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ABSTRACT

This research was conducted at KSPPS BMT NU East Java
Tegalampel Bondowoso Branch. The purpose of this study was to
marketing strategy analysis in an efforts to attract customers'
interest in choosing of sajadah savings members. This study uses a
qualitative method with a descriptive approach. The data used in
this study are primary data and secondary data. Primary data was
obtained through interviews and observations. Secondary data are
in the form of documents related to marketing strategies efforts to
attract customers interest in choosing sajadah savings. BMT carries
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out promotional strategies, products, prices, places, processes,
people and physical evidence to attract customer interest. The
results of the study provide information that the marketing
strategy carried out by BMT was implemented well but still needs
to be evaluated to obtain maximum results.

Keywords: Marketing Mix Strategy, Customer Interest, Marketing
Strategy

1. INTRODUCTION

Islamic financial institutions in Indonesia are currently growing along with the times.
The development of Islamic banks from year to year continues to increase both in terms of
assets and in terms of the number of office distributions. Based on data obtained from the
OJK, the total assets of Islamic banks in 2016 were recorded at IDR 254,184 billion and
continued to increase to IDR 586,055 billion in 2024. These data show that the development
of Islamic banks cannot be underestimated for the national financial industry. Islamic
financial institutions in Indonesia have great opportunities to continue to improve their
businesses. This is in line with the growth of the Muslim community in Indonesia.

Along with the development of banking financial institutions, especially Islamic
banks, non-bank Islamic financial institutions, namely BMT, have also developed. One of the
financial institutions that is widely known by the public is BMT. Baitul Maal Wat Tamwil is
a microfinance institution that operates in accordance with Islamic sharia principles
(Rusmini: 2021). The function of BMT is to support the development of production and
investment businesses, increase the productivity of small and micro entrepreneurs,
encourage fundraising and support the distribution of business financing. The development
of Islamic financial institutions, both banks and non-banks, is increasingly enlivening the
national financial industry. In the end, there is increasingly tight competition between these
institutions.

Efforts to face increasingly tight competition among financial institutions are by
determining the right marketing strategy. Marketing strategy is very necessary for a
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business to be successful in marketing its products, both goods and services. Marketing
strategy plays an important role in various business fields. Strategy in marketing a product
and service is also useful so that the company has deeper knowledge about the target
market. If the strategy is implemented properly, the company can increase its sales.

One of the interesting marketing strategies of Islamic financial institutions to study is
in KSPPS (Sharia Savings and Loans Cooperative) BMT. KSPPS (BMT) is a financial
institution in the form of a savings and loan cooperative. BMT NU Tegalampel Bondowoso
Branch has several savings and financing products. One of the most interesting savings
products with other savings is the sajadah savings (Wadiah Term Deposit with Prizes). This
savings uses the wadiah yad-dhamanah contract in its implementation. Sajadah savings or
savings provide benefits that can be enjoyed at the beginning by getting direct prizes
without being drawn. The following is data on the number of prayer rug savings members
at the BMT NU Tegalampel Branch.

Tabel 1 Customer Data Number Of Sajadah Savings Users

No. Year Number of sajadah savers
1. 2022 20 orang
2. 2023 36 orang
3. 2024 49 orang

Sumber: BMT NU Cabang Tegalampel

Based on the table above, it can be explained that the number of prayer mat savers
from 2022 to 2024 has only increased slightly. Of course, this is a problem and challenge for
the company to be able to improve its marketing strategy. What kind of marketing strategy
has been carried out and how is it implemented. There needs to be a more in-depth
evaluation and research to be able to increase the number of BMT members.

Previous research on marketing strategies has been conducted by Anisa and Oktafia
(2021) on marketing mix strategies in increasing the amount of fund distribution and credit
distribution at BMT Ummat Sidoarjo. This qualitative research provides results that BMT
Ummat has implemented a marketing mix strategy, but there are some that have not been
fully fulfilled so that the amount of fund distribution and credit distribution and income
received by BMT have not increased. In other words, the marketing strategy carried out has
not been successful enough to convince customers. Another study was conducted by Kadir
et al. (2022) on marketing strategies in increasing the competitiveness of cooperatives at
BMT Sidogiri Capem Waru. This qualitative research shows different results from previous
research. Previous research conducted by

Mazzarolo et al. (2020) on internal marketing has a positive effect on bank employees'
perceptions of the bank's strategic marketing orientation and through that their perceptions
of competitive advantage. The authors also noted that organizational commitment can
partially mediate the relationship between internal marketing and strategic orientation
tested in this study. The results of the study indicate the strength of internal marketing in
the bank's strategic orientation, indicating that having employees who are committed to the
bank contributes to the delivery of high-quality services that focus on external customers,
resulting in competitive advantage. The strength of internal marketing in shaping the bank's
strategic orientation, indicating that having employees who are committed to the company
contributes to the delivery of high-quality services that focus on external customers,
resulting in competitive advantage.

