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Abstracts

The development of digital technology has encouraged the banking sector to
utilize digital promotions as a marketing strategy to increase product
commercialization. However, BPR Sentral Arta Jaya, Kraksaan Branch, has not
yet implemented digital promotions and still relies on conventional promotions,
which have the potential to leave the BPR behind other banks. This study aims
to analyze the factors that hinder the implementation of digital promotions at
BPR Sentral Arta Jaya, Kraksaan Branch. The study used a qualitative approach
with a case study design. Data were obtained through interviews, observations,
and documentation, then analyzed using the Miles and Huberman model, which
includes data reduction, data presentation, and conclusion drawing. The results
show that there are three main factors that hinder the implementation of digital
promotions: regulations and policies from the head office that limit branch
flexibility, limited human resource capabilities in the field of digital marketing,
and minimal budget availability to support facilities, infrastructure, and
competency development. This study concludes that the success of digital
promotion implementation is not only determined by technology, but also by
organizational support, human resource readiness, and adequate budget
availability.
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INTRODUCTION

Development digital technology has push changes in marketing strategies
in the industry banking, including People's Credit Banks (BPR), in effort increase
commercialization products and expand range service to community (Anwar &
Pamulang, 2022). Utilization digital promotion through social media, websites,
and application banking assessed capable push effectiveness communication
marketing, strengthening connection with customers, as well as create Power
competition in the middle transformation industry increasingly financial
competitive (Salsabila & Abrori, 2024). Digital promotion has role important in
increase perceived satisfaction and value customers on use mobile banking
services as well influential positive to satisfaction as well as loyalty BPR
customers (Sembhodo et al., 2022). Besides that is, digital promotion via social
media become means effective promotion for industry banking in build
communication and introducing product to public in a way wider (Febrianty,
Iskandar, & Ahmadi, 2024). Therefore that, digital promotion is one of the aspect
strategic needs noticed by the institution banking, especially BPR, in face
development behavior consumers in the digital age. For articles to be published
in the Mirai Management Journal, detailed formatting guidelines follow the
article formatting guidelines for the Mirai Management Journal. The article
format in this template is the general format agreed upon for the Mirai
Management Journal, which serves as the Journal's overall style.

Digital promotion is essentially a development of modern marketing
strategies that utilize digital technology as the primary medium for company
promotional activities. Unlike conventional promotions, which tend to utilize
print media, television, or direct communication, digital promotion emphasizes
the use of online platforms that enable real-time, interactive information
dissemination, and have a broader reach (Hasaniyah & Wahyuni, 2025).
According to Philip Kotler and Kevin Lane Keller in Tabita Rantelembang et al.,
2023, digital marketing is a marketing activity carried out through digital media
to create effective communication between companies and consumers. In
practice, digital promotion encompasses various activities such as content
marketing, social media marketing, online advertising, and mobile marketing,
aimed at attracting consumer attention and increasing interest in the products or
services offered (Rehman, Gulzar, & Aslam, 2022). With its flexible, measurable,
and easily accessible characteristics, digital promotion has become a marketing
approach widely used by companies, including the banking sector, to adapt to
technological developments and changes in modern societal behavior.
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Development digital promotion in Indonesia shows quite an improvement
significant along with increasing internet and social media usage in activity
community. Sector banking be one of industries that utilize digital media as
means promotion for introduce products and build communication with
customers (Riyaldy, Batubara, & Putri, 2023). Social media has become means
important promotions for industry banking in Indonesia in support
communication strategy digital marketing to society. Utilization of social media
such as Instagram, Facebook, and mobile banking applications are rated capable
help company in expand range marketing as well as increase interaction with
consumer in a way more effective. Besides that, the development of digital
marketing in the sector banking also shows existence change behavior consumers
who are starting switch from service conventional going to service digital-based
so that push institution finance for more adaptive in developing digital
promotion strategies (Febrianty et al., 2024).

Development digital promotion in particular in industry banking in East
Java shows significant growth along with increasing use of the internet, social
media, and services digital finance by the community (Anjani & Novianto, 2024).
Digital transformation has push various sector business, including industry
banking, for shift marketing strategy from method conventional going to
promotion more digital based effective and efficient (Banking et al., 2023). East
Java as one of the province with activity economy the largest in Indonesia has
level adoption digital technology that continues to increased, shown among
others by growth users service digital payments and social media are increasingly
area. Condition This create opportunity big for institution banking, including
People's Credit Banks (BPR), for utilize digital platforms such as Instagram,
Facebook, WhatsApp Business, and websites as means introduce product,
improve interaction with customers, as well as expand market reach (Widayani
et al., 2023). However, in the midst of development said, still There is banking
that has not implement digital promotion, namely BPR Sentral Arta Jaya KC
Kraksaan.

