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Bank Syariah Indonesia.

The development of sharia-based digital gold investment has encourag
Bank Syariah Indonesia (BSI) to introduce the E-gold Savings product
part of its Bullion Bank implementation, making BSI the first gold bank
Indonesia. Although this product offers various advantages, such
investments starting from IDR 50,000, real-time digital transactions, ai
easy access through the Byond by BSI application, studies on the marketi
strategy of E-gold Savings in the context of Bullion Bank are still relative
limited compared to research on other sharia gold products. This study air
to analyze the marketing strategy of the E-gold Savings product at B
Fatmawati Area using the 7P Marketing Mix approach, which includ
Product, Price, Place, Promotion, People, Physical Evidence, and Proce:
The study used a descriptive qualitative method with data collecti
techniques through in-depth interviews, observation, and documentation
nine sources consisting of the Area Manager, Branch Manager, Ar
Manager Pawning & Micro, Retail Transaction Banking Manage
Customer Service, three existing customers, and one prospective custome
Data analysis was carried out using the Miles, Huberman, and Saldai
model through the stages of data reduction, data presentation, ai
conclusion drawing. The results of the study indicate that the dimensions
Product, Price, Place, People, Physical Evidence, and Process ha
supported the marketing effectiveness of E-gold Savings, while t.
Promotion dimension is still an aspect that needs to be improved becau
the level of public brand awareness of this product is still relatively low. T.
novelty of the study lies in the analysis of the marketing strategy of E-go
Savings as the first Bullion Bank product in Indonesia using the
Marketing Mix approach in the context of digital Islamic banking. T}
study provides a theoretical contribution in expanding the study
marketing of Islamic financial services based on digital gold investment ai
provides practical recommendations for BSI in strengthening promotion
strategies, Islamic gold investment literacy, and developing Bullion Ba
services.
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1. INTRODUCTION

The development of the Islamic finance industry in Indonesia has shown a positive
trend in recent years. Increasing public awareness of Sharia-compliant investments and
government support for the development of the Islamic economy have driven the growth
of various Islamic financial products. One Sharia-compliant investment instrument that is
gaining popularity is gold. Gold is known to be relatively stable, resistant to inflation, and
carries a lower risk level than other investment instruments.
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According to data from the Central Statistics Agency (BPS), Indonesia's inflation rate
in recent years has remained a public concern in maintaining asset values and purchasing
power. This situation has prompted people to seek safe-haven investments, one of which is
gold.

Table 1. Development of World Gold Prices 2021-2025

Year Average Gold Price (USD/Troy
Ounce)

2021 1,799

2022 1,801

2023 1,943

2024 2,250

2025 3,000

Source: World Gold Council and Bloomberg (2025)

Table 1 shows that gold prices have experienced a significant upward trend in recent
years. This price increase demonstrates that gold remains an attractive investment
instrument for people seeking to preserve wealth amidst global economic uncertainty.

In line with the increasing interest in gold investment, the President of the Republic
of Indonesia, Prabowo Subianto on February 26, 2025 inaugurated the Bullion Bank service
at Bank Syariah Indonesia after obtaining official permission from the Financial Services
Authority Number S-53 / PB.22 / 2025 dated February 12, 2025. The inauguration made
BSI a pioneer in gold bank services (Bullion Bank) in Indonesia while strengthening the
company's position in developing a modern, inclusive, and innovative sharia financial
ecosystem.

As the largest Islamic bank in Indonesia, BSI plays a strategic role in providing easily
accessible gold investment services to the public. Within its Bullion Bank business, BSI
offers three main products: E-gold Savings, Gold Installments, and Gold Pawning. These
three products are designed to meet the public's need to own and manage gold investments
in accordance with Sharia principles.

E-gold Savings is one of BSI's digital innovations that allows people to easily invest
in gold through the Byond by BSI app. This product uses a sale and purchase contract for
gold purchases and a Wadiah Yad Amanah contract for gold custody. The product's
advantage is transaction flexibility, allowing customers to purchase gold starting from 0.02
grams, equivalent to Rp50,000. Furthermore, customers can buy, sell, and transfer gold in
real time without having to visit a branch office.