This study was conducted to find out in depth the marketing strategy carried out by
BMT NU Tegalampel Branch. This study is entitled "Analysis of Marketing Strategy in an
Effort to Attract Customers to Choose Sajadah Savings at Kspps Bmt NU East Java
Tegalampel Bondowoso Branch". The purpose of this study is to find out and provide an

https:/ /ejournal. mediakunkun.com/index.php/kunkun | 209



KUNKUN: Journal of Multidisciplinary Research
E-ISSN : 3032-3150 | P-ISSN : 3032-2812
Volume 2 No 3 September - December (2025)

evaluation of things that are considered less than optimal in supporting BMT NU's
marketing strategy.

2. METHODS

This study uses a descriptive qualitative approach, namely a descriptive data
research procedure in the form of written or spoken words from people and
observable behavior. In this study, the subjects of the study were members of the
Sajadah Savings at the KSPPS BMT NU East Java, Tealampel Bondowoso Branch.
The informants involved and who knew the social conditions being studied were the
branch heads and savings sections of the KSPPS BMT NU East Java, Tegalampel
Bondowoso Branch. Data collection techniques in this study are as follows:

1. Data collection method

a Interviews
Interviews were conducted with related parties at the KSPPS BMT NU East
Java, Tegalampel Bondowoso Branch.

b Observation
In this study, the researcher conducted direct observation to obtain information
regarding the marketing strategy of SAJADAH savings products in increasing
the number of members at KSPPS BMT NU East Java Tegalampel Bondowoso
Branch.

¢ Documentation
The researcher also requested data from the research location, namely at KSPPS
BMT NU East Java Tegalampel Bondowoso Branch in order to support the
truth or accuracy of the data through interviews, observations, and
documentation conducted by the researcher.

2. Field research stages

a Pre-field stage by conducting initial field investigations.

b Field activity stages include collecting data related to the focus of the research,
namely marketing strategies in increasing member interest in choosing Sajadah
savings at KSPPS BMT NU East Java Tegalampel Branch, which is carried out
to provide a description first.

¢ Data analysis process by processing the data that has been obtained and giving
it meaning.

d Reporting is the final stage of research which is carried out by presenting the
research results systematically.

3. Research location

The location of the research was KSPPS BMT NU East Java Tegalampel Branch

Bondowoso. The reason for choosing this location is because the location is

strategic.

4. Research time
The time of this research was carried out from January to February 2024.
5. Data Analysis

a Data reduction is carried out by summarizing important things from the
research results.

b Data presentation can be done in the form of tables, graphs, and the like.

¢ The initial conclusions presented are still temporary, and will change if no
strong evidence is found to support the next stage of data collection.
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6. Validity

The data validity test in qualitative research includes:

a Credibility Test, data or trust in qualitative research data, among others, is
carried out in the following ways.

b Extension of Observation, namely the researcher returns to the field.
Conducting observations, interviews again with data sources that have been
encountered or new ones. With this extension of observation, it means that the
relationship between the researcher and the source will be increasingly formed,
more open, trusting each other so that no information is hidden anymore.

¢ Increased Perseverance, in this way the certainty of data and the sequence of
events can be recorded with certainty, and systematically, researchers can
check whether the data that has been found is wrong or not.

d Triangulation, namely checking data from various sources. Checking data to
the same source with different techniques, and checking with interviews.

e Negative Case Analysis, researchers look for data that is different or even
contradicts the data that has been found. If there is no more data that is
different or contradicts the findings, it means that the data found can be
trusted. Using Reference Language, what is meant by reference here is the
existence of supporters to prove the data that has been found by the researcher.
Such as interview data that needs to be supported by interview recordings.

f Conducting Membercheck, to find out how far the data obtained is in
accordance with what is provided by the data provider so that the information
to be used is in accordance with what is intended.

g Transferability Testing, is external validity in qualitative research. External
validity shows the degree of accuracy or applicability of research results to the
population from which the sample was taken.

h Dependability Testing, in qualitative research the dependability test is carried
out by conducting an audit of the entire research process, it often happens that
researchers do not carry out the field research process, but can provide data,
researchers like this need to be tested for dependability.

i Confirmability Testing, in qualitative research testing confirmability means testing the
research results, associated with the process carried out. If the research results are a
function of the research process, then the research has met the confirmability standard

3. RESULTS AND DISCUSSION

The results of this study provide information that there are several things that
have been done by BMT as an effort to attract potential customers. The first
marketing strategy is to offer competitive products. BMT NU Tegalampel
Bondowoso Branch offers a funding product in the form of a sajadah savings. This
savings product is different from other savings products. As a differentiator, the
sajadah savings product offers prizes at the beginning without being drawn to its
customers. The prizes without being drawn are a marketing strategy to attract
potential customers. This product uses the Yad-dhamanah wadiah contract and can
be withdrawn at any time based on applicable provisions.

