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Abstract  

This study examines the evolution of marketing strategies at Bank Rakyat 
Indonesia (BRI) from 2014 to 2024, focusing on the Relationship Manager 
Funding & Transaction (RMFT) team at the BSD Branch Office. As digital 
transformation accelerates and customer expectations rise, BRI has adapted its 
marketing approaches to become more innovative and customer-centric. Using a 
qualitative phenomenological approach with Interpretative Phenomenological 
Analysis (IPA), the research gathers insights from RMFT personnel, service staff, 
and customers. Key findings reveal the importance of relational marketing, 
customer experience, and product innovation in boosting customer satisfaction 
and loyalty. The use of big data tools like BRISPOT Consumer has allowed BRI 
to personalize services and enhance strategic decision-making. This study 
highlights how BRI's marketing strategies have evolved in response to 
technological advancements and market demands, emphasizing the shift toward 
customer-oriented marketing innovation. Ultimately, it provides valuable insights 
for financial institutions aiming to stay competitive in the digital age. This 
research discusses the evolution of marketing strategies at Bank Rakyat Indonesia 
(BRI) in the context of digital transformation and how these strategies have been 
tailored to meet dynamic business needs. The shift toward customer-oriented 
marketing innovation and the use of big data for service personalization are 
aligned with the concept of sustainable digital transformation. This study 
contributes to the literature on banking marketing strategies and offers practical 
insights for financial institutions aiming to remain competitive in the digital era. 
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1. Introduction 

Over the past decade, the banking industry has experienced a seismic shift, 
catalyzed by rapid technological advancements and evolving customer expectations. 
Among the key players in this transformation is Bank Rakyat Indonesia (BRI), one 
of the country’s largest and most venerable financial institutions. BRI has 
consistently positioned itself at the forefront of this evolution, particularly in its 
marketing strategies, which have adapted to meet the challenges and opportunities 
presented by the digital age. Krstić & Tešić (2016 and Starnawska (2021) From 2014 
to 2024, BRI has made a deliberate and strategic pivot away from traditional 
marketing methodologies, embracing innovative, data-driven, and customer-centric 
approaches that reflect the changing landscape of consumer behavior and 
preferences (Khanboubi & Boulmakoul, 2019; Campino et al., 2020; Forcadell et 
al., 2020).  

This shift is particularly pronounced within the operations of the Relationship 
Manager Funding & Transaction (RMFT) team at the BSD Branch Office. Here, the 
integration of digital tools and personalized services has become fundamental to 
enhancing customer engagement and satisfaction Camilleri (2019) and Hendriyani 
and Raharja (2018). Tesch et al. (2019) One of the standout features of this 
transformation is the utilization of big data analytics, exemplified by the BRISPOT 
Consumer platform. This sophisticated tool allows BRI to gain deep insights into 
customer behavior, enabling the bank to tailor its financial solutions to better meet 
the unique needs and preferences of its clientele. By leveraging data analytics, BRI 
has not only improved its service delivery but has also fostered a more personalized 
banking experience, which is increasingly demanded by today’s digitally savvy 
consumers Mikhaylov and Petrov (2021) and Campino et al. (2020), and Indriasari 
et al. (2019)  This study aims to delve into the evolution of BRI’s marketing strategies 
in light of digital transformation, examining the intricate relationship between 
relational marketing, customer experience, and technological innovation. Utilizing a 
qualitative phenomenological approach, the research seeks to capture the lived 
experiences of RMFT personnel, service staff, and customers alike.  

Through these narratives, the study will illuminate how marketing practices 
have been reshaped to align with the expectations of a digitally empowered customer 
base (Sahu et al., 2018).  Behare et al. (2018) and Lima and Pacheco (2019)  
Ultimately, this research aspires to contribute to a more nuanced understanding of 
sustainable digital transformation within the banking sector. It will also provide 
actionable insights for financial institutions striving to innovate while nurturing 
robust customer relationships in an increasingly digital marketplace. By exploring 
these dynamics, the study will shed light on best practices and strategies that can 
guide banks in navigating the complexities of the modern financial landscape. 
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2. Literature Review 

