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Abstract 
This study aims to determine how the form of management and marketing strategy of Sharia banks in Indonesia in 
increasing the number of customers. This research is called a case study because it uses a special case as a research 
subject for Sharia banks in Indonesia and the object of the research is the management and marketing strategy of Sharia 
banks. Data collection techniques used in the research include literature, interviews, and documentation. In analyzing 
this data the method used is the research method is qualitative, non-statistical descriptive. The results of this study 
conclude that the characteristics of the Sharia banking management system in Indonesia are operating based on the 
principle of profit sharing and avoiding speculative activities in financial transactions. Implementation of management 
is very necessary for the progress of Sharia banking in Indonesia. The marketing strategy of Sharia banks in Indonesia is 
to achieve the company’s business goals and gain profits both in the world and in the hereafter. Marketing has an 
important role in developing strategies to increase the number of customers because marketing is the function that has 
the most contacts and the external environment 
 
Keywords: Management, marketing strategy, and Sharia banking. 

 

Introduction 
Indonesia has many educational institutions (Lestari et al., 2021), both traditional and modern (Musthofiyah 

et al., 2021). Many higher education institutions that breathe Islam and Islamic boarding schools have their own 
potential as destinations for the development of Sharia banks and also become one of the elements of strength 
for Sharia banks (Tahir, 2017). 

Why are Sharia banks in Indonesia a place of research? Directly at Sharia banks in Indonesia, it has been seen 
how the mission and goals are. The mission of Sharia banking to build the economy will also be achieved easily 
(Hamza, 2013). To create product variations, we submit to the banking system. In this case, the banking sector 
must go down to the community and conduct a dialogue, what do the people want, if the public wants a certain 
type of financing, then the bank will issue the product (Lacasse et al., 2018).  

Sharia banks in Indonesia have progressed very rapidly compared to other banks, Sharia banks in Indonesia 
have issued several products including financing products, these products include, among others, the principle of 
buying and selling with the installment system or Sharia mortgages, financing for construction and SME working 
capital, the lease-purchase principle, the loan principle, and the order principle (Wahyudi et al., 2018). Of these 
products, the sharia mortgage is the superior product. The proof is that the products produced can be well 
received by the community, even the new Sharia banking has provided products that are indeed able to overcome 
community problems (Yusuf & Ichsan, 2021). For example, sharia mortgage products from Sharia banks in 
Indonesia are indeed a new product in the world of sharia banking, but sharia banking will continue to advance. 
To find out the marketing strategy, various indicators are needed that can implement the company’s 
opportunities, threats, strengths and weaknesses. The indicators used are: market size, market growth, 
competition structure, consumer interest, changes in market tastes, promotional prices, product variations, 
product image, company location, consumer purchasing power, distribution channels, market share (Azwirman et 
al., 2019). 

Sharia banks are banks that operate without relying on interest. An Sharia bank, also known as an interest-free 
Sharia bank, is a financial or banking institution whose operations and products are developed based on the Qur’an 
and the Hadith of the Prophet Muhammad (Nurhasanah et al., 2020). 

In other words, Sharia banks are financial institutions whose main business is to provide financing and other 
services in payment traffic and money circulation, whose operations are adjusted to the principles of Islamic law 
(Handayati & Prasetyo, 2020). Antonio and Perwatatmadja distinguish into two meanings, namely Sharia banks 
and Banks that operate with Islamic sharia principles. Sharia Banks are: Banks that operate in accordance with 
Islamic sharia principles, or banks whose operating procedures refer to the provisions of the Qur’an and Hadith; 
Meanwhile, a bank that operates in accordance with Islamic sharia principles is a bank that in its operation follows 
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the provisions of Islamic sharia, especially those that carry out Islamic procedures for converting. It was further 
said that in the procedure for converting to Islam, practices that are feared to contain elements of usury are 
avoided to fill in with investment activities on the basis of profit sharing and trade financing (Adinugraha & Ghofur, 
2017). 

