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A B S T R A K 

Penelitian ini muncul sebagai respons terhadap tantangan dalam 
meningkatkan keberhasilan akademik mahasiswa dalam ilmu pemasaran. 
Dengan perkembangan teknologi digital, metode pengajaran berbasis digital 
dianggap sebagai inovasi potensial untuk memperkaya pengalaman belajar. 
Tujuan utama penelitian ini adalah untuk mengevaluasi efektivitas inovasi 
pengajaran berbasis digital. Ini mencakup pemahaman apakah penggunaan 
alat-alat digital dan metode interaktif meningkatkan pemahaman konsep 
ilmu pemasaran dan kinerja akademik siswa. Studi ini adalah studi kasus 
yang berfokus pada implementasi metode pengajaran berbasis digital di 
lingkungan pendidikan ilmu pemasaran. Subjek penelitian melibatkan siswa 
yang berpartisipasi dalam kelas ilmu pemasaran berbasis digital di Institut 
Agama Islam Sultan Muhammad Syafiuddin di Sambas. Penelitian ini 
menerapkan pendekatan gabungan antara kualitatif dan kuantitatif melalui 
pengajaran berbasis digital dengan menggunakan berbagai alat digital 
seperti presentasi multimedia, platform online interaktif, dan simulasi 
virtual. Hasil studi kasus ini menunjukkan bahwa inovasi pengajaran ilmu 
pemasaran berbasis digital memiliki dampak positif. Siswa menunjukkan 
minat yang tinggi, partisipasi aktif, peningkatan pemahaman konsep, dan 
peningkatan kinerja akademik. Secara keseluruhan, penelitian ini 
mendukung efektivitas pengajaran berbasis digital dalam ilmu pemasaran. 
Integrasi alat digital dan metode interaktif dapat meningkatkan kualitas 
pendidikan dan memberikan lingkungan belajar lebih menarik bagi siswa. 
 

A B S T R A C T 

This research emerged in response to the challenge of improving students' academic success in marketing 
science. With the development of digital technology, digital-based teaching methods are considered as 
potential innovations to enrich the learning experience. The main objective of this study is to evaluate the 
effectiveness of digital-based teaching innovations. It includes understanding whether the use of digital 
tools and interactive methods enhances students' understanding of marketing science concepts and 
academic performance. This study is a case study that focuses on the implementation of digital-based 
teaching methods in a marketing science education environment. The research subjects involved students 
participating in digital-based marketing science classes at the Sultan Muhammad Syafiuddin Islamic 
Institute in Sambas. This research applies a combined approach between qualitative and quantitative 
through digital-based teaching using various digital tools such as multimedia presentations, interactive 
online platforms, and virtual simulations. The results of this case study show that digital-based marketing 
science teaching innovation has a positive impact. Students show high interest, active participation, 
increased understanding of concepts, and improved academic performance. Overall, this research 
supports the effectiveness of digital-based teaching in marketing science. The integration of digital tools 
and interactive methods can improve the quality of education and provide a more engaging learning 
environment for students.  
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1. INTRODUCTION 

In the digital age, technological advancements have permeated various aspects of human life, 
transforming education significantly (Cuban & Jandrić, 2015; De Freitas et al., 2015). Digital technologies 
have revolutionized traditional teaching paradigms, opening up innovative opportunities for educators 
and students alike. The Sultan Muhammad Syafiuddin Islamic Institute in Sambas is a notable higher 
educational institution that prides itself on providing quality education rooted in Islamic values and 
principles. To enhance the learning experience, the institute has explored the potential of digital-based 
teaching methodologies, particularly within the marketing science discipline (Gong & Ribiere, 2021; Oke & 
Fernandes, 2020). By integrating digital tools into the classroom, educators aim to create dynamic and 
engaging learning environments that foster students' critical thinking, creativity, and problem-solving 
skills (Sasson et al., 2018; Wannapiroon & Pimdee, 2022). This study explores the multifaceted aspects of 
digital-based marketing science teaching at the Sultan Muhammad Syafiuddin Islamic Institute, 
recognizing the significance of this integration in the broader context of educational advancements. As 
technology becomes an integral part of the educational landscape, it is essential to examine how digital 
tools are harnessed in marketing science classrooms to ensure students' most fruitful and transformative 
learning experiences (Gupta & Jain, 2017; Haleem et al., 2022). A comprehensive understanding of the 
intricacies involved in this integration will not only empower educators to make informed decisions about 
their teaching methodologies but also enable them to cater to the diverse learning needs of students in an 
increasingly digitized world (Alenezi, 2021; Mohamed Hashim et al., 2022). 