We investigated the reasons or factors preventing it from implementing
digital promotions at the Kraksaan Branch of Bank Perekonomian Rakyat. As its
name suggests, this BPR is located in Kraksaan, Probolinggo Regency. The
problem we identified was the lack of digital promotions within the bank.
Meanwhile, the onslaught of technology is significant, requiring various
businesses to adapt to stay ahead. Therefore, we wanted to understand in depth
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the factors that have kept BPR Sentral Arta Jaya, Kraksaan Branch, from relying
on conventional promotions such as distributing brochures.

Several previous studies have shown that several factors prevent banks
from implementing digital promotions and the effectiveness of digital
promotions in the banking sector. Research conducted by (Parawangsa, Santi,
Parani, & Lamusa, 2024), (Khalid Al Hadring Smit et al., 2025) and (Restrepo-
Morales, Ararat-Herrera, Lopez-Cadavid, & Camacho-Vargas, 2024) shows that
there are several factors inhibiting digital promotions, including budget
constraints, inadequate human resource skills, less adaptive organizational
culture, and lack of regulatory support from the banking sector. Regarding the
effectiveness of digital promotions in the banking sector, research conducted by
(Sari & Fasa, 2023) shows that digital promotions through social media and
creative content have proven effective in attracting new customers of Bank
Syariah Indonesia. This is supported by research (Salsabila & Abrori, 2024) which
shows that the results of the study indicate that social media, educational content,
and personal interactions through digital platforms are effective in increasing
public awareness and customer engagement at BPRS Bangkalan.

Based on previous research, most research on digital promotion in the
banking sector focuses more on the effectiveness of digital promotion
implementation and the inhibiting factors in commercial and Islamic banks.
These studies indicate that digital promotion can increase public awareness,
customer engagement, and attract new customers. However, various obstacles
remain in its implementation, such as budget constraints, human resource
quality, and an organizational culture that is less adaptive to technological
developments. However, research specifically examining the factors causing the
non-implementation of digital promotion in Bank Perekonomian Rakyat (BPR) is
still very limited. Therefore, the novelty of this research lies in its focus on
examining the factors that cause the non-implementation of digital promotion in
BPR. Furthermore, to date, no research has been found discussing the
implementation or inhibiting factors of digital promotion at BPR Sentral Arta Jaya
Kraksaan Branch Office. Therefore, this research is novel in terms of both the
object, focus of the study, and research location. Therefore, this research is
expected to provide an empirical contribution and serve as a reference for the
development of digital promotion strategies in the future at BPR.

Study of Factors Inhibiting Digital Promotion...

Page 3852


https://issn.perpusnas.go.id/terbit/detail/20210617281787431

.QEE.

Vol. 6 No. 2, 2026, 3849-3863 e-ISSN 2798-0170

LITERATURE REVIEW
Digital Promotion

According to Philip Kotler and Kevin Lane Keller (2016) in (Rizal, Fikhri
Johar, Cindy, & Sari, 2022), promotion is part from the promotion mix which
includes various activity communication designed marketing for give
information to consumer about something product, remind existence product
mentioned, as well as persuade consumers to take decision purchase or use
services offered. With existence effective promotion, company can increase
awareness brand, expand market reach, and create deeper relationship Good with
consumers. Meanwhile own digital promotion is activity promotions that take
advantage of various digital media and technologies, such as the internet, social
media, websites, applications mobile, and other digital platforms for introduce,
offer, as well build connection with consumer in a way more effective and
extensive (Dwijayanti, Komalasari, Harto, Pramesti, & Wildan, 2023).
Implementation lots of digital promotions utilise three main media, namely
websites, social media, and applications. In addition that, social media such as
Instagram, Facebook, TikTok, and similar platforms has become means effective
promotion Because capable reach consumer in a way broad, fast, and efficient
(Dani & Sukendro, 2023). Therefore That important for implement digital
promotion considering transformation technology the more develop rapid and
encouraging various business for adapt with switch use digital promotion.
Commercialization Product

