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ABSTRAK 
 
 
Pangsa pasar perbankan syariah Indonesia belum tergarap maksimal, dengan aset 

perbankan syariah hanya sekitar 7,3% dari total aset perbankan keseluruhan 

mendorong pemerintah meleburkan bank syariah milik Bank Mandiri, BRI, dan 

BNI  menjadi satu entitas yaitu BSI pada Februari 2021. Bank Syariah terbesar di 

Indonesia ini dihadapkan tantangan dalam membangun brand awareness. 

Bekerjasama dengan Bisnis Indonesia, BSI fokus membangun brand awareness 

yang diharapkan berdampak pada bisnis simpanan dan pembiayaan. Penelitian ini 

bermaksud meneliti strategi promosi PT Bank Syariah Indonesia Tbk. melalui 

Harian Bisnis Indonesia untuk meningkatkan brand awareness. Teori yang 

digunakan yaitu Teori Efek Hierarki, STP (Segmentation, Targeting, Positioning), 

IMC, dan bauran pemasaran dengan paradigma post-positivisme, pendekatan 

kualitatif, dan metode penelitian studi kasus. Hasil penelitian menunjukkan bahwa 

BSI fokus dalam membangun brand awareness sebagai bank yang inklusif, 

rahmatan lil alamin, modern, dan mendukung keberlanjutan. Pesan tersebut 

dibangun melalui komunikasi terpadu seperti publisitas berupa brand content, 

kegiatan pemasaran seperti Jelajah Lebaran dan Writing Competition, advertising 

seperti pemasangan display, hingga kegiatan sponsorship dengan terlibat pada 

Bisnis Indonesia Award. Dalam membangun pesan melalui kanal-kanal tersebut, 

BSI menggunakan model Segmenting, Targeting, dan Positioning (STP). Brand 

content mempertimbangkan demografis dan psikografis untuk segmentasi, dengan 

target selektif. Jelajah Lebaran dan Writing Competition menaruh perhatian pada 

geografis, demografis, dan psikografis, dengan target selektif untuk Jelajah 

Lebaran, dan single segmen concentration untuk Writing Competition. Bisnis 

Indonesia Award mempertimbangkan demografis, dengan target selektif. 

Sementara itu, iklan display fokus pada selektif target dengan segmentasi 

mempertimbangkan demografis, psikografis, dan perilaku. Dalam hal positioning, 

baik brand content, Jelajah Lebaran, Writing Competition, Bisnis Indonesia Award, 

dan iklan menekankan BSI sebagai bank yang inklusif, digital, modern dan 

mendukung keberlanjutan, termasuk UMKM. Pendekatan strategi promosi BSI di 

Bisnis Indonesia dilakukan dengan model Efek Hierarki, di mana BSI membangun 

kesadaran pembaca Bisnis Indonesia terhadap BSI sebagai tahap awal hingga 

akhirnya terjadi transaksi di pembiayaan ataupun penyimpanan dana nasabah yang 

muncul atas brand awareness yang terbangun. Awareness yang telah terbangun 

terlihat dari kinerja BSI yang meningkat dari sisi simpanan, pembiayaan, hingga 

jumlah pengguna BSI Mobile.  

 

Keyword: BSI, Bank Syariah Indonesia, Perbankan Syariah, Brand 

Awareness, Bisnis Indonesia. 
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ABSTRACT 
 

 

The market share of Indonesian Islamic banking has not been fully exploited, with 

Islamic banking assets only around 7.3% of total banking assets, prompting the 

government to merge Islamic banks owned by Bank Mandiri, BRI, and BNI into 

one entity, namely BSI in February 2021. The largest Islamic bank in Indonesia is 

faced with the challenge of building brand awareness. In collaboration with Bisnis 

Indonesia, BSI focuses on building brand awareness which is expected to have an 

impact on the savings and financing business. This study aims to examine the 

promotional strategy of PT Bank Syariah Indonesia Tbk. through the Bisnis 

Indonesia Daily to increase brand awareness. The theories used are the Hierarchy 

Effect Theory, STP, IMC, and marketing mix with a post-positivism paradigm, a 

qualitative approach, and a case study research method. The results of the study 

show that BSI focuses on building brand awareness as an inclusive, rahmatan lil 

alamin, modern, and sustainability-supporting bank. The message is built through 

integrated communications such as publicity in the form of brand content, 

marketing activities such as Jelajah Lebaran and Writing Competition, advertising 

such as display installation, to sponsorship activities by being involved in the Bisnis 

Indonesia Award. In building messages through these channels, BSI uses the 

Segmenting, Targeting, and Positioning (STP) model. Brand content considers 

demographics and psychographics for segmentation, with selective targets. Jelajah 

Lebaran and Writing Competition pay attention to geography, demographics, and 

psychographics, with selective targets for Jelajah Lebaran, and single segment 

concentration for Writing Competition. Bisnis Indonesia Award considers 

demographics, with selective targets. Meanwhile, display advertising focuses on 

selective targets with segmentation considering demographics, psychographics, and 

behavior. In terms of positioning, both brand content, Jelajah Lebaran, Writing 

Competition, Bisnis Indonesia Award, and advertising emphasize BSI as an 

inclusive, digital, modern bank that supports sustainability, including MSMEs. 

BSI's promotional strategy approach in Bisnis Indonesia is carried out using the 

Hierarchy Effect model, where BSI builds Bisnis Indonesia readers' awareness of 

BSI as an initial stage until finally a transaction occurs in financing or saving 

customer funds that arises from the brand awareness that has been built. The 

awareness that has been built can be seen from BSI's increasing performance in 

terms of savings, financing, and the number of BSI Mobile users. 

 

Keywords: BSI, Bank Syariah Indonesia, Islamic Banking, Brand Awareness, 

Bisnis Indonesia. 
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