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INTRODUCTION

Economic growth is an important indicator in seeing whether a country's economy is classified as good 
or not. Countries with low economic growth can be indicated that the country is experiencing problems in 
its economy. However, there are some cases where countries with low economic growth, but have very good 
economies.  The rapid change in the world has forced manufacturers and sellers to think hard to continue 
to exist in their world. This change is caused by various causes, such as the rapid growth and development 
of technology, both machine technology and heavy equipment, especially telecommunications technology. 
Similarly, information and telecommunications technology develop in seconds. As a result of technological 
changes that are so fast, it also affects changes in people's behavior.  One of the factors that affect Indonesia's 
economic growth. is the banking industry. Banking helps Indonesia in overcoming economic problems, this 
is because Indonesia implements a bank-based economy system, where the source of state financing depends 
on the existence of banking. The banking industry in Indonesia also shows competitive market competition. 
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The purpose of this study is to determine the Effect of Marketing Mix 
Strategies and Marketing Relationship Strategies on Competitive Advantage 
and Its Implications for Marketing Performance Partially and Simultaneously. 
The method used in this study is a verifiative method with a quantitative 
approach.  This research is a causal/verifiative research because it intends 
to determine the relationship between the above research variables with 
causal relationships so that there are independent variables (influencing 
variables) and dependent variables (influenced). comparative, associative 
and structural relationships (Path analysis, and Structural Equation Model / 
SEM relationships). The results of the study explained that simultaneously the 
positive influence of the variables of marketing mix strategy, and marketing 
relationship strategy on competitive advantage there are BUKU 2 Banks in 
West Java and DKI Jakarta Provinces. The biggest influence on competitive 
advantage comes from the Marketing Mix Strategy, while the smallest 
influence comes from the marketing relationship strategy. The Marketing 
Mix Strategy has a positive effect on the competitive advantage of BUKU 
2 Bank in West Java and DKI Jakarta Provinces.
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This can be seen from the large number of banks in Indonesia. As there are more competitors in an industry, 
the competition will be more competitive. In recent years, the banking industry has faced intense competition 
with various opportunities and threats. In such a settlement, the banks can prevail in the competition if they 
gain more market share at the lowest cost. This requires the formulation and execution of effective and efficient 
strategies in maintaining the competitive situation and the success of the organization.

In an effort to face competitive challenges, bank management needs to develop its marketing strategy, 
such as strengthening synergies between business banking and consumer and retail banking to increase market 
share, expand business and focus on prospective economic sectors, regions and segments, both in an effort 
to increase third party funds and increase healthy credit expansion.  In addition, bank management can also 
improve customer experience with optimal service quality so that it has a positive impact on bank marketing 
performance, especially the growth of cheap funds, healthy MSME credit growth and fee-based income, 
meaning that marketing strategies based on customer needs are not product-based approaches. Commercial 
Bank Business Activities (BUKU) aims to determine the variety of business activities that can be carried out 
by a bank. In this regard, Bank Indonesia categorizes banks' business activities based on their core capital. 
With this categorization, commercial banks are always encouraged to increase their core capital so that the 
category level can also increase. The increase in this category will certainly affect the wider scope of business 
activities. Furthermore, the potential income that banks can get will be greater. The grouping of banks in 
the BUKU 2 category affects the scope of bank business activities. In the BUKU 2 category, the scope of 
the bank's business activities includes: collecting and disbursing funds in rupiah, trade financing, limited 
e-banking payment systems, foreign exchange trading, but limited to foreign exchange traders only, limited 
treasury covering spot and derivatives, 15% participation in domestic financial institutions and lending or 
productive financing of MSMEs at least 60% of total credit or financing. Based on Kontan.co.id sources, 
there are twenty-three BUKU 2 Banks spread across West Java and DKI Jakarta Provinces. Bank BUKU 2 
as a financial institution for micro, small and medium enterprises and the informal sector is interesting to be 
researched and studied, and researchers conducted research with a research focus on Bank BUKU 2 in West 
Java and DKI Jakarta Provinces, with considerations, among others, The Central Statistics Agency (BPS) noted 
that in Quarter 2 of 2020, bank intermediation performance contributed RP. 94.66 Trillion, or equivalent to 
2.56% of the total gross domestic product (GDP) worth RP. 3.687.68 trillion. This value is reduced compared 
to the contribution of the banking industry in quarter 1-2020 worth IDR 114.79 trillion or equivalent to 2.92% 
of the total GDP of IDR 114.79 trillion. 3,922.676 trillion. The Financial Services Authority (OJK) recorded 
that bank credit growth throughout the first quarter of 2020 decreased compared to the previous quarter. In 
the second quarter of 2020, credit growth of 1.49% (yoy) decreased gradually compared to the first quarter of 
2020 of 2.77% (yoy) (Kontan.co.id:2020). This is one of the bases for researchers to take banking business 
as a research locus. West Java and DKI Jakarta provinces are provinces that dominate Indonesia's economic 
growth. In the third quarter of 2021, economic growth in West Java Province was 3.7%-4.7% with currency 
inflows recorded at Rp. 16.51 trillion and non-cash transactions increased significantly by 26.37%. (Economic 
Report of West Java Province-Bank Indonesia https://www.bi.go.id). Meanwhile, economic growth in DKI 
Jakarta in the third quarter of 2021 was 2.43% (Kontan.co.id), however, the intermediation performance of 
Commercial Banks located in West Java and DKI Jakarta needs to be improved because it is still in the lower 
range of regulations. So it is interesting to study the dimensions that affect the marketing performance of 
Bank BUKU 2. The selection of research loci at Bank BUKU 2 in West Java and DKI Jakarta Provinces is 
also based on factors of research efficiency and effectiveness in determining population, sampling techniques, 
and data collection techniques. Bank BUKU 2 in West Java and DKI Jakarta Provinces has a larger number, 
namely 23 banks with 8,065 permanent employees (source Kontan.co.id: 2021), meaning that the results of 
Bank BUKU 2's research in West Java and DKI Jakarta Provinces are expected to be more representative in 
building a core business strategy for Bank BUKU 2. With the hope that researchers can make useful scientific 
contributions to Bank BUKU 2, regulators, policy makers, owners, shareholders, MSME business actors, and 
parties interested in banking studies.