At the beginning of the establishment of Sharia banks in Indonesia, their existence had not received optimal 
attention in the national banking industry. The legal basis for bank operations that use the sharia system is only 
categorized as a bank with a profit sharing system. The first Sharia bank that was born in Indonesia was BMI (Bank 
muamalat Indonesia) whose founding deed was signed on November I 1991 and started operating in 1992. 
Meanwhile, for the first time in Indonesia, the Sharia bank that was established was Bank Syariah Mandiri (BSM) 
in 2001 (Adinugraha, 2020). 

The development of the Islamic economy through Sharia banking is marked by the increasingly open doors to 
Islamic financial institutions with the issuance of Law no. 7 of 1992 which was updated by Law no. 10 of 1998 
concerning the legal basis of Sharia banking in Indonesia. This is inseparable from the bright prospects in the 
Indonesian Islamic finance sector. Moreover, in 2008 law number 21 concerning Sharia banking was enacted on 
July 16, 2008. This law is an additional supplement to the legality and evidence of recognition of the presence of 
Sharia banking in Indonesia (Trimulato, 2016). 

The slow development of Sharia banking in Indonesia, with the most Muslim population, is questionable. In 
the view of Islam if you want to survive in the world, it must be based on Islamic Shari’a. Regardless of the debate 
whether Sharia banks in Indonesia, especially the Indonesian branch, are really based on sharia or not. One of the 
obstacles faced is the understanding of community members regarding the operational activities of Sharia banks. 
Although many people need and desire the existence of a bank based on sharia principles. But in reality they do 
not fully understand the products, systems, mechanisms and ins and outs of Sharia banks (Ahyani et al., 2021). 

Problems that arise include the low level of public knowledge of Sharia banking, especially due to the 
dominance of conventional banking (Iskandar et al., 2020). Following are some of the obstacles that arise in 
connection with the development of Sharia banking. Inadequate public understanding of the operational activities 
of Sharia banks. The prevailing banking regulations have not fully accommodated the operations of Sharia banks. 
The network of Sharia bank offices is not yet extensive. Human resources who have expertise in Sharia banking 
are still few (Safitri & Anggraini, 2021). 

The Sharia banking system is very good and better. Even inferior to the conventional system and has a 
competitive value. So it is necessary to expand the network so that the sharia system is truly recognized by the 
community. In order to expand the network, there must be an understanding of the Islamic economic and banking 
system widely and in detail and the system must be improved (Akhyar et al., 2018). 

In everyday life, we are familiar with the terms marketing and sales, which sometimes mean the same thing. 
Though the two terms are different in terms of orientation and concepts used. Sales are oriented to existing 
products and try to sell as many items as possible (El Adawiyah et al., 2022). While marketing stems from the 
needs of buyers who have not been met in terms of product, quality, price, the product is not the only guarantor 
of consumer satisfaction, but there are several other variables that greatly affect consumer satisfaction, namely 
product price, location, distribution and so on (Sholihin & Abrori, 2021). For that we must develop a 
comprehensive strategy, so that our marketing efforts can be optimal. Therefore, according to the description 
described above, this study aims to find out how the form of management and marketing strategy of Sharia banks 
in Indonesia in increasing the number of customers. 

Development of Sharia Banking in Indonesia 
In 2017, the development of the Islamic finance industry experienced a significant increase. This is evidenced 

by data from the Financial Services Authority (OJK) which states that the national Islamic finance market share as 
of August 2017 per Islamic finance was recorded at 8.01%. This figure is greatly increased when compared to the 
position at the end of 2016 which only reached 5.3%. Specifically for Sharia banking, its assets were recorded at 
Rp. 389.74 trillion, or controlled a market share of 5.44 percent. A sharia economic observer from Karim 
Consulting, Adiwarman Azhar Karim, projects that the growth of Sharia banking assets in 2018 will be in the range 
of Rp. 462.03 trillion to Rp. 501.09 trillion or its market share in the range of 5.84 percent to 6.33 percent (Hasan 
& Nita Putri, 2022). 

