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Strategi Branding Masjid di Gedung Perkantoran :
Studi Kasus Masjid Wisma Bakrie.
Giyono

ABSTRAK:
Perkembangan masjid di Indonesia menunjukkan pertumbuhan yang signifikan, namun
masjid di lingkungan perkantoran menghadapi tantangan dalam membangun identitas,
menarik keterlibatan jamaah, dan tetap relevan dengan kebutuhan pekerja profesional.
Penelitian ini bertujuan menganalisis strategi branding Masjid Wisma Bakrie sebagai
masjid perkantoran menggunakan lima dimensi Mosque Branding, yaitu Brand
Distinctiveness, Brand Communication, Brand Community, Brand Outreach, dan
Brand Innovation. Penelitian menggunakan pendekatan kualitatif dengan metode studi
kasus. Data diperoleh melalui wawancara mendalam, observasi, dokumentasi, dan
analisis media digital, kemudian dianalisis melalui reduksi data, penyajian data,

penarikan kesimpulan, dan triangulasi.

Hasil penelitian menunjukkan bahwa strategi branding Masjid Wisma Bakrie berhasil
membangun identitas sebagai masjid yang inklusif di lingkungan korporasi. Integrasi
lima dimensi Mosque Branding menghasilkan value yang dirasakan jamaah, seperti
kemudahan memperoleh informasi, peningkatan pengetahuan agama, pengembangan
kompetensi, kemudahan layanan, serta pengalaman positif yang memaknai masjid
sebagai ruang spiritual recharge, kebersamaan, dan pengembangan diri. Penelitian ini
menghasilkan model konseptual Inclusive Mosque Branding yang menunjukkan
bahwa keberhasilan branding masjid perkantoran tidak hanya ditentukan oleh identitas
dan program, tetapi juga oleh kemampuan membangun pengalaman, keterikatan

emosional, dan relevansi masjid dengan kebutuhan pekerja profesional.

Kata Kunci: Mosque Branding, Masjid Perkantoran, Inclusive Mosque Branding,

Pekerja Profesional, Masjid Wisma Bakrie.



Mosque Branding Strategies in Office Buildings: A Case Study of the Wisma
Bakrie Mosque
Giyono

ABSTRACT:
The rapid increase in the number of mosques in Indonesia has been accompanied by
new challenges, particularly for office mosques in establishing a distinctive identity,
engaging worshippers, and remaining relevant to the needs of professional workers.
This study aims to analyze the branding strategy of Masjid Wisma Bakrie as an office
mosque based on the five dimensions of Mosque Branding: Brand Distinctiveness,
Brand Communication, Brand Community, Brand Outreach, and Brand Innovation.
This study employed a qualitative case study approach. Data were collected through
in-depth interviews, observations, documentation, and digital content analysis and
were analyzed using data reduction, data display, conclusion drawing, and

triangulation.

The findings reveal that the branding strategy of Masjid Wisma Bakrie has successfully
established the mosque as an inclusive mosque within a corporate environment. The
integration of the five Mosque Branding dimensions creates perceived value for
worshippers, including easier access to information, enhanced religious knowledge,
competency development, convenient services, and positive experiences that position
the mosque as a place for spiritual recharge, social connectedness, and personal
development. This study proposes a conceptual model of Inclusive Mosque Branding,
demonstrating that successful office mosque branding depends not only on identity and
programs but also on the ability to create meaningful experiences, foster emotional

engagement, and remain responsive to the needs of professional workers.

Keywords: Mosque Branding, Office Mosque, Inclusive Mosque Branding,
Professional Workers, Masjid Wisma Bakrie.
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