Based on the phenomenon of the problem above, researchers found gaps related to marketing performance, 
competitive advantages, marketing mix strategies and marketing relationship strategies which will then be 
the subject of study in this study. In addition to these five variables, researchers do not examine business 
performance and other variables, but only focus on marketing management. The gaps that occur in the above 
variables will be described in the following description based on the results of pre-surveys that have been 
conducted by researchers.  Marketing performance is a commonly used factor to measure the impact of a 
company's strategy. The company's strategy is always directed to produce good performance and a company 
that performs well will be reflected in the high performance of marketing management such as high sales 
volume, high market share, and high marketing profitability.  Marketing performance measurement is an 
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assessment of the 'relationship between marketing activities and business performance. According to Kotler 
& Keller (2016), marketing metrics are a measurement device that helps companies calculate, compare, and 
interpret marketing performance. 

The results of the preliminary survey found that the average score for each dimension of marketing 
performance at BUKU 2 banks has not reached the high category where all of them are quite high categories 
(scores between 2.8 – 3.1) so it can be said that Marketing Performance at BUKU 2 banks in West Java and 
DKI Jakarta Provinces has not been classified as high. Preliminary research also revealed the phenomenon that 
the marketing performance of BUKU 2 bank is quite high because the management of BUKU 2 bank has not 
optimally captured cheap funds from third parties or the funds netted are still dominated by expensive funds 
so that these funds have high costs. In addition, the management of BUKU 2 bank is also not optimal in the 
preparation of the Annual Marketing Plan (RPT) for loans so that the loans netted are less productive loans. 
The bank's real income is still dominated by credit interest income and or the difference in the cost of funds 
with loan interest. Unstructured credit marketing strategies that have an impact on non-performing loans, 
which affect interest and operating profit opinions and are less able to accelerate the growth of BUKU 2 bank 
performance. While in 2017 there were two studies, namely Limakrisna, Adriza, and Zahara that determined 
and analyzed competitive advantage models and marketing performance. The findings of the study are that 
buyer relationships, supplier relationships, and company resources have a positive and significant influence 
on competitive advantage. Buyer relationships, supplier relationships, company resources, and competitive 
advantage have a positive and significant effect on marketing performance. 

Results of a preliminary survey on the dimension of Competitive Advantage. Where the pre-survey results 
revealed that the average score for each dimension of competitive advantage has not reached the superior 
category (score between 2.9 - 3.4) or all of them are in the superior enough category. The pre-survey showed 
that there was a phenomenon that the Competitive Advantage of BUKU 2 banks in West Java and DKI Jakarta 
Provinces was not superior, as seen during the preliminary survey showed that the competitive advantage of 
BUKU 2 bank management in West Java and DKI Jakarta Provinces, had not been oriented towards low costs 
in bank governance, such as the position of third party funds classified as expensive funds and there was a 
shortage of funds (loan positions higher than deposits).  In the banking world, marketing is needed to rotate 
existing cash or capital for the survival of the bank, of course, to meet customer needs and provide customer 
satisfaction. Therefore it is necessary to find an effective and sustainable marketing strategy for the long 
term. One of the strategies used by banks to influence customer decisions in choosing credit is to implement 
a marketing mix strategy.  The results of the preliminary survey are known that the average score for each 
dimension of marketing mix strategy has not reached the very good category where all of them are categorized 
quite well (score between 2.0 – 3.2) so it can be said that the dimension of marketing mix strategy at BUKU 
2 banks in West Java and DKI Jakarta Provinces has not been classified as very good.  Preliminary research 
also reveals the phenomenon that the dimensions of the marketing mix strategy at BUKU 2 banks in West 
Java and DKI Jakarta Provinces have not reached the very good category, as can be seen from the product 
and promotion strategy is still limited, the place and price strategy is also still limited. Previous research also 
supports that marketing mix strategies greatly affect marketing performance. A Komari, L D Indrasari, A Y 
Tripariyanto, S Rahayuningsih (2020) in his research tested the Analysis of SWOT Marketing Strategies and 
7P Influence on Purchasing Decision.

Relationship marketing in marketing science is a marketing principle that emphasizes long-term good 
relationships with customers, suppliers and distributors. In other words, marketing relations are an integrative 
design that strengthens the company's marketing competence (Fandy Tjiptono, 2017). The importance of 
fostering and carrying out relationship strategies in organizations in the banking industry is to convince 
the public (customers) so that the public can know the advantages of the service products offered. Reicheld 
and Sasser (DeReMa Journal of Management Vol. 11 No. 2, September 2016) conducted a study showing 
that acquiring new customers has five times more cost than retaining existing customers, even similar to 
the duration of relational customers, companies can increase profits by up to 100%, that's just to have a 
5% retention rate. The study of marketing has created several theories about the basic keys of relationship 
marketing, namely, trust, justice, benevolence, empathy, commitment, conflict handling, communication, 
competence (DeReMa Journal of Management Vol. 11 No. 2, September 2016). Relationship marketing is 
the process of creating, maintaining, and improving strong, value-based relationships with customers and 
other shareholders. The goal is to provide long-term value to customers, and the measure of success is long-
term customer satisfaction.  Relationship marketing is not only in marketing that prioritizes probability, but 
also applies equally in social marketing. The role of relational marketing in customers can be improved by 
improving service to customers. Quality service shows the readiness of program providers, in providing 
services to customers. 
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Based on research observations on the BUKU 2 banking services business in West Java and DKI 
Jakarta Provinces, the author identifies several problems found, namely  market identification has  not been 
optimally carried out such as determining relevant markets including market potential, analyzing primary 
demand for bank products and services and segmenting the market. Identification, description, analysis, 
evaluation and stages of action against competitors have not been optimally carried out. Identification of 
potential target markets is not optimal and not customer oriented, such as understanding customer profiles 
and customer business profiles. The strategy of developing and increasing market access has not been 
optimal in an effort to create value and competitive advantage. Human resource development strategies 
have not been optimal such as building capacity building. The service quality strategy is still relatively 
low, the customer loyalty program strategy, and customer data-based management have not been optimally 
managed. Product development strategies and product features have not been optimal and IT-based products, 
and build top brand awareness. Credit culture strategies that are still not optimal such as credit portfolio 
management, non-performing loan governance, selection of productive financing sectors, implementation 
of good corporate governance (GCG). The strategy of alliances and partnerships with relevant institutions 
has not been carried out. 