Digital transformation refers to the integration of digital technologies into all 
areas of business, fundamentally changing how organizations operate and deliver value 
to customers (Westerman et al., 2014; Pani & Pramanik, 2020; Chan, 2020). In the 
banking industry, this transformation has been marked by the adoption of mobile 
banking, artificial intelligence, big data analytics, and cloud computing (Pousttchi and 
Dehnert, 2018; Yadav, 2021; Aithal, 2023). These technologies have enabled banks to 
streamline operations, enhance customer experience, and develop more personalized 
financial services (Venkateswari, 2018; Bhaskaran & Sudhir, 2018). The ongoing digital 
transformation in banking is crucial for improving customer engagement and 
operational efficiency, as financial institutions adopt innovative technologies to meet 
changing customer expectations (Modiha, 2024). 

Marketing strategies in the banking sector have evolved from product-centric to 
customer-centric approaches. Traditional marketing focused on mass communication 
and standardized offerings, while modern strategies emphasize relationship marketing, 
customer engagement, and value co-creation  (Kotler & Keller, 2016; Aleskerova & 
Kachur, 2023). The shift is driven by increased competition, customer empowerment, 
and the availability of real-time data, which allows for more targeted and adaptive 
marketing efforts. This evolution in marketing strategies is essential for banks like BRI 
to remain competitive in a rapidly changing digital landscape, where customer 
expectations are constantly shifting and technological advancements are pivotal 
(Lutsiv, 2020).  

Relational marketing emphasizes building long-term relationships with customers 
rather than focusing solely on individual transactions (Obaze et al., 2021). In the 
context of banking, this involves understanding customer needs, maintaining 
consistent communication, and delivering personalized services. Customer experience 
has become a key differentiator, with studies showing that positive experiences 
significantly influence customer satisfaction, loyalty, and advocacy (Lemon & Verhoef, 
2016). 

Big data analytics enables banks to collect, process, and analyze vast amounts of 
customer information to uncover patterns and preferences. Tools like BRISPOT 
Consumer exemplify how data-driven platforms can support credit analysis, risk 
assessment, and service customization. According to Chen et al. (2012), big data 
enhances decision-making and allows for predictive modeling, which is crucial for 
proactive customer engagement and strategic planning. 

Sustainable digital transformation involves not only adopting new technologies 
but also ensuring that these changes align with long-term organizational goals and 
customer values. It requires a balance between innovation, operational efficiency, and 
ethical considerations (El Hilali et al., 2020). In the banking sector, this means 
integrating digital tools in a way that supports financial inclusion, transparency, and 
trust. 
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3. Methods 

This study employs a qualitative phenomenological approach to explore the 
evolution of marketing strategies at Bank Rakyat Indonesia (BRI), particularly within 
the Relationship Manager Funding & Transaction (RMFT) team at the BSD Branch 
Office. The phenomenological method is chosen to capture the lived experiences and 
perceptions of individuals directly involved in or affected by BRI’s marketing 
transformation. This approach allows for a deep understanding of how digital 
transformation has influenced marketing practices from the perspective of internal 
stakeholders and customers. 

This study adopts Interpretative Phenomenological Analysis (IPA) as its 
analytical framework to explore how individuals make sense of significant professional 
changes, particularly in relation to BRI's evolving marketing strategies and digital 
transformation. Data were gathered through semi-structured interviews with three key 
groups: RMFT personnel at the BSD Branch, customer service staff, and selected 
customers. These interviews, lasting 45–60 minutes, were conducted in person or via 
video calls, recorded with consent, and transcribed for analysis. Using purposive 
sampling, participants were chosen based on their direct involvement with or 
experience of BRI’s marketing and digital initiatives. IPA guided the data analysis 
through iterative reading, thematic interpretation, and synthesis to construct a 
comprehensive narrative. NVivo software was employed to support the coding 
process. Trustworthiness was ensured through member checking and contextual depth 
for transferability, while ethical standards were upheld through formal approval, 
informed consent, and strict confidentiality measures. 

