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The aim of the research is to determine that customer interest in utilizing Gold 

Savings products at PT. Pegadaian Syariah Landungsari Branch is influenced by 

public relations, sales promotions, personal sales, and advertising. This investigation 
used a descriptive quantitative research design, analyzing data from customer 

questionnaires for Gold Savings and then summarizing the findings of that analysis. 

The findings of the study indicate that at the PT. Pegadaian Syariah Landungsari 

Branch, the promotional mix has a significant impact on consumer decisions and 
interest in saving. This is evident in the sales promotion variable (Sales Promotion) 

with an average strongly agree percentage of 62.5% and the advertising variable 

(Adverising), which has an average strongly agree percentage of 61%. the variable 

for personal selling (Personal Selling), which has an average of The public relations 
variable has an average percentage of 60% strongly agree, and the overall 

percentage is 60% strongly agree. This indicates that the PT. Pegadaian Syariah 

Landungsari Branch marketing mix has been successful, with an average per 

variable of over 50%.  
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INTRODUCTION 

 Financial institutions, in the competition for customer or public funds, tend to use 

product improvements and increase human resources in the form of innovative attitudes 

and competitive advantages (Rahayu, 2020), as well as influencing customers under the 

pressure of various internal factors, while external factors pay more attention to cultural 

and environmental changes in financial, social and economy, as well as considering the 

facilities and benefits that will be received by the community (Kim and Lee, 2019). 

Likewise with PT. Pegadaian Syariah Landungsari Branch is faced with competition with 

other financial services companies. Because of the importance of carrying out promotional 

strategies in an effort to anticipate changes that occur both internally and externally, PT. 

Pegadaian Syariah Landungsari Branch always strives to increase the value of product 

income in a sustainable manner, improve the quality of its resources and implement 

appropriate, effective and efficient promotional strategies to provide the best contribution 

to revenue, so that pawnshop sharia has strong competitiveness and is able to offer 

customers good service (Jusoh, 2014). 

 Gold savings products from Pegadaian Gold Savings allow customers to invest in gold 

conveniently, affordably, reliably, and safely (Swastha, 1999). Pegadaian Gold Savings is 

a gold balance custody service that facilitates gold investments (Pegadaian.co.id). 

Pegadaian gold savings itself was launched in 2015 and received a positive response from 
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the public at that time, so that the number of customers continued to increase significantly 

from year to year, this illustrates that gold savings products are very popular with people 

in all circles. One of the supporting factors in achieving company goals by implementing 

this promotional mix involves determining how to display products in certain market 

segments (target markets). The concept of a promotion mix and good service support can 

provide direction for company leaders to achieve company goals in marketing (Rahayu, 

2022). Promotions can usually take the form of advertising, press releases, discounts, 

competitions, sponsorships, or additional bonuses. The main aim of promotion is to 

provide information, remind and influence potential buyers or customers to increase sales 

of company products and services (Tjiptono, 2015). 

 The location of the Landungsari Branch of the Sharia Pegadaian is also strategically 

close to the campus and is a reference for other Branch Assistant Units in the Blitar area. 

The challenges faced by Pegadaian Syariah Landungsari Branch are also interesting 

because they are dealing with conventional banks and conventional pawnshops which 

have products that are almost similar to PT. Pegadaian Syariah Landungsari Branch, 

because of the importance of implementing promotional strategies to anticipate changes 

both external and internal. According to the background information provided, the author 

is particularly interested in analyzing, investigating, and learning more about the gold 

savings products offered by the Pegadaian Syariah Landungsari Branch. Specifically, the 

author plans to investigate the extent to which the promotional mix influences consumers' 

inclination to use gold savings products (study in PT. Pegadaian Syariah Landungsari 

Branch). 

LITERATURE REVIEW 

The research conducted by Syarifuddin et al. (2020) regarding marketing strategies 

for increasing gold savings products at PT. Sharia Pawnshop Banda Aceh Branch is 

closely related to this research. In order to increase gold savings products at the PT. 

Pegadaian Syriah Banda Aceh Branch, marketing strategy problems need to be 

addressed. Research findings show that the marketing strategy of Pegadaian Syariah 

Banda Aceh Branch in developing its gold savings product is to provide very satisfactory 

information, segment the target market by reaching all levels of society, introduce gold 

installment savings products to the community, workplaces, and educational institutions, 

and answer the marketing mix. elements of product, price, promotion, and place.  