The Relationship of Marketing Mix Strategy to Marketing Relationship Strategy. According to Kotler and 
Armstrong (2012: 75), stating the marketing mix is a set of marketing tools that companies use to continuously 
achieve their company goals in the target market. According to Hermawan (2015: 10) with the marketing mix, 
it will increase decisions, satisfaction, and consumer loyalty in purchasing so that later it will have an impact 
on improving the quality of company competitiveness.  According to Sulaiman (2015: 15) with the marketing 
mix, it will increase consumer confidence in the quality of the brand offered by the company, so that it will have 
an impact on the good image of the company by consumers. Meanwhile, according to Buchari Alma (2016: 
205) states that "Marketing Mix" is a strategy to mix marketing activities, so that the maximum combination 
is sought so that it brings the most satisfying results.  Apart from this, the main marketing factors that can 
create purchasing decisions concern four aspects, namely product, price, place/distribution and promotion. 
As Kotler (2008: 18) said, what defines a marketing mix is a set of marketing tools that companies use to 
achieve marketing goals in the target market. Marketing mix is controllable variables that companies can use 
to influence consumers from certain market segments that the company is aiming for. Another study conducted 
by Muh. Ishaq Jayabrata, Ida Aju Brahmasari, Ida Aju Brahma Ratih, about Analysis of The Influence Patient 
Safety, Service Quality, Marketing Mix, Toward Patient Satisfaction and Patient Loyalty for Inpatients of 
Private Hospitals in Surabaya (International Journal of Business and Management Invention:2016) Statistical 
research method using SEM. The results of this research state that the marketing mix has a significant effect 
on the satisfaction of inpatients of private hospitals in Surabaya. The marketing mix has a significant effect 
on the loyalty of inpatients of private hospitals in Surabaya. Patient Satisfaction has a significant effect on the 
loyalty of inpatients of private hospitals in Surabaya. 

The Effect of Marketing Mix Strategy on Competitive Advantage Marketing mix is a set of marketing 
tools that companies use to continuously achieve their marketing goals in the target market of Kotler and 
Keller (2016). According to Buchari Alma (2018), the marketing mix is defined as a strategy to interfere 
with marketing activities, so that the maximum combination is sought so that it brings satisfactory results.  
Marketing mix is part of the marketing concept that has an important role in influencing consumers to buy the 
products or services offered. Kotler and Armstrong (2014: 76) define the marketing mix as follows, Marketing 
mix is the set of tactical marketing tools that the firm blends to produce the response it wants in the target 
market. The definition states that. The marketing mix is a set of tactical marketing tools in which the two 
combine to produce the desired response in the target market.  According to Sofjan Assauri (2019: 20) states 
that a new company has a competitive advantage, if the company succeeds in designing and implementing a 
value creation strategy or value. Value creation that creates competitive advantage can occur if competitors 
do not use or carry out the same strategy. Competitive advantage can only be maintained if current and new 
competitors do not replicate or replace it. Another research conducted by Novita Presty Eka Putri et al (2020) 
on the Effect of Marketing Mix and Customer Relationship Management on Competitive Advantage (study on 
ZOYA Tasikmalaya branch Based on the results of research on the influence of marketing mix and customer 
relationship management on competitive advantage (study on Zoya Tasikmalaya branch) it can be concluded 
that Marketing mix affects competitive advantage in Zoya Tasikmalaya.  Although the level of relationship 
is moderate, the marketing mix still affects competitive advantage. The higher the marketing mix given, the 
higher the competitive advantage.  The Effect of Marketing Relationship Strategy on Competitive Advantage. 
Relationship marketing strategy is a marketing approach to customers both to encourage company growth 
in the long term as well as to maximize customer satisfaction. Long-term sustainable relationships must 
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certainly continue to be fostered in order to create interdependence between the company and consumers 
which will later provide value for both parties.  Marketing relationship strategy is an effort to build trust from 
the public both in the product and the company, so the service factor to customer needs to be prioritized. 
In the perspective of marketing management, these strategic problems can be overcome by implementing a 
marketing relationship strategy (Relationship Marketing Strategy) because this strategy is correlated with 
the creation of satisfaction, the creation of competitive advantages, improving service quality and long-term 
mutually beneficial relationships between companies and customers.  Research conducted by Samuel Affran, 
Mawuko Dza, Jocelene Buckman, on Empirical Conceptualization of Customer loyalty on Relationship 
Marketing and Sustained Competitive Advantage (Journal of Research in Marketing Volume 10 No.2 June 
2019) Research results Empirically, the results of this study clearly underline that customer loyalty has a 
significant direct positive influence on relationship strategiesSustainable marketing and competitive advantage. 
The effect of competitive advantage on marketing performance. Competitive advantage is related to the 
way in which companies choose and can actually implement generic strategies into practice according to 
Porter in Kuncoro (2020: 169). All parts of the organization, both in the form of resources and activities, 
can be a competitive advantage through 3 alternative strategies: cost leadership, differentiation, and focus. 
The competitive strategy of an enterprise organization must take advantage of the competitive advantages 
of the organization it develops.  Marketing Performance is basically marketing performance is the output 
or result of the application of all activities related to marketing. Marketing performance is usually seen 
through the financial performance of the company. Kotler (2016: 47) also suggests that holistic marketing 
includes performance marketing and understanding the returns for businesses from marketing activities and 
programs as well as broader concerns, legal, ethical, social and environmental influences internally and 
externally. Based on the opinion of Wheelen, et al. (2015: 338), performance is the end result of an activity.  
Competitive advantage must be possessed by the company or product to achieve performance and achieve 
the success of the resulting product (Ekawati et al., 2016). Based on the opinion of Wheelen, et al. (2015: 
338), performance is the end result of an activity. Performance measurement is used to assess performance 
based on organizational units and goals to be achieved.  Another study conducted by Binh Do, Nguyen, 
Ninh (2020) on The Links between Proactive Environmental Strategy, Competitive Advantages and Firm 
Performance: An Empirical Study in Vietnam. The adoption of a proactive environmental strategy results in 
competitive advantage, differentiation and cost leadership. In addition, differentiation competitive advantage 
improves firm performance both in the short (i.e., product, financial and production performance) and long 
term (i.e., strategic performance). 

METHOD
 
The method used in this study is a verifiative method with a quantitative approach.  This research is a causal/

verifiative research because it intends to determine the relationship between the above research variables with 
causal relationships so that there are independent variables (influencing variables) and dependent variables 
(influenced). The type of investigation used is causality, which is a type of research that states the relationship 
between independent variables, namely Core Competencies, Marketing Mix Strategies and Marketing 
Relationship Strategies to intervening variables, namely Competitive Advantage and dependent variables, 
namely Marketing Performance.  Sugiyono (2021: 57) argues that the survey research method is a quantitative 
research method used to obtain data that occurred in the past or present, about beliefs, opinions, characteristics, 
behavior, variable relationships and to test several hypotheses about sociological and psychological variables 
from samples taken from certain populations, data collection techniques with observations (interviews or 
questionnaires) that are not in-depth and research results tends to be generalized. in survey research can be 
descriptive, comparative, associative and structural relationships (Path analysis/path analysis, and Structural 
equation relationships/Structure Equation Model/SEM). For this research instrument, a questionnaire trial was 
carried out first, to determine the level of validity and reliability. From the results of the validity and reliability 
test, it can be known whether the questionnaire is feasible or not to be used. This study uses an evaluation of 
validity, reliability, normality and outliers.