Therefore, Sharia banking is one of the facilities that have a strategic role in economic activities in Indonesia. 
This strategic role is mainly due to the main function of banking as an intermediary institution between parties 
who have a financial surplus and the opposite party or commonly referred to as financial intermediaries. Sharia 
banking is a practical implementation of the concept of Islamic economics, especially in the financial sector, which 
in its operations is always based on moral values and Islamic sharia principles. Banks based on sharia principles 
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certainly do not recognize the term interest in providing services for raising funds and financing. Because in Sharia 
banks the bank services provided are adjusted to sharia principles using contracts that are adaptive to the times 
(Yumna, 2019). 

Recently, the public has been shocked by the good news about the planned merger of BUMN sharia banks 
which is said to be the right step in the context of strengthening the sharia economy in Indonesia. The merger will 
be carried out in the first quarter of 2021 (Jalil & Yani, 2021). 

The condition of the Covid-19 pandemic that is hitting Indonesia is considered to be a momentum for Sharia 
banking to consolidate and work together for real. The merger of Sharia banks, a subsidiary of BUMN, will make 
their performance better and more efficient. This step can also lead to an increase in the market share of Sharia 
banking in Indonesia. 

The Indonesian government responded to this by consolidating all business lines based on core competence to 
achieve good and efficient performance. In addition, the current Covid-19 pandemic can be a momentum for the 
consolidation of state-owned sharia banks. 

In uncertain economic conditions like now, Sharia banks can work optimally in helping the national economy 
with the concept of profit sharing applied by Sharia banking. This is considered to be able to provide benefits for 
all parties, both Sharia banking and the community. There is an opportunity for Sharia banking to continue to grow 
with the merger. Moreover, in terms of asset growth, Sharia banking is always in the double digits every year 
(Nastiti & Kasri, 2019). 

In 2022, the market share of Sharia banking is still in the range of six percent. The portion of financing is around 
6.38 percent, with third party funds or public funds collected in the range of 6.7 percent. In terms of assets, the 
total assets of all Sharia banks are IDR 537 trillion, while conventional banking has total assets of IDR 8,402 trillion. 
With the merger of all state-owned Sharia banks, it is hoped that the existence of a single SOE Sharia bank will 
strengthen the Sharia banking industry and further strengthen sharia-based economic financing in Indonesia. With 
the joining of state-owned Sharia banks, it is also expected to open wider funding options in the country (Usman 
et al., 2022).  

Tabel 1. Financial performance of Islamic commercial bank 

 
Source: Financial Services Authority, 2022. 

Indicator 2020 2021 2022

CAR (%) 20,59         21,64            24,57            
- Capital 40 715       46 854          53 510          
- Risk Weighted Assets 197 727     216 547        217 808        

   
ROA (%) 1,73            1,40               2,03               
- Profit 5 598         5 087            9 000            
- Average Assets 323 438     362 692        443 380        

   
NPF (%) 3,23            3,13               2,65               
NPF Net (%) 1,88            1,57               0,85               

- Non Performing Financing 7 263         7 713            6 700            
- Non Performing Financing Net 4 241         3 877            2 157            
- Total Financing to Non Bank 225 146     246 532        253 137        

   
FDR (%) 77,91         76,36            68,98            
- Total Financing to Non Bank 225 146     246 532        253 137        
- Total Third Party Funds 288 978     322 853        366 997        

   
BOPO (%) 84,45         85,55            93,10            
- Operations Expenses 30 415       30 410          10 122          
- Operations Income 36 014       35 548          10 872          

   
Profitability  
NOM (%) 1,92            1,46               2,56               

- Net Operations Income 5 599         5 137            10 237          
- Average Earning Assets 292 108     350 992        399 931        

   
Earning Assset Quality  
APYD to Earning Assets (%) 2,77            2,65               2,06               

- Classified Earning Assets 9 018         9 750            8 388            
- Total Earning assets 325 365     368 338        406 719        

   
Earning Assset Quality  
Short Term Mistmach   (%) 30,08         28,67            26,10

- Short-Term Assets 76 035       82 776          91 282          
- Short-Term Liab ilities 252 789     288 672        349 685        

   
Yield Proportion  
Non Core Deposit to Total TPF (%) 46,46         44,67            48,04            
- Non Core Deposits 134 272     144 231        176 306        
- Total Third Party Funds 288 978     322 853        366 997        

