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ABSTRAK 

Penelitian ini dilatarbelakangi oleh munculnya isu negatif terkait keaslian 

emas Antam di Tahun 2025 yang menimbulkan persepsi negatif masyarakat 

terhadap produk investasi emas, khususnya pada emas merek Antam. Situasi ini 

menuntut Bank Muamalat sebagai mitra Antam dalam pembiayaan produk Solusi 

Emas Hijrah perlu memperkuat strategi pemasarannya guna meningkatkan minat 

nasabah. 

Penelitian ini menggunakan metode kualitatif dengan pendekatan studi kasus 

yang bertujuan untuk memahami implementasi strategi bauran pemasaran 7P pada 

produk Solusi Emas Hijrah di Bank Muamalat KCU Darmo Surabaya saat isu 

beredar. Adapun penelitian ini menggunakan teknik pengumpulan data berupa 

wawancara mendalam kepada pihak bank dan nasabah, observasi langsung di lokasi 

Bank Muamalat KCU Darmo Surabaya, serta dokumentasi terkait media 

pendukung pemasaran.  

Hasil penelitian menunjukkan bahwa di tengah beredarnya isu negatif emas 

Antam, Bank Muamalat KCU Darmo Surabaya telah memperkuat seluruh elemen 

bauran pemasaran 7P, khususnya aspek komunikasi pegawai dalam elemen people. 

melalui edukasi terkait keaslian produk serta pengenalan pemasok emas lain non 

Antam. Dari sudut pandang nasabah, elemen product, price, serta promotion 

memegang aspek penting dalam membangun minat mereka. Meskipun demikian, 

dalam penerapannya bank menghadapi hambatan seperti berupa penundaan 

pembiayaan oleh beberapa nasabah, serta tantangan dalam aspek komunikasi yang 

lebih intens.  

Di akhir penelitian, peneliti memberikan saran agar bank senantiasa 

memperkuat aspek komunikasi serta memperluas pendekatan pemasaran yang 

berfokus pada transparansi, ketepatan informasi, dan kredibilitas layanan. Selain 

itu, bank perlu mengoptimalkan pemanfaatan media digital tidak hanya sebagai 

sarana promosi, tetapi juga sebagai media edukasi untuk meyakinkan para nasabah 

sebelum menggunakan produk atau layanan. 

Kata Kunci: Solusi Emas Hijrah, Strategi Pemasaran, Minat Nasabah, Bank 

Muamalat, Isu Pemalsuan Emas Antam. 
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ABSTRACT 

This study is motivated by the emergence of a negative issue regarding the 

authenticity of Antam gold in 2025, which led to negative public perceptions toward 

gold investment products, particularly Antam-branded gold. This situation requires 

Bank Muamalat, as an Antam partner in financing the Solusi Emas Hijrah product, 

to strengthen its marketing strategy in order to maintain and increase customer 

interest. 

This research employs a qualitative method with a case study approach aimed 

at understanding the implementation of the 7P marketing mix strategy for the Solusi 

Emas Hijrah product at Bank Muamalat KCU Darmo Surabaya during the 

circulation of the issue. Data were collected through in-depth interviews with bank 

representatives and customers, direct observation of the marketing process, and 

documentation of marketing support media. 

The results indicate that amid the negative issue surrounding Antam gold, 

Bank Muamalat KCU Darmo Surabaya strengthened all elements of the 7P 

marketing mix, particularly the communication aspect within the people element, 

through customer education regarding product authenticity and the introduction of 

alternative non-Antam gold suppliers. From the customers’ perspective, the 

product, price and promotion elements play a significant role in shaping their 

interest. Nevertheless, in its implementation, the bank encountered obstacles such 

as financing delays by some customers and challenges related to the need for more 

intensive communication. 

At the end of the study, the researcher suggests that the bank continuously 

strengthen its communication strategy and expand marketing approaches that 

emphasize transparency, accuracy of information, and service credibility. In 

addition, the bank should optimize the use of digital media not only as a 

promotional tool but also as an educational medium to build customer confidence 

before utilizing its products or services. 

Keywords: Solusi Emas Hijrah, Marketing Strategy, Customer Interest, Bank 

Muamalat, Antam Gold Counterfeiting Issue. 
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