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Abstract: This research aims to determine the level of customer satisfaction, priority customer 

categories at BNI Syariah Bank in Surakarta based on the marketing mix and to find out whether 

there is a difference between the level of satisfaction and the level of importance received by 

priority customers based on customer categories. This research is a quantitative descriptive 

research. The population of this research is all priority customers at BNI Syariah Bank in Surakarta, 

amounting to 352, while the sample in this study was 78 samples which were taken using simple 

random sampling technique. The analysis of the research data is loaded through Importance-

Performance Analysis, where the variables are measured by an ordinal scale. To determine the level 

of depth of analysis that has been carried out, the categories of the answers are contained in one 

diagram, in the form of a Cartesian diagram which informs what is experienced in the form of the 

performance of the marketing attributes. There are 7 (seven) variables used in this study which are 

measured using a Likert scale. The results of the research that have been conducted show that 

customers have been satisfied with the marketing mix attributes in the form of products, places, 

promotions, people, processes and attributes in the form of physical evidence at BNI Syariah Bank 

in Surakarta, but these customers are not satisfied with the marketing mix attribute in the form of 

price. , because until now, Islamic banks are known to be more expensive than conventional banks. 

There is no difference between the level of satisfaction and the level of interest received by priority 

customers based on customer categories. 
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1. Introduction 

Satisfaction is always synonymous with companies engaged in the service sector rather than the 

product field. Quality service is something that companies must provide to their consumers so that 

consumers feel satisfied with the service, especially in the 4.0 era towards the 5.0 era, which is 

growing rapidly and is not limited to time and space. This demand is inevitable for every company 

that wants to dominate or win market competition and even wants to survive in the long term or be 

sustainable. One of the companies that is very important to pay attention to this prime and quality 

service is banking [1]; [2]; [3]. 

Satisfaction in the life level of an organization or company is a concept that is generally used as a 

tool to check and measure performance in the company [4]; [5]; [6]. Associated with this statement 

is known to explain and as a measure of satisfaction. By using this approach it can be assumed that 

every consumer before consuming a product or service company has had expectations, then whether 

these expectations can be fulfilled or not after the consumer can be confirmed [7]. Therefore, this 

approach to customer satisfaction can be seen from two sides. The first side, that satisfaction is 

defined as a result and the second side, satisfaction is defined as a process [8]. 

As an instrument, an organization or company can make an interest or the suitability of service 

performance as a parameter and standard of satisfaction that has been felt by consumers. This 

satisfaction situation can be shown through a Cartesian diagram, where the diagram illustrates the 
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existence of 4 quadrants [9], namely: 

a. Quadrant A, shows a situation where the service elements in the company are very important 

and meaningful to consumers, but the company has not been able to meet these expectations. 

b. Quadrant B, shows a situation where the main service elements of the company have been 

implemented and can be fulfilled properly. 

c. Quadrant C, shows a situation where the service elements that are considered less important by 

the customer, are not carried out properly by the company. 

d. Quadrant D, shows a situation where service elements are considered less important by 

customers, but the company has been and continues to run it very well. 

The position or situation between the company's interests and the company's performance as 

described above is used as a diagnosis in order to maintain customer or consumer satisfaction. If the 

company's performance can fulfill its true wants and interests, this condition shows the company's 

ability to fulfill the various wants and interests of its customers. Regarding the paradigm of 

retaining customers, it is generally agreed that retaining existing customers is much more difficult 

when compared to bringing in new customers. Thus, banks must make various efforts to retain their 

existing customers. Customers who remain are customers who are loyal to the bank, but customer 

loyalty can be created and maintained if the bank can provide customer satisfaction as they expect. 

Therefore, banking companies that exist and survive are banks that base their competitiveness only 

on optimal customer service and satisfaction [10]. 

It is so important to treat customers as best as possible through quality services for banking 

institutions [11; [12]; [13]. The paradigm in building the organization (banking institution) that is 

applied must be able to adopt from the existing modern organizational pyramid paradigm, where 

customers must always receive primary service and attention, replacing the owners of these 

institutions as in the old organizational paradigm [14]; [15]; [16]. In this case, banking financial 

institutions have an agreement that the customer status is for life [17]. Banks are able to identify 

with certainty these customers whose hope is that they will always be able to provide benefits to the 

institution at all times (potential customers). Thus, the products offered by the bank must contain 

services in addition to the core products they have for the products they produce. This means that 

the concept of bank products that have been developed will not be successful if it is not 

accompanied by additional services that are increasingly satisfying for its customers. This strategy 

is in line with the strategy proposed by Kolter and Keller regarding the product level, where the 

product initially emphasizes its function, in subsequent development, it pays more attention to 

aspects of needs, both present and future needs [14]. 