Commercialization product is a series purposeful activities develop
something product, innovation, or results development in order to be able to
accepted by the market and provide mark economy for organization. This process
No only limited to activities sales, but also includes various effort like introduce
product to community, developing marketing strategies, managing distribution,
implementation activity promotions, as well as build trust and interest consumer
to the products offered. With Thus, commercialization play a role as bridge that
connects product with market needs so that capable create benefit economy and
support sustainability business (Kusumawati, Wijayanti, & Setiawati, 2022).
According to various literature, commercialization product aim for change
product or innovation become source mark economy through activity effective
marketing (Widiastuti, Zulfarani, & Arrasyid, nd). In addition that,
commercialization also aims expand market reach, increase Power competition
products, as well as push acceptance and use products by consumers. With Thus,
the products offered can give benefits and support development organization or
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company (Jabbar, Febriyanto, Eralita, Aldila, & Pramesti, 2026). Therefore That
commercialization product important For ensure performance and development
something business walk effective.
Factors Inhibitor Digital Promotion

Factor inhibitor digital promotion is various obstacles that can be reduce
effectiveness activity marketing through digital media (Wiweko & Anggara,
2025). Obstacles the can originate from internal and external factors external.
Internal factors include limitations source Power human beings who have skills
in the field of digital marketing, the lack of budget promotions, as well as lack of
creativity in management digital content (Parawangsa et al., 2024). Temporary
that, factor external covers low digital literacy of society, limitations internet
access and infrastructure, high competition in digital media, as well as change
social media platform algorithms that can influence range promotion (Alvianno
Difta Sunggara et al., 2024). Various obstacle the can cause digital promotion no
walk optimally so that reduce ability organization in reach and pull consumer in
a way effective.

RESEARCH METHOD

This research uses a qualitative approach with a case study design. A
qualitative approach was chosen because it allows researchers to understand and
examine a phenomenon in depth within a natural context. According to Sugiyono
(2013) in (Mutiara S et al., 2021), qualitative research is a method used to examine
the natural conditions of an object, with the researcher as the primary instrument.
Data collection is conducted through triangulation techniques, and data analysis
is inductive to gain a comprehensive understanding of the phenomenon being
studied. A case study design was used because this research focuses on an in-
depth examination of the phenomenon of suboptimal implementation of digital
promotions in product commercialization at BPR Sentral Arta Jaya KC Kraksaan.
Through this approach, researchers can understand the various processes,
dynamics, and factors that influence the implementation of digital promotions
within a comprehensive organizational context.

This research was conducted at BPR Sentral Arta Jaya, Kraksaan Branch
Office, located in Probolinggo Regency, East Java. The selection of the research
location was based on its relevance to the research focus, namely the study of
inhibiting factors in digital promotion in the commercialization of banking
products. BPR Sentral Arta Jaya, Kraksaan Branch Office was chosen because its
promotional activities are still dominated by conventional methods, making it an
appropriate context to examine the obstacles and opportunities for implementing
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digital promotions in supporting product commercialization. Research
informants were determined using a purposive sampling technique, namely
selecting informants based on certain considerations that are in accordance with
the research objectives. The main informants consisted of the Branch Manager
and marketing staff of BPR Sentral Arta Jaya, Kraksaan Branch Office because
they have knowledge and experience related to policies and implementation of
banking product promotions. In addition, several customers were also involved
as supporting informants to gain perspectives on access to product information,
the effectiveness of promotions carried out, and responses to the implementation
of digital promotions. Data collection was carried out through in-depth
interviews, observation, and documentation throughout the research period.

The primary instrument in this study was the researcher, who played a
role in planning, collecting, analyzing, and interpreting data. To support the data
collection process, this study utilized semi-structured interview guidelines,
observation sheets, and documentation. The interview guidelines were used to
gather in-depth information from informants regarding the implementation of
banking product promotions and marketing. Observations were conducted to
observe promotional activities carried out by the BPR, while documentation was
used to obtain supporting data in the form of company profiles, promotional
media, activity reports, and other relevant documents. In addition, the researcher
utilized field notes, a voice recorder, and a camera as tools in the data collection
process. The research data sources consisted of primary and secondary data.
Primary data were obtained through interviews and observations with
informants including branch managers, marketing staff, and customers of BPR
Sentral Arta Jaya KC Kraksaan. Meanwhile, secondary data were obtained from
various company documents, such as organizational profiles, organizational
structures, promotional media, marketing activity reports, and scientific
literature relevant to the research topic. The use of these two data sources aims to
obtain comprehensive information and strengthen the validity of the research
findings.