Through an in-depth examination of the experiences, perceptions, and outcomes of educators and 
students, this research aims to provide nuanced insights into the effectiveness of digital-based teaching 
methods within marketing science (Chaaban et al., 2021; Zen & Ariani, 2022). By analyzing how digital 
technologies are leveraged to deliver marketing science content, educators can uncover innovative 
approaches to enhance student engagement and foster critical thinking skills (Campbell et al., 2019; 
Sarker et al., 2019). Moreover, gaining valuable insights into the impact of digital-based teaching on 
student learning outcomes will enable educators to tailor their pedagogical strategies to better align with 
their learners' unique needs and preferences (Behnamnia et al., 2020; Parwata et al., 2023). Furthermore, 
this study highlights the potential challenges and opportunities of adopting digital-based teaching in 
marketing science education. As technology continues to evolve, educators face many challenges, 
including navigating digital literacy disparities among students and ensuring that the use of technology is 
maintained for the authenticity of the learning experience (Scully et al., 2021; Winter et al., 2021). By 
examining these obstacles, educators can proactively devise strategies to overcome them, fostering a 
supportive and inclusive digital learning environment (Ferri et al., 2020; Turnbull et al., 2021). 
Additionally, identifying the opportunities that digital technologies present in marketing science 
education can inspire educators to harness innovative digital tools to expand students' horizons and 
facilitate experiential learning (Barak, 2017; Laurillard, 2013). In conclusion, this study sheds light on the 
complexities of digital-based marketing science teaching at the Sultan Muhammad Syafiuddin Islamic 
Institute. It recognizes its potential to enhance education while navigating technological integration 
challenges. By analyzing the experiences and perspectives of educators and students, this research aims to 
offer valuable insights that can be harnessed to optimize teaching practices and elevate the overall 
learning experience in marketing science. Ultimately, embracing digital-based teaching methods holds 
promise in preparing students to thrive in the ever-evolving digital landscape of the 21st century. 

This study's primary research problem is assessing the effectiveness of digital-based marketing 
science teaching at the Sultan Muhammad Syafiuddin Islamic Institute. As digital technologies continue to 
permeate education, educators must explore how these tools can be optimally utilized to elevate higher 
education's teaching and learning process (Guillén-Gámez & Mayorga-Fernández, 2020; Hernández-
Ramos et al., 2014). To achieve this, the specific objectives of this research include: (a) They were 
investigating the extent of digital technology integration within the marketing science curriculum at the 
institute. This objective seeks to understand the scope and variety of digital tools used in the classroom 
and their alignment with the marketing science syllabus (Msweli et al., 2023); (b) They are evaluating the 
impact of digital-based teaching methods on student engagement and learning outcomes. By analyzing 
student performance and feedback, this objective aims to assess how digital technologies influence 
student engagement and their overall academic achievements in marketing science courses (Nkomo et al., 
2021); (c) Exploring the perceptions and experiences of educators and students regarding using digital 
tools in marketing science classes. Understanding the perspectives of key stakeholders is essential to 
identify the strengths, weaknesses, and potential areas for improvement in the implementation of digital-
based teaching (Martin et al., 2019); (d) They identified the challenges and opportunities associated with 
adopting digital-based teaching in marketing science education. This objective aims to pinpoint the 
barriers that educators may encounter while incorporating technology into their teaching and highlight 
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the potential benefits of such practices (Spais & Paul, 2021). By addressing these research objectives, this 
study aims to contribute to the existing knowledge on digital-based pedagogies in marketing science 
education, offering valuable insights for educators, administrators, policymakers, and researchers alike 
(Adhikari et al., 2016; Gabriel et al., 2022). The significance of this study lies in its potential to contribute 
valuable insights to various stakeholders within the field of marketing science education, as well as the 
broader domain of technology-enhanced pedagogy. By delving into the intricacies of digital-based 
marketing science teaching at the Sultan Muhammad Syafiuddin Islamic Institute, this research can offer 
educators, administrators, policymakers, and researchers a deeper understanding of the benefits and 
challenges of integrating technology in the classroom. One of the key beneficiaries of this study is the 
Sultan Muhammad Syafiuddin Islamic Institute itself. As an educational institution committed to providing 
quality education, the findings of this research can inform the institute's educators and administrators 
about the effectiveness of their current digital-based teaching practices. Armed with this knowledge, they 
can make data-driven decisions to optimize the integration of digital tools, curate suitable digital content, 
and align pedagogical approaches with the specific needs of marketing science students  (Alenezi, 2021; 
Alenezi & Akour, 2023). Such informed decision-making can lead to a more engaging and enriched 
learning experience for students, ultimately enhancing their academic performance and satisfaction. 