241,64       268,03          377,83          

- Fixed-rate Yield Portfolios 159 570     179 855        200 300        
- Floating-rate Yield Portfolios 66 037       67 102          53 013          

   
   

39,89         39,03            37,84            

-
Tota l Pe m bia ya a n Ba s is  Mudha ra ba h / Profit Sharing 
Financing Mudharabah-based 89 995       96 376          95 861          

- Tota l Pe m bia ya a n / Total Financing 225 607     246 957        253 314        

2,70            3,46               4,76               

- Potential Loss from Profit Sharing Financing 2 425         3 336            4 561            

- Total Mudharabah and Musyarakah 89 995       96 376          95 861          

Fixed Yield Portfolios to Floating Yield Portfolios   (%)

Investment Proportion and Risk

Potential Loss from Profit Sharing Financing to Total 
Mudharabah and Musyarakah  (%)

Profit Sharing Financing to Total Financing to Non Bank  
(%)
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Sharia Banking Management in Indonesia 
Management of Sharia banks is the management of institutions that collect funds from the public in the form 

of financing or carry out financial intermediation functions. The characteristics of the sharia banking system that 
operates based on the principle of profit sharing provide an alternative banking system that is mutually beneficial 
for the community and banks, as well as highlighting aspects of fairness in transactions, ethical investment, 
promoting the values of togetherness and brotherhood in production, and avoiding speculative activities in 
financial transactions. By providing a variety of banking products and services with more varied financial schemes, 
Sharia banking is an alternative to a credible banking system that can be enjoyed by all classes of Indonesian 
society without exception (Chanifah et al., 2020). 

In the context of macroeconomic management, the widespread use of various Islamic financial products and 
instruments will be able to strengthen the relationship between the financial sector and the real sector and create 
harmonization between the two sectors. The more widespread use of sharia products and instruments, in addition 
to supporting public financial and business activities, will also reduce speculative transactions, thereby supporting 
overall financial system stability, which in turn will make a significant contribution to achieving price stability in 
the medium to long term (Wauw, 2021). 

With the enactment of Law No. 21 of 2008 concerning Sharia banking which was issued on July 16, 2008 
(Shomad & Sudirman, 2019), the development of the national Sharia banking industry has increasingly had an 
adequate legal basis and will encourage even faster growth. With the impressive development progress, which 
has reached an average asset growth of more than 65% per year in the last five years, it is hoped that the role of 
the Sharia banking industry in supporting the national economy will be increasingly significant. 

Meanwhile, the Financial Services Authority stated that sharia banking and other sharia business units (UUS) 
have the following functions: 1. Sharia banks and UUS are required to carry out the function of collecting and 
distributing public funds. 2. Sharia banks and UUS can carry out social functions in the form of baitul maal 
institutions, namely receiving funds from zakat, infaq, alms, grants, or other social funds and channeling them to 
zakat management organizations. 3. Sharia banks and UUS may collect social funds originating from cash waqf and 
distribute them to waqf managers in accordance with the will of the waqf giver (Halim, 2020). 

The idea of establishing an international Sharia bank appeared at the conference of Islamic countries in 1969. 
At that time a number of countries proposed a financial system that was free from usury. Included in the profit 
sharing system. While waiting for the establishment of Sharia banks, banks that apply interest are allowed to 
operate only in an emergency. Meanwhile in Indonesia the idea of Sharia banking began to emerge in 1944. At 
that time various scholars from Islamic organizations stated that the use of conventional bank services was a 
forced use of services because a usury-free banking system had not yet been born. The National Conference of 
the Indonesian Ulema Council (MUI) of scholars in August 1990 then agreed to establish the first Sharia bank in 
Indonesia. Bank Muamalat was born as the first Sharia bank in Indonesia on November 1, 1991 as a concrete form 
of the deliberation (Syarifudin, 2019). 

Sharia banking Management in Indonesia examines the general management, marketing management, human 
resource management (HRM), operational management, financial management and risk management of Sharia 
banking. General management concerns macro aspects and general aspects, such as feasibility studies for business 
establishment, business environment management, licensing, environmental impacts, and cooperative 
governance (Syarif et al., 2022). 