The data analysis in this study used the interactive analysis model
proposed by Miles and Huberman, which includes data reduction, data
presentation, and drawing and verifying conclusions. Data reduction was carried
out by selecting, focusing, and simplifying data obtained through interviews,
observations, and documentation in accordance with the research focus.
Furthermore, the data was presented in narrative form to facilitate researchers in
identifying patterns, relationships, and trends that emerged from the research
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tindings. The final stage was carried out by continuously drawing and verifying
conclusions based on the analysis results and their relationship to relevant
theories to obtain valid and accountable findings. Data validity was tested using
triangulation techniques, including source triangulation, technical triangulation,
and time triangulation. Source triangulation was carried out by comparing
information obtained from various informants, namely branch managers,
marketing staff, and customers. Technical triangulation was carried out by
comparing data from interviews, observations, and documentation, while time
triangulation was carried out by collecting data at different times to ensure the
consistency of the information obtained. The application of triangulation aims to
increase the credibility and trustworthiness of the research results.

RESULTS AND RESEARCH

Based on results Based on interviews and data analysis conducted by
researchers, several factors have prevented BPR Sentral Arta Jaya, Kraksaan
Branch, from implementing digital promotions. These factors include policy
barriers from the central government and limited resources . ability source Power
humans, and the lack of availability budget.

1. Policy from the Center

Interview results indicate that one of the inhibiting factors in the adoption
of digital promotions at BPR Sentral Arta Jaya, Kraksaan Branch, is the centralized
decision-making structure at the head office. Every digital promotion activity
implemented by a branch must first obtain approval in accordance with
established company policies and regulations. Consequently, the digital
promotion implementation process becomes less flexible because it must go
through coordination and approval mechanisms from the head office. Thus,
centralized decision-making is one of the factors inhibiting the adoption of digital
promotions at BPR Sentral Arta Jaya, Kraksaan Branch and Kraksaan Branch.
2. Limited Human Resource Capabilities

Furthermore, limited human resources (HR) knowledge and experience in
digital promotion is one of the factors contributing to the lack of implementation
of digital promotion at BPR Sentral Arta Jaya, Kraksaan Branch. Some employees
lack a sufficient understanding of the use of digital technology for marketing
activities, including content creation and social media management.
Furthermore, the lack of experience in implementing digital promotions results
in limited technical and communication skills required for digital-based
marketing. This situation indicates that HR readiness to adopt digital promotion
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is not optimal, necessitating competency improvement through relevant learning
and training.
3. Lack of Budget Availability

The final factor is budget constraints, which also hamper the adoption of
digital promotions at BPR Sentral Arta Jaya, Kraksaan Branch. Implementing
digital promotions requires financial support for supporting devices and
facilities, such as cameras, content production equipment, and other technological
needs. Budget constraints prevent the company from optimally meeting the
needs for digital promotion support. This situation has resulted in the company
being unprepared to implement digital promotions, resulting in marketing
activities still relying primarily on conventional methods. Based on interviews,
budget was a key factor in the company's decision not to fully implement digital
promotions.

Regulation from the Center

Findings study show that one of inhibiting factors implementation digital
promotion at BPR Sentral Arta Jaya KC Kraksaan is existence regulations and
policies set by the office center. Based on results interview, every activity digital
promotions that will implemented by the office branch must moreover formerly
get agreement from office center in accordance with applicable procedures and
conditions. Conditions the result in room movement branch in designing and
implementing digital promotion strategies to become limited Because authority
taking decision No fully be at the level branch. As a result, the response to change
market needs and developments behavior customers No can done in a way fast
and flexible. Limitations authority This also has an impact on the low opportunity
for branch For develop innovation more digital promotions creative and
appropriate with characteristics of local markets. In the digital era marked by
changes trend ongoing marketing fast, flexible in management promotion
become factor important for increase effectiveness communication marketing.
However, dependence to the approval process from office center cause
implementation digital promotion at BPR Sentral Arta Jaya KC Kraksaan Not yet
can walk optimally. Findings This show that governance aspects organization
and mechanisms taking decision own significant influence to success
implementation of digital promotion strategies in institutions banking.

Research result This in line with findings (Abubakar & Handayani, 2022)
state that digital transformation in the sector banking, including in activity digital
promotion, must implemented with still notice principle prudential banking and
comply various applicable regulations. Although regulations the aim for guard
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security, stability, and compliance operational banking, in in practice too many
rules strict can limit flexibility organization in develop innovative and responsive
digital marketing strategies to market dynamics. Therefore that, is necessary
balance between implementation regulation and provision room innovation so
that implementation digital promotion can walk more effective without ignore
aspect compliance and management risk.

Limitations Ability Source Power Man

Findings study show that limitations ability source Power human
resources (HR) in master and utilize digital technology is one of the factor main
cause Not yet its implementation digital promotion at BPR Sentral Arta Jaya KC
Kraksaan. Although development technology information has open various
opportunity for increase effectiveness activity promotion, limitations competence
employee in digital marketing field makes utilization of digital media as means
promotion Not yet can implemented in a way maximum. Condition This show
that success implementation digital promotion no only depending on availability
technology, but also on the readiness and capabilities of the human resources who
manage it.

