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ABSTRAK 
 

Skripsi dengan judul “Analisis Penerapan Marketing Mix Syariah Dalam 

Meningkatkan Brand image PT Al Andalus Nusantara Travel” merupakan 

penelitian kualitatif terkait analisis penerapan marketing mix syariah PT. Al Andalus 

Nusantara Travel dan analisis marketing mix syariah dalam meningkatkan brand 

image PT. Al Andalus Nusantara Travel. 

Pendekatan yang digunakan dalam penelitian ini yaitu pendekatan kualitatif dengan 

rancangan penelitian studi kasus. Sumber data penelitian diperoleh dari data primer 

melalui proses wawancara, observasi, dan dokumentasi yang kemudian dianalisis 

untuk menarik beberapa kesimpulan tentang strategi marketing mix syariah dalam 

meningkatkan brand image PT. Al Andalus Nusantara Travel. 

Hasil penelitian menunjukkan penerapan marketing mix syariah (7P) telah efektif 

dilakukan melalui pragmatism, palliation, patience, pertinence, peer-support, 

persistent, pedagogy. Adapun penerapan marketing mix syariah dapat 

meningkatkan brand image PT. Al Andalus Nusantara Travel melalui strength of 

brand association dan favorability of brand association yang dimiliki. 

Penelitian ini memberikan saran untuk objek penelitian yaitu mengeksplorasi dan 

mengembangkan keunikan tambahan yang dapat menjadi ciri khas mereka. 

Memperkuat aspek keunikan ini tidak hanya akan membedakan mereka dari 

kompetitor, tetapi juga dapat menarik lebih banyak jamaah yang mencari 

pengalaman perjalanan ibadah yang istimewa dan berbeda. Untuk penelitian 

selanjutnya, dapat dijadikan referensi dengan objek dan perspektif yang berbeda 

sehingga dapat memperluas wawasan dan pengetahuan. 

 

 

Kata kunci: Bauran Pemasaran Syariah, Citra Merek, Calon Jamaah 
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ABSTRACT 
 

Thesis with the title “Analysis of the Application of Sharia Marketing mix in 

Improving the Brand image of PT Al Andalus Nusantara Travel” is a qualitative 

research related to the analysis of the application of sharia marketing mix of PT Al 

Andalus Nusantara Travel and the analysis of sharia marketing mix in improving 

the brand image of PT Al Andalus Nusantara Travel. 

The research approach used in this research is a qualitative approach with a 

case study research design. Sources of data in the study were obtained from primary 

data through the process of interviews, observation, and documentation which were 

then analyzed to draw conclusions about the sharia marketing mix strategy in 

improving the brand image of PT Al Andalus Nusantara Travel. 

The results showed that the application of the sharia marketing mix (7P) has 

been effectively carried out through pragmatism, palliation, patience, pertinence, 

peer-support, persistent, pedagogy. The application of sharia marketing mix can 

improve the brand image of PT Al Andalus Nusantara Travel through the strength 

of brand association and the favorability of brand association owned. 

This research provides suggestions for the object of research, namely exploring 

and developing additional uniqueness that can characterize them. Strengthening 

this aspect of uniqueness will not only differentiate them from competitors, but can 

also attract more pilgrims who are looking for a special and different worship trip 

experience. For further research, it can be used as a reference with different objects 

and perspectives so as to broaden insight and knowledge. 

. 

 

Keywords: Sharia Marketing mix, Brand image, Pilgrims  
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