4. Results 

4.1. BRI Marketing Strategy Transformation through Relational Approach and 
Digital Innovation 

This study found a paradigm shift in BRI's marketing strategy, especially in the 
Relationship Manager Funding Team (RMFT) unit, from a product-oriented approach 
to marketing based on relationships and customer experience (Westerman et al., 2014). 
RMFT participants reported that more intensive two-way communication with 
customers is an important part of the modern marketing process. Through more 
personal interactions, RMFT can understand the specific needs of each customer and 
offer customized financial solutions. This approach reflects the principle of customer-
centric marketing, where understanding customer behavior and preferences is the basis 
for designing strategies. In addition, the use of digital media has also expanded the 
reach of communication and accelerated the marketing process, allowing for a faster 
response to market dynamics. This transformation not only increases efficiency but 
also strengthens the emotional attachment between customers and banking 
institutions. Overall, these changes reflect BRI's adaptation to the increasingly 
competitive and digital banking landscape, and demonstrate a deep understanding that 
customer loyalty is not only built from superior products, but also from quality 
experiences and long-term relationships (Venkateswari, 2018). 
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One of the main findings in this study is the strategic role of digital technology, 
especially the use of the BRISPOT Consumer platform, in supporting the 
effectiveness of marketing and customer service by the RMFT team. BRISPOT 
Consumer is a big data-based digital platform designed to accelerate the credit 
application process and risk analysis. Participants stated that the presence of BRISPOT 
allows real-time access to customer data, so that decision making becomes faster, more 
precise, and based on accurate information (Tesch et al., 2019). This not only improves 
operational efficiency but also strengthens RMFT's ability to provide personalized 
services according to the specific needs of customers. This data-driven approach has 
been shown to increase customer satisfaction and loyalty, because they feel more cared 
for and served relevantly. Thus, BRISPOT not only functions as an administrative 
tool, but has become an integral component in BRI's digital transformation that 
supports relationship-based marketing and customer experience. The use of this 
technology reflects BRI's commitment to integrating digital innovation with human 
interaction, making services more adaptive, responsive, and value-added in facing the 
increasingly competitive banking industry (Starnawska, 2020; Yadav, 2021). 

 

4.2. Digital Transformation and Customer-Centric Strategy in Improving BRI's 
Customer Experience and Marketing Performance 

The experiences of customers interviewed in this study showed a significant 
increase in the quality of service provided by BRI, especially through the Relationship 
Manager Funding Team (RMFT). Customers felt the ease and speed in accessing 
services through digital applications such as BRISPOT Consumer, which were 
considered very helpful in the daily financial transaction process (Chen et al., 2012). In 
addition, consistent and personal communication from RMFT was a key factor in 
building trust and a sense of being appreciated by banking institutions. Customers 
considered that RMFT's understanding of their financial needs and goals had 
encouraged the provision of more relevant and targeted solutions. Product 
innovations tailored to their lifestyle and financial aspirations were also added value 
that strengthened loyalty. Most respondents stated a greater tendency to continue 
using BRI services because they felt more personally cared for compared to their 
experiences at other banks (Behare et al., 2018). This emphasizes the importance of 
customer-centric strategies and digital engagement in creating a positive customer 
experience, which ultimately drives long-term customer loyalty and retention amidst 
increasingly tight banking competition. 

Although digital transformation has brought many benefits to BRI, this study 
identified a number of significant challenges in its implementation process. One of the 
main issues is the digital literacy gap among certain customer segments, especially the 
elderly who tend to be less familiar with digital technology (Indriasari et al., 2019). This 
is a barrier to the full utilization of digital services provided by the bank, so an inclusive 
approach is needed to ensure that all customers can access and use technology easily. 
In addition, the need for continuous training for staff is also an important concern. 
Rapid technological developments require employees to continuously update their 
skills in order to operate digital systems effectively and provide optimal service to 
customers. Finally, concerns about data security remain a crucial issue in digital 
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services. The increasing risk of personal data leakage and misuse requires BRI to 
strengthen its security system and maintain customer trust through state-of-the-art 
protection policies and technologies. Overcoming these challenges is key to a 
successful and sustainable digital transformation, while ensuring that technological 
innovation can provide maximum benefits without sacrificing social aspects and 
customer security (Camilleri, 2020). 