Table 2. BSI E-Mas Savings Features

Aspect Information
Minimum
purchase 0.02 grams (£ Rp. 50,000)
Transaction
media Byond by BSI App

Buying and Selling and

Contract Wadiah Yad Amanah
Gold transfer Available
Buyback Real-time
Storage Safe through BSI
Service access | 24 hours
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Source: BSI Bullion Business , 2025

Ease of access, transaction flexibility, and digital technology support should be
driving factors in the marketing success of E-gold Savings products. However, a product's
success is determined not only by product quality but also by the effectiveness of the
company's marketing strategy.

In practice, marketing of E-gold Savings products still faces various challenges,
including low digital gold investment literacy among the public, competition with other
gold investment platforms, limited understanding of the Bullion Bank concept among
potential customers, and suboptimal use of digital promotional media by marketing staff.
These conditions have the potential to result in product sales targets not meeting
expectations. Furthermore, although BSI is a pioneer of Bullion Bank services in Indonesia,
the public now has various digital gold investment alternatives offered by fintech

companies and other financial institutions.

Table 3. Data on Digital Gold Investment Service Providers in Indonesia in 2025

Digital Gold
Provider Investment Products

Bank Syariah
Indonesia E-gold Savings
Pawnshop Gold Savings

Digital Gold
Tokopedia Gold | Investment
Pluang Digital Gold

Online Gold
Treasury Investment
Indogold Digital Gold

Source: Respective company data, processed 2025

Table 3 shows that while BSI has the advantage of being a pioneer in Sharia-
compliant bullion banking, competition in the digital gold investment industry is
increasingly fierce. Therefore, an appropriate marketing strategy is needed to increase the
awareness of the E-gold Savings product and sustainably increase its user base.

One approach that can be used to analyze marketing strategies is the 7Ps marketing
mix theory, which consists of Product, Price, Place, Promotion, People, Physical Evidence,
and Process. This concept is considered relevant for evaluating the effectiveness of
marketing strategies for banking services, particularly digital-based investment products
like E-mas Savings.

The Fatmawati area is one of BSI's operational areas with significant market potential,
dominated by an urban population with high levels of digital technology usage. However,
there remains a gap between market potential and actual sales of E-gold Savings products.
Therefore, research is needed to identify implemented marketing strategies, analyze
supporting and inhibiting marketing factors, and provide recommendations for
improvements for the BSI Fatmawati area.

The novelty of this research lies in the marketing analysis of the E-gold savings
product, the first Bullion Bank product in Indonesia, using the 7P marketing mix approach
in the context of digital Islamic banking. The research results are expected to provide
practical contributions to the management of BSI Area Fatmawati in improving the
marketing effectiveness of the E-gold Savings product and provide academic contributions
to the development of Islamic banking marketing science.

Table 4. Research Gap
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Penelitian Fokus Keterbatasan
Fauzi&Rahman (2025) | Tabungan Emas BSI Tidak menggunakan 7P
Hidayat (2024) Digital Marketing Cicil Emas |Tidak fokus pada E-mas
Ramadhan (2022) Produk Cicil Emas Tidak pada Bullion Bank

Based on the research background, several problems can be identified as follows:
1. The marketing target for E-gold Savings products at BSI Fatmawati Area has not been
achieved optimally.
2. Public understanding of the concept of Bullion Bank and sharia digital gold investment
is still low.
High competition with other digital gold investment service providers.
4. The effectiveness of the E-gold Savings marketing strategy based on the 7P marketing

mix approach is not yet known.

5. The supporting and inhibiting factors for marketing E-gold Savings products at BSI

Fatmawati Area are not yet known.

Based on the formulation of the problem, the objectives of this research are:

1. Analyzing the marketing strategy of E-gold Savings products at BSI Fatmawati Area.
2. Analyzing the implementation of the 7P marketing mix on E-gold Savings products.
3. Identifying supporting and inhibiting factors in marketing E-gold Savings products.
4. Providing recommendations for effective marketing strategies to increase sales of E-
gold Savings products in the BSI Fatmawati Area.

