yang dapat diaudit. Karena itu, hasil disajikan sebagai tema dan keterangan informan, bukan bukti pengaruh terukur terhadap reputasi, penerimaan siswa, atau kepercayaan publik. Keterangan kasus dan jejak bukti perlu dilengkapi sebelum pengajuan ke jurnal.
Kata kunci: Tiktok; Sekolah Islam; Citra Kelembagaan; Budaya Digital; Keterlibatan Publik
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1. INTRODUCTION
Social media gives schools a public space for showing daily learning and responding to questions from families. Short-form video can make classrooms, extracurricular activities, and religious practice visible to people who have not visited a school. These opportunities also place decisions about representation, privacy, and institutional identity into ordinary school management (Kaplan & Haenlein, 2010; Kietzmann et al., 2011).
For Islamic schools, a public video can communicate academic work alongside religious values and conduct. That representation is selective: a short clip cannot convey the entire school experience. Institutional identity emerges through recurring practices and narratives, while audiences also interpret and respond to what they see (Albert & Whetten, 1985; Hatch & Schultz, 2002). Planning content therefore involves educational judgment as well as editing skill (Sukarji & Zuhri, 2024; Ghufron et al., 2023).
TikTok creates opportunities for teachers, students, leaders, and communication staff to collaborate. It also encourages rapid circulation and adaptation of trends. Research on the platform shows that its cultural conventions shape production and visibility, while studies of educational social media show that interaction can be useful without guaranteeing genuine dialogue (van Dijck et al., 2018; Peruta & Shields, 2017). The management question is how school actors select content, assign roles, respond to audiences, and protect pupils (Mansyuri & Abidin, 2023).
This article examines the supplied study’s accounts of TikTok management in several Indonesian Islamic schools through four connected themes: branding, internal digital culture, public engagement, and negotiation of Islamic identity. The original manuscript presents a multiple-case design but omits the number of cases and an audit-ready description of accounts or posts. This article retains its qualitative observations and makes those reporting limits explicit rather than estimating outcomes that were not measured.
2. RESEARCH METHODS
The supplied research uses an interpretive qualitative multiple-case design. Cases were described as Islamic schools in Indonesia with active official TikTok accounts, regular school-related posts, staff involvement in production, and enough activity for qualitative observation. The number of schools, their locations, account names, and observation period are not specified. As a result, readers cannot independently compare case contexts or reproduce the sampling frame (Yin, 2018).
The source names principals, public relations officers, account administrators, teachers, and students involved in content as purposively recruited participants, with parents or alumni included where relevant. It does not state the final count, case-by-case distribution, or which quotes derive from which school. Interviews reportedly addressed objectives, editorial roles, Islamic identity, audience interaction, and ethical decisions.
Digital observation reportedly considered videos, captions, comments, visual cues, and audience responses on official accounts. The study also reports review of school profiles, communication guidelines, programs, calendars, and related documents when available. No account list, capture log, selected posts, or document inventory accompanies the supplied manuscript. Therefore the results below distinguish a described pattern from an independently verifiable quantitative content count.
The manuscript describes iterative thematic coding, within-case reading, cross-case comparison, triangulation, member checking, and an audit trail (Braun & Clarke, 2006; Miles et al., 2019). Those procedures cannot be independently assessed without a coding example, case matrix, or interview excerpts linked to participants and dates. The current article is a careful presentation of reported themes, not a reanalysis of inaccessible raw data.
3. RESULTS AND FINDINGS
Participants described a move from posting school events as routine documentation toward selecting videos that convey desired institutional qualities. The reported examples include achievements, religious programs, classroom activity, student creativity, and teacher-student interactions. A school leader said that audiences were using content to understand the school’s programs and atmosphere; an administrator emphasized presenting ordinary school activity instead of constant advertising. The manuscript provides these statements without identifiers for the school or an accompanying set of posts.
Staff reportedly discussed which activities were visually suitable and aligned with school values, with some decisions made by small media teams. Teachers and students contributed ideas, performed in clips, recorded events, or helped edit. Participants viewed this as a participatory digital practice under staff oversight. The text does not establish how many schools had written rules, who could publish, or how editorial review worked in a specific case.