The introduction of literacy is the most effective marketing strategy for gold savings 

products to the public, so they are in great demand among housewives (IRT) and non-

PNS employees. According to research conducted by Anjarsari, (2020) on the 

implementation of the marketing mix for gold pawn products at the Buleleng Branch of 

PT. Bank Syariah Mandiri. PT Bank Syariah Mandiri Buleleng Branch has implemented 

7P as a marketing strategy to attract consumer purchasing power. where the 7Ps apply 

product, price, place, promotion, people, processes, and physical environment in market 

segmentation and target setting. The study conducted by Hasibuan, (2020) examined the 

decisions made by customers at PT. Pegadaian Syariah Sub-Branch Alaman Bolak 

Padangsidimpuan when selecting gold savings products. Studies reveal that the 

correlation between promotional, cultural, social, and personal factors and customer 

decisions is 0.868 when the coefficient of determination (R) is analyzed. demonstrates 

how the variables X1, X2, X3, and X 4 affect consumers' choices to use gold savings 

products. Customer decisions are influenced by culture, social media, promotion, and 

personal factors, as indicated by the results of concurrent tests. The choice of Gold 
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Customer 

Decision 

Savings Products: Promotional Effects and Service Quality at PT. Pegadaian (Persero) 

East Palu Branch, Hilal et al. (2020). The study's findings demonstrate that decision-

making is significantly impacted by both service quality and promotion at the same time. 

The influence of promotion, service quality, and motivation on the decision to select gold 

savings products at the Palu branch of the Sharia Pawnshop was examined by Hidayah et 

al. (2020). Based on the findings of the study and the subsequent discussion, the problem 

formulation suggests that, in contrast to promotion and motivation, which have no 

discernible influence on consumer choice, service quality has a major positive impact on 

this decision.  

Accordance with research done by Islamiyati, (2020) Arrum Haji Product Promotion 

Strategy for Increasing the Number of Pilgrims at PT. Pegadaian (Persero) Margonda 

Sharia Branch, Depok, explaining the promotional mix that PT. Pegadaian Syariah 

Margonda Depok uses includes advertising, personal selling, public relations and 

publicity, sales promotions, direct marketing, and internet media, according to the 

findings of the researchers' investigation. Out of the six mixes, this one is fairly good, 

having a higher percentage of word-of-mouth recommendations and influencing up to 

5750 more congregations between 2018 and 2019. This is a result of the promotional 

strategy. 

 

 

                                                    

 

 

 

 

 
RESEARCH METHOD  

 This research is a type of descriptive research with quantitative methods. By using 

primary and secondary data sources (Sugiyono, 2016). This research requires a lot of data 

related to the research questions. This research took place at PT. Pegadaian Syariah 

Landungsari Branch, located on Jl. Raya Tlogomas Ruko Landungsari Kav.7, Malang, 

East Java. In this study the number of samples was 91 people. In this case, researchers 

used gold savings product customers as a data source or research sample. In this research, 

questionnaires will be distributed to respondents, namely gold savings customers of PT. 

Pegadaian Syariah Landungsari Branch and people who have not used gold savings 

products. Measurements in this study used the Likert Scale method. 

RESULT AND DISCUSSION 

Advertising (Advertising) 

The results of research conducted at the PT. Pegadaian Syariah Landungsari branch on 

consumer interest in gold savings products using promotional mix analysis. The average 
attitude towards the advertising variable was obtained as strongly agreeing at 61%, 

agreeing at 39%, disagreeing at 0%, and strongly disagreeing at 0%. Advertising is a type 

of indirect communication that is built on facts about the benefits of a product and is 

Advertising 

Promotion 

Mix  

Promotion Sales 

Personal Selling 

Public Relations 

Figure. 1.  Conceptual framework 
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intended to generate positive emotions in the hope of persuading consumers to make a 

purchase (Tjiptono, 2008). Advertisement at PT. Pegadaian Syariah. The Landungsari 

branch is quite effective in arousing customers' interest in taking advantage of gold 

savings products. 

