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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 

 xi 
 Universitas Nasional 



 DAFTAR ISI 

 HALAMAN  JUDUL  .................................................................................................  i 
 HALAMAN  PERNYATAAN  ORISINALITAS  .....................................................  iii 
 HALAMAN  PERSETUJUAN  ................................................................................  iv 
 HALAMAN  PENGESAHAN  ..................................................................................  v 
 HALAMAN  PERSETUJUAN  REVISI  ..................................................................  vi 
 KATA  PENGANTAR  ............................................................................................  vii 
 ABSTRAK  ...............................................................................................................  x 
 DAFTAR  ISI  ..........................................................................................................  xii 
 DAFTAR  GAMBAR  .............................................................................................  xiv 
 DAFTAR  TABEL  ...................................................................................................  xv 
 DAFTAR  LAMPIRAN  .........................................................................................  xvi 
 BAB I 
 PENDAHULUAN  ...................................................................................................  1 

 1.1.  Latar  Belakang  ..........................................................................................  1 
 1.2.  Rumusan  Masalah  .....................................................................................  6 
 1.3.  Tujuan  Penelitian  .......................................................................................  6 
 1.4.  Manfaat  Penelitian  .....................................................................................  6 
 1.5.  Batasan  Penelitian  .....................................................................................  7 
 1.6.  Sistematika  Penulisan  ................................................................................  7 

 BAB II 
 TINJAUAN  PUSTAKA  .......................................................................................  10 

 2.1.  Penelitian  Terdahulu  ................................................................................  10 
 2.2.  Gap  dan  Novelty  Penelitian  .....................................................................  14 
 2.3.  Landasan  Teori  ........................................................................................  14 

 2.3.1.  Teori  Utama  .....................................................................................  14 
 2.3.1.1.  Bauran  Marketing  7P  ............................................................  14 

 2.3.2.  Teori  Pendukung  ..............................................................................  18 
 2.3.2.1.  Teori  Branding  .......................................................................  18 
 2.3.2.2.  Teori  Marketing  Public  Relations  ..........................................  21 
 2.3.2.3.  Teori  Strategi  Marketing  Public  Relation  ..............................  24 
 2.3.2.4.  Instagram  Sebagai  Media  Marketing  Public  Relations  .........  32 

 2.4.  Kerangka  Pikir  .........................................................................................  36 
 BAB III 
 METODOLOGI  PENELITIAN  .........................................................................  37 

 xii 
 Universitas Nasional 



 3.1.  Jenis  Penelitian  ........................................................................................  37 
 3.2.  Subjek  dan  Objek  Penelitian  ...................................................................  37 
 3.3.  Lokasi  dan  Waktu  Penelitian  ...................................................................  38 
 3.4.  Sumber  Data  ............................................................................................  43 
 3.5.  Teknik  Pengumpulan  Data  ......................................................................  44 
 3.6.  Uji  Keabsahan  Data  .................................................................................  46 
 3.7.  Teknik  Analisis  Data  ...............................................................................  46 

 BAB IV 
 HASIL  PENELITIAN  DAN  PEMBAHASAN  ..................................................  49 

 4.1.  Subjek  dan  Objek  Penelitian  ...................................................................  49 
 4.1.1.  Sejarah  Tazbiya  ..............................................................................  49 
 4.1.2.  Visi  dan  Misi  Tazbiya  Brands  ........................................................  54 
 4.1.3.  Core  Value  Tazbiya  Brands  ............................................................  54 
 4.1.4.  Pilar  Tazbiya  ...................................................................................  55 
 4.1.5.  Struktur  Organisasi  Tazbiya  ...........................................................  57 

 4.2.  Hasil  Penelitian  .......................................................................................  60 
 4.2.1.  Analisa  Marketing  Mix  7P  di  Tazbiya  ...........................................  60 
 4.2.2.  Penerapan  Three  Ways  Strategy  di  Tazbiya  ...................................  74 

 4.3.  Pembahasan  .............................................................................................  83 
 4.3.1.   Analisis Strategi Branding Tazbiya dengan Teori Marketing Mix 

 7P  di  Tazbiya  .............................................................................................  83 
 4.3.2.   Analisis Strategi Branding Tazbiya dengan Teori Three Ways 

