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ABSTRAK

Universitas Islam 45 Bekasi
Program Studi Ilmu Komunikasi
Fakultas Komunikasi, Sastra, dan Bahasa
2022

Kurniasih/41182037180026
“Strategi Marketing Public Relations PT Bumi Tahfidz Indonesia dalam 
Membentuk Brand Image Kampung Tahfidz Jatiluhur”
Di bawah bimbingan Ibu Tatik Yuniarti.
114 halaman skripsi + 13 halaman angka romawi, 4 tabel, 34 gambar, 5 lampiran

Bisnis properti syariah terus meningkat di Indonesia karena memiliki jumlah 
umat muslim terbanyak di dunia. PT Bumi Tahfidz Indonesia sebagai salah satu 
perusahaan properti syariah dengan produk bernama Kampung Tahfidz Jatiluhur 
(KTJ) yang menawarkan kavling villa dan kebun durian serta konsep kawasan 
wisata islami memerlukan marketing public relations (MPR) untuk menentukan 
strategi dalam membentuk citra merek agar memiliki daya saing tinggi.  

Tujuan penelitian ini untuk mengetahui strategi MPR PT Bumi Tahfidz 
Indonesia dalam membentuk brand image KTJ sebagai kawasan wisata Islami 
dengan menggunakan metode kualitatif deskriptif dan teknik pengumpulan data 
melalui wawancara, observasi serta dokumentasi. Teori yang digunakan mengacu 
pada strategi MPR yang dikemukakan Thomas L Harris yaitu strategi pull, push 
dan pass.

Hasil penelitian menunjukkan bahwa PT Bumi Tahfidz Indonesia 
menerapkan strategi MPR dalam membentuk brand image sebagai kawasan wisata 
Islami melalui pull strategy dengan memaksimalkan kegiatan promosi produk dan 
survei lokasi untuk menarik perhatian publik. Push strategy melalui publikasi di 
media sosial, edukasi konsep syariah dan passive income, kerjasama mitra, family 
gathering dan pemberian reward dengan tujuan untuk mendorong pemasaran. Pass 
strategy melalui informasi progres, keamanan legalitas dan pemberian hak-hak 
pembeli, testimoni pembeli dan brand ambassador hingga berperan serta dalam 
aktivitas sosial untuk menciptakan opini publik yang menguntungkan.

Kata Kunci: Brand Image, Kawasan Wisata Islami, Marketing Public Relations,
        Properti Syariah
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ABSTRACT

Universitas Islam 45 Bekasi
Communication Science Study Program
Faculty of Communication, Literature and 
Language
2022

Kurniasih/41182037180026
"Marketing Public Relations Strategy of PT Bumi Tahfidz Indonesia in Forming the 
Brand Image of Kampung Tahfidz Jatiluhur"
Under the guidance of Mrs. Tatik Yuniarti.
114 pages of thesis + 13 pages of roman numerals, 4 tables, 34 pictures, 5 
appendices

The sharia property business continues to increase in Indonesia because it 
has the largest number of Muslims in the world. PT Bumi Tahfidz Indonesia as one 
of the sharia property companies with a product called Kampung Tahfidz Jatiluhur 
(KTJ) which offers plots of villas and durian gardens as well as the concept of 
Islamic tourist areas requires marketing public relations (MPR) to determine 
strategies in forming a brand image to have high competitiveness.  

The purpose of this study is to determine the strategy of the MPR of PT Bumi 
Tahfidz Indonesia in forming the brand image of KTJ as an Islamic tourist area 
using descriptive qualitative methods and data collection techniques through 
interviews, observations and documentation. The theory used refers to the MPR 
strategy proposed by Thomas L Harris, namely the pull, push and pass strategy.

The results showed that PT Bumi Tahfidz Indonesia implemented the MPR 
strategy in forming a brand image as an Islamic tourist area through a pull strategy 
by maximizing product promotion activities and site surveys to attract public 
attention.  Push strategy through publications on social media, education on the 
concept of sharia and passive income, partner cooperation, family gathering and 
rewarding with the aim of encouraging marketing.  Pass strategy through progress 
information, legal security and granting of buyer rights, buyer testimonials and 
brand ambassadors to participate in social activities to create profitable public 
opinion.

Keywords: Brand Image, Islamic Tourist Area, Marketing Public Relations,
      Sharia Property
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