Based on Figure 1, the conceptual framework of this study shows that the marketing
strategy for the E-gold Savings product at BSI Fatmawati Area was analyzed using the 7P
Marketing Mix approach developed by Booms and Bitner (1981) and refined by Kotler and
Keller (2022) as one of the main concepts in service marketing. This approach consists of
seven dimensions: Product, Price, Place, Promotion, People, Physical Evidence, and
Process, which are used to evaluate the effectiveness of the E-gold Savings product
marketing strategy as a sharia-compliant digital gold investment service.

The analysis was conducted through in-depth interviews with nine informants
consisting of Area Manager, Branch Manager, Area Manager Pawning & Micro (AMPM),
Retail Transaction Banking Manager (RTBM), Customer Service, three existing customers
using E-mas Savings, and one prospective customer. Furthermore, the data was analyzed
using the Miles and Huberman model to identify the implementation of the 7P marketing
mix, supporting and inhibiting factors of marketing, and to formulate recommendations for
more effective marketing strategies for BSI Area Fatmawati.

To determine the effectiveness of the marketing strategy, this study uses the seven
elements of the marketing mix (Marketing Mix 7P) as follows.

1. Product
According to Kotler and Keller (2022), a product is anything offered to the market to
meet consumer needs and desires through benefits, quality, features, design, and added
value. In this study, the Product dimension is analyzed through the characteristics of E-
gold Savings, product advantages, feature innovation, ease of investment, and the
benefits experienced by customers.

2. Price
According to Kotler and Armstrong (2021), price is the amount consumers must pay to
obtain the benefits of a product or service. Competitive pricing can increase consumer
appeal and expand market share. In this study, the Price dimension was analyzed through
investment affordability starting from IDR 50,000, the suitability of price to benefits,
transaction costs, and customer perceptions of gold purchase and resale prices.

3. Place

W
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According to Kotler and Keller (2022), place relates to how companies provide products
for easy access to consumers through effective distribution channels. In the digital
banking industry, distribution channels include not only branch offices but also digital
platforms. Therefore, this study analyzes the ease of access to E-mas Savings through the
Byond by BSI application, the branch office network , and the effectiveness of digital
channels in supporting product marketing.

4. Promotion
According to Tjiptono (2022), promotion is a marketing communication activity aimed
at informing, persuading, and reminding consumers about a product to create awareness
and purchase interest. In this study, the Promotion dimension was analyzed through the
effectiveness of social media, Islamic gold investment literacy, promotional activities,
cashback programs, and marketing communications conducted by BSI employees.

5. People
According to Lupiyoadi (2021), the People element comprises all human resources
involved in service delivery and interacting directly with customers, thus influencing
service quality and customer satisfaction. In this study, the People dimension was
analyzed through employee competency, Bullion Bank training, communication skills,
customer service, and the role of frontline personnel in marketing E-gold Savings
products.

6. Physical Evidence
According to Booms and Bitner (1981) and Lovelock and Wirtz (2022), physical
evidence is all tangible evidence that can build customer perceptions of quality and trust
in the services provided. In this study, the Physical Evidence dimension includes the
Byond by BSI application display, promotional media, brochures, product visual identity,
office facilities , and other physical evidence that supports the customer experience in
using E-mas Savings.

7. Process
According to Lovelock and Wirtz (2022), a process is all the procedures, mechanisms,
and service flows that enable services to be delivered effectively, efficiently, and
consistently to customers. This study analyzed the ease of opening an E-gold Savings
account, gold buying and selling transactions, gold balance transfers, physical gold
printing, and the speed of service provided by BSI.

Figure 1. Research Framework
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RESEARCH METHODS

This study employed a qualitative research method with a descriptive approach.
Qualitative research is used to deeply understand the phenomena experienced by research
subjects through data collection in the form of words, behavior, and documents in a natural
context, thus generating a comprehensive understanding of a phenomenon (Moleong,
2023). The descriptive approach was chosen because this study aims to describe and
analyze the marketing strategy of the E-gold Savings product at Bank Syariah Indonesia
(BSI) in the Fatmawati Area from managerial, operational, and customer perspectives
without conducting hypothesis testing.