Marketing Mix is a combination of variables or activities as the core of the marketing system itself, 

which variables can be controlled by marketing to influence the reactions of its consumers [18]; 

[19]; [20]. 

Bank BNI Syariah as one of the leading and leading government-owned banks issues excellent 

service products to its customers in the form of special services for superior customers with the 

name BNI Syariah priority, one of which is BNI Syariah Bank in Surakarta, where this priority 

Syariah BNI has the form of service above rates given to premium customers who have great 

potential in providing benefits to the bank. This customer segment is of course very important for 

the bank, because priority customer funds invested in the bank are classified as very large when 

compared to the customer segments below it. Thus, it is very important to always provide a level of 

satisfaction to customers in this class without neglecting customers in the lower segments, while at 

the same time making this part of the bank's strategy to increase higher profits. 
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The purpose of this study is to determine the level of customer satisfaction, priority customer 

categories at BNI Syariah Bank in Surakarta based on the marketing mix and to find out whether 

there is a difference between the level of satisfaction and the level of importance received by 

priority customers based on customer categories. 

 

2. Research Method 

This research is a quantitative descriptive research. The population of this research is all priority 

customers at BNI Syariah Bank Surakarta, amounting to 352, while the sample in this study was 

78 samples obtained using the Slovin formula with an error tolerance limit of 10% n = N (1 + N 

e2). The sampling technique in this study used simple random sampling, where all priority 

customers have the same chance of being selected as the study sample [21]; [22]. 

The results of tabulation of data from questionnaires that have been carried out in this research 

data analysis are loaded through Importance-Performance Analysis (IPA Analysis). Therefore, this 

research variable was measured using an ordinal scale. The scale is categorized as good if the 

average or mean has a value of 3.5 - 4.5, while it is categorized as poor if the average or mean has 

a value of 1.5 - 2.5 [23]. To get the level of depth of analysis that has been carried out, the 

categories of the answers are contained in one diagram, in the form of a Cartesian diagram which 

informs what is experienced in the form of the performance of the marketing attributes. 

The variables used in this study were 7 (seven) variables measured using a Likert scale, where 

these variables can be explained using the indicators below. 

a. Product, in the form of loan ceiling requirements or minimum balance and priority card term; 

b. Price, in the form of penalty fee waiver and various other service fees; 

c. Place, in the form of easy access to various service spaces and facilities; 

d. Promotion, in the form of sponsorship of various social activities and making priority 

magazines; 

e. People, in the form of skills and friendliness of existing service officers; 

f. Process, in the form of speed of service and simplicity of existing procedures; and 

g. Physical Evidence, in the form of cleanliness, comfort, and the breadth of the service room. 

 

3. Result 

3.1. Customer Satisfaction Level 

 
Figure 1. Level of Priority Customer Satisfaction Based on Marketing Mix 

 

In the figure above the marketing attributes are in the form of a bar chart from the left in a row 
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(balance, time period, service fee, penalty fee, convenience, facilities, magazines, advertisements, 

sponsorships, skills, friendliness, attention, convenience, simplicity, speed, cleanliness, spacious 

room, freshness, cleanliness, convenience). A value of 350 and above indicates a state of good 

customer satisfaction, but vice versa if the value is below 350 indicates a state of customer 

dissatisfaction. From the situation described in the picture above, it is clear that the customer is not 

satisfied with the penalty fee only, while for the other attributes the customer is satisfied (indicated 

by a flat line). In this regard, the penalty fee will be charged to the customer by the bank, if the 

average balance of the priority customer is below the minimum stipulated by the bank. 

 

3.2. Importance Level and Service Performance 

Priority customers at BNI Syariah Bank in Surakarta, consist of three categories. The priority 

customer categories include: individual priority customers, priority loan customers, and priority 

partner customers. Of the three categories of priority customers have two sides to marketing 

attributes. Two sides are interests and service performance. If the performance of bank services 

provided to customers exceeds the level of importance, then this condition indicates that the bank 

has provided good and effective service to its customers. If the situation is the opposite, the bank 

must immediately introspect the services it provides and immediately improve the services 

provided to its customers. 

