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ABSTRAK 
 

ADINDA RIZQI SYAFIRA. Strategi Positioning, Differentiation, dan 
Branding (PDB) untuk Meningkatkan Brand Awareness Ekowisata Hutan Wakaf 
di Bogor. Dibimbing oleh LAILY DWI ARSYIANTI. 

 
Hutan Wakaf Bogor (HWB) menghadapi masalah utama berupa rendahnya 

jumlah pengunjung dan pemasaran yang terbatas, meskipun memiliki konsep unik 
hutan wakaf yang mengintegrasikan nilai edukasi, spiritualitas, dan rekreasi alam. 
Penelitian ini bertujuan untuk mengidentifikasi segmentasi pasar HWB, 
menganalisis aspek 4A, serta merumuskan strategi positioning, differentiation, dan 
branding (PDB), termasuk alternatif strategi pemasaran untuk pengembangan 
HWB. Metode penelitian menggunakan analisis SWOT, matriks IFE-EFE, IE, dan 
QSPM berdasarkan data wawancara dan kuesioner. Hasil penelitian menunjukkan 
bahwa HWB memiliki potensi kuat di segmen wisatawan edukatif-spiritual, dengan 
komponen atraksi dan kelembagaan yang unggul, namun aspek aksesibilitas dan 
amenitas masih perlu ditingkatkan. HWB diposisikan sebagai destinasi reflektif- 
edukatif dengan diferensiasi melalui konsep hutan wakaf yang menyenangkan. 
Berdasarkan skor IFE dan EFE, HWB dapat mengembangkan strategi pertumbuhan 
agresif. Rekomendasi strategi pemasaran utama ialah memperkuat citra HWB 
sebagai destinasi back to nature edukatif melalui narasi “Growing Wild Waqf: Your 
Eternal Forest to Escape.” 

Kata Kunci: branding, differentiation, HWB, positioning, QSPM 
 

ABSTRACT 
 

ADINDA RIZQI SYAFIRA. Positioning, Differentiation, and Branding (PDB) 
Strategy to Increase Brand Awareness of Waqf Forest Ecotourism in Bogor. 
Supervised by LAILY DWI ARSYIANTI. 

 
Hutan Wakaf Bogor (HWB) faces a major challenge of low visitor numbers 

and limited marketing, despite its unique “waqf forest” concept integrating 
educational, spiritual, and nature-based recreational values. This study aims to 
identify HWB’s market segmentation, analyze the 4A aspects, and formulate 
positioning, differentiation, and branding (PDB) strategies, including alternative 
marketing strategies for its development. The research employed SWOT analysis, 
IFE-EFE matrices, IE, and QSPM based on interviews and questionnaires. The 
results indicate that HWB has strong potential in the educational-spiritual tourist 
segment, with superior attraction and institutional components, while accessibility 
and amenities still require improvement. HWB is positioned as a reflective- 
educational destination with differentiation through its enjoyable waqf forest 
concept. Based on IFE and EFE scores, HWB can pursue an aggressive growth 
strategy. The primary marketing recommendation is to strengthen HWB’s image as 
an educational back-to-nature destination through the narrative “Growing Wild 
Waqf: Your Eternal Forest to Escape.” 
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