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Perbankan Syariah mengalami permasalahan market share yang masih
rendah dibandingkan bank konvensional. Untuk meningkatkan market share
perlu adanya strategi yang tepat untuk menjadi unggul dalam persaingan.
Penelitian ini bertujuan untuk menganalisis dan menginterpretasikan pengaruh
marketing mix dan costumer relationship marketing melalui keunggulan bersaing
terhadap market share Perbankan Syariah. Metode penelitian yang digunakan
dalam penelitian ini adalah metode penelitian kuantitatif dengan menggunakan
data primer. Sampel pada penelitian ini adalah Nasabah Bank Syariah yang ada di
Kediri. Dengan teknik pengambilan sampel menggunakan non probability
sampling, sehingga diperoleh jumlah sampel sebanyak 190 responden. Analisis
data pada penelitian ini menggunakan model SEM melalui alat analisis smartPLS
3.3.2.

Hasil penelitian menunjukkan bahwa marketing mix berpengaruh
signifikan terhadap keunggulan bersaing. Costumer relationship marketing
berpengaruh postitif signifikan = terhadap keunggulan bersaing. Keunggulan
bersaing berpengaruh positif signifikan terhadap market share. Marketing mix
berpengaruh positif signifikan terhadap market share. costumer relationship
marketing berpengaruh positif signifikan terhadap market share. Hasil uji jalur
membuktikan bahwa variabel intervening keunggulan bersaing mampu memediasi
hubungan antara marketing mix dan costumer relationship marketing terhadap
market share Perbankan Syariah.
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Islamic banking has a market share problem which is still low compared
to conventional banks. To increase market share, it is necessary to have the right
strategy to excel in the competition. This study aimed to find out and interpret the
influence of marketing mix and costumer relationship marketing through
competitive advantage agains Islamic Banking market share. The research
method used is a quantitative research method using primary data. The sample in
this study is the Islamic Bank customers in Kediri. With sampling techniques
using non-probability sampling. So the number of samples obtained as many as
190 respondents. Data analysis for this study used SEM models through tools
smartPLS analysis 3.3.2.

The results showed that the marketing mix had a significant effect on
competitive advantage. Customer relationship marketing has a significant positive
effect on competitive advantage. Competitive advantage has a significant positive
effect on market share. Marketing mix has a significantpositive effect on market
share. Costumer relationship marketing has a significant positive effect on market
share. The path test result prove that intervening competitive advantages is able
to mediate the relationship between marketing mix and and costumer relationship
marketing to Islamic banking market share.
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