Findings the in line with research (Ramadhani et al., 2025) which states
that low capacity and knowledge source Power man related digital marketing is
one of the obstacle main in the process of adopting a digital marketing strategy.
In context of BPR Sentral Arta Jaya KC Kraksaan, limitations This seen from Still
lack of understanding employee about social media management, creation
content digital promotions, as well as utilization various digital platforms for
reach candidate customers in a way more extensive. As a result, the activities
promotion Still done through method conventional compared to with digital
media that is currently This the more Lots used by the community. Besides that,
limitations the capabilities of these human resources caused by not yet existence
training and also not yet Once There is practice direct for do digital promotions
that cause knowledge about technology become No growing. This is in line with
findings (Pengabdian et al., 2022), the low level digital knowledge and skills are
often caused by a lack of chance For follow relevant training as well as limited
experience in use technology information For activity marketing. Therefore that,
the increase human resource capacity through training and mentoring programs
become important steps for BPR Sentral Arta Jaya KC Kraksaan to be able develop
and implement digital promotion strategies more effective in the future.

The lack of Availability Budget

Findings study show that limitations budget be one of inhibiting factors

implementation digital promotion at BPR Sentral Arta Jaya KC Kraksaan. In
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addition constraints on aspects source Power human, limitations financing
participate influence readiness company in develop promotional strategies
digital based. Based on results interview, every program that will implemented
must through the planning and allocation process budget in accordance with
priority company. Therefore that, the plan implementation digital promotion is
necessary customized with availability of funds owned, so that implementation
No can done in a way direct without consider aspect costs. Limitations budget
the impact on not yet fulfillment various need supporters digital promotion, both
in the form of device technology and means production content. In fact, success
digital promotion requires support adequate facilities, such as device
documentation, devices soft processor content, access digital technology, and
supporting media others. Besides that, limited funds also affect effort
improvement capacity source Power man Because company Not yet can
optimally organize training or development competence in the field digital
marketing. Conditions This cause readiness organization in adopt digital
promotion still relatively limited, good from side technology and ability the
manager.

Research result This in line with findings (Parawangsa et al., 2024) which
state that factor financing is one of the element important in support success
digital transformation in the sector banking. Availability adequate budget
required for support procurement technology, development digital
infrastructure, as well as improvement competence source Power man so that the
digitalization process can ongoing in a way effective, efficient, and sustainable.
Therefore that, strengthening support budget be one of step strategic needs
considered by BPR Sentral Arta Jaya KC Kraksaan if want to develop digital
promotion more optimal in the future.

CONCLUSION

This study aims to analyze the factors that hinder the implementation of
digital promotions in product commercialization at BPR Sentral Arta Jaya,
Kraksaan Branch. The results indicate that there are three main factors that have
prevented the implementation of digital promotions at BPR Sentral Arta Jaya,
Kraksaan Branch. First, the existence of regulations and policies from the head
office that require prior approval for every promotional activity, thus limiting the
flexibility of branches in developing digital promotion strategies independently.
Second, the limited capabilities of human resources (HR) in the field of digital
marketing, which is characterized by the lack of employee knowledge and
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experience in social media management, digital content creation, and the use of
digital technology for marketing activities. Third, budget limitations have
resulted in the unmet needs for facilities, infrastructure, and competency
development programs required to support the implementation of digital
promotions.

Research findings indicate that barriers to implementing digital promotion
stem not only from technological aspects but also from organizational factors,
human resource quality, and financial support. Therefore, successful
implementation of digital promotion in rural banks (BPRs) requires synergy
between supportive organizational policies, increased human resource capacity,
and adequate budgeting to ensure effective and sustainable digital marketing
transformation.

Based on results research, BPR Sentral Arta Jaya KC Kraksaan
recommended for increase readiness organization in adopt digital promotion
through strengthening competence source Power humans, especially in the fields
of digital marketing, social media management, and creation content digital
promotion. In addition that, the company need allocate budget in a way gradually
For support provision facilities and infrastructure digital promotion as well
implementation relevant training with need transformation digital marketing. On
the other hand, the office center expected can give more space flexible to office
branch in develop activity digital promotion without ignore principle caution and
compliance to applicable regulations. Flexibility the can push emergence
innovation more promotions adaptive to market needs and characteristics
customers in the area. For researchers Next, it is recommended for review
implementation strategies digital promotion at BPR or institution finance similar
with coverage more locations wide so that obtained greater understanding
comprehensive about factor supporters and success strategies digital
transformation in the sector banking.
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