Promotion Sales 

 The findings of a study conducted at the PT. Pegadaian Syariah Landungsari Branch on 

consumer interest in gold savings products using promotional mix analysis. The average 

response to the sales promotion variable was 62.5% strongly agree, 36.5% agree, 1% 

disagree, 0% disagree, and 0% strongly disagree. Sales promotions are another way to 

promote products or services in addition to advertising. Growing the number of clients or 

sales is the aim. The study findings demonstrate that by offering incentives like free 

samples, discounts, shopping coupons, cash back (monetary prizes), and bonuses, PT. 

Pegadian Syariah Landungsari Branch's sales promotion is compliant. This result is in line 

with the results of Susanti, et al. (2020), which found that a good promotional strategy was 

able to attract customers' interest in using the products offered by PT. Sharia Pawnshop.  

Personal Selling 

The findings of a study conducted at the PT. Pegadaian Syariah Landungsari Branch 

on consumer interest in gold savings products using promotional mix analysis. 70% agree, 

2% disagree, 1% disagree, and 60% strongly disagree were the average results for the 

personal sales variable. When it comes to building strong customer relationships, personal 

selling is the ideal kind of advertising. One of a salesperson's objectives is to close deals 

through in-person interactions, and sales representatives of the company meet with clients 

to deliver goods. Security personnel, housekeeping services, and even office 

administrators typically handle these kinds of promotions. The results of this variable 

research aim to make consumers or potential customers more interested and know in detail 

the products and services offered, in order to be able to increase the interest of Pegadaian 

Syariah Gold Savings customers. This is in line with research conducted by Islamiyati 

(2020), which found that personal selling using the word-of-mouth method resulted in 

Arrum Haji products receiving a significant increase in the number of customers. 

Public Relations 
 Findings from a study conducted at the PT. Pegadaian Syariah Landungsari Branch 
using a promotional mix analysis to determine consumer interest in gold savings products. 
On average, the results for the public relations variable were 60% strongly agree, 39% 
agree, 1% disagree, 0% disagree, and 0% strongly disagree. The management of 
information dissemination to individuals and organizations, including businesses, 
government agencies, and the general public, is known as public relations (Soemitra, 
2020). The goal of this practice is to enhance the favorable perception that the public and 
customers have of a company, institution, and its products. Findings from studies on this 
variable PT. Pegadaian Syariah Using webinars or seminars in conjunction with nearby 
campuses, government agencies, and public institutions, the Landungsari Branch 
cultivates positive relationships with the community and its patrons. This is in line with 
Cutlip, Center, and Broom's assertion in their book that public relations is an essential 
management function for any kind of business or organization. In order to gain public 
acceptance and understanding, public relations is a management function that assesses 
public attitudes, identifies the policies and practices of people or organizations with a 
public interest, and plans and executes action programs (Cutlip, 2000). 
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Customer Decision 

 The findings of this investigation were conducted at the PT. Pegadaian Syariah 

Landungsari Branch on consumer interest in gold savings products using promotional mix 

analysis. 60% strongly agree, 39% agree, 1% disagree, 0% disagree, and 0% strongly 

disagree were the average results for the public relations variable. Managed information 

distribution to the public, businesses, and government agencies is known as public 

relations (Soemitra, 2020). The goal of this practice is to enhance the public's or 

customers' perception of a company or organization and its products. 

 
CONCLUSION 

The research findings and the discussion in the preceding chapter lead to the 

conclusion that, at PT. Pegadaian Syariah Landungsari Branch, customer decisions and 

interest in saving are significantly influenced by the promotional mix. According to the 

value result of this variable, there was an average of 61% strongly agreeing with the 

advertising variable (Adverising); 62.5 percent strongly agreeing with the sales promotion 

variable (Sales Promotion); 60% strongly agreeing with the personal selling variable 

(Personal Selling); and 60% strongly agreeing with the public relations variable. Over 50% 

on average for each variable. This demonstrates how well the PT. Pegadaian Syariah 

Landungsari Branch's marketing mix contributed. Additionally, data in the categories of 

strongly agree (58%), agree (40%), disagree (1%), disagree (0.8%), and strongly disagree 

(0.2%) were obtained from the research that was conducted. 
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