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ABSTRAK

Desy Salma Aeni, NIM: 18086050026, Analisis Model Komunikasi
Pemasaran Terpadu (Integrated Marketing Communication) Umrah Al
Bahjah Tour & Travel Cirebon

Dalam penelitian ini, mengangkat suatu permasalahan yaitu Model
Komunikasi Pemasaran Terpadu (Integrated Marketing Communication) Umrah
Al Bahjah Tour & Travel Cirebon yang merupakan poin penting dalam
melakukan komunikasi pemasaran terpadu. Karena, persaingan yang sangat
kompetitif di industri pariwisata yaitu bisnis tour & travel, harus meningkatkan
keunggulan-keunggulan produk, pelayanan prima dan juga harus bisa
mempromosikan keunggulan-keunggulan itu dengan cara komunikasi pemasaran
yang tepat. Adapun tantangan perusahaan tour & travel khususnya umrah kian
berat, yaitu berupa pesatnya perkembangan teknologi informasi ditengah
masyarakat. Kalangan pelaku biro umrah harus siap menghadapinya.

Tujuan dari penelitian ini adalah untuk mengetahui efektivitas Model
Komunikasi Pemasaran Terpadu (Integrated Marketing Communication) Umrah
Al Bahjah Tour & Travel Cirebon. Penelitian ini bertujuan untuk
mendeskripsikan dan menganalisis relevansi antara strategi dan implementasi
Model Komunikasi Pemasaran Terpadu (Integrated Marketing Communication)
Umrah Al Bahjah Tour & Travel Cirebon. Menggunakan teori-teori yang relevan
dengan tema riset, yaitu Teori Komunikasi, Teori Bisnis Tour & Travel, Teori
Komunikasi Bisnis, Teori Komunikasi Pemasaran, Teori Bauran Komunikasi
Pemasaran (Marketing Communication Mix), Teori Komunikasi Pemasaran
Terpadu ( Integrated Marketing Communication), Teori Pemasaran Produk
Umrah Berprinsip Syariah. Penelitian ini menggunakan pendekatan kualitatif
dengan metode deskriptif dan paradigma fenomenologi. Berlokasi dikantor pusat
Albahjah Tour & Travel Cirebon.

Dalam penelitian ini fokus yang diambil adalah aspek Promotion dimana
strategi yang sekarang banyak diterapkan adalah strategi Integrated Marketing
Communication. Merumuskan strategi Integrated Marketing Communication bagi
suatu perusahaan tour & travel haruslah disesuaikan dengan visi & misi,
segmentation, targeting, dan positioning dari perusahaan itu sendiri.

Hasil penelitian ini adalah: 1) Efektivitas Model Komunikasi Pemasaran
Terpadu (Integrated Marketing Communication) Umrah Al Bahjah Tour &
Travel Cirebon. 2) Adanya pengintegrasian antara strategi dan implementasi
Komunikasi Pemasaran Terpadu (Integrated Marketing Communication) dalam
memasarkan produk umrahnya. 3) Perlu adanya peningkatan pemasaran melalui
media digital seperti instagram, facebook, website, bahkan kedepannya agar dapat
bergabung dengan e-commerce agar dapat menjangkau pasar yang lebih luas.

Kata Kunci: Komunikasi, Pemasaran, Komunikasi Pemasaran Terpadu, Umrah
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ABSTRACT

Desy Salma Aeni, NIM: 18086050026, Analysis of the Integrated Marketing
Communication Model for Umrah Al Bahjah Tour & Travel Cirebon

This study, raising a problem, namely the Analysis of the Integrated
Marketing Communication Model for Umrah Al Bahjah Tour & Travel Cirebon
which is an important point in carrying out integrated marketing communications.
Because, the very competitive competition in the tourism industry, namely the
tour & travel business, must increase product advantages, excellent service and
must also be able to promote these advantages by means of proper marketing
communication. The challenges of tour & travel companies, especially Umrah, are
getting more severe, namely the rapid development of information technology in
the community. Umrah bureau actors must be ready to face it.

The purpose of this study was to determine the effectiveness of the
Integrated Marketing Communication Model for Umrah Al Bahjah Tour & Travel
Cirebon. This study aims to describe and analyze the relevance between strategy
and implementation of the Integrated Marketing Communication Model for
Umrah Al Bahjah Tour & Travel Cirebon. Using theories relevant to the research
theme, namely Communication Theory, Tour & Travel Business Theory, Business
Communication Theory, Marketing Communication Theory, Marketing
Communication Mix Theory, Integrated Marketing Communication Theory,
Marketing Theory Sharia Principled Umrah Products. This study uses a
qualitative approach with descriptive methods and phenomenological paradigms.
Located at the head office of Albahjah Tour & Travel Cirebon.

In this study, the focus taken is the Promotion aspect where the strategy
currently being applied is the Integrated Marketing Communication strategy.
Formulating an Integrated Marketing Communication strategy for a tour & travel
company must be adjusted to the vision & mission, segmentation, targeting, and
positioning of the company itself.

The results of this study are: 1) Efectivity of the Integrated Marketing
Communication Model for Umrah Al Bahjah Tour & Travel Cirebon. 2) There is
an integration between strategy and implementation of Integrated Marketing
Communication in marketing its Umrah products. 3) It is necessary to increase
marketing through digital media such as Instagram, Facebook, websites, even in
the future so that they can join e-commerce in order to reach a wider market.

Keywords: Communication, Marketing, Integrated Marketing Communication,
Umrah.
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