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INTI SARI 

 Tujuan dari penelitian ini untuk mengetahui faktor – faktor marketing mix yang 

dipertimbangkan nasabh dalam melakukan transaksi pada Bank Syari’ah di Yogyakarta 

dan untuk mengetahui faktor – faktor yang mempunyai peranan penting untuk 

dipertimbangkan. 

 Populasi dari penelitian ini adalah nasabah Bank Syari’ah sedangkan sampel 

diambil dari sebagian nasabah Bank Syari’ah yang dijadikan sampel objek penelitian 

dengan metode convenience sampling. 

 Pengujian dalam penelitian ini dilakukan atas nama faktor – faktor marketing 

mix dan beberapa faktor baru yang muncul diduga menjadi pertimbangan nasabah 

terdiri dari : Product, place, physical evidence, promotion, freshness, place, process, 

quality service, secret, style, price, easy cost, dan easy activity. Faktor – faktor tersebut 

terdiri dari 55 variabel, dengan menggunakan alat statistik Analisis Faktor variabel – 

variabel yang berkorelasi dan membentuk suatu faktor. 

 Hasil Penelitian menunjukan 55 variabel setelah di Rotasi Faktor menjadi 13 

faktor yang memiliki eigenvalue sama atau lebih dari satu dengan prosentasi total varian 

73,77%. Tiga belas faktor diberi nama sesuai dengan variabel – variabel yang 

mendasarinya, secara berurutan berdasarkan prosentase varian sebagai berikut : (1) 

product – 36,75% (2) people – 5,61% (3) physical evidence – 4,18% (4) promotion -

3,94% (5) freshnees – 3,59% (6) place – 3,21% (7) process – 2,81% (8) quality service 

– 2,76% (9) secret – 2,58% (10) style – 2,36% (11) price – 2,08% (12) easy cost 1,92% 

(13) easy activity – 1,91%. Sedangkan yang mempunyai peranan penting untuk 

dipertimbangkan nasabah dalam melakukan transaksi adalah faktor product. 

Kata kunci : Marketing Mix 
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ABSTRACT 
 

The aim of this research is to find out the “marketing mix faktors which 
considered by the customers transaction activity in Syari’ah Banks in Yogyakarta” and 
to find out which factor that have the important role to be considered. 

The population of this reseach is the Syari’ah Bank’s customer and the sample is 
taken from the half a mount of Syariah Banks customers. The total amount of the 
respondents in this reseach is 125 person. The research use the convenience sampling 
method. 

The trial of this reseach based on the marketing mix factors and some new 
factors which un expected emerged become the customers consideration which are : 
Product, place,physical evidence, promotion, freshness, procces, quality service, secret, 
style, price, easy cost, and easy activity. The factors consist of 55 variables, that using 
the statistic analyses factors. Machine which can be seen the variables that correlated 
and formed a factor. 

The Result of this research shows that the 55 variables be come 13 factors after 
they had been factor rotataed, which have the equal eigenvalue or bigger from one to the 
total varian percentage 73,77%. The twelve factors had given name based on their basic 
variables in squance based on its variety percentage they are : (1) Product – 36,75% (2) 
people – 5,61% (3) physical evidence – 4,18% (4) promotion – 3,94% (5) freshness – 
3,59 (6) place – 3,21% (7) procces – 2,81% (8) quality service – 2,76% (9) secret -
2,58% (100 style – 2,36% (11) price – 2,08% (12) easy cost – 1,92% (13) easy activity 
– 1,91%. Where as which has in doing transaction is the product factor. 
Keywords : Marketing Mix 
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