RESULTS

The following are the results of the calculation of the marketing mix strategy path diagram and marketing 
relationship strategy to competitive advantage and its implications on marketing performance, which are as 
follows:
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The results of the relationship structure of all variables using Lisrel 8.8 software as Figures 1, each dimension 
of research needs to be explained further. This explanation is necessary because each variable is measured 
indirectly, but is formed by a number of indicators that need to be examined for their role to form these variables.

DISCUSSION

The Effect of Marketing Mix Strategy and Marketing Relationship Strategy on Competitive Advantage 
Structural model 1 illustrates the relationship between marketing mix strategy and marketing relationship 
strategy to competitive advantage, which is expressed in the following hypothesis: that marketing mix strategy 
and marketing relationship strategy have a significant effect on competitive advantage both simultaneously 
and partially. Based on the results of the Lisrel 8.8 program data processing for structural model 1, according 
to the hypothesis proposed is as follows:

KB =  0.457*SBP + 0.502*SKP, Errorvar = 0.206, R² = 0.794
(0.0138)       (0.0228)                        (0.0133)

6.843           9.012                            4.550

Based on the above equation it can be explained that, there is a degree of contribution from the marketing 
mix strategy variable to competitive advantage which is 0.457. So that the better the marketing mix strategy, 
it will contribute to a competitive advantage of 0.457. There is a degree of contribution from the marketing 
correlation strategy variable to competitive advantage which is 0.502. So that the better the marketing relationship 
strategy, it will contribute to a competitive advantage of 0.502.

The results of data processing also show the R2 value for the equation above is 0.794. This illustrates that 
competitive advantage is influenced simultaneously by marketing mix strategies and marketing relationship 
strategies. This value also indicates that there are still other factors that affect competitive advantage outside 
the marketing mix strategy and marketing relationship strategy aimed at the variance error, amounting to 0.206. 
Thus the conceptual hypothesis proposed has been tested and acceptable. The calculation results obtained show 
that competitive advantage is influenced by marketing mix strategies and marketing relationship strategies both 
simultaneously and partially. Based on the correlation value and path coefficient obtained from the calculation 
results with Lisrel 8.8, it can be known the magnitude of the direct influence of marketing mix strategy and 
marketing relationship strategy on competitive advantage, as shown in the following table:

Figure 1. Path diagram of marketing mix strategy and marketing relationship strategy to 
competitive advantage and its implications on marketing performance (t-student)

Source: LISREL Program Data Processing Results
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Based on Table 1 above, it can be seen that marketing mix strategies and marketing relationship strategies 
have direct and indirect influences on competitive advantage. The direct influence of marketing mix strategy 
variables on competitive advantage is 20.88%. And the indirect influence of 16.66% is through the variable 
of marketing relationship strategy. So the effect of the total marketing mix strategy on competitive advantage 
is 37.54%.  The direct influence of marketing relation strategy variables on competitive advantage is 25.20%. 
And the indirect influence of 16.66% is through marketing mix strategy variables. so the total influence of 
marketing relationship strategy on competitive advantage is 41.86%.  The direct influence of marketing 
relationship strategy on competitive advantage is greater than the influence of marketing mix strategy. 
Thus, the marketing relationship strategy is more influential on competitive advantage than the marketing 
mix strategy. This indicates that customers pay more attention to marketing relationship strategies than 
marketing mix strategies. Simultaneously, the influence of marketing mix strategy variables and marketing 
relationship strategies on competitive advantage is 79.40%. In addition to the two variables above, there 
are still variables that influence competitive advantage because they are based on influences outside the 
model, which is 0.206, meaning that competitive advantage is influenced by variables outside the research 
model by 20.60%. 

Structural model 2 describes the relationship between competitive advantage and marketing performance, 
which is expressed in the following hypothesis that there is an effect of competitive advantage on marketing 
performance. Based on the results of the Lisrel 8.8 program data processing for structural model 2, according 
to the hypothesis proposed is as follows:

KP = 0.925*KB, Errorvar = 0.145, R² = 0.855
   (0.0243)                      (0.0178)
   11.712                          1.393

  
Based on the equation above, it can be explained that there is a degree of contribution from the variable of 

competitive advantage to marketing performance which is 0.925. So that the better the competitive advantage, 
it will contribute to customer loyalty of 0.925. The results of data processing also show the R2 value for the 
equation above is 0.855. This illustrates that marketing performance is influenced by competitive advantage. 
This result also indicates that there are still other factors affecting customer loyalty that are outside the research 
model aimed at the error variant, of 0.145.  Based on the results of the calculation of the correlation value and 
path coefficient that has been carried out, it can be known the magnitude of the direct influence of competitive 
advantage on marketing performance by 85.50%, while the remaining 14.50% is influenced by other variables 
outside the research model. 

Table 1. Direct and Indirect Influence of Marketing Mix Strategy and Marketing Relationship Strategy on Competitive Advantage

Variable
Direct 

Influence (1)

Indirect Influence Through
Indirect 

Influence (2)
Total Influence 

(1 + 2)
Marketing Mix 

Strategy
Marketing Relationship 

Strategy
Marketing Mix Strategy 20,88% - 16,66% 16,66% 37,54%
Marketing Relationship Strategy 25,20% 16,66% - 16,66% 41,86%
Total 46,08% 16,66% 16,66% 33,32% 79,40%
Epsilon     20,60%

Source: Processed by researchers with the Lisrel 8.8 program (2023)

Table 2. Hypothesis Testing Results
Struktural Path coefficient t-hitung T-table Conclusion

ρη1,ξ1,ξ2 25,932 3,04
H0 is rejected, there is an influence of marketing mix strategy 
and competitive advantage on marketing performance

ρη1,ξ1 0.457 6.843 1,972
H0 rejected, there is an influence of marketing mix strategy 
on competitive advantage

ρη2,ξ2 0.502 9.012 1,972
H0 is rejected, there is an influence of marketing relationship 
strategy on competitive advantage