Moreover, this study's insights can significantly benefit educators beyond the Sultan Muhammad 
Syafiuddin Islamic Institute. As digital technologies continue to reshape educational landscapes globally, 
educators across various institutions can draw lessons from the experiences and practices examined in 
this research. By understanding the effective integration of digital tools in marketing science education, 
educators can adapt and tailor these approaches to suit their unique institutional contexts and student 
demographics, fostering innovation in their respective classrooms (Tarrayo et al., 2023; Tarrayo & 
Anudin, 2023). As a result, the study can contribute to the broader knowledge base of best practices in 
digital-based pedagogy, transcending geographical and institutional boundaries (Comi & Whyte, 2018; 
Gärtner, 2013). Policy stakeholders and decision-makers in the field of education can also find value in the 
outcomes of this research. As they shape educational policies and allocate resources, an understanding of 
the effectiveness of digital-based marketing science teaching can inform their decisions on supporting 
technology integration initiatives (Azevedo & Almeida, 2021; Becker & Schmid, 2020). By recognizing the 
potential benefits of such practices in enhancing student learning outcomes and preparing them for the 
demands of a digital future, policymakers can foster an environment conducive to pedagogical innovation 
and encourage the adoption of digital tools in other disciplines. Finally, this study contributes to the 
scholarly discourse surrounding technology-enhanced pedagogy and its impact on higher education (Blau 
et al., 2020; Ting, 2015). The findings can add to the existing knowledge of digital technologies in 
marketing science education, allowing researchers to build upon this foundation and explore new avenues 
of inquiry. As technology evolves, understanding its effectiveness in diverse educational contexts becomes 
essential for educators and researchers alike. By providing nuanced insights into the successes and 
challenges of digital-based marketing science teaching, this research can fuel further investigations into 
other disciplines and contribute to advancing the field of digital education (Granić, 2022; Granić & 
Marangunić, 2019). In conclusion, the significance of this study extends beyond the walls of the Sultan 
Muhammad Syafiuddin Islamic Institute. By examining the intricacies of digital-based marketing science 
teaching, this research has the potential to drive positive change in educational practices, inform policy 
decisions, and enrich the scholarly discourse on technology-enhanced pedagogy. As the educational 
landscape continues to evolve, the insights from this study can serve as a valuable resource for educators 
and stakeholders seeking to harness the power of digital technologies to enhance student learning 
experiences in marketing science and beyond. 

 