The second marketing strategy is pricing to attract potential customers. The
initial deposit to open a SAJADAH savings product is a minimum of 5,000,000 and
there is no maximum limit. The target market is the upper middle class and
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entrepreneurs who want to invest their funds in BMT NU. The advantage offered is
getting a direct prize at the beginning without being drawn. The pricing strategy
needs to be evaluated by management. The minimum initial deposit of 5,000,000
may be too high for both members and the community around the location.
Evaluation for the pricing strategy is the determination of a fairly large initial
savings deposit. If the initial deposit is lowered, it is likely that more people will be
interested. Another advantage if the initial deposit is lowered is that the target
market is not only the upper class but all levels of society.

The third marketing strategy carried out by BMT is a promotional strategy. The
promotional strategy is carried out by BMT both directly and through the mass
media. Promotion is carried out directly by visiting several religious study groups,
social gatherings and other meetings to offer prayer mat savings products. In
addition, promotion is also carried out by distributing brochures, pamphlets and
banners in several crowded places. With the aim that people read so that they are
interested in BMT's offer. Evaluation of the promotional strategy is the less than
optimal implementation of the promotion due to limited human resources and costs.
Tight competition with financial institutions that have carried out national
promotions is one of the challenges that cannot be avoided.

The fourth strategy is choosing a strategic location and the ease of finding the
address in order to attract consumer interest. Choosing a strategic and comfortable
location is an important marketing strategy to carry out. BMT NU Tegalampel
branch is located at JI. RBA KI Ronggo Sekarputih No. 13, Tugu, Sekarputih,
Tegalampel District, Bondowoso Regency. Access to the location is very easy to
understand because it is close to the market, mosque, minimarket, and busy
residential areas. So that it makes it easier for customers to find the BMT office. The
location determination is good enough so that no evaluation is needed.

The fifth strategy is the marketing strategy of people or employees to support
the delivery of services well and according to consumer expectations. In order to
provide the best service, BMT NU Tegalampel conducts a selection of prospective
employees. Selecting all prospective employees and placing them according to their
field of expertise. Evaluation of the employee strategy is the need for training to
develop the abilities of employees to support maximum service.

The sixth marketing strategy carried out is the physical evidence strategy. The
neatness and comfort of the office are always maintained by all BMT employees. Not
only the cleaning staff but all employees also take part in maintaining it. Evaluation
of the physical evidence strategy is the importance of re-checking the cleanliness of
all office facilities every few hours by the cleaning staff to provide optimal comfort.
So that the comfort and cleanliness of the office are always maintained as in national
banking financial institutions.

The seventh marketing strategy carried out is the process strategy. In the
service provision process strategy, BMT NU Tegalampel Branch offers a pick-up
service. This service makes it easy for customers to make savings transactions and
withdrawals at home without having to come to the office. Customers can open
savings and top up their balances at home without having to go to the bank. This
pick-up service is an advantage for BMT's marketing strategy. Evaluation of the
marketing process strategy is prone to fraud in the form of embezzlement of
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customer money by BMT employees. This is prone to happen because transactions
are carried out at home, not in the office, so there is no control over customer money.

4. CONCLUSION

The conclusion of this study is that the marketing strategy carried out by BMT NU
Tegalampel Branch has been carried out comprehensively from both promotional products,
prices, places, physical evidence and processes. However, there are several things that need
to be evaluated from the implementation of the marketing strategy that has been carried out.
The product marketing strategy needs to be evaluated related to the use of the Yad-
dhamanah wadiah contract on the sajadah savings product. The wadiah contract only
provides bonuses or gifts to customers, not profit sharing. The difference is that the value of
the bonus is smaller than the profit sharing value. So that customers only get a little reward
or profit.

Evaluation of the promotion strategy is the less than optimal implementation of the
promotion. This is due to limited human resources and costs. Tight competition with
financial institutions that have carried out national promotions is one of the challenges that
cannot be avoided. Banks need to increase promotional activities both directly and through
the media. Promotional activities through electronic media, radio or the like can be used to
support the distribution of BMT product information.