ρη2,ξ1 0.925 11.712 3,04
H0 rejected, there is an effect of competitive advantage on 
marketing performance
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CONCLUSION

Based on the results of research, discussion and interpretation that have been described in previous chapters, 
with reference to the problem formulation, several theories and previous research results, the following 
conclusions can be drawn: Simultaneously the positive influence of marketing mix  strategy variables, and 
marketing relationship strategies on competitive advantage there are BUKU 2 Banks in West Java and DKI 
Jakarta Provinces. The biggest influence on competitive advantage comes from marketing mix strategy, 
while the smallest influence comes from marketing relationship strategy. The marketing mix strategy has a 
positive effect on the competitive advantage of Bank BUKU 2 in West Java and DKI Jakarta Provinces. The 
dimension of the core competency variable that is strongest in its influence is the Technical Skill dimension 
and its influence is weakest on the Empowerment dimension. The marketing mix strategy has a positive effect 
on the competitive advantage of BUKU 2 Bank in West Java and DKI Jakarta Provinces. The dimension of 
the marketing mix strategy variable that is strongest in its influence is the People dimension and its influence 
is weakest on the Place dimension (Location). The marketing relationship strategy has a positive effect on 
the competitive advantage of Bank BUKU 2 in West Java and DKI Jakarta Provinces. The dimension of the 
marketing mix strategy variable that is most powerful in its influence is the reciprocity dimension and its influence 
is weakest on the empathy dimension. Competitive advantage has a positive effect on marketing performance 
of BUKU2 Bank in West Java and DKI Jakarta Provinces. The dimension of the customer value variable that 
has the strongest influence is the Focus dimension and its influence is weakest on the Speed dimension. 

REFERENCES

Anggun Riris Cahyani, Ocky Sundari, Johnson Dongoran. 2020. Pengaruh Komitmen Organisasi dan 
Kepuasan Kerja Terhadap Kinerja Karyawan. Jurnal Ekobis Dewantara Vol. 3 No. 1.

Arham, J. et al. 2020. Reputation Influence, Customer-relationship management (CRM) on Customer Value 
and Customer Loyalty Sharia Banks in Makassar.

Arslan, I Kahraman. 2020. The Importance of Creating Customer Loyalty in Achieving Sustainable 
Competitive Advantage. Eurasian Journal of Business and Management; Istanbul Vol. 8, Iss. 1, http://
search. www.proquest.com.

Asakdiyah, Salamatun. 2020. Implementasi Kompetensi Inti Sebagai Salah Satu Strategi Untuk Mencapai 
Keunggulan Kompetitif Perusahaan. https://eprints.ac.id.

Andarini, Marwita dan Nur Laely. 2019. Customer Relationship Management Terhadap Keunggulan Bersaing 
Dalam Meningkatkan Kinerja Pemasaran Usaha Kecil Industri Makanan Di Bakorwil II Jawa Timur. 
Jurnal Ilmu-Ilmu Ekonomi, Volume 12 No. 2 https://ejournal.unisbablitar.ac.id.

Affran, Samuel., Mawuko Dza, Jocelene Buckman. 2019. Empirical Conceptualization of Customer loyalty 
on Relationship Marketing and Sustained Competitive Advantage. Journal of Research in Marketing 
Volume 10 No.2 June 2019. https://core.ac.uk.

Auliyani, Andri. 2019. Pengaruh Core Competence Terhadap Kinerja Perusahaan Dengan Competitive 
Advantage Sebagai Variabel Intervening Pada Perusahaan Statup Di DI Yogyakarta. http://eprints.upnyk.
ac.id/id/eprint/18524.

Adenan et.al. 2017. Analisis Pengaruh Rasio Keuangan Terhadap Kinerja Bank Umum di Indonesia. e-Journal 
Ekonomi Bisnis dan Akuntansi, Volume 8.

Aditya, Komang, Nanda Kusuma, Ni Made Rastin. 2017. Peran Keunggulan Bersaing Memediasi Pengaruh 
Orientasi Kewirausahaan Terhadap Kinerja Pemasaran. E-Jurnal Manajemen Unud, Vol. 6, https://ojs.
unud.ac .id

Al Dalayeen. 2017. Impact of customer relationship management practices on customer’s satisfaction in 
Jordan Ahli Bank and Bank Al-Etihad. Journal of Service and Management, 10, 87-96.

Amiri, Nader Seyyed; Shirkavand, Said; Chalak, Mahjabin; Rezaeei, Niloufar. 2017. Competitive Intelligence 
and Developing Sustainable Competitive Advantage. Ad-minister; Medellín Iss. 30, (Jan-Jun 2017): 173-
194. DOI:10.17230/ad-minister.30.9. http://search. www.proquest.com.

Azizi, Firouzeh., Ghasem Bagherzadeh, Hossein Mombeini. 2017. Relationship Marketing Strategy 
and Customers’ Satisfaction in the Third Millennium Organizations (Case Study: Banking Industry). 
International Journal of Scientific Management and Development Vol.2.https://www.researchgate.net

Adekiya et al. 2016. The Relationship Between Brand Trust and Customer Loyalty: The Moderating Impact 
of Demographic Characteristics. International Journal of Marketing Practices, 1(1), 1-23.

Aka, Deborah O., Oladele J. Kehinde; Olaleke O. Ogunnaike. 2016. Relationship Marketing and Customer 
Satisfaction: A Conceptual Perspective. http://search. www.proquest.com.



Jurnal Riset Bisnis dan Manajemen
Volume 17, No. 1, February 2024

Marketing Mix Strategy, Marketing Relationship ... 37

Arbawa, Delta Lexi dan Paulus Wardoyo. 2016. Keunggulan Bersaing  Berpengaruh Terhadap Kinerja 
Pemasaran (Studi pada UMKM Makanan dan Minuman di Kabupaten Kendal). https://journals.usm.ac.id

Arief, Syarifuddin. 2016. Pengaruh Bauran Pemasaran Terhadap Keputusan Konsumen Pada Klinik 
Kecantikan DRM Di Makasar. Administrare, Vol. 3    No. 2.

Astuti, Nopriani. 2016. Hubungan Citra Merek Dengan Loyalitas Merek Pada Konsumen. e-journals.unmul.
ac.id Vol. 4, No.3

Binh Do; Nguyen, Ninh. 2020. The Links between Proactive Environmental Strategy, Competitive Advantages 
and Firm Performance: An Empirical Study in Vietnam. http://search. www.proquest.com

Barney, J. 2019. Types of Competition and Theory of Strategy . Toward and Integrative Framework, Academy 
Journal Review, 11 : 791-800.