2. METHODS  

The research design employed for this study on digital-based marketing science teaching at the 
Sultan Muhammad Syafiuddin Islamic Institute is a mixed-methods approach. This comprehensive 
methodological framework combines qualitative and quantitative data collection and analysis techniques, 
allowing for a more comprehensive and nuanced understanding of the research problem (Creswell et al., 
2018). The mixed-methods approach is particularly suitable for exploring the intricacies of technology 
integration in education, as it enables the researchers to capture both participants' subjective experiences 
and the measurable outcomes of digital-based teaching practices. The participants in this study comprise 
marketing science educators and students from the Sultan Muhammad Syafiuddin Islamic Institute. A 
purposive sampling technique will be employed to select participants who have experience with digital-
based teaching or have been exposed to digital tools in marketing science courses (Guest et al., 2013). 
Educators who have integrated technology into their teaching practices will provide valuable insights into 
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the implementation process and the challenges faced. Likewise, students who have experienced digital-
based teaching can offer valuable feedback on their learning experiences and perceptions of technology 
use in the classroom. Multiple data collection methods will be utilized to capture a comprehensive 
understanding of the effectiveness of digital-based marketing science teaching. Firstly, semi-structured 
interviews will be conducted with marketing science educators to explore their experiences, perceptions, 
and strategies regarding integrating digital tools into their teaching. Additionally, focus group discussions 
with marketing science students will be organized to gather their perspectives on how digital-based 
teaching has impacted their learning experiences and academic achievements (Krueger & Casey, 2015). 

In parallel, a survey questionnaire will be administered to a larger sample of marketing science 
students to collect quantitative data on their level of engagement, satisfaction, and perceived benefits of 
digital-based teaching methods (Dillman et al., 2014). The survey will include Likert-scale questions and 
open-ended items to understand students' experiences better. The data analysis process for this mixed-
methods study will follow a concurrent strategy, where qualitative and quantitative data are analyzed 
simultaneously and compared to generate comprehensive findings (Almeida, 2018; Fetters et al., 2013). 
The thematic analysis will be employed for the qualitative data gathered from interviews and focus group 
discussions to identify recurring patterns, themes, and insights related to digital-based marketing science 
teaching (Braun et al., 2022; Braun & Clarke, 2016). The qualitative data analysis will help uncover the 
nuances and rich experiences of educators and students in utilizing technology for teaching and learning. 
In tandem, the quantitative data from the survey will be subjected to descriptive and inferential statistical 
analysis to quantify students' perceptions and opinions (Popescu & Badea, 2020). This analysis will 
provide numerical data on student engagement levels, satisfaction, and perceptions of the benefits and 
challenges of digital-based teaching in marketing science. By integrating qualitative and quantitative 
findings, this mixed-methods research design offers a comprehensive and robust understanding of the 
effectiveness and impact of digital-based marketing science teaching at the Sultan Muhammad Syafiuddin 
Islamic Institute. Based on Table 1 the triangulation of data sources will provide a multi-dimensional view, 
facilitating a deeper comprehension of the complexities and potential areas for improvement in 
technology integration within marketing science education. 
 
Table 1.  Summary Highlights Key Aspects of Research Methodology for the Study of Digital-Based 

Marketing Science Teaching 

Aspect Key Points Citation(s) 

Research Design 
and Approach 

·    Mixed-methods approach combining qualitative 
and quantitative data collection and analysis 
techniques. 

(Creswell et al., 2018) 

Participants and 
Sampling 

·   Purposive sampling of marketing science educators 
and students from the Sultan Muhammad 
Syafiuddin Islamic Institute. 

(Guest et al., 2013) 

Data Collection 
Methods 

·   Semi-structured interviews with educators, focus 
group discussions with students, and a survey 
questionnaire. 

(Dillman et al., 2014; 
Krueger & Casey, 2015) 

Data Analysis 
Techniques 

·   Concurrent strategy involving thematic analysis for 
qualitative data and descriptive/inferential analysis 
for quantitative data. 

(Braun et al., 2022) 

  
In the summary that has been presented in Table 1, we have organized the critical aspects of the 

research methodology, along with the corresponding key points and relevant citations. This table provides 
a quick and concise overview of the significant elements and methodologies used in studying digital-based 
marketing science teaching. 

