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ABSTRAK

Penelitian ini yang berjudul Strategi Branding Tazbiya Melalui Marketing
Public Relations adalah untuk mengetahui bagaimana strategi branding yang
diterapkan oleh Tazbiya dalam membangun citra dan identitas merek (Branding)
melalui pendekatan Marketing Public Relations (MPR). Penelitian ini
menggunakan metodologi kualitatif deskriptif dengan subjek penelitian pada
Tazbiya, sebuah brand yang bergerak di bidang produk perusahaan retail fashion.
Teori utama yang digunakan adalah dari Kotler, P., & Keller, K. L. (2016) tentang
bauran pemasaran 7P, yang meliputi Product, Price, Place, Promotion, People,
Process, dan Physical Evidence, yang dipakai untuk menganalisis strategi
branding Tazbiya dalam setiap unsur dari pemasaran. Hasil penelitian
memperlihatkan dengan menggunakan aspek dari bauran pemasaran dan strategi
pemasaran  melalui Marketing Public Relations perusahaan Tazbiya dapat
membangun dan membentuk citra merek (branding) yang kuat pada konsumen
atau pelanggan. Melalui pemilihan | produk yang sesuai dengan kebutuhan
konsumen, penetapan harga yang kompetitif, serta promosi ,Tazbiya berhasil
membangun hubungan yang baik dengan para konsumennya dan menjadi loyalis
.Disamping itu, Interaksi langsung antara perusahaan dengan konsumen atau
pelanggan , unsur people dan Physical Evidence serta pelayanan yang
memuaskan dengan memberikan kebutuhan dan keinginan pelanggan, menjadikan
terbentuknya ikatan hubungan yang kuat antara fashion produk Tazbiya dengan
pelanggan. Penggunaan bauran Pemasaran 7P sebagai strategi Marketing Public
Relations Tazbiya memperkuat branding Tazbiya di pasar yang kompetitif.

Kata Kunci:

Strategi Branding, Marketing Public Relations, Bauran Pemasaran 7P, Tazbiya,
Metodologi Kualitatif
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ABSTRACT

This research titled "Tazbiya's Branding Strategy Through Marketing
Public Relations," aims to analyze the branding strategies implemented by
Tazbiya in building its brand image and identity through the Marketing Public
Relations (MPR) approach. This study employs a descriptive qualitative
methodology, focusing on Tazbiya, a brand operating in the retail fashion sector.
The primary theoretical framework utilized is derived from Kotler, P., & Keller, K.
L. (2016) regarding the 7P marketing mix, which encompasses Product, Price,
Place, Promotion, People, Process, and Physical Evidence. This framework is
applied to analyze Tazbiya's branding strategy within each element of marketing.
The findings of this research reveal that Tazbiya has successfully built and
reinforced a strong brand image among its consumers by utilizing the elements of
the marketing mix and implementing strategies through Marketing Public
Relations. By offering products that align with consumer needs, setting
competitive pricing, and conducting effective promotional activities, Tazbiya has
established positive relationships with its customers, fostering loyalty.
Furthermore, direct interaction between the company and its customers
(incorporating the elements: of People and Physical Evidence), along with the
provision of satisfactory services that address customer needs and expectations,
has resulted in the creation of a strong emotional bond between Tazbiya's fashion
products and its customers. The application of the 7P Marketing Mix as a
Marketing Public Relations strategy has proven to strengthen Tazbiya's branding
in a competitive market.

Keywords:
Branding Strategy, Marketing Public Relations, 7P Marketing Mix, Tazbiya,
Qualitative Methodology
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