The main problem in the financial sector is the determination of sources of funds and allocation of 
expenditures. The implementation of sharia in this field can be in the form of determining the halal requirements 
of funds, both sources of input and allocation. Thus, it was never planned, for example, to borrow funds that 
contained elements of usury, or to use funds to bribe officials (Handayani et al., 2021). The discussion of Sharia 
banking management in Indonesia in addition to bridging between owners of capital and those who need funds, 
also has a special function, namely trust. This means that they are obliged to maintain and be responsible for the 
safety of the funds stored and ready at any time for the funds to be taken by the owner. Trust is one of the 
important subjects in a management science. 

Forms of Sharia Bank Strategy in Indonesia 
Before Entering what is the marketing strategy of Sharia banks in Indonesia. The definition of marketing itself 

is that marketing activities are always present in every business, both profit-oriented businesses and social 
enterprises. It’s just that as marketers do not or do not understand the science of marketing, but in fact they have 
made marketing efforts. This happens with marketing words. In fact, there are many activities like this in people’s 
lives (Ahmed Abdel Karim, 1996). 
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In addition to recruiting competent personnel in their field, the bank also provides relevant training to the 
demands of the work unit. Such as marketing also marketing Sharia bank products in Indonesia that process 
financing or do things needed for the financing process, also recommends to banks that some of them must also 
know the abilities or skills related to financing analysis, besides that it is also a matter of In terms of marketing 
products, of course, training related to marketing is also given (Haron & Azmi, 2006). 

The strategy in marketing is how to regulate or coordinate existing human resources, Sharia banks in Indonesia 
use the eastern pattern, meaning that it is not only marketing personnel who have the burden of being responsible 
for marketing Sharia bank products in Indonesia but also all other employees including employees. in the suversing 
service unit/bokk office although not directly not in direct contact with customers, but still has a marketing spirit 
and is also given the burdens to market Sharia bank products in Indonesia (Wiyono, 2020). 

Sharia banks in Indonesia that issue several products including financing products, these products include, 
among others, the principle of buying and selling with the installment system or Sharia mortgages, financing for 
construction and SME working capital, the principle of lease and purchase, the principle of loans, and the principle 
of orders. Of these products, the sharia mortgage is the superior product. The proof is that the products produced 
can be well received by the community, even the new Sharia banking has provided products that are indeed able 
to overcome community problems. For example, sharia mortgage products from Sharia banks in Indonesia, which 
are indeed new products in the world of sharia banking, however, sharia banking will continue to advance (Al-
Sharif et al., 2017). 

Related to the marketing strategy of Sharia banks in Indonesia, here we increase customer service, namely 
increasing the number of customers, if we talk about customers, there are financing customers and fund 
customers, of course here we need different strategies. Fund customers are customers who place their funds in a 
bank. While financing customers are customers who take advantage of Sharia bank financing products in Indonesia 
which are ideal for a purpose (Elbeck & Dedoussis, 2010). One of our customers is doing counseling, meaning that 
in addition to the process of selling financing products, for example, there is a need for vehicle ownership financing 
needed by the applicant, for example, successful entrepreneurs, counseling as one of customer increase. 

The marketing strategy of Sharia banks is a step that must be taken in marketing banking products or services 
aimed at increasing sales. The increase in sales was oriented towards funding products, customer orientation, 
improving service quality and increasing fee-based income (Tanjung, 2018). 

Thus the market strategy is an important thing in the marketing of Sharia banks. What is meant by market 
strategy is to clearly implement the Sharia bank market so that it becomes the main key to implementing other 
elements of the strategy. Market strategy can be carried out by taking into account the following aspects: 
customer or Sharia bank focus, service priorities and pricing of goods or services, territorial preferences or market 
areas, distribution channels, and the image and condition of the Sharia bank company (Cahyono et al., 2020). 

Therefore, what must be done by a marketer of Sharia banks is to convince customers of unreal products 
through attractive product presentations, an effective sales process depends on sharpness and foresight in 
approaching sales. The two things above are largely determined by the quality of marketing skills to carry out total 
quality service skills (Munandar et al., 2022).  

