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ABSTRAK 

 
 

Penelitian ini bertujuan untuk menganalisis strategi pemasaran produk BSI 

Griya dalam upaya meningkatkan jumlah nasabah di Bank Syariah Indonesia KCP 

Surabaya Samator. Fokus penelitian ini diarahkan pada penerapan konsep bauran 

pemasaran (7P) yang meliputi unsur product, price, place, promotion, people, 

process, dan physical evidence serta analisis STP (segmenting, targeting, 

positioning) dalam konteks strategi pemasaran produk pembiayaan rumah 

berbasis prinsip syariah. Penelitian ini dilatarbelakangi oleh pentingnya penerapan 

strategi pemasaran yang efektif dan memperluas jangkauan pasar pembiayaan di 

sektor perbankan syariah. 

Penelitian ini menggunakan metode kualitatif deskriptif dengan data 

primer yang diperoleh melalui wawancara, observasi langsung, dan dokumentasi 

dari pihak terkait di Bank Syariah Indonesia KCP Surabaya Samator.  

Hasil penelitian menunjukkan bahwa BSI KCP Surabaya Samator telah 

menerapkan strategi pemasaran yang efektif melalui pendekatan bauran 

pemasaran (7P) dan analisis STP. Produk BSI Griya menawarkan empat variasi 

Take Over, Simuda, Mabrur, dan Hasanah yang disesuaikan dengan kebutuhan 

nasabah. Penetapan harga dilakukan secara adil dan transparan dengan sistem 

angsuran tetap, sedangkan lokasi cabang yang strategis di kawasan industri 

memperkuat jangkauan pasar. Promosi dilakukan melalui media digital, didukung 

tenaga pemasaran profesional, proses pelayanan yang sistematis, serta fasilitas 

kantor yang nyaman dan modern. Berdasarkan analisis STP BSI KCP Samator 

Surabaya menargetkan segmen masyarakat berpenghasilan tetap seperti pegawai 

BUMN, ASN, dokter, dan karyawan swasta bonafide. Strategi targeting dilakukan 

dengan pendekatan langsung melalui kegiatan sosialisasi dan presentasi di 

berbagai instansi, sedangkan positioning sebagai produk pembiayaan rumah 

syariah yang transparan dan stabil. 

Penelitian ini memberikan kontribusi teoretis dalam memperkaya literatur 

strategi pemasaran perbankan syariah, khususnya dalam penerapan model 

marketing mix (7P) dan STP pada produk pembiayaan rumah. Secara praktis 

penelitian ini diharapkan dapat menjadi acuan bagi Bank Syariah Indonesia dalam 

merumuskan strategi pemasaran yang lebih inovatif, edukatif, dan berkelanjutan. 

Pendekatan berbasis syariah, digitalisasi promosi, dan peningkatan kualitas 

sumber daya manusia diharapkan mampu memperkuat daya saing serta 

meningkatkan loyalitas nasabah di era industri keuangan modern. 

Kata Kunci: Strategi Pemasaran, Bauran Pemasaran, STP, BSI Griya 
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ABSTRACT 

 
 

This study aims to analyze the marketing strategy of BSI Griya products in 

an effort to increase the number of customers at Bank Syariah Indonesia KCP 

Surabaya Samator. The focus of this study is directed at the application of the 

marketing mix concept (7P) which includes the elements of product, price, place, 

promotion, people, process, and physical evidence as well as STP analysis 

(segmenting, targeting, positioning) in the context of marketing strategies for 

home financing products based on sharia principles. This research is motivated 

by the importance of implementing effective marketing strategies and expanding 

the financing market reach in the sharia banking sector.  

This study uses a descriptive qualitative method with primary data 

obtained through interviews, direct observation, and documentation from related 

parties at Bank Syariah Indonesia KCP Surabaya Samator. 

The results of the study indicate that BSI KCP Surabaya Samator has 

implemented an effective marketing strategy through a marketing mix approach 

(7P) and STP analysis. BSI Griya products offer four variations of Take Over, 

Simuda, Mabrur, and Hasanah tailored to customer needs. Pricing is carried out 

fairly and transparently with a fixed installment system, while strategic branch 

locations in industrial areas strengthen market reach. Promotion is carried out 

through digital media, supported by professional marketing staff, a systematic 

service process, and comfortable and modern office facilities. Based on the STP 

analysis, BSI KCP Samator Surabaya targets fixed-income segments such as 

BUMN employees, ASN, doctors, and bona fide private employees. The targeting 

strategy is carried out with a direct approach through socialization and 

presentation activities at various agencies, while positioning as a transparent and 

stable sharia home financing product. 

This research provides a theoretical contribution to enriching the 

literature on Islamic banking marketing strategies, particularly in the application 

of the marketing mix (7P) and STP models to home financing products. 

Practically, this research is expected to serve as a reference for Indonesian 

Islamic Banks in formulating more innovative, educational, and sustainable 

marketing strategies. A sharia-based approach, digitalized promotions, and 

improved human resource quality are expected to strengthen competitiveness and 

increase customer loyalty in the modern financial industry. 

Keywords: Marketing Strategy, Marketing Mix, STP, BSI Griya  
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