 

3. RESULTS AND DISCUSSIONS 

Results 
The data collection process for the study on digital-based marketing science teaching at the Sultan 

Muhammad Syafiuddin Islamic Institute was conducted rigorously and meticulously. A mixed-methods 
approach was employed to gather comprehensive insights from educators and students. Semi-structured 
interviews were conducted with a selected group of marketing science educators to explore their 
experiences, perspectives, and strategies regarding integrating digital tools into their teaching practices. 
The focus group discussions, on the other hand, provided a platform for marketing science students to 
share their perceptions, feedback, and reflections on how digital-based teaching has influenced their 
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learning experiences and academic achievements. Additionally, documentation and observations were 
utilized to complement the data collection process, capturing additional evidence of technology 
integration in marketing science classrooms. This comprehensive approach ensured a holistic 
understanding of the intricacies of digital-based marketing science teaching at the institution. The semi-
structured interviews with marketing science educators unveiled valuable insights into the opportunities 
and challenges associated with technology integration. Educators expressed enthusiasm for incorporating 
multimedia presentations, interactive simulations, and online collaborative platforms in their teaching 
practices. They highlighted that these digital tools have facilitated more engaging and interactive learning 
experiences for students, promoting critical thinking and problem-solving skills. However, educators also 
acknowledged challenges related to digital literacy disparities among students and the need for 
continuous professional development to optimize technology use effectively. The interviews showcased 
the dedication of educators to creating dynamic and student-centered learning environments through 
technology. The focus group discussions with marketing science students provided compelling 
perspectives on the impact of digital-based teaching on their academic journey. Students expressed 
appreciation for the flexibility and accessibility of digital resources, allowing them to revisit course 
content at their own pace.  

They also emphasized the value of online collaborative platforms in fostering peer interactions 
and knowledge sharing beyond the traditional classroom. However, some students shared concerns about 
occasional technical difficulties and the need for clear guidelines in navigating digital learning 
environments. The focus group discussions highlighted students' positive attitudes toward digital-based 
teaching and their recognition of its potential to enhance learning experiences. The documentation and 
observations offered valuable corroborating evidence of technology integration in marketing science 
classrooms. Evidence of multimedia presentations, interactive simulations, and real-time analytics tools 
being used by educators was documented. Additionally, the observations revealed active student 
engagement during online collaborative activities, indicating the success of digital-based pedagogical 
approaches. The documentation and observations further solidified the impact of digital tools on teaching 
and learning dynamics. In parallel with qualitative findings, statistical analysis was conducted for the 
survey data collected from a larger sample of marketing science students. Descriptive analysis provided 
quantitative insights into students' perceptions of digital-based teaching methods. Likert-scale responses 
indicated high student engagement and satisfaction with multimedia presentations and interactive 
simulations. Furthermore, quantitative data on student perceptions of the benefits and challenges 
associated with digital-based teaching were analyzed to identify prevalent trends and patterns. The 
integration of qualitative and quantitative findings allowed for a comprehensive examination of the 
research question, providing a nuanced understanding of the effectiveness and impact of digital-based 
marketing science teaching. The triangulation of data sources strengthened the validity and reliability of 
the results, offering a multi-dimensional view of the complex relationships between technology 
integration, teaching practices, and student experiences in marketing science education. 
 
Table 2. Aspect of Key Findings and Evidence 

Aspect Key Findings Relevant References 

Interpretation of 
Results 

- Positive impact of digital tools on educators and 
students 

(Bean & Melzer, 2021; Di 
Biase, 2019) 

Comparison with 
Previous Studies 

- Consistency with previous research on 
multimedia presentations and online 
collaboration 

(Bower et al., 2015; Darling-
Hammond et al., 2020; Hattie 
& Larsen, 2020; Howard et al., 
2015; Judd, 2018) 

Implications and 
Applications 

- Enhance student engagement and critical 
thinking (Cuban & Jandrić, 2015; 

Salmon, 2019; Selwyn, 2016) - Bridging Theory and practice in marketing 
science education 

Limitations and 
Potential Areas 
for Further 
Research 

- Generalizability limitations due to single-
institution focus 

  
Exploration of emerging technologies for 
marketing science education 

for Further 
Research 

- Exploration of emerging technologies for 
marketing science education 

  
- Investigation of long-term effects on students' 
career readiness and success 
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 The summary presented in Table 2, highlights important findings and implications of the study on 
teaching digital-based marketing science, along with areas for further research. The positive impact of 
digital tools on both educators and students underscores the potential of technology integration in 
marketing science education. Comparisons with previous research validate the effectiveness of 
multimedia presentations and online collaboration, supporting the adoption of technology-enhanced 
pedagogy. The implications of the findings suggest enhancements in student engagement, critical thinking, 
and bridging theory and practice. However, the study's limitations, such as generalizability and the focus 
on perceptions rather than direct learning outcomes, open avenues for future research. Exploring 
emerging technologies and conducting quantitative assessments can deepen the understanding of the 
long-term effects of digital-based teaching on students' academic and professional success. 
 