Socialization and Promotion of Sharia Banks in Indonesia 
Socialization is a learning process for community members to recognize and understand the system, values, 

and culture prevailing in society. This recognition and understanding will be perfect if it includes the background 
of the emergence of the value system and culture (Ningsih et al., 2020). 

Starting from this understanding, socialization is more of a transformation of thought than the transformation 
of a pattern of activity. Thus, the socialization of a system means that it must be more about the process of 
transforming the thoughts that underlie the realization of the system, rather than just the way the system works 
(Rozikin & Sholekhah, 2020). 

The promotion is relatively the same as conventional banks but must be honest, transparent, and not 
speculative, such as the lure of how many prizes are drawn, promotions are carried out through print, electronic 
and personal selling media (Amelia et al., 2021). 

Through the elements of society that we consider easy to absorb regarding the meaning of services regarding 
Sharia banks, we establish good relationships with buyers. As actors in Islamic financial institutions, they do not 
only compete with conventional banks but also with Sharia banks. Banks must implement competitive strategies, 
for example in collecting bank funds that the profit sharing rate from products, especially deposits is relatively 
higher than deposits in other bank products, banks can also take advantage of it. But the bank is more focused on 
the rate of profit sharing itself. Thus, the product of the distribution of financing in the financing process at Sharia 
banks, they do not channel financing in the long term, there are few competitors here. For example, mortgages 
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(home ownership loans) or financing products can take 10 years on average to do the long term (Muhammad et 
al., 2020). 

As a newcomer to the world of Sharia banking, Sharia banks in Indonesia have their own way of seizing the 
banking market with this system. Previously, there were four other Sharia banks in Yogyakara, namely BNI Syariah, 
BRI Syariah, Bank Mandiri Syariah and Bank Muamalat Indonesia. 

One of the ways used by Sharia banks in Indonesia, to be able to seize the interest of their consumers, especially 
in Indonesia, is to socialize the sharia system to the public. The socialization of the sharia system is carried out 
using the Workshop and Seminar method. One of them was a one-day seminar held by Sharia banks in Indonesia 
in the Tazkia language console at the Garuda Indonesia hotel, at the end of last April. 

With this step, the distribution of Sharia banking funds to the public is ensured to be right on target. However, 
based on existing data, although the products are not varied enough, the distribution of funds to the public from 
the total funds raised reaches 93% or better than conventional banks which only reach 49 to 50%. 

The promotions carried out actually carry out the mission to convey information about the products to be sold 
to the consumer community. The information conveyed is about everything that is factual about the goods or 
services that will be sold to the market (Febriandika, 2021). 

The target of this information is consumers. While providing information is the company. There are many kinds 
of this media, from oral media such as written media through newspapers, magazines or auditory or audio-visual 
media such as television, radio to the latest, namely through internet media (Kardoyo et al., 2020). But the point 
is how the message reaches the market exactly. The validity of this information is determined by three items or 
elements, namely the nature and qualification of the message. The figure and style of the message conveyed by 
the media used. These three elements are very decisive in the success of this promotion as a delivery of 
information. 

Segmentation Targeting Positioning of Sharia Banks in Indonesia 
Every company has three possibilities for marketing strategies in serving its market: 
Mass Marketing 
The strategy of Sharia banks in Indonesia is often referred to as a market aggregation strategy or 

undifferentiated marketing. This strategy is due to the mass market philosophy, which considers a market as a 
market with similar needs, without any individual segments. Therefore, in the strategy of Sharia banks in 
Indonesia, they try to meet the needs of all buyers by carrying out mass production, mass distribution, and mass 
promotion of products. So there is only one marketing mix that is used to serve all markets. 

Mass marketing strategies aim to increase efficiency and economies of scale, so that costs and prices are low 
and can reach as many potential buyers as possible. But there is also a problem, namely ignoring the differences 
in consumer tastes and the possibility of changing their preferences which can cause sales to decline (and even 
threaten business continuity). The Sharia bank strategy in Indonesia is used by companies that produce standard 
goods (such as agricultural products, gasoline, salt, sugar) and standard services (eg lawn mowing, house painting, 
workshops). 

