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ABSTRACT  
The objective of this research is to analyze the influence of the Ar Rahn 
contract and marketing strategies, transformed into the 7P Marketing Mix, 
on customer satisfaction at PT. Pegadaian Syariah Margonda Branch, 
Depok. The study involved 122 customers selected through a Simple 
Random Sampling technique using the Yount Table (1999) to determine 
the sample size. Data collection was conducted via questionnaires 
assessing Ar Rahn contract factors, marketing strategy, and customer 
satisfaction. Analytical tools included Classical Assumption tests, multiple 
linear regression, and hypothesis testing using t-statistics and F-statistics. 
The findings indicate that: (1) The Ar Rahn contract significantly influences 
customer satisfaction, with tvalue 47.502 > ttable 1.980 and significance 
value 0.001 < 0.05. (2) The 7P Marketing Mix significantly affects customer 
satisfaction, with tvalue 53.298 > ttable 1.980 and significance value 0.000 
< 0.05. (3) The Ar Rahn contract and the 7P Marketing Mix simultaneously 
have a significant impact on customer satisfaction, with Fvalue 1554.974 > 
Ftable 3.07 and significance value 0.001 < 0.05. 
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INTRODUCTION 
Islamic financial institutions, including sharia pawnshops, play an important role 

in providing financial services based on sharia principles to the community. One of 
the main products offered by PT. Sharia Pawnshop is a pawn service based on the 
Ar Rahn contract  which is carried out according to sharia principles. The Ar Rahn 
Contract  is a form of agreement that allows customers to obtain financing with 
collateral for goods in accordance with sharia principles (Noor & Heradhyaksa, 
2021). In addition, marketing strategies that are transformed into a 7P marketing mix 
are also a key component in increasing customer satisfaction. 

According to Kotler and Keller (2012), a marketing mix that includes seven 
elements (product, price, place, promotion, people, process, and physical evidence) 
provides a comprehensive approach in meeting consumer needs and creating added 
value. Zeithaml et al. (2009) assert that good service quality not only increases 
satisfaction but also builds customer loyalty. Therefore, the implementation of an 
effective marketing mix in Islamic financial institutions is one of the important 
strategies in maintaining and increasing the customer base. 

In the context of PT. Sharia Pawnshop Margonda Branch, Depok, the success 
of the institution in increasing customer satisfaction is one of the important factors in 
winning the competition in the Islamic finance industry. As stated by Sunyoto, 
manager of PT. Pegadaian Syariah Margonda Branch, most customers are 
millennials with a middle to lower economic level. The phenomenon of customer 

https://ijble.com/index.php/journal/index
mailto:damaiyanti.ratih@gmail.com


 
 

Volume 6, Number 1, 2025 
https://ijble.com/index.php/journal/index  

 

478 

growth occurs especially ahead of Eid and during school registration. 
 

METHOD 
This study uses a quantitative approach with a survey method. The number of 

samples was determined using Yount's Table (1999), which refers to the percentage 
of the population. Data collection was carried out through a questionnaire that 
assessed the factors  of the Ar Rahn contract, marketing strategy, and customer 
satisfaction. According to Suranto (2022: 81), research data derived from 
questionnaires requires processing using several test stages, namely questionnaire 
instrument tests (validity and reliability), classical requirements/assumption tests 
(normality, homogeneity, and linearity tests), analytical tests (linear regression, t and 
f hypothesis tests), partial correlation tests, and determination coefficient tests. Data 
analysis includes classical assumption tests, multiple linear regression, as well as 
hypothesis testing using t-tests and F-tests, as described in the study. 

  
RESULTS AND DISCUSSION 

The regression equation in Table 1 below shows the relationship between 
independent variables and partially dependent variables 

Table 1. Multiple Linear Regression Test Results 

 
The value of the constant is -0.954, meaning that if there is no change  in the 

variables of the Ar Rahn Contract  and the 7P Marketing Mix (X1 and X2 values are 
0), then customer satisfaction at PT. Sharia Pawnshop Margonda Branch, Depok has 
-0.954 units. The variables of the Ar Rahn Contract  provided contribute positively to 
Customer Satisfaction, so that the larger the Ar Rahn Contract  provided at PT. 
Sharia Pawnshop Margonda Branch, Depok, the level of satisfaction that customers 
feel has also soared. The 7P Marketing Mix implemented contributes positively to 
Customer Satisfaction, so that the larger the 7P Marketing Mix, the more satisfied 
customers feel. 

Table 2. Results of the Test of  the Ar Rahn Contract Variable  on Customer 
Satisfaction 

 
 
The results of the study in Table 2 show that  the Ar Rahn contract  has a 

significant influence on customer satisfaction with a calculation of 47,502 > a table of 
1,980 and a significance value of 0.001 < 0.05. This shows that the clarity and 
conformity of the contract with sharia principles contributes positively to customer 
satisfaction. 
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Table 3. Results of the Test of 7P Marketing Mix Variables on Customer 
Satisfaction 

 
The results of the 7P marketing mix in Table 3 have a significant effect on 

customer satisfaction with a calculation of 53,298 > a table of 1,980 and a 
significance value of 0.000 < 0.05. A strategy that includes aspects of the product, 
price, place, promotion, people, process, and physical evidence provides a positive 
customer experience. 

Table 4. Test Results of the F Variable of the Ar Rahn Akad Marketing Mix 7P on 
Customer Satisfaction 

 
In Table 4, simultaneously,  the Ar Rahn contract  and the 7P marketing mix 

had a significant influence on customer satisfaction with a Fcal of 1554.974 > Ftable 
of 3.07 and a significance value of 0.001 < 0.05. The combination of sharia 
compliance and effective marketing strategies can significantly increase customer 
satisfaction. 

 
CONCLUSION 

Based on the research findings, it can be concluded that both the Ar Rahn 
Contract and the 7P marketing mix have a positive and significant influence on 
customer satisfaction at PT. Sharia Pawnshop Margonda Branch, Depok. The 
regression test results indicate that an increase in the implementation of the Ar Rahn 
Contract, in accordance with sharia principles, contributes to higher customer 
satisfaction. Additionally, the 7P marketing mix, which includes product, price, place, 
promotion, people, process, and physical evidence, also provides a positive customer 
experience. Thus, the more effective the marketing strategy applied, the higher the 
level of customer satisfaction. 

Simultaneously, the combination of adherence to sharia principles in the Ar 
Rahn Contract and the implementation of the 7P marketing mix strategy has been 
proven to significantly impact customer satisfaction. This is demonstrated by the F-
test results, where the calculated F-value is significantly higher than the table value, 
along with a very low significance level. Therefore, proper management of these 
factors can serve as an effective strategy for PT. Sharia Pawnshop in enhancing 
customer loyalty and satisfaction while strengthening its competitiveness in the Islamic 
financial services industry. 
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