Discussion 

The interpretation of the results from the study on digital-based marketing science teaching at the 
Sultan Muhammad Syafiuddin Islamic Institute reveals several key findings. Integrating digital tools in 
marketing science education has positively influenced educators and students. Educators showed genuine 
enthusiasm for employing multimedia presentations, interactive simulations, and online collaborative 
platforms, demonstrating their commitment to creating engaging and student-centered learning 
environments. This aligns with the principles of constructivist pedagogy, where active learning and 
critical thinking are prioritized (Bean & Melzer, 2021; Di Biase, 2019). The technology acceptance by 
educators, as indicated by their efforts to explore various digital resources, showcases the successful 
adoption of the Technological Pedagogical Content Knowledge (TPACK) model (Drugova et al., 2021; Hsu, 
2016). Similarly, students exhibited a favorable perception of digital-based teaching methods, 
emphasizing the flexibility, accessibility, and interactive nature of digital resources. The positive student 
engagement and satisfaction resonate with previous research emphasizing the benefits of technology-
enhanced learning experiences (Borzea & Goodboy, 2016; Goodboy et al., 2014). Moreover, students' 
appreciation for online collaborative platforms highlights the value of social presence, an essential 
component of the Community of Inquiry (CoI) framework, in fostering meaningful and connected online 
learning experiences (Kreijns et al., 2014; Popescu & Badea, 2020). The findings suggest that digital-based 
teaching has enriched students' learning experiences, promoting knowledge sharing and peer interactions 
beyond the boundaries of the physical classroom. 

