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Strategi Pemasaran Produk Cicil Emas Dalam Meningkatkan 

Minat Nasabah di PT. Bank Syariah Indonesia Kantor Cabang 

Pembantu Gresik Kota Baru 

 

Serli Fatonah 

Program Studi Manajemen, Fakultas Ekonomi, Universitas Gresik 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi pemasaran produk 

BSI Cicil Emas dalam meningkatkan minat nasabah di Bank Syariah Indonesia 

KCP Gresik Kota Baru, mengidentifikasi kendala yang dihadapi, serta menganalisis 

kesesuaian antara praktik pemasaran dengan teori pemasaran. Penelitian ini 

menggunakan pendekatan kualitatif dengan jenis penelitian deskriptif. Data 

diperoleh melalui wawancara, observasi, dan dokumentasi terhadap Branch 

Operational and Service Manager (BOSM), Pawning Sales Officer (PSO), 

Pawning Appraisal (PA), Customer Service, dan nasabah BSI Cicil Emas. Analisis 

data dilakukan melalui reduksi data, penyajian data, dan penarikan kesimpulan 

dengan uji keabsahan menggunakan triangulasi sumber dan teknik. Hasil penelitian 

menunjukkan bahwa strategi pemasaran telah menerapkan konsep Segmenting, 

Targeting, Positioning (STP) dan Marketing Mix 7P yang didukung oleh digital 

marketing, telemarketing, dan cross selling. Penerapan strategi tersebut berhasil 

meningkatkan minat nasabah terhadap produk BSI Cicil Emas. Kendala yang 

ditemukan meliputi fluktuasi harga emas, rendahnya literasi masyarakat mengenai 

investasi emas syariah, perbedaan program promosi antar cabang, dan gangguan 

teknis pada layanan digital. Penelitian ini menemukan bahwa keberhasilan 

pemasaran tidak hanya dipengaruhi oleh penerapan STP dan Marketing Mix 7P, 

tetapi juga oleh edukasi yang berkelanjutan, sinergi antarpegawai, serta 

optimalisasi media digital. Temuan tersebut diharapkan menjadi masukan bagi 

Bank Syariah Indonesia dalam meningkatkan efektivitas pemasaran produk BSI 

Cicil Emas. 

Kata Kunci: Strategi Pemasaran, STP, Marketing Mix 7P, BSI Cicil Emas, 

Minat Nasabah. 
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Marketing Strategy for Gold Installment Products to Increase 

Customer Interest at PT. Bank Syariah Indonesia's Gresik Kota 

Baru Branch Office 

 

Serli Fatonah 

Management Study Program, Faculty of Economics, University of Gresik 

ABSTRACT 

This study aims to analyze the marketing strategy of the BSI Gold 

Installment (BSI Cicil Emas) product in increasing customer interest at Bank 

Syariah Indonesia KCP Gresik Kota Baru, identify the challenges encountered, and 

examine the conformity between marketing practices and marketing theories. This 

research employed a qualitative descriptive approach. Data were collected through 

interviews, observations, and documentation involving the Branch Manager, 

Branch Operational and Service Manager (BOSM), Pawning Sales Officer (PSO), 

Pawning Appraisal (PA), Customer Service staff, and customers of the BSI Gold 

Installment product. Data were analyzed through data reduction, data display, and 

conclusion drawing, while data validity was ensured through source and technique 

triangulation. The findings indicate that the marketing strategy has implemented 

the concepts of Segmentation, Targeting, Positioning (STP) and the 7P Marketing 

Mix, supported by digital marketing, telemarketing, and cross-selling strategies. 

The study also identified several challenges, including fluctuations in gold prices, 

limited public literacy regarding Islamic gold investment, differences in 

promotional programs among branches, and technical issues in digital services. 

The findings reveal that marketing success is influenced not only by the 

implementation of STP and the 7P Marketing Mix but also by continuous customer 

education, employee collaboration, and the optimal utilization of digital media. 

These findings are expected to provide useful recommendations for improving the 

effectiveness of marketing the BSI Gold Installment product. 

Keywords: Marketing Strategy, STP, 7P Marketing Mix, BSI Gold Installment, 

Customer Interest.. 
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