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KATA PENGANTAR 

 

Assalamu’alaikum Wr. Wb. 
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melimpahkan rahmat dan hidayah-Nya kepada kita semua, terutama terhadap diri 
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Shalawat dan salam kita sanjungkan kepada junjungan kita Nabi Besar 

Muhammad SAW. beserta para sahabat-sahabatnya, keluarganya, dan para 

pengikutnya dari awal zaman hingga akhir zaman kelak, dengan do’a semoga kita 

di akhirat kelak mendapatkan safa’atnya (pertolongannya). Amin. 
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yang telah membantu dan memberikan kemudahan kepada penulis untuk 
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Penulis menyadari bahwa karya tulis ini jauh dari sempurna, mengingat 

keterbatasan pengetahuan, pengalaman, serta kemampuan penulis. Untuk itu, 
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Jakarta,   Januari 2013 

 

 

          Penulis 

 

 

 

 

 

 

 

 

http://digilib.mercubuana.ac.id/



DAFTAR  ISI 

 

Abstrak....................................................................................................................iii 

Kata Pengantar........................................................................................................iv 

Daftar Isi………………………………………………………………………...viii 

BAB I  PENDAHULUAN 

1.1 Latar Belakang Masalah...............................................................................1 

1.2 Identifikasi dan Rumusan Masalah..............................................................8 

1.3  Maksud dan Tujuan Penelitian....................................................................9 

1.3.1 Maksud penelitian............................................................................9 

1.3.2  Tujuan Penelitian.............................................................................9 

1.4 Manfaat Penelitian.......................................................................................9 

1.4.1 Manfaaat Akademis.......................................................................10 

1.4.2 Manfaat  Praktis.............................................................................10 

BAB II KAJIAN PUSTAKA DAN KERANGKA PEMIKIRAN 

2.1 Kajian Pustaka   

2.1.1 Hasil Penelitian Terdahulu.............................................................11 

2.1.2 Komunikasi Pemasaran..................................................................14 

2.1.2.1. Komunikasi.......................................................................15 

http://digilib.mercubuana.ac.id/



2.1.2.2  Pemasaran.........................................................................15 

2.1.2.3  Definisi Komunikasi Pemasaran.......................................16 

2.1.2.4  Strategi Komunikasi Pemasaran.......................................16 

   2.1.2.4.1  Strategi...............................................................16 

   2.1.2.4.2  Tujuan Strategi Komunikasi Pemasaran............18 

   2.1.2.4.3  Bentuk-bentuk Strategi Komunikasi Pemasaran 

      1). Segmentasi............................................19 

      2).Targeting................................................19 

      3). Positioning............................................21 

      4).Analisis Pesaing.....................................22 

2.1.2.5 . Bentuk-bentuk  Komunikasi Pemasaran 

2.1.2.5.1. Periklanan (Advertising) ....................................22 

2.1.2.5.2. Promosi Penjualan (Sales Promotion) ..............26 

2.1.2.5.3. Hubungan Masyarakat (Public Relation) ..........27 

2.1.2.5.4. Personal Selling.................................................29 

  2.1.2.5.5. Pemasaran langsung (Direct Selling)................ 30 

 

