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ABSTRAK 

 

Maulana Lazuardi, NIM. 04020420031, 2023. Analisis Penerapan Funnel Marketing 

di Shafira Tour & Travel.  

 Penelitian ini bertujuan untuk menganalisis penerapan funnel marketing di 

Shafira Tour & Travel dan faktor-faktor yang menjadi kendala proses penerapan 

funnel marketing 

Dalam penelitian ini, peneliti menerapkan metode penelitian kualitatif dengan 

pendekatan studi kasus dan jenis penelitian eksploratif. Berbagai teknik pengumpulan 

data diterapkan, termasuk in-depth interview, participant observation dan 

dokumentasi. Teknik validitas data yang digunakan adalah triangulasi sumber data. 

Selanjutnya, untuk analisis data peneliti menggunakan pendekatan Miles dan 

Huberman. 

Hasil dari penelitian ini adalah Shafira Tour & Travel menerapkan beberapa 

tahapan strategi funnel marketing, dengan harapan bisa memperluas pemasaran serta 

memenuhi kepuasan pelanggan dan menjaga hubungan positif dengan jemaah di 

dalam lingkungan bisnisnya. Berikut merupakan bentuk-bentuk tahapan strategi 

funnel marketing yang diterapkan Shafira Tour & Travel. Tahap kesadaran produk 

(Awareness), tahap kesadaran produk dan layanan di Shafira Tour & Travel 

mengadopsi dua pendekatan dalam kesadaran produk dan layanan mereka, yaitu 

secara daring dan luring. Pada tahap kesadaran produk (Awareness) secara daring di 

Shafira Tour & Travel, dilakukan melalui berbagai strategi pemasaran online Ini 

mencakup pengiriman brosur secara digital, broadcasting radio melalui Suara 

Surabaya dan memanfaatkan media sosial dan situs webnya sebagai platform untuk 

berbagi informasi terkait produk, promo, dan pembaruan harga terkini. Pada tahap 

kesadaran produk (Awareness) secara luring, Shafira Tour & Travel aktif 

berpartisipasi dalam pameran umrah di pusat perbelanjaan dan Sosialisasi datang ke 

kantor-kantor untuk program umroh corporate. Pada Tahap Minat (Interest) Shafira 

Tour & Travel melakukan inovasi secara rutin dengan melibatkan penawaran khusus 

dalam bentuk varian paket umrah, yang mencakup promosi diskon, penawaran 
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layanan gratis seperti akses kereta cepat atau fasilitas lounge eksklusif, serta 

pemberian bonus uang saku kepada calon jemaah. Lalu memanfaatkan media sosial, 

terutama platform Instagram, untuk membangkitkan minat terhadap produknya.serta 

menerapkan Personal Selling dengan orientasi pelayanan yang optimal. Pada Tahap 

Pertimbangan (Consideration) Shafira Tour & Travel selalu mengedepankan fasilitas 

dan pelayanan prima, mempunyai kredibilitas & reputasi yang baik serta memiliki 

paket perjalanan yang beragam. Pada Tahap Tindakan (Action) Shafira Tour & Travel 

memberikan pelayanan terbaik kepada setiap jamaah yang datang ke kantor hingga 

proses pembelian paket dan Jika tidak terjadi kesepakatan pun, shafira tetap 

memberikan pelayanan terbaik kepada setiap jemaah. Lalu juga memberikan kartu 

nama serta meminta kontak WhatsApp jemaah agar menciptakan pengalaman 

personal dan mendukung jalannya komunikasi yang efektif, sekaligus memfasilitasi 

potensi penyelesaian pendaftaran. Pada Tahap Loyalitas (Loyalty) Shafira Tour & 

Travel mengadakan survei kepuasan jemaah dalam setiap kepulangan ibadah Haji dan 

Umrah, membuat WhatsApp grup sebagai wadah menyapa jamaah dan sebagai sarana 

promosi maupun menawarkan produk terbaru secara eksklusif serta Memberikan 

reward berupa bingkisan parcel Lebaran dan voucher ticket upgrade business class 

dan hotel view Ka’bah. 

Sedangkan faktor yang menjadi kendala dalam penerapan funnel marketing di 

Shafira Tour & Travel adalah Minim Kesadaran Produk, Minim Partisipasi 

Konsumen, Minim Volume Penjualan serta Minim Retensi Pelanggan. 

Kata kunci: funnel marketing, marketing, pemasaran,penerapan, tour & travel 
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ABSTRACT  

Maulana Lazuardi, NIM. 04020420031, 2023. Analysis of the Implementation of 

Funnel Marketing at Shafira Tour & Travel. 

This research aims to analyze the implementation of funnel marketing at 

Shafira Tour & Travel and the factors that become obstacles to the process of 

implementing funnel marketing. 

In this research, researchers applied qualitative research methods with a case 

study approach and exploratory research type. Various data collection techniques 

were applied, including in-depth interviews, participant observation and 

documentation. The data validity technique used is data source triangulation. Next, 

for data analysis, researchers used the Miles and Huberman approach. 

The results of this research are that Shafira Tour & Travel implements several stages 

of a funnel marketing strategy, with the hope of expanding marketing and meeting 

customer satisfaction and maintaining positive relationships with the congregation in 

its business environment. The following are the stages of the funnel marketing 

strategy implemented by Shafira Tour & Travel. Product awareness stage 

(Awareness), the product and service awareness stage at Shafira Tour & Travel 

adopts two approaches in awareness of their products and services, namely online 

and offline. At the online product awareness stage at Shafira Tour & Travel, it is 

carried out through various online marketing strategies. This includes sending 

brochures digitally, broadcasting radio via Suara Surabaya and utilizing social 

media and its website as a platform for sharing information related to products, 

promos, and latest price updates. At the offline product awareness stage, Shafira 

Tour & Travel actively participated in Umrah exhibitions in shopping centers and 

socialization by coming to offices for corporate Umrah programs. At the Interest 

Stage, Shafira Tour & Travel innovates regularly by involving special offers in the 

form of Umrah package variants, which include discount promotions, offers of free 

services such as fast train access or exclusive lounge facilities, as well as giving 

pocket money bonuses to prospective pilgrims. Then utilize social media, especially 

the Instagram platform, to generate interest in the product and implement Personal 
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Selling with optimal service orientation. At the Consideration Stage, Shafira Tour & 

Travel always prioritizes excellent facilities and service, has good credibility & 

reputation and has various travel packages. In the Action Stage, Shafira Tour & 

Travel provides the best service to every congregation who comes to the office up to 

the package purchasing process and even if there is no agreement, Shafira still 

provides the best service to every congregation. Then also provide business cards 

and ask for the congregation's WhatsApp contact to create a personal experience and 

support effective communication, as well as facilitating the potential for completing 

registration. At the Loyalty Stage, Shafira Tour & Travel conducted a survey of 

congregation satisfaction during each return of the Hajj and Umrah pilgrimages, 

created a WhatsApp group as a place to greet the congregation and as a means of 

promotion as well as offering the latest products exclusively as well as providing 

rewards in the form of Eid parcels and upgrade ticket vouchers. business class and 

Kaaba view hotel. 

Meanwhile, the factors that become obstacles in implementing funnel 

marketing at Shafira Tour & Travel are lack of product awareness, lack of consumer 

involvement, lack of sales and lack of customer retention. 

Keywords: funnel marketing, marketing, marketing, implementation, tour & travel  
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