Bharti, K., Agrawal, R. &Sharma, V. 2014. What drives the customer of world's largest market to participate 
in value co-creation? Marketing Intellegence & Planning, 32 4: 413-435.

Byoung-Chun Ha, Yang-Kyu Park, Sungbin Cho. 2011. Suppliers’ affective trust and trust in competency in 
buyers Its effect on collaboration and logistics efficiency. International Journal of Operations & Production 
Management, 31(1): 56-77.

Cahyani, Riris A., Ocky Sudari dan Johnson Donongoran. 2020. Pengaruh Komtmen Organisasi dan Kepuasan 
Kerja Terhadap Kinerja Karyawan. Jurnal Ekobis Dewantara Vo. 3 No.1 1Januari 2020.

Choge, Prisca Jepkemboi. 2017. The Effect of Organizational Competence on Organizational Competitive 
Advantage of the Banking Sector in Kenya. https://www.researchgate.net/publication.

Christia, J. & Ard, A. 2016. The Influence of Demographic Characteristics on Service Quality Perceptions. 
Journal of Marketing Management, 4(2), 57-62.

Chanthinok, Kriangsak, Ussahawanitchakit, et.al. 2015. Social Media Marketing Strategy and Marketing 
Performance: Evidence from E-Commerce Firms in Thailand. AU-GSB E-Journal; Bangkok Vol.8, Iss.1, 
http://search. www.proquest.com

Casado, A.M., Peláez, J.I, Cardona, J. 2014. Managing Corporate Reputation: A Perspective on the Spanish 
Market. Corporate Reputation Review ,17.1  : 46-63.

Chamchuntra, S. & Fongsuwan, W. 2014. Customer Repurchase Intention, Trust and Customer Satisfaction 
Influencing Outsourced Employees At Kasikorn Bank Public Company Limited (THAILAND). 
International Journal of Arts & Sciences, 7(3), 233-242.

Choknumkij, K., & Fongsuwan, W. 2014. Thailand's Provincial Electricity Authority (Pea) Electronic 
Customer Relationship Management (E-Crm) System And How It Affects Customer Satisfaction. 
International Journal of Arts & Sciences, 7  3 : 223-232.

Clutterbuck, David. 2013. Mentoring dan Coaching, Journal Internasional Ilmu dan Pelatihan Olahraga 
8(1):139-254 DOI: 10.1260/1747-9541.8.1.139

Chumaidiyah, Endang. 2012. Kompetensi Inti Dan Strategi Bauran Pemasaran Dalam Meningkatkan 
Keunggulan Bersaing Serta Dampaknya Terhadap Kinerja Pemasaran Dan Profitabilitas Pada Perusahaan 
Jasa Telekomunikasi. http://jurnal.unpad.ac.id

Dara Rizka dan AM Nurendra. 2018. Penyusunan Core Competency Pada Perusahaan Berbasis Nilai 
KeIslaman, Journal of Psychological Research 4 (2), 68-77, 2018.

Donal et.al. 2018. Mansor International Journal of Academic Research in Business and Social Sciences Vol. 
8, No. 12:2018

Dulloo. 2018. Impact of demographic factors on consumers trust toward mobile shopping Apps. Journal of 
Advertising Research in Dynamic & Control System, 10(7), 926-940.

Emiliana & Honorata. 2020. Integrasi Fleksibilitas Strategis dan Kapabilitas Pembelajaran Organisasi 
Sebagai Second-order Factor terhadap Kinerja Inovasi dan Perusahaan. Jurnal Mksipreuneur Vol. 10 
No.1 . ejournal.up45.ac.id

Ekawati, Ni Wayan dan Ni Made Putri Dewi. 2017. Peran Keunggulan Bersaing Dalam Memediasi Pengaruh 
Orientasi Pasar Terhadap Kinerja Pemasaran. E-Jurnal Manajeman Unud, Vol. 6, No.9 2017.

Eman Mohamed Abd-El-Salam, Ayman Yehia Shawky and Tawfik El-Nahas. 2013. The impact of corporate 
image and reputation on service quality, customer satisfaction and customer loyalty: testing the mediating 
role. Case analysis in an international service company. Journal of Business and Retail Management 
Research (JBRMR) Vol. 8 Issue 1.

Evelyn Devina Teguh dan Devie. 2013. tentang Pengaruh Core Competence Terhadap Keunggulan Bersaing 
dan Kinerja Perusahaan. Publication.petra.ac.id.

Ge, Baos han, Yibing; Dake Jiang, Gao, Yang; Du, Xiaomin. 2018. An Empirical Study on Green Innovation 
Strategy and Sustainable Competitive Advantages. Path and Boundary. http://search. www.proquest.com

Harsanto, MF. 2020. Pengaruh Biaya Promosi, Biaya Pendidikan Pelatihan dan Rencana Strategis Pemerintah 



38 Juju & SupriadiJurnal Riset Bisnis dan Manajemen
Volume 17, No. 1, February 2024

38

Terhadap Market Share Perbankan Syariah Di Indonesia. Jurnal Manajemen Bisnis dan Keuangan. https://
scholar.google.co.id/

Hamdy, Ahmed. 2018. Balance Scorecard Role in Competitive Advantage of Egyptian Banking Sector. The 
Business and Management Review, Volume 9 Number 3 http://cberuk.com 

Hanafi. 2017. Konsep Penelitian R&D dalam Bidang Pendidikan, Jurnal.uinbanten.ac.id Vol 4 No 2: Juli - 
Desember 2017

Hasan, Sabeeha Hama Kawan. 2017. The Role of Core Competence in Achieving The Competitive Advantage 
Evidence from Banking Sector in Iraq Kurditan Region Erbil. International Journal of Economics, 
Commerce and Managemen (IJECM; ISSN 2348-0386) is a double blind peer reviewed e-journal from 
Rochester, United Kingdom, https://www.semanticscholar.org

Hitt, Michael., R. Duane Ireland, Robert E. Hoskisson. 2015. Strategic Management: Competitiveness & 
Globalization Concept. https://www.amazon.com 

Hall & Lee. 2014. Assessing the impact of firm reputation on firm performance : an international point of 
view. International business research, 7(12)

Huang, Chun-Chen; Yen, Szu-Wei; Liu, Cheng-Yi; Huang, Pei-Chen. 2014. The Relationship Among 
Corporate Social Responsibility, Service Quality, Corporate Image And Purchase Intention. International 
Journal of Organizational Innovation (Online)  6.3  : 68-84.