The shift in marketing strategy towards a digital and relationship-based approach 
has had a significant impact on marketing performance at BRI, especially on the 
Relationship Manager Funding Team (RMFT) and branch management. RMFTs and 
branch managers reported increased effectiveness in customer acquisition, driven by 
digital capabilities to reach a wider audience and offer more personalized and 
responsive services. A more relationship-focused approach and customer experience 
has also succeeded in strengthening customer retention, reducing churn rates, and 
increasing long-term loyalty (Campino et al., 2021). In addition, RMFT's contribution 
to achieving funding and transaction targets has increased significantly, reflecting the 
successful integration of digital technology with humanistic interactions in marketing 
and service activities. This transformation not only improves quantitative results, such 
as growth in fund volume and transactions, but also improves the quality of customer 
relationships which ultimately supports business sustainability. Thus, this shift in 
marketing strategy proves that the synergy between digital innovation and a relational 
approach can provide sustainable competitive advantage in a highly dynamic and 
competitive banking industry. 

5. Discussion 

The findings in this study illustrate how Bank Rakyat Indonesia (BRI) marketing 
strategy has evolved significantly in response to digital transformation and changes in 
consumer behavior. These changes are not only technical in nature, but also reflect a 
managerial paradigm shift from a traditional approach to a more adaptive, data-driven, 
and customer-focused marketing practice. Several key implications of these findings 
can be analyzed within the framework of relevant theories and literature. The shift 
from product-oriented marketing to a customer-oriented approach reflects a 
fundamental transformation in the financial services marketing landscape. BRI's 
strategy, which now places more emphasis on personal communication and financial 
solutions tailored to the needs of each customer, demonstrates the application of the 
principles of relational marketing as proposed by Berry (1983). This is in line with 
Kotler & Keller's (2016) view that modern marketing needs to emphasize long-term 
value creation, not just short-term transactions. This customer-centric approach has 
been shown to increase customer loyalty and strengthen emotional relationships, two 
factors that are very important in maintaining competitive advantage in an increasingly 
saturated banking industry. 

The strategic role of digital technology, especially through the BRISPOT 
Consumer application, is a major catalyst in BRI's marketing transformation. This 
technology not only improves the operational efficiency of the Relationship Manager 
Funding Team (RMFT), but also enables real-time data analysis to provide more 
responsive and relevant services. This supports the idea of data-driven marketing as 
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explained by Chen et al. (2012), where customer information is used to accurately map 
customer needs and behavior. Thus, BRI is able to offer more targeted financial 
solutions, increase customer satisfaction, and strengthen its competitive position in 
the market. 

Customer experience is a key dimension in the success of BRI's marketing 
strategy. This study reveals that customers highly value the ease of digital access 
combined with personal and humanistic communication. This finding reinforces 
Lemon and Verhoef's (2016) statement that positive customer experience is a key 
differentiator in a competitive market. Although digitalization is essential, its 
successful implementation still depends on the organization's ability to maintain 
emotional closeness and customer trust—two things that cannot be completely 
replaced by technology (Adinugroho, 2023; Noerhartati et al., 2023). 

Challenges in the digital transformation process also cannot be ignored. This 
study noted obstacles such as digital literacy gaps among customers and sensitive data 
security issues. This condition emphasizes the importance of an inclusive and 
responsible digital approach. El Hilali et al. (2020) emphasized that sustainable digital 
transformation must consider ethical, social, and operational dimensions. BRI has 
taken positive steps by increasing employee training and customer education as part 
of its risk mitigation strategy and internal capacity building. Key lessons that can be 
learned include the importance of integrating technology with a humanistic approach, 
the need for continuous innovation in product and service development, and the use 
of big data to anticipate customer needs. Thus, the success of digital transformation is 
not only measured from the technological aspect, but also from how the institution is 
able to create relevant and sustainable value for all stakeholders (Ramadhani, 2024; 
Wanajma, 2024; Jurnalita, 2024). Overall, the evolution of BRI's marketing strategy 
illustrates a complex but strategic adaptation process to the dynamics of the external 
environment. An approach that combines technology, personalization, and quality 
management in an integrated manner has provided BRI with a strong competitive 
advantage in responding to the challenges of the digital era. 