 
Figure 2. Service Performance and Priority Customer Interests 

 

Based on the information in the picture above, the marketing mix attribute consists of seven 

attributes that indicate the performance and importance for the three priority customer categories. 

For the simplification of this analysis, it can be seen through the highest and lowest scores on one 

side and the difference between service performance and importance for each of these priority 

customer categories. 

a. Individual Customers, looking at the level of individual importance on the existing marketing 

mix attributes, it can be seen that the two highest attributes are process and physical evidence, 

while the two lowest marketing mix attributes are price and promotion. If viewed from the 

performance side, the two highest marketing mix attributes are in the form of place and physical 

evidence, while the two lowest marketing mix attributes are price and promotion. 

b. Loan Customers, in terms of importance, see the two highest marketing mix attributes for 

priority loan customers, namely in the form of people and physical evidence, while the two 

lowest marketing mix attributes are price and product. When viewed from the performance side, 
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the two highest marketing mix attributes are in the form of place and physical evidence, while 

the two lowest marketing mix attributes are price and promotion. 

c. Partnership Customers, in terms of interests, the two highest marketing mix attributes are in the 

form of people and processes, while the two lowest marketing mix attributes are price and 

product. When viewed from the performance side, the two highest marketing mix attributes are 

in the form of place and physical evidence, while the two lowest marketing mix attributes are 

products and processes. 

 
Figure 3. Satisfaction Level Curve and Priority Customer Interests 

 

Based on the existing curve image, for the category of individual priority customers, the two highest 

marketing mixes are in the form of place and promotion, while the two lowest marketing mixes are 

processes and people. For the category of priority loan customers, the two highest marketing mixes 

are price and place, while the two lowest are in the form of process and physical evidence. For the 

category of priority partnerships customers, the two highest marketing mixes are in the form of 

products and places, while the two lowest are in the form of processes and people. In this case, the 

price attributes, promotion attributes, product attributes, and process attributes are attributes of the 

bank that must be considered again, where in this condition the priority customer has not felt that 

what is the customer's interest is fulfilled by the bank's performance. 

 

 
Figure 4. Cartesian Diagram for Priority Customers of Individual Category 
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Based on the Cartesian diagram of priority customer for individual categories above, the following 

can be explained: 

a. the marketing mix attribute in the form of a process becomes an attribute of the marketing mix 

that must always be considered in providing services to its customers; 

b. the attributes of the marketing mix in the form of people, physical evidence, and places are 

attributes of the marketing mix that must always be maintained because the existing conditions 

have shown conformity; 

c. marketing mix regulations in the form of product attributes, promotional attributes and price 

attributes are a low priority, because the level of importance is low towards priority customers 

themselves; and 

d. a condition and circumstances that have been excessively experienced by priority customers 

are not obtained. 

 
Figure 5. Cartesian Diagram for Priority Customers of Loan Categories 

 

Based on the Cartesian diagram for priority customers for loan categories above, the following can 

be explained: 

a. marketing mix attributes that must be prioritized and concentrated, namely the marketing mix 

attribute in the form of a process, 

b. mix attributes that must be maintained are the attributes of the marketing mix in the form of 

attributes of people, attributes of physical evidence, and attributes of places because besides 

their very high importance, these attributes have also been fulfilled. 

c. marketing mix guidelines with low priority, namely in the form of promotional attributes, 

product attributes, price attributes and; 

d. no single attribute of the marketing mix that conditions or circumstances have been 

overestimated. 
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Figure 6. Cartesian Diagram of Priority Customers of Partnership Category 

 

Based on the Cartesian diagram for priority customers of the partnership category above, the 

following can be explained: 

a. marketing mix attribute that must be prioritized and concentrated, namely the marketing mix 

attribute in the form of a process; 

b. marketing mix attributes that must be maintained, namely attributes of people, attributes of 

places, and attributes of physical evidence; 

c. marketing mix attribute with low priority, namely promotion attribute, product attribute, and 

price attribute; and 

d. there is no condition or state of the marketing attribute with excessive conditions. 

 

4. Conclusion 

The results of the research that have been conducted show that customers have been satisfied with 

the marketing mix attributes in the form of products, places, promotions, people, processes and 

attributes in the form of physical evidence at BNI Syariah Bank in Surakarta, but these customers 

are not satisfied with the marketing mix attribute in the form of price, because until now, Islamic 

banks are known to be more expensive than conventional banks. There is no difference between the 

level of satisfaction and the level of interest received by priority customers based on customer 

categories. 
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