Irwan, Gilang. 2020. Bauran Pemasaran McCarthy 4P (Marketing Mix Model) https://www.glngirwn.com/
blog/bauran-pemasaran-mccarthy/

Indah Fatmawati & Nizar Fauzan. 2017. Building Customer Trust through Corporate Social Responsibility: 
The Effects of Corporate Reputation and Word of Mouth. Journal of Asian Financea and Business, 8(3), 
0793-0805

Jurisic, B. & Azevedo, A. 2011. Building customer-brand relationships in the mobile communications market: 
The role of brand tribalism and brand reputation, Journal of Brand Management, suppl. Special Issue: 
Branding Across Industries in the European 18.4-5 : 349-366.

Kurniawan, Erick. Dan Mudiantono. 2019. Analisis Pengaruh ERP Dan Orientasi Pasar Terhadap Kinerja 
Pemasaran Melalui Keunggulan Bersaing Serta Pengaruh Lingkungan Industri Dan Orientasi Pasar 
Terhadap Kinerja Pemasaran Melalui Strategi Pemasaran. Diponegoro Journal Of Management Vol. 8 
No. 2. 

Kim, H., Hur, W., & Yeo, J. 2015. Corporate brand trust as a mediator in the relationship between consumer 
perception of CSR, corporate hypocrisy, and corporate reputation. Sustainability, 7(4), 3683-3694. 

Keisidou, E., Sarigiannidis, L., Maditinos, D. 2011. Consumer characteristic and their effect on accepting 
online shopping in the context of different product types. International journal of business science and 
applied management, 6 (2), 31-50.

Jayabrata, Muh. Ishaq., Ida Aju Brahmasari, Ida Aju Brahma Ratih. 2016. Analysis of The Influence Patient 
Safety, Service Quality, Marketing Mix, Toward Patient Satisfaction and Patient Loyalty for Inpatients 
of Private Hospitals in Surabaya. International Journal of Business and Management Invention. https://
www.semanticscholar.org

Jabbouri, Nada Ismaeel and Ibrahim Zahari. 2014. The Role of Core Competence on Organizational 
Performance an Empirical Study in The Iraqi Private Banking Sector European Scientific Journal https://
eujournal.org/index.php/esj/article/view/3633.

Komari, A., L D Indrasari., A Y Tripariyanto, et.al. 2020. Analysis of SWOT Marketing Strategies and 7P 
Influence on Purchasing Decision. Journal of Physics: Conference Series http://journal.trunojoyo.ac.id.

Kamau, James Gathogo. 2019. Information Technology Capability on Competitive Advantage of The 
Kenyan Bank Sector. International Journal of Technology and Systems ISSN Vol.4 http://www.
internationaljournalcorner.com

Kurriwati, Nirma 2016. Membangun Loyalitas Konsumen Melalui Relationship Marketing. http://journal.
trunojoyo.ac.id. 

Kosan, Levent. 2014. Accounting for Marketing: Marketing Performance Through Financial Results. 
International Review of Management and Marketing Vol. 4, No. 4, https://www.econjournals. com. 

Lu’lu’il Maknuun et.al. 2021. tentang Pengaruh Marketing Mix Dan Customer Relationship Marketing 
Melalui Keunggulan Bersaing Dalam Meningkatkan Market Share Perbankan Syariah. Jurnal Dinamika 
Ekonomi Syariah Vo.8 No. 1

Lasalewo, Trifandi et.al. 2019. The Effect of Competitive Advantage on Industrial Competitive Strategy 
(Case Study: SMIs in Gorontalo Province) https://www.readcube.com 

Meutia, Rahmi., M. Fauzi Arkan. 2018. Pengaruh Relationship Marketing Terhadap Customer Loyalty dalam 
Penggunaan Kartu Telkomsel JMI Vol 9 (2) (2018): 21 – 32 J M I Jurnal Manajemen dan Inovasi http://



Jurnal Riset Bisnis dan Manajemen
Volume 17, No. 1, February 2024

Marketing Mix Strategy, Marketing Relationship ... 39

www.jurnal.unsyiah.ac.id/JInoMa.
Mattila S Anna. 2016. The Impact of Relationship Type on Customer Loyalty in a Context of Service Failures. 

DeReMa Jurnal Manajemen Vol. 11 No. 2, September 2016
Novita Presty Eka Putri dkk. 2020. tentang Pengaruh Marketing Mix dan Customer Relationship Management 

Terhadap Keunggulan Bersaing (studi pada ZOYA cabang Tasikmalaya).
Nagasimha Kanagal. 2019. Role of Relationship Marketing in Competitive Marketing Strategy. Journal of 

Management and Marketing Research.
Ngalimin, G.Q., W.J.F.A Tumbuan, Y.Mandagie. 2019. tentang Strategi Relationship Marketing dan Promosi 

Pengaruhnya terhadap Kepuasan Konsumen di Matahari Department Store Mega Mall Manado. Jurnal 
EMBA Vol.7 No.1 Januari 2019, Hal. 571 – 580.

Nurlia. 2018. Strategi Pelayanan Dengan Konsep Service Excellent. Meraja Journal Vol 1 No.2.
Nurlaeli. 2017. Pengaruh Faktor Budaya, Psikologi, Pelayanan, Promosi dan Pengetahuan Tentang Produk 

Terhadap Keputusan Memilih BPRS Di Banyumas.. http://jurnalnasional.ump.ac.id/
Nimsith SI, Rifas AH., and Cader. 2016. Impact of Core Competency on Competitive Advantage of Banking 

Firms in Sri Lanka MJA. International Journal of Scientific Research and Innovative Technology ISSN: 
2313-3759 Vol. 3 No. 7

Natalia, Ruth Soemali & Diah Dharmayanti. 2015. Pengaruh Product Innovation, Product Quality dan Brand 
Image Terhadap Customer Loyalty Dengan Competitive Advantage Sebagai Variabel Intevening Di PT. 
Wijaya Indonesia Makmur Bicycle Industries Gresik. Jurnal Manajemen Pemasaran Petra. 

Nujulia. 2013. Pengaruh Brand Equity Terhadap Keputusan Pembelian Konsumen Pada Produk Pasta Gigi 
Pepsodent. https:/www.neliti.com.