 Strategy  di  Tazbiya  ...................................................................................  94 
 BAB V 
 PENUTUP  .............................................................................................................  99 

 5.1.  Kesimpulan  ..............................................................................................  99 
 5.2.  Saran  ......................................................................................................  102 

 DAFTAR  PUSTAKA  ..........................................................................................  103 
 LAMPIRAN  ........................................................................................................  10  6 

 xiii 
 Universitas Nasional 



 DAFTAR GAMBAR 

 Gambar  1.1.  Data  Penjualan  Mukena  Tazbiya  Berdasarkan  Kategori  Bahan  .......  2 

 Gambar  1.2.  Data  Penjualan  Mukena  Rayon  2015-2024  ......................................  2 

 Gambar  1.3.  Data  Penjualan  Mukena  Rayon  Per  Tahun  dari  2020  -  Sep  2024  ....  3 

 Gambar 1.4.  Perbandingan Engagemnet Tazbiya dengan  Howelnco Sebagai 

 Kompetitor  .......................................................................................  4 

 Gambar  2.1.  Kerangka  Pikir  ................................................................................  36 

 Gambar  4.1.  Logo  Perusahaan  Tazbiya  Brands  ..................................................  49 

 Gambar  4.2.  Business  Plan  Tazbiya  Brands  ........................................................  51 

 Gambar  4.3.  Logo  Tazbiya  ..................................................................................  51 

 Gambar  4.4.  Followers  Tazbiya  Berdasarkan  Pengelompokan  Gender  ..............  52 

 Gambar 4.5.    Followers Tazbiya Berdasarkan Pengelompokan Usi  a  dan 

 Geografis  .......................................................................................  53 

 Gambar  4.6.  Struktur  Organisasi  Tazbiya  ...........................................................  57 

 Gambar  4.7.  Kreatif  Promosi  Tazbiya  .................................................................  65 

 Gambar  4.8.  Tampilan  Link  Pada  Bio  Tazbiya  ...................................................  70 

 Gambar  4.9.  Testimonial  Produk  di  Instagram  ......................................................  73 

 Gambar  4.10.  Tampilan  Profil  Tazbiya  .................................................................  75 

 Gambar  4.11.  Tampilan  Feed  Tazbiya  ...................................................................  76 

 Gambar  4.12.  Iklan  Facebook  Ads  View  Konsumen  ............................................  79 

 Gambar  4.13.  Unggahan  Kolaborasi  Produk  dengan  Aghnia  ...............................  81 

 Gambar  4.14.  Unggahan  Kolaborasi  Produk  dengan  Indah  Nada  ........................  81 

 Gambar  4.15.  Unggahan  Kolaborasi  Produk  dengan  Adelia  Pasha  ......................  82 

 xiv 
 Universitas Nasional 



 DAFTAR TABEL 

 Tabel  2.1.  Penelitian  Terdahulu  .............................................................................  10 

 Tabel  3.1.  Jadwal  Penelitian  ..................................................................................  43 

 Tabel  4.1.  Range  Harga  Produk  Tazbiya  Perkategori  ............................................  63 

 xv 
 Universitas Nasional 



 DAFTAR LAMPIRAN 

 Lampiran  1  Surat  Izin  Penelitian  ......................................................................  109 

 Lampiran  2  Data  Informan  ...............................................................................  110 

 Lampiran  3  Data  Dokumentasi  .........................................................................  111 

 Lampiran  4  Daftar  Pertanyaan  Wawancara  ......................................................  115 

 Lampiran  5  Hasil  Interview  Informan  Kunci  ...................................................  118 

 Lampiran  6  Hasil  Interview  Informan  Staff  Marketing  ...................................  129 

 Lampiran  7  Hasil  Interview  Informan  Pendukung  Konsumen  1  .....................  135 

 Lampiran  8  Hasil  Interview  Informan  Pendukung  Konsumen  2  .....................  138 

 Lampiran  9  Hasil  Interview  Informan  Pendukung  Konsumen  3  .....................  141 

 Lampiran  10  Hasil  Interview  Informan  Pendukung  Konsumen  4  .....................  144 

 Lampiran  11  Peringkat  Brand  Tazbiya  dengan  Kompetitor  ...............................  147 

 xvi 
 Universitas Nasional 