The research was conducted at Bank Syariah Indonesia's Fatmawati Area in South
Jakarta, one of BSI's operational areas with significant market potential and actively
marketing its E-gold Savings product as part of its Bullion Bank business. The research
was conducted from April to May 2026, encompassing research preparation, data
collection, data analysis, and report preparation.

The research subjects were those with experience, knowledge, and direct involvement
in the marketing and use of E-gold Savings products. The resource persons were selected
using a purposive sampling technique, which involves selecting resource persons based on
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objectives (Sugiyono, 2023).

Table 5. Research Sources

No| Jabatan/Keterangan

Alasan Pemilihan

Area Manager BSI

Menentukan strategi pemasaran pada
tingkat area.

8]

Branch Manager

Mengimplementasikan strategi pemasaran
di tingkat cabang.

Area Micro and
Pawning Manager

Bertanggung jawab terhadap
pengembangan bisnis emas dan
implementasi Bullion Bank.

4 Customer Service

Memahami strategi pengembangan produk
digital dan transaksi ritel.

Retail and Transaction
Manager

Berinteraksi langsung dengan calon
nasabah dan pengguna Tabungan E-mas.

Nasabah 1 (pemilik
tabungan e-mas >= 100
gram)

N

Memiliki pengalaman investasi jangka
panjang,

Nasabah 2 (pemilik
tabungan e-mas <=1
gram

~

Mewakili investor ritel dengan nominal
kecil.

Nasabah 3 (nasabah
8 | baru membuka tab e-
mas )

Memberikan perspektif pengguna baru
terhadap produk.

9 | Calon nasabah prospek

Memberikan perspektif calon pengguna
terhadap strategi pemasaran.

Source: Processed by Researchers , 2026

The nine sources were selected because they represent three perspective groups:
managerial, operational, and product users, thus enabling a source triangulation process in
obtaining information regarding the E-gold Savings marketing strategy. Sources from the
managerial element (Area Manager, Branch Manager, AMPM, and RTBM) provided
information regarding marketing policies and strategies, while Customer Service provided
an operational perspective regarding the service process and product education to
customers. The customer group consisted of three existing customers with different
investment characteristics and one prospective customer to obtain an overview of user
perceptions and factors that influence investment interest in the E-gold Savings product.

The number of informants was not determined based on a specific number, but based
on the principle of data saturation. According to Guest, Bunce, and Johnson (2006), data is
considered saturated when additional interviews no longer yield new themes, categories, or
information relevant to the research objectives. During the data collection process, the
researcher conducted simultaneous analysis of the interview results for each informant.
After interviewing the eighth and ninth informants, no new themes were found that differed
substantially regarding the implementation of the 7P Marketing Mix, supporting factors, or
inhibiting factors in the marketing of E-gold Savings products. The information obtained
tended to be repetitive and mutually confirmatory between informants, so this study was
deemed to have reached data saturation. Thus, the nine informants were deemed capable of
providing representative information in accordance with the research objectives.

The data sources in this study consist of primary and secondary data. Primary data
were obtained through in-depth interviews, observations, and documentation with nine
informants. The data collected included the E-gold Savings marketing strategy, the
implementation of the 7P Marketing Mix, marketing support factors, marketing barriers,
and customer perceptions of the E-gold Savings product. Secondary data were obtained
from BSI's annual report, the official BSI website, internal company documents,
publications from the Financial Services Authority (OJK), Bank Indonesia, books, and
relevant scientific journals.

Data collection techniques include:
878 | Marketing Strategy Analysis of E-Gold Savings Products Based on the 7p Marketing Mix
at Bank Syariah Indonesia in the Fatmawati Area (Hani Yulianti)



E-ISSN: 2828-7606

1. In-depth Interviews : Interviews were conducted in a semi-structured manner using
interview guidelines based on the 7Ps of the Marketing Mix. This technique was chosen
to allow researchers to obtain in-depth information while also providing interviewees
with the freedom to explain their experiences and perspectives.