Evaluation for the pricing strategy is the determination of a fairly large initial savings
deposit. If the initial deposit is lowered, it is likely that more people will be interested.
Another advantage if the initial deposit is lowered, the target market is not only the upper
class but all levels of society. The determination of the location strategy is good enough so
that no evaluation is needed.

Evaluation of the physical evidence strategy is the importance of re-checking the
cleanliness of all office facilities every few hours by the cleaning staff to provide optimal
comfort. Evaluation of the marketing process strategy is prone to fraud in the form of
embezzlement of customer money by BMT employees. There needs to be an appeal to
prohibit fraud on an ongoing basis to avoid fraud

REFERENCES

Anisa, LN. dan Oktavia, R. 2021. Penerapan Strategi Marketing Mix dalam Meningkatkan
jumlah Funding dan Lending di BMT Harapan Ummat Sidoarjo. (Jurnal Islamic
Banking dan Finance). https://doi.org/10.25299/jtb.2021.v0l4(1).6597

Bmtnujatim.com. (2016). BMT NU JAWA TIMUR. Diakses pada 27 Oktober 2023, dari
https:/ /bmtnujatim.com/

Charviandi, Andre dkk. (2023). Manajemen Pemasaran. Jawa Tengah: Eurika Media Aksara.

Fuad, Anis & Sapto Kandung. (2014). Panduan Praktis Penelitian Kualitatif. Yogyakarta:
Graha IImu.

Ikhumaini, Jihad Pratama. (2021). Strategi Pemasaran Produk Tabungan Pada Masa
Pandemi Covid-19 Dalam Meningkatkan Jumlah Dana Pihak Ketiga (DPK) Pada BPRS
Dinar Ashri KC. Lombok Timur.

Kadir, A. dkk. (2022). Strategi Marketing Dalam Meningkatkan Daya Saing Koperasi di BMT
Sidogiri Capem  Waru. (Jurnal Ekonomi dan  Perbankan Syariah).
https:/ /doi.org/10.32806/ ccy.v1il.229

Mazzarolo, A. H. dkk. (2020). Effects of internal marketing on strategic orientations in the
banking sector. International Journal of Bank Marketing.
https:/ /www.emerald.com/insight/0265-2323 . htm

Nasution, Saharuddin. (2021). Strategi Pemasaran Tabungan IB Martabe Wadiah Pada PT.
Bank Sumut Kantor Cabang Pembantu Syariah Rantau Prapat. (Skripsi Sarjana, IAIN
Padangsidimpuan).

https:/ / ejournal. mediakunkun.com/index.php/kunkun | 213



KUNKUN: Journal of Multidisciplinary Research
E-ISSN : 3032-3150 | P-ISSN : 3032-2812
Volume 2 No 3 September - December (2025)

Nur, Siti Fadilah. (2022). Strategi Promosi Pada Produk Tabungan Britama Dalam
Meningkatkan Minat Nasabah Membuka Tabungan di PT. BRI (PERSERO) Tbk.
Kantor Cabang Jember. (Skripsi Sarjana, UIN KHS Jember).

Othman, et al. (2020). The effects on customer satisfaction and customer loyalty by
integrating marketing communication and after sale service into the traditional
marketing mix model of Umrah travel services in Malaysia. Journal of Islamic
Marketing. Emerald Publishing Limited.

Pitaloka, C. N., & Wirman, S. (2021). Akad Mudharabah dan Musyarakah Terhadap Return
On Asset Pada BNI Syariah. (Jurnal Ekonomi Islam). https://journal.uin-
alauddin.ac.id/index.php/lamaisyir/index

Rahayu, A. E. (2020). Kontruksi Akad Ijarah Pada Fatwa DSN MUI Tentang Pembiayaan
Multijasa. (Jurnal Ekonomi Islam). https://doi.org/10.24252 /lamaisyir.v7il.13747

Sahir, S. H. (2021). Metodologi Penelitian. Jakarta: Penerbit KBM Indonesia.
https:/ /repositori.uma.ac.id/jspui/bitstream/123456789/16455/1/ E-
Book%20Metodologi %20Penelitian %20Syafrida.pdf

Sugiharsono. (2022). Pentingnya Partisipasi Anggota Dalam Mendukung Keberhasilan
Usaha Koperasi. Jurnal Informasi, 1(36), 2.

Yulianti, Farida, Lamsah, dan Periyadi. (2019). Manajemen Pemasaran. Yogyakarta: Budi
Utama.

https:/ / data.goodstats.id / statistic/ tren-pertumbuhan-total-aset-bank-umum-syariah-
indonesia-2016-2024-jQHYa

https:/ / ejournal. mediakunkun.com/index.php/kunkun | 214