6. Conclusion 

This study has explored the evolution of marketing strategies at Bank Rakyat 
Indonesia (BRI) over the period 2014 to 2024, with a specific focus on the 
Relationship Manager Funding & Transaction (RMFT) team at the BSD Branch 
Office. Through a qualitative phenomenological approach and Interpretative 
Phenomenological Analysis (IPA), the research has uncovered how BRI has adapted 
its marketing practices in response to digital transformation and shifting customer 
expectations. The findings reveal a significant transition from traditional, product-
centric marketing toward a more customer-centric and relationship-based approach. 
The integration of digital tools, particularly BRISPOT Consumer, has enabled BRI 
to personalize services, enhance customer experience, and improve strategic decision-
making. These developments have contributed to increased customer satisfaction, 
loyalty, and marketing performance. Moreover, the study highlights the importance 
of balancing technological innovation with human interaction. While digital 
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platforms have streamlined operations and expanded service accessibility, the role of 
RMFTs in maintaining personal relationships remains crucial. Challenges such as 
digital literacy gaps and data security concerns must be addressed to ensure inclusive 
and sustainable transformation. 

In conclusion, BRI’s experience offers valuable insights for financial institutions 
aiming to remain competitive in the digital era. The success of its evolving marketing 
strategies lies not only in adopting new technologies but also in reimagining how 
value is delivered to customers through a blend of innovation, empathy, and strategic 
foresight. 

 

References 

 
Adinugroho, H. Y. (2023). The Impact of Financial Management Knowledge on 

Entrepreneurial Intentions Among Digital Business. Arthatama: Journal of 
Business Management and Accounting, 7(2), 63-70. 

Aleskerova, Y., Marunych, U., & Kachur, I. (2023). Evolution and essence of 
banking marketing. Причорноморські економічні студії 80(2), 156-161.  

Behare, N., Waghulkar, S., & Shah, S. A. (2018). A theoretical perspective on 
customer experience (CX) in digital business strategy. In 2018 International 
Conference on Research in Intelligent and Computing in Engineering (RICE) (pp. 1-7). 
IEEE.  

Bhaskaran, M., & Sudhir, J. S. (2018). A study on latest trends in Banking 
Technology & Innovation. International Journal of Management Studies, 4(3), 38. 

Camilleri, M. A. (2020). The use of data-driven technologies for customer-centric 
marketing. International Journal of Big Data Management, 1(1), 50-63. 

Campino, J., Brochado, A., & Rosa, Á. (2021). Digital business transformation in 
the banking sector. In Research Anthology on Concepts, Applications, and Challenges 
of FinTech. IGI Global. 

Chan, J. O. P. (2020). Digital transformation in the era of big data and cloud 
computing. International Journal of Intelligent Information Systems, 9(3), 16-23. 

Chen, H., Chiang, R. H., & Storey, V. C. (2012). Business intelligence and analytics: 
From big data to big impact. MIS quarterly 2(3), 1165-1188. 

El Hilali, W., El Manouar, A., & Janati Idrissi, M. A. (2020). Reaching sustainability 
during a digital transformation: a PLS approach. International Journal of 
Innovation Science, 12(1), 52-79.  

Forcadell, F. J., Aracil, E., & Ubeda, F. (2020). Using reputation for corporate 
sustainability to tackle banks digitalization challenges. Business Strategy and the 
Environment, 29(6), 2181-2193. 

Hendriyani, C., & Raharja, S. U. J. (2018). Analysis building customer engagement 
through e-CRM in the era of digital banking in Indonesia. International Journal 
of Economic Policy in Emerging Economies, 11(5), 479-486. 



Arthatama Journal of Business Management and Accounting 
Vol. 9, No. 1 (2025), pp. 113-124 

121 

Indriasari, E., Gaol, F. L., & Matsuo, T. (2019). Digital banking transformation: 
Application of artificial intelligence and big data analytics for leveraging 
customer experience in the Indonesia banking sector. In 2019 8th International 
Congress on Advanced Applied Informatics (IIAI-AAI). IEEE. 

Jurnalita, A. C. (2024). The Impact of Digital Transformation on MSME 
Competitiveness and Economic Growth. Arthatama: Journal of Business 
Management and Accounting, 8(2), 95-106. 

Khanboubi, F., & Boulmakoul, A. (2019). Digital transformation in the banking 
sector: Surveys exploration and analytics. International Journal of Information 
Systems and Change Management, 11(2), 93-127. 