2. Observation
Observations were made on marketing activities, customer service, use of the Byond by
BSI application, and promotional media used in marketing E-gold Savings.

3. Documentation
Documentation is carried out by collecting product brochures, promotional materials,
company reports, photos of marketing activities, and other supporting documents related
to the research.

This research focuses on the analysis of the marketing strategy of E-gold Savings
products using the 7P Marketing Mix concept, namely Product, Price, Place,
Promotion, People, Physical Evidence, and Process.

Table 6. Research Focus Based on the 7P Marketing Mix

Variabel Indikator
Product Keunggulan produk, fitur, manfaat, akad syariah
Price Harga emas, biaya transaksi, keterjangkauan
Place Kemudahan akses layanan dan aplikasi Byond
Promotion Promosi digital, media sosial, event, personal selling
People Kompetensi pegawai dan pelayanan
Physical Evidence |Brosur, tampilan aplikasi, identitas perusahaan
Process Kemudahan pembukaan rekening dan transaksi Source: Ramadhan (202 1 ), processed by
researchers

Data analysis used the interactive model of Miles, Huberman, and Saldafia (2014)
which includes three stages, namely:
1. Data Reduction
Data from interviews, observations, and documentation were selected, coded,
categorized, and focused on information relevant to the research objectives.
2. Data Display
The reduced data is presented in the form of narratives, tables, matrices, and
interview quotes to make it easier for researchers to identify patterns of relationships
between variables.
3. Conclusion Drawing and Verification
Conclusions are drawn up based on interpretations of all data that has been
analyzed, then verified through a process of re-checking the interview results and
supporting documents.

To ensure the credibility of the research results, source triangulation, technical
triangulation, and member checking techniques were used. Source triangulation was
conducted by comparing information obtained from managerial and operational
sources, existing customers, and prospective customers. Technical triangulation was
conducted through a comparison of interview results, observations, and documentation.
Furthermore, member checking was conducted by reconfirming the researcher's
interpretations with several key sources to ensure the consistency between the analysis
results and the experiences they conveyed. The application of these three techniques is
expected to increase credibility, dependability, and confirmability so that the research
results can be scientifically accounted for.
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3. RESEARCH RESULT

Open Coding Axial Coding | Selective Coding
. . Keterjangkauan
Investasi mulai Rp50.000 produk Keunggulan produk
. . Kemudahan
Transaksi real-time transaksi Keunggulan produk
Pembelian melalui Byond |Digitalisasi layanan Kemudahan
penggunaan
Transfer emas Fitur produk Nilai tambah produk
. Pengembangan .
Nabung Rutin Emas Inovasi produk
fitur
Pengambilan emas fisik Layanan Pengembangan
pendukung layanan

Figure 7. Product Variable Coding Matrix
Source: Processed Primary Data, 2026

Table 8. Themes and Statements of Product Variable Informants

Tema Pernyataan Narasumber
Kemudahan "Masyarakat dapat mulai berinvestasi hanya
investasi dengan Rp50.000." (Area Manager)
Kemudahan "Semua transaksi dapat dilakukan melalui
transaksi aplikasi Byond secara real-time." (RTBM)

"Saya dapat membeli dan menjual emas kapan

Fleksibilit
cksibriitas saja tanpa datang ke kantor cabang." (Nasabah

pengginaan Existing)

"Perlu ditambahkan fitur Nabung Rutin Emas dan
Pengembangan memperbanyak outlet pengambilan emas."
produk P yax outiet peng ’

(AMPM dan Nasabah)
Source: Processed Primary Data, 2026

Based on interviews with nine sources, all agreed that the E-mas Savings product
is a digital gold investment product that offers competitive advantages over conventional
investment products. These advantages primarily lie in easy access through the Byond by
BSI application, affordable investment amounts starting from IDR 50,000, and flexible
transactions that can be executed anytime in real time. All sources assessed that these
characteristics align with the needs of the public who desire a practical, easily accessible,
and sharia-compliant investment instrument.