A public relations participant described responding to questions about admissions, programs, and school activities in TikTok comments. Another account said that comments could prompt explanatory follow-up posts. This indicates an intended two-way communication function, but the manuscript does not show a sampled comment thread, response time, or systematic measure of audience satisfaction. Views and reactions therefore indicate attention, not necessarily trust or understanding.
The reported posts combined visible religious practices, such as Qur’anic activity and congregational prayer, with depictions of discipline, respect, and cooperation. Staff described filtering trends for compatibility with institutional values. A school leader cautioned that high views alone should not define success; another mentioned student privacy when approving content. The source describes tension between reach and authenticity but does not document a specific rejected trend, consent procedure, or privacy incident.
4. DISCUSSION
Everyday educational activities are central to the branding account. Showing actual lessons and religious programs may communicate what an institution values more credibly than promotional slogans. Organizational identity theory explains why repeated representations matter, while branding research indicates that public interpretation depends on consistency across touchpoints (Albert & Whetten, 1985; Hatch & Schultz, 2002). The case reports a strategic intention; it does not measure a change in brand perception.
The participation of teachers and students suggests that account management can become part of organizational work. Such participation needs defined responsibilities for proposing, checking, and publishing content. Digital leadership literature emphasizes aligning technology use with institutional purpose and staff capacity (Fullan, 2013; Sheninger, 2019). The manuscript does not document a formal role chart, so the practical recommendation is to describe actual decisions and approval steps before claiming a mature governance system.
TikTok comments may open a communication channel with parents and prospective students, but a reply is not always a sustained relationship. A credible evaluation would distinguish questions received, answers supplied, unresolved issues, and any later contact through other channels. Studies of institutional social media show that a platform can be used largely for one-way visibility despite its interactive features (Peruta & Shields, 2017; Carrillo-Durán et al., 2020). The source reports responsive practices but gives no comment dataset.
Islamic identity in the manuscript appears in explicit religious activities and in everyday conduct. That broader representation is analytically useful because dress or ritual footage alone cannot capture relationships and educational practice. Islamic values can guide editorial choices while giving students room to show authentic learning (Halstead, 2007). The source does not show how families or students evaluated the accuracy of that representation, which limits conclusions about authenticity.
Platform trends create a practical tradeoff between visibility and educational purpose. Participants reported modifying or avoiding trends considered unsuitable, and a leader resisted using view counts as the sole success indicator. Platformization research explains why ranking, circulation, and engagement signals influence production choices (van Dijck et al., 2018; van Dijck et al., 2018). For this study, the exact decision process remains unclear because no comparison of accepted and rejected content is supplied.
Student appearance in public videos requires attention to consent and contextual privacy. An account can be official while a pupil’s participation still involves an individual decision. Guidance for digital research and children’s participation suggests considering identifiability, future circulation, and whether a student can decline without disadvantage (boyd, 2014; UNESCO, 2020). The manuscript says ethical safeguards were used, but the forms and procedures are unavailable; no claim of verified compliance can be made.
Audience metrics can inform a communication team about attention and recurring questions. They are weak indicators of enrollment, reputation, or trust on their own. A better evaluation would pair platform records with clearly defined communication goals, parent inquiries, and qualitative feedback while avoiding a claim that TikTok caused a later enrollment change (Kotler & Keller, 2016; Shadish et al., 2002). The study did not report baseline metrics or outcomes.
The central limitation is the absence of case identities, participant counts, dates, and a traceable set of posts. These details are especially important for cross-case analysis: similarities have stronger meaning when readers can see what differs between cases and why (Yin, 2018). A revision should provide an anonymized case table, sampling and observation window, coded examples, and transparent quote labels. Until then, the four themes are plausible descriptions in the supplied manuscript, not fully auditable comparative findings.
5. CONCLUSION AND SUGGESTIONS
The manuscript describes TikTok management in Islamic schools as a combination of selected institutional storytelling, staff and student participation, audience responses, and judgment about religious identity. Participants associated these practices with more deliberate communication and identified a tension between visibility and authenticity. The evidence supplied supports a thematic account, not a measured effect on institutional reputation or stakeholder trust.
Before journal submission, the study should specify the number and characteristics of schools, participant totals, account observation dates, examples of coded posts, and how consent was handled for students appearing in content. Schools can use the reported themes to draft roles, editorial criteria, privacy steps, and evaluation measures tied to educational purpose.
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