Mass marketing strategies can also be applied to some products that the market may not consider standard. 
To support the success of the Sharia bank strategy in Indonesia, there are main requirements that must be met, 
namely: There must be a large number of people who have the same needs or basics (homogeneous), Consumers 
feel that the products of each company are no different, or only small differences . Companies must be able to 
design a marketing mix that can satisfy all kinds of potential customers (Mohamed Naim et al., 2019). 

Product-Variety Marketing 
In the strategy of Sharia banks in Indonesia, the company tries to produce several products that have different 

characteristics, such as quality, size, model, color or characteristics. This strategy emphasizes providing a wide 
variety of products to buyers rather than attracting different market segments. The rationale for the strategy of 
Sharia banks in Indonesia is that customers have their own tastes and these tastes change over time. Therefore 
customers need variety and change; The company tries to offer as many products as possible that can meet all of 
these variations (Ramadhani et al., 2019). 

Target Marketing 
In the marketing strategy of Sharia banks in Indonesia, the company does market segmentation, then selects 

one or more segments that are considered the most potential and profitable, and develops products and 
marketing programs specifically designed for the selected segments. 

There are two types of strategies to choose from, namely concentrating on a single segment (concentrated 
marketing) and multi-segment marketing. If the company chooses a single segment, it is expected that the 
company can better understand the needs, motivations, and satisfaction of each member of its segmentation. 
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Community understanding will be of great help in devising and implementing a highly specialized marketing mix. 
However, big risks are also ready to block its application in marketing industrial products. However, an example 
of a company implementing this strategy is Harley-Devidson concentrating solely on the market (Asnawi et al., 
2020). 

Another type is multi-segment marketing, in which a company selects two or more market segments and 
develops a separate marketing mix for each of them. The strategy of Sharia banks in Indonesia can provide several 
potential benefits, such as greater sales volume, profit and market share, and economies of scale in manufacturing 
and marketing (Mulia et al., 2020). However, there are also risks and costs, including design costs, product costs.    

Conclusion 
Based on the results and discussion above, several conclusions can be drawn, namely the characteristics of the 

Sharia banking management system in Indonesia, namely operating based on profit sharing principles and avoiding 
speculative activities in financial transactions. Sharia banking management in Indonesia examines general 
management, marketing management, human resource management (HRM), operational management, financial 
management and risk management of Sharia banking. Sharia banking management in Indonesia is an art to 
manage, because special and unique things often happen based on the characteristics of each banking institution. 
From another point of view, it can also be called a science because it can be learned, imitated, and can be 
documented. Implementation of management is very necessary for the progress of Sharia banking in Indonesia. 

The marketing strategy of Sharia banks in Indonesia is a series of steps to achieve the company’s business goals. 
The benefits of this world and the hereafter. Marketing has an important role in strategy development because 
marketing is the function that has the greatest contact and the external environment, while the company has only 
limited control over the external environment. Marketing strategy consists of the basic principles that are 
fundamental to marketing management to achieve business and marketing goals in a target market. Promotions 
carried out by Sharia banks in Indonesia are carrying out the mission to convey information about products to be 
sold to the consumer community. The information conveyed is about everything that is factual about the goods 
or services that will be sold to the market, and the target of this information is consumers. While providing 
information is the company. 

Suggestions  
Based on the results and discussion above, it can be drawn some suggestions or recommendations, namely to 

improve employee work, Sharia banks in Indonesia should always improve the quality of their human resources in 
the face of fairly tight competition in the banking business world today and in the future. Sharia banks in Indonesia 
need to further increase promotion and socialization of the community so that Sharia banks in Indonesia are better 
known and known to the public, especially Indonesia. Sharia banks in Indonesia have good and solid management 
and are supported by professional and trustworthy human resources so that they do not become alternative 
financial institutions but are truly independent. Urge the government to accelerate the development of Sharia 
banks by providing implementation provisions for the operations of Sharia banks. 
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