The Area Manager explained that since the implementation of Bullion Bank, E-
gold Savings has become one of BSI's flagship products, expected to increase gold
investment inclusion in Indonesia. According to him, the product's main advantage lies
not only in its low investment amount but also in the ease of buying, selling, and
transferring gold through a digital application. This statement was supported by the
Branch Manager , who stated that E-gold Savings has become part of BSI's digital
transformation strategy to develop a more modern sharia-compliant gold investment
ecosystem.

From an operational perspective, the Area Manager Pawning & Micro (AMPM),
Retail Transaction Banking Manager (RTBM), and Customer Service stated that the
features available in the Byond application simplify the customer service process.
Account opening, gold purchases, sales (buybacks), and gold balance transfers can be
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done digitally without having to visit a branch office . According to them, digitizing these
processes not only improves service efficiency but also provides a more convenient
transaction experience for customers.

similar perspective was shared by the customer group. Three existing customers
stated that the primary reason for using E-Gold Savings was the convenience of making
gradual investments according to their financial capabilities. Furthermore, the availability
of real-time gold price information on the Byond app makes it easier for them to determine
the right time to buy or sell gold. Meanwhile, prospective customers considered the
relatively small investment amount a major attraction, as it provides an opportunity for
those inexperienced in gold investing to start investing with relatively low risk.

However, the interview results also revealed several suggestions for product
development. Most respondents hoped for an innovation in the form of a Routine Gold
Savings feature that would allow for automatic monthly gold purchases. Furthermore,
they suggested increasing the number of branch offices that handle printing and collecting
physical gold, as well as expediting the gold delivery process. These findings indicate that
while the E-Gold Savings product already boasts various advantages, there are still
opportunities for product development to increase customer satisfaction and loyalty.

Overall, the research results indicate that the Product dimension is a key strength
in the marketing strategy of the BSI E-gold Savings in the Fatmawati Area. All
interviewees expressed positive perceptions of the product's benefits, convenience, and
innovation. However, further development of features and supporting services is needed
to provide a more comprehensive investment experience and increase competitiveness
amidst the growing digital gold investment industry.

DISCUSSION
1. Product

The research results show that the Product dimension is one of the main strengths in
the E-gold Savings marketing strategy at BSI Area Fatmawati. Product advantages such as
investments starting from IDR 50,000, real-time transactions, easy access through the
Byond by BSI application, and the implementation of sharia principles are considered
capable of meeting the needs of people who want practical, safe, and flexible gold
investments. Furthermore, BSI's status as the first Bullion Bank in Indonesia also increases
customer trust in the security and credibility of the product. These findings indicate that
product characteristics have provided added value (customer value) through convenience,
affordability, and digital service innovation.

These findings align with the theory of Kotler and Keller (2022), which states that a
product's success is determined by its ability to provide benefits, quality, features, and added
value that meet consumer needs. These findings also support the research of Ramadhan,
Soemarso, and Kusuma (2022), which concluded that the ease of digital features is a crucial
factor in increasing the attractiveness of BSI gold products. However, this study expands
on previous findings by demonstrating that the marketing success of E-gold Savings is
influenced not only by product excellence but also by ongoing innovation, such as the
development of the Routine Gold Savings feature, the expansion of physical gold printing
services, and product integration with the Bullion Bank ecosystem, which has not been
widely explored in previous research.

From a customer behavior perspective, the ease of investing with a low nominal value
has successfully reduced the barriers for novice investors to start investing in gold.
However, increasing customer expectations for digital services require BSI to continue
product innovation to maintain competitiveness amidst the growing digital gold
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investment industry. Therefore, developing features that are more adaptive to customer
needs is a crucial strategy, not only to increase customer satisfaction and loyalty, but also
to strengthen E-gold Savings' position as Bullion Bank's flagship product in the Indonesian
Islamic banking industry.

