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ABSTRAK 

 

PT. Auva Eqtena Nahdha Tour and Travel merupakan salah satu 

perusahaan yang bergerak di bidang jasa pelayanan haji dan umrah di Surabaya. 

Dalam industri yang kompetitif ini, citra positif dan digital branding menjadi 

faktor krusial dalam menarik minat calon jamaah dan mempertahankan 

kepercayaan pelanggan. Penelitian ini bertujuan untuk menganalisis penerapan 

strategi dalam memperkuat citra positif pelayanan serta membangun personal 

branding yang efektif, guna meningkatkan loyalitas dan kepuasan pelanggan di 

PT. Auva Eqtena Nahdha Tour and Travel. 

Penelitian ini menggunakan metode kualitatif dengan pendekatan 

deskriptif. Data diperoleh melalui wawancara mendalam dengan manajemen, 

karyawan, dan pelanggan, serta observasi langsung di kantor pusat PT. Auva 

Eqtena Nahdha Tour and Travel Siwalankerto, Surabaya. Selain itu, analisis 

dokumentasi terkait kebijakan pelayanan dan promosi perusahaan juga dilakukan 

untuk melengkapi informasi yang dibutuhkan dalam penelitian ini. 

Hasil penelitian menunjukkan bahwa PT. Auva Eqtena Nahdha telah 

menerapkan berbagai strategi untuk memperkuat citra positif dan digital branding, 

seperti memberikan pelayanan yang ramah dan profesional, meningkatkan 

kualitas fasilitas, serta aktif melakukan promosi melalui media sosial dan kegiatan 

komunitas. Faktor kepercayaan dan kepuasan jamaah terbukti meningkat seiring 

dengan konsistensi perusahaan dalam memberikan pelayanan terbaik.  

Kesimpulannya, penerapan strategi penguatan citra positif dan digital 

branding di PT. Auva Eqtena Nahdha Tour and Travel memberikan dampak 

signifikan terhadap peningkatan jumlah pelanggan dan loyalitas jamaah. 

Disarankan agar perusahaan terus melakukan evaluasi berkala terhadap strategi 

yang diterapkan serta berinovasi dalam memberikan pelayanan yang sesuai 

dengan kebutuhan dan harapan pelanggan agar dapat bersaing secara 

berkelanjutan di industri ini.  

Kata Kunci: Citra Positif, Pelayanan Haji  dan Umrah, Digital Branding. 
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ABSTRACT 

 

PT. Auva Eqtena Nahdha Tour and Travel is one of the companies engaged 

in the field of hajj and umrah services in Surabaya. In this competitive industry, a 

positive image and digital branding are crucial factors in attracting prospective 

pilgrims and maintaining customer trust. This study aims to analyze the 

implementation of strategies in strengthening a positive image of service and 

building effective personal branding, in order to increase customer loyalty and 

satisfaction at PT. Auva Eqtena Nahdha Tour and Travel. 

This study uses a qualitative method with a descriptive approach. Data 

were obtained through in-depth interviews with management, employees, and 

customers, as well as direct observation at the head office of PT. Auva Eqtena 

Nahdha Tour and Travel Siwalankerto, Surabaya. In addition, documentation 

analysis related to the company's service and promotion policies was also carried 

out to complete the information needed in this study. 

The results of the study show that PT. Auva Eqtena Nahdha has 

implemented various strategies to strengthen a positive image and digital 

branding, such as providing friendly and professional service, improving the 

quality of facilities, and actively promoting through social media and community 

activities. The trust and satisfaction factors of pilgrims have been shown to 

increase along with the company's consistency in providing the best service. 

In conclusion, the implementation of positive image strengthening and 

digital branding strategies at PT. Auva Eqtena Nahdha Tour and Travel has a 

significant impact on increasing the number of customers and pilgrim loyalty. It is 

recommended that the company continue to conduct periodic evaluations of the 

strategies implemented and innovate in providing services that are in accordance 

with customer needs and expectations in order to compete sustainably in this 

industry. 

Keywords: Positive Image, Hajj and Umrah Services, Digital Branding. 
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