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ABSTRAK 

 

Penelitian ini mengkaji implementasi pemasaran digital syariah yang 

diterapkan oleh Aqiqah Nurul Hayat Surabaya melalui pemanfaatan Meta Ads 

dalam upaya membangun Brand Awareness. Kajian ini menjadi penting seiring 

dengan meningkatnya kesadaran masyarakat Muslim terhadap layanan akikah yang 

tidak hanya praktis secara operasional, tetapi juga harus dijalankan sesuai dengan 

prinsip-prinsip syariah dalam setiap proses pemasarannya. Fokus utama penelitian 

ini terletak pada bagaimana lembaga pengelola akikah mengintegrasikan nilai-nilai 

Islam, seperti kejujuran, transparansi, etika komunikasi Islami, serta pengawasan 

lembaga, ke dalam praktik pemasaran digital modern agar tetap kompetitif di pasar 

Surabaya. 

Penelitian ini bertujuan menganalisis implementasi dan dampak pemasaran 

digital syariah melalui Meta Ads terhadap pembangunan Brand Awareness Aqiqah 

Nurul Hayat Surabaya dengan menggunakan pendekatan metode campuran (mixed 

methods) yang didominasi pendekatan kualitatif. Pendekatan kualitatif deskriptif 

digunakan sebagai metode utama dalam penelitian lapangan melalui wawancara 

mendalam dengan Manajer dan tim pemasaran digital untuk memahami praktik 

promosi, penyusunan pesan pemasaran, serta mekanisme pengawasan internal 

dalam menjaga kesesuaian pemasaran digital dengan prinsip syariah. Pendekatan 

kuantitatif digunakan sebagai data pendukung melalui kuesioner kepada konsumen 

yang dianalisis menggunakan regresi linier sederhana untuk mengukur dampak 

implementasi digital marketing syariah terhadap Brand Awareness. 

Hasil penelitian menunjukkan bahwa implementasi pemasaran digital 

syariah melalui Meta Ads dianalisis berdasarkan indikator utama, meliputi 

kesesuaian konten promosi dengan prinsip syariah, transparansi dan kejujuran 

pesan digital, etika komunikasi Islami, serta tanggung jawab dan pengawasan 

lembaga. Penerapan indikator tersebut berkontribusi dalam membentuk Brand 

Awareness Aqiqah Nurul Hayat yang tercermin pada peningkatan brand 

recognition, brand recall, dan posisi top of mind, dengan analisis difokuskan pada 

praktik perencanaan dan pengelolaan konten Meta Ads oleh pihak internal lembaga. 

Penelitian ini merekomendasikan agar Aqiqah Nurul Hayat 

mengoptimalkan pengelolaan Meta Ads melalui pemanfaatan fitur analitik yang 

lebih komprehensif, memperkuat konten edukatif berbasis syariah sebagai strategi 

diferensiasi, serta menyusun dan menerapkan Standard Operating Procedure 

(SOP) pemasaran digital syariah yang terdokumentasi guna menjaga konsistensi 

implementasi strategi pemasaran di tingkat nasional. 

 

 

Kata Kunci: Digital Marketing Syariah, Brand Awareness, Meta Ads. 
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ABSTRACT 

 

 The This study examines the implementation of sharia-based digital marketing 

strategies applied by Aqiqah Nurul Hayat Surabaya through the use of Meta Ads in an 

effort to build Brand Awareness. This topic is increasingly important in line with the 

growing awareness among Muslim communities of akikah services that are not only 

operationally practical but also must be conducted in accordance with sharia principles 

throughout the marketing process. The main focus of this study lies in how an akikah service 

institution integrates Islamic values such as honesty, transparency, Islamic communication 

ethics, and institutional supervision into modern digital marketing practices in order to 

remain competitive in the Surabaya market. 

This study aims to analyze the implementation and impact of sharia-based 

digital marketing through Meta Ads on the development of Brand Awareness at 

Aqiqah Nurul Hayat Surabaya by employing a mixed methods approach with a 

dominant qualitative orientation. A descriptive qualitative approach is used as the 

primary method in this field research, with primary data collected through in-depth 

interviews with the Manager and the Creative Digital Marketing Team to examine 

promotional practices, message development, and internal supervision mechanisms 

in ensuring compliance with sharia principles. Meanwhile, a quantitative approach 

is employed as supporting data through consumer questionnaires, which are 

analyzed using simple linear regression to measure the impact of sharia-based 

digital marketing implementation on Brand Awareness. 

The results show that the implementation of sharia-based digital marketing 

through Meta Ads is analyzed based on key indicators, including compliance of 

promotional content with sharia principles, transparency and honesty in digital 

messaging, Islamic communication ethics, as well as institutional responsibility and 

supervision. The application of these indicators contributes to the formation of 

Brand Awareness at Aqiqah Nurul Hayat, as reflected in increased brand 

recognition, brand recall, and top-of-mind positioning, with the analysis focusing 

on the planning and management of Meta Ads content conducted by internal 

institutional actors. 

This study recommends that Aqiqah Nurul Hayat optimize the management 

of Meta Ads by utilizing more comprehensive analytical features, strengthen sharia-

based educational content as a differentiation strategy, and develop and implement 

documented Standard Operating Procedures (SOP) for sharia-based digital 

marketing to ensure consistency in strategy implementation at the national level. 

. 

 

 

Keywords: sharia digital marketing, Brand Awareness, Meta Ads 
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