Octafilia, Yusnita dan Mira Oktavia. 2018. Analisis Pengaruh Relationship Marketing Terhadap Loyalitas 
Pelanggan Pada PT Pangkalan Baru Indah Pakanbaru. https://www.neliti.com

Pandiangan, Kasman. Masiyono, Yogi Dwi Atmogo. 2021. Faktor-Faktor Yang Mempengaruhi Brand Equity, 
Brand Trust, Brand Image, Preceived Quality & Brand Loyalty. Jurnal Ilmu Manajemen Terapan. DOI: 
https://doi.org/10.31933/jimt.v2i4.

Panomjerasawat, Jaruwan, Prathanporn Jhundra-Indra, Kesinee Muenthaisong. 2017. Marketing Flexibility 
Orientation and Marketing Performance an Empirical Investigation of Information and Communication 
Technology Business in Thailand. (http://www.assumptionjournal.au.edu/index). 

Pratihar, Supratim. 2014. Marketing Mix Strategies and Business Models: Innovating for Rural India. 
Productivity Journal Vol. 55, No. 2, September, 2014 http://search. www.proquest.com

Qurtubi, Dicka Meilana Trisnaningtias, Muhammad Fadhila Yudhanata. 2018. Identifikasi Variabel yang 
Berpengaruh terhadap Kinerja Pemasaran dan Indikator Kinerja Pemasaran untuk Industri Hotel. Jurnal 
Sistem dan Manajemen Industri https://www.researchgate.net

Rifky Mohamad, et. Al. 2020. Analisis Strategi Daya Saing (Competitive Advantage) Kopia Karanji 
Gorontalo. https://ejurnal.ung.ac.id.

Rochmadhona, Bella Nursyarifa., Tarsisius Renald Suganda, Sendy Cahyad. 2018. The Competitive 
Advantage between Intellectual Capital and Financial Performance of Banking Sector in ASEAN. Jurnal 
Keuangan dan Perbankan, http://jurnal.unmer.ac.id).

Risal, M. 2017. Pengaruh Bauran Pemasaran (4Ps) Dalam Meningkatkan Kinerja Pemasaran (Studi Kasus 
pada: Industri Kecil Pengolahan Rumput Laut di Provinsi Sulawesi Selatan). http://journal.um-surabaya.
ac.id/ Vol 14, No 01 (2017)

Singh, Dilpreet., Chandan Deep Singh. 2020. Evaluating The Role of Core Competencies In Improving 
Performance of Manufacturing Industries. Munich: BookRix GmBH & Co. KG, https://books.google.
co.id.

Sari, Yunita, Angga Wibowo Gultom. 2019. Pengaruh Bauran Pemasaran dan Orientasi Pasar Terhadap 
Keunggulan Bersaing. Jurnal Akuntansi, Keuangan, dan Manajemen, 1(1), 9-16.

Simbolon, Freddy Pandapotan. 2019. The Impact of Relationship Marketing Strategy In Indonesia Retail 
Industries http://search. www.proquest.com

Sumiati. 2019. Manajemen Keuangan Perusahaan. Jurnal Bisnis dan Manajemen. https://scholar.google.co.id
Sunaryo et al. (2018) Peranan Kerjasama Tim Dan Semangat Kerja Terhadap,Jurnal Manajemen dan Start-Up 

Bisnis Vol.3, Nomor 4, https://journal.uc.ac.id
Suryaningsih, Luh Pande, I Putu Gde Sukaatmadja, Ni Nyoman Kerti Yasa. 2018. Peran Keunggulan Bersaing 

Memediasi Pengaruh Inovasi Produk Terhadap Kinerja Pemasaran UMKM Produk Endek Di Denpasar. 
Juima Vol. 8 No. 1, Maret 2018.

Susanti dan Palupiningdyah. 2016. Pengaruh Kepuasan Kerja dan Komitmen Organisasi terhadap Kinerja 
Karyawan. https://journal.unnes.ac.id



40 Juju & SupriadiJurnal Riset Bisnis dan Manajemen
Volume 17, No. 1, February 2024

40

Saiful Bahri. 2015. tentang Pengaruh Kompetensi Inti, Tata Kelola dan Budaya Terhadap Strategi Bersaing 
Serta Dampaknya Terhadap Kinerja Perusahaan BUMD. https://adoc.pub

Tri Nugroho, Tofan. 2018. Penentuan Daya Saing Berbais Analisis Kompetensi Inti. https://ojs.unud.ac.id 
Usman, Ayub. 2018. Analisis Profitabilitas Pada PT. Fast Food Indonesia tbk. https://jurnal.unigo.ac.id
Vonna, Rizka Dara, Annisa Miranti Nurendra. 2018. Penyusunan Core Competence Pada Perusahaan Berbasis 

Nilai Keislaman. Journal of Psychological Research Hal. 68-77.
Widiastuti, Tri Marhaeni. 2020. Effect of Market Orientation on Learning Orientation to Reach Competitive 

Advantage Rural Credit Banks in East Java Province - Indonesia International Journal of Innovative 
Science and Research Technology.

Wulandari, Jeni. 2018. Indentifikasi Kompetensi Manajerial Pada Level Manajemen Menengah Dalam 
Industri Perbankan Indonesia. Jurnal Siasat Bisnis, http://www.jurnal.uii.ac.id

Widyaswari, Hamidah, Ika Ruhana. 2016. Pengaruh Budaya Organisasi dan Gaya Kepemimpinan terhadap 
Kerjasama Tim (Studi Pada Karyawan Pabrik Gondorukem dan Terpentin Sukun Perum Perhutani 
Kesatuan Bisnis Mandiri Industri Gondorukem dan Terpentin II Ponorogo) Jurnal Administrasi Bisnis 
Universitas Brawijaya

Yohanita Adhelia Putri, Lisa Sulistyawati. 2021. Analisis Unsur-Unsur Kualitas Produk yang Berpengaruh 
Terhadap Keunggulan Bersaing dan Dampaknya Terhadap Keunggulan Bersaing dan Dampaknya 
Terhadap Market Share. Jurnal Analitika Bisnis, Ekonomi, Sosial dan Politik Volume 1 No. 1. 

Yoserizal, Syahril. 2017. Meningkatkan Kinerja Pemasaran Perbankan Umum Nasional. Jurnal Lentera 
Bisnis Vol. 4 N0.1 https://plj.ac.id

Zhao, Qun., Pei-Hsuan Tsai, and Jin-Long Wang. 2019. Improving Financial Service Innovation Strategies 
for Enhancing China’s Banking Industry Competitive Advantage during the Fintech Revolution: A Hybrid 
MCDM Model. https://www.mdpi.com/journal/sustainability