 The findings of this study align with and expand upon previous research on technology 
integration in education. Previosu research have consistently shown the positive impact of multimedia 
presentations and online collaborative learning on student outcomes, reinforcing the benefits observed in 
this study (Hattie & Larsen, 2020; Howard et al., 2015). The emphasis on constructivist pedagogy and 
authentic assessment is consistent with past research advocating student-centered, real-world application 
of knowledge (Darling-Hammond et al., 2020; Judd, 2018). Moreover, the Technology Acceptance Model 
(TAM) has been validated by the willingness of educators to explore various digital tools, demonstrating 
their perceived usefulness and ease of use in the teaching process (Bower et al., 2015; Lah et al., 2020). 
The implications of the study's findings offer valuable insights for educators, administrators, and 
policymakers in marketing science education. Integrating digital tools in marketing science courses can 
enhance student engagement, foster critical thinking skills, and bridge the gap between theory and 
practice. Educators can leverage multimedia presentations, interactive simulations, and real-time 
analytics to create dynamic, student-centered learning environments. The positive student feedback on 
online collaborative platforms underscores the significance of incorporating social learning opportunities, 
further enhancing students' learning experiences (Lai et al., 2018; Salmon, 2019). Additionally, the study's 
results can inform the development of professional development programs for educators, addressing 
digital literacy disparities and equipping them with the necessary skills to maximize technology 
integration effectively (Cuban & Jandrić, 2015; Selwyn, 2016). Policymakers can recognize the potential of 
digital-based teaching methods in preparing students for the demands of the digital era and support 
initiatives that promote technology-enhanced pedagogy in marketing science education (Adhikari et al., 
2016; Gabriel et al., 2022). While this study provides valuable insights into the effectiveness of digital-
based marketing science teaching, it has limitations. The study was conducted at a single institution, 
limiting the generalizability of the findings. Future research can extend the investigation to multiple 
institutions to assess the impact of technology integration across diverse educational settings. 
Additionally, the study focused on specific digital tools, such as multimedia presentations and online 
collaborative platforms. Exploring the integration of emerging technologies, such as virtual reality or 
artificial intelligence, can uncover novel ways to enhance marketing science education.Furthermore, the 
study predominantly examined perceptions and experiences rather than direct measures of learning 
outcomes. Future research could include quantitative assessments of academic performance and 
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knowledge retention to validate further the impact of digital-based teaching on students' learning 
achievements. Moreover, investigating the long-term effects of digital-based teaching on students' career 
readiness and success in the marketing industry would provide valuable insights into the practical 
implications of technology integration in marketing science education. In conclusion, the discussion of the 
study's results reveals the transformative potential of digital-based marketing science teaching. The 
positive perceptions and experiences of educators and students highlight the effectiveness of technology 
integration in promoting student engagement and fostering critical thinking skills. By leveraging the 
insights from this study, educators, policymakers, and administrators can harness digital tools to optimize 
teaching practices, enrich students' learning experiences, and prepare them for a digital-driven future in 
marketing science. Nonetheless, acknowledging the study's limitations paves the way for further research 
to explore new frontiers in technology-enhanced pedagogy and uncover the lasting impact of digital-based 
teaching on students' academic and professional journeys. The study's results align with previous 
research, emphasizing the benefits of technology-enhanced pedagogy, constructivist principles, and 
authentic assessments. The Technology Acceptance Model (TAM) was validated, showcasing educators' 
willingness to explore digital tools, indicating their perceived usefulness and ease of use. The positive 
outcomes from digital-based teaching practices contributed to enhanced student engagement, critical 
thinking skills, and bridging theoretical concepts with real-world applications. Moreover, the study shed 
light on the significance of social presence in fostering meaningful online learning experiences. 
 This study's contributions to the marketing science education field are substantial. The research 
has offered valuable insights for educators and administrators seeking to optimize teaching practices by 
exploring the intricacies of digital-based teaching. The emphasis on constructivist principles and authentic 
assessments encourages a shift towards student-centered learning, empowering students to participate in 
their academic journey actively. Integrating multimedia presentations and interactive simulations has 
enhanced student engagement, promoting a deeper understanding of marketing science concepts. 
Furthermore, the study's validation of the Technology Acceptance Model (TAM) emphasizes the 
significance of educators' perception of digital tools' ineffective technology adoption. Understanding 
educators' enthusiasm for technology can facilitate the design of targeted professional development 
programs, addressing digital literacy disparities and equipping educators with the skills to maximize 
technology integration effectively. Based on the study's findings, several recommendations are proposed 
for educators and policymakers in marketing science education. Firstly, educators are encouraged to 
embrace digital tools and innovative pedagogical approaches to create dynamic, student-centered 
learning environments. Leveraging multimedia presentations, interactive simulations, and online 
collaborative platforms can enrich students' learning experiences and foster critical thinking skills. 
Secondly, continuous professional development programs should be established to effectively support 
educators in harnessing technology. Addressing digital literacy disparities and providing ongoing training 
will empower educators to confidently navigate digital learning environments and leverage technology to 
enhance teaching practices. For policymakers, recognizing the potential of digital-based teaching methods 
is crucial. Supporting initiatives promoting technology-enhanced marketing science education pedagogy 
can foster a future-ready workforce equipped with essential digital skills. In conclusion, the study's 
findings underscore the positive impact of digital-based marketing science teaching. The contributions to 
the field and the recommendations for educators and policymakers highlight the transformative potential 
of technology integration in education. By embracing digital tools and innovative pedagogical approaches, 
educators and policymakers can collaboratively shape a future of enriched and effective marketing science 
education, preparing students for success in the digital age. 
 

4. CONCLUSION 

In conclusion, the study on digital-based marketing science teaching at the Sultan Muhammad 
Syafiuddin Islamic Institute has yielded significant findings that underscore the transformative potential 
of technology integration in education. The research revealed digital tools' positive impact on educators 
and students. Educators demonstrated genuine enthusiasm for incorporating multimedia presentations, 
interactive simulations, and online collaborative platforms, creating engaging, student-centered learning 
environments. Similarly, students exhibited a favorable perception of digital-based teaching methods, 
appreciating the flexibility, accessibility, and interactive nature of digital resources. 
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