Kotler, P., & Keller, K. L. (2016). Marketing Management. London: Pearson 
Education. 

Krstić, N. (2016). Disruptionof the banking industry-threat or 
opportunity?. Bankarstvo, 45(2), 231. 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding Customer Experience 
Throughout the Customer Journey.Journal of Marketing,80(6), 69–96.  

Lima, A., & Pacheco, J. (2021). New trends and tools for customer relationship: 
Challenges in digital transformation. In Research anthology on digital 
transformation, organizational change, and the impact of remote work. IGI Global. 

Lutsiv, B. (2020). Bank marketing in the conditions of digital globalization. World of 
finance1(2), 20-32. 

Mikhaylov, A. M., & Petrov, N. A. (2021). Features of Digital Transformation of 
Modern Banking Transactions. Current Achievements, Challenges and Digital 
Chances of Knowledge Based Economy 4(2), 673-681. 

Modiha, P. (2024). Digital transformation in the finance and banking sector. 
In Digital transformation in South Africa: Perspectives from an emerging economy. 
Cham: Springer Nature Switzerland. 

Noerhartati, E., Saurina, N., & Idris, A. (2023). Evaluating User Satisfaction and 
Educational Impact of the Sorghum Entrepreneur Marketplace: An Application 
of the Pieces Framework. Research Horizon, 3(6), 668-679. 

Obaze, Y., Xie, H., Prybutok, V. R., Randall, W., & Peak, D. A. (2023). 
Contextualization of relational connectedness construct in relationship 
marketing. Journal of nonprofit & public sector marketing, 35(2), 111-143. 

Pani, A. K., & Pramanik, H. S. (2020). Digital transformation of organizations–
defining an emergent construct. In Re-imagining Diffusion and Adoption of 
Information Technology and Systems: A Continuing Conversation: IFIP WG 8.6 
International Conference on Transfer and Diffusion of IT, TDIT 2020, Tiruchirappalli, 
India, December 18–19, 2020, Proceedings, Part II. Springer International 
Publishing. 

Pousttchi, K., & Dehnert, M. (2018). Exploring the digitalization impact on 
consumer decision-making in retail banking.Electronic Markets28(3), 1–22.  



Citra Biola Lumbantobing & Mirwan Surya Perdhana 
Evolving Marketing Strategies of BRI: Digital Transformation Insights (2014-2024) 

122 

Ramadhani, R. (2024). Big Data in Digital Transformation of Corporate Marketing 
Strategy. Economic and Business Horizon, 3(1), 24-28. 

Sahu, N., Deng, H., & Molla, A. (2018). A capability based framework for customer 
experience focused digital transformation. Available at: 
https://pdfs.semanticscholar.org/c449/fb937cb419f6466a51cc18cfc8f45101e
9f8.pdf 

Starnawska, S. E. (2020). Sustainability in the banking industry through 
technological transformation. In The Palgrave handbook of corporate sustainability 
in the digital era. Cham: Springer International Publishing. 

Tesch, J. F., Lehmbrink, M., Remané, G., & Kolbe, L. M. (2019). Customer Surveys 
as a Quantitative Evaluation Tool for Digital BMI. Business Model Innovation in 
the Era of the Internet of Things: Studies on the Aspects of Evaluation, Decision Making 
and Tooling 3(2), 177-208. 

Venkateswari, V. (2018). Technology innovation in banks—need for omnichannel 
services. Int J Res—Granthaalayah, 6(1), 150-155. 

Wanajma, E. A. (2024). Innovation and Technology Based Digital Marketing 
Strategy in Increasing E-Commerce Business Sustainability. Economic and 
Business Horizon, 3(3), 108-113. 

Westerman, G., Bonnet, D., & McAfee, A. (2014). Leading digital: Turning technology 
into business transformation. Harvard Business Press. 

Yadav, A. (2021). How artificial intelligence is transforming the banking industry: 
Data analysis review. International Journal of Advanced Research in Science, 
Communication and Technology, 7(2), 76-81. 

 

https://pdfs.semanticscholar.org/c449/fb937cb419f6466a51cc18cfc8f45101e9f8.pdf
https://pdfs.semanticscholar.org/c449/fb937cb419f6466a51cc18cfc8f45101e9f8.pdf