http://digilib.mercubuana.ac.id/



2.1.3. Kepercayaan Muzakki 

2.1.3.1. Pengertian Kepercayaan....................................................32 

2.1.3.2. Dimensi Kepercayaan.......................................................34 

2.1.3.3.  Faktor- Faktor yang Mempengaruhi Kepercayaan....................36  

2.1.3.4. Cara Meningkatkan Kepercayaan Konsumen...................37 

2.1.3.5. Muzakki.............................................................................38 

2.2. Model Kerangka pemikiran.............................................................................40 

BAB III  METODOLOGI PENELITIAN 

3.1. Objek Penelitian ........................................................................................43 

3.2.  Paradigma Penelitian..................................................................................43 

3.3.  Metode Penelitian......................................................................................47 

3.4.  Narasumber (Key Informan)......................................................................48 

3.5.  Teknik Pengumpulan Data 

3.5.1 Data Primer....................................................................................49 

3.5.2 Data Sekunder................................................................................50 

3.6. Teknik Analisis Data ......................................................................................50 

3.7. Teknik Pemeriksaan Keabsahan Data 

3.7.1. Triangulasi Metode .........................................................................52 

http://digilib.mercubuana.ac.id/



3.7.2. Triangulasi Sumber Data .................................................................53 

BAB  IV  HASIL PENELITIAN DAN PEMBAHASAN 

4.1. Gambaran Umum dan Sejarah Dompet Dhuafa.........................................55 

4.1.1. Awal  Kehadiran Dompet Dhuafa..................................................55 

4.1.2. Visi dan Misi Dompet Dhuafa.......................................................59 

4.1.3. Tujuan............................................................................................59 

4.1.4. Nilai-nilai Lembaga Dompet Dhuafa Republika...........................60 

4.1.5.  Struktur Organisasi LAZ Dompet Dhuafa......................................61 

4.1.6. Program Dompet Dhuafa...............................................................62 

4.1.7. Konsep dan Prinsip Manajemen Zakat Dompet Dhuafa................75 

4.1.8. Fungsi dan Peranan Divisi Komunikasi dan Remo  

            (Resource and Mobilitation) Dompet Dhuafa................................77 

4.1.9.  Konsep Pemasaran Lembaga Amil Zakat.......................................78 

4.2 Hasil Penelitian..........................................................................................80 

 4.2.1. Proses Analisa Situasi ....................................................................83 

 4.2.2. Analisa STP (Segmentasi, Target, Position) 

  4.2.2.1. Segmentasi........................................................................85 

http://digilib.mercubuana.ac.id/



  4.2.2.2. Target/Penetapan Sasaran.................................................89 

  4.2.2.3. Positioning.........................................................................91 

 4.2.3 Proses Penyusunan dan Perencanaan.............................................92 

 4.2.4. Proses Pelaksanaan.........................................................................93 

  4.2.4.1. Strategi Menghimpun Dana..............................................95 

  4.2.4.2. Layanan Donatur.............................................................106 

 4.2.5. Proses Evaluasi.............................................................................109 

4.3. Pembahasan 

 4.3.1. Pembahasan Tahap Perencanaan..................................................110 

 4.3.2. Pembahasana Tahap Pelaksaan....................................................113 

 4.3.3 Pembahasan Tahap Evaluasi........................................................126  

4.4. Faktor Pendorong dan Penghambat 

 4.4.1. Hasil Penelitian 

4.4.1.1. Faktor Pendorong............................................................131 

  4.4.1.2. Faktor Penghambat..........................................................131 

 4.4.2. Pembahasan 

  4.4.2.1. Faktor Pendorong............................................................134 

http://digilib.mercubuana.ac.id/



  4.4.2.2 . Faktor Penghambat.........................................................135 

BAB V  KESIMPULAN DAN SARAN 

5.1. Kesimpulan..............................................................................................139 

5.2. Saran.........................................................................................................141 

 5.2.1. Saran Akademis...........................................................................141 

 5.2.2. Saran Praktis.................................................................................142 

DAFTAR  PUSTAKA 

LAMPIRAN 

BIODATA PENULIS 

 

 

 

 

 

 

 

 

 

 

 

http://digilib.mercubuana.ac.id/



DAFTAR TABEL 

 

 

Tabel 2.1. Penelitian Terdahulu......................................................................13 

Tabel  2.2. Variabel Segmentasi.......................................................................19 

Tabel 2.3.  Kerangka Pemikiran......................................................................42 

Tabel 3.1.  Penelitian Studi Kasus....................................................................48 

Tabel 4.1. Struktur Organisasi Dompet Dhuafa..............................................61 

Tabel 4.2. Segmentasi Donatur.......................................................................88 

Tabel 4.3. Penetapan Sasaran (Targetting)......................................................90 

Tabel 4.4. Pelaksanaan Strategi Komunikasi Pemasaran..............................110 

Tabel 4.5. Jenis Donasi Dompet Dhuafa.......................................................113 

Tabel 4.6. Tahap Perencanaan.......................................................................114 

Tabel 4.7. Analsis Strategi Komunikasi Pemasaran Dompet Dhuafa...........127 

Tabel 4.8. Unsur-unsur Tahap evaluasi.........................................................129 

Tabel  4.9 Data Perkembangan Donatur.......................................................130 

Tabel  4.10 Faktor Pendukung........................................................................133 

Tabel 4.11.  Faktor Penghambat ......................................................................136 

 

http://digilib.mercubuana.ac.id/


	cv
	tarsani
	kata pengantar