2. Price

The research results show that the price dimension is one of the factors supporting the
successful marketing of E-gold Savings at BSI Fatmawati Area. All informants stated that
investments starting from IDR 50,000 are the main attraction of the product because they
provide an opportunity for people of all income levels to start investing in gold.
Furthermore, the purchase and resale price mechanisms (buybacks) that follow real-time
gold prices are considered to provide transparency and increase customer confidence in
transactions. These findings indicate that BSI's pricing strategy has been able to reduce
financial barriers for potential investors, especially those just starting out in gold
investment.

These findings align with the theory of Kotler and Armstrong (2021), which explains
that price is an element of the marketing mix that not only reflects a product's economic
value but also influences consumer perceptions of its benefits. In the context of financial
services, an affordable pricing strategy can increase accessibility and expand market share.
This study also supports the research of Fauzi and Rahman (2025), which states that
affordability is a key factor driving public interest in using Sharia-compliant gold
investment products. However, this study found that price advantages are not sufficient to
increase the number of users without effective promotion and education regarding the
benefits of digital gold investment.

From an investment behavior perspective, low prices serve as an entry point for novice
investors to gradually develop investment habits. However, investment decisions are
influenced not only by the nominal investment amount, but also by the public's level of
understanding of the long-term profit potential and product safety. Therefore, a
competitive pricing strategy needs to be integrated with investment education programs
and more intensive marketing communications to ensure that the public views E-gold
Savings not only as a product with low initial capital but also as a safe, liquid, sharia-
compliant investment instrument oriented towards long-term wealth creation.

3.  Place

The research results show that the Place dimension has been well implemented
through digital service transformation using the Byond by BSI application as the primary
channel for marketing and transactions for E-gold Savings. All interviewees stated that the
application makes it easier for customers to open accounts, buy, sell, and transfer gold in
real time without having to visit a branch office . In addition to functioning as a transaction
medium, the Byond application also serves as a means of product education by providing
gold price information, investment simulations, and various other supporting features.
These findings indicate that BSI's distribution strategy has adapted to changing consumer
behavior, which increasingly prioritizes digital-based financial services.

These findings align with Kotler and Keller's (2022) theory, which states that place is
not only related to physical location but also encompasses the effectiveness of distribution
channels in ensuring product accessibility for consumers. In the context of digital banking,
mobile applications are part of the distribution channel, serving to increase service
convenience and efficiency. The results of this study also support Hidayat's (2024) study,
which concluded that utilizing digital platforms can increase ease of access to Islamic gold
investment services. However, this study found that despite the success of digital
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transactions, some customers still expect an expansion of the branch network that offers
physical gold printing and collection services to complement digital services.

These findings indicate that the distribution strategy for digital gold investment
products cannot rely solely on digital channels but also requires integration with physical
services. The characteristics of gold products differ from other digital banking products
because some customers still desire ownership certainty through physical gold printing.
Therefore, developing a network of gold collection outlets, accelerating physical gold
distribution, and integrating digital and branch services are important strategies for
improving the customer experience and strengthening the competitiveness of E-gold
Savings as a Bullion Bank product in Indonesia.

4. People

The research results show that the People dimension is a key factor in the successful
marketing of E-gold Savings at BSI Fatmawati Area. All managers and operational
informants stated that employees have sufficient competency in understanding product
characteristics, Bullion Bank mechanisms, and the use of the Byond by BSI application.
This competency is strengthened through regular training and outreach conducted by the
head office . From a customer perspective, the quality of employee service is considered
good because they are able to provide clear explanations of the product, assist with the
account opening process, and provide education on sharia gold investment. This indicates
that direct interaction between employees and customers still plays a crucial role in building
trust in digital investment products.

These findings align with Lupiyoadi's (2021) theory, which states that the People
dimension is a crucial element in service marketing because service quality is strongly
influenced by the competence, attitude, and communication skills of human resources. In
the Islamic banking industry, employees function not only as service providers but also as
consultants, helping customers understand product benefits and mechanisms. The results
of this study also support the research of Dewi, Hendriyani, and Ramdhani (2021), which
concluded that employee competence and service quality positively influence the
successful implementation of the service marketing mix. However, this study provides a
more specific finding: for digital gold investment products, employee skills in providing
education and building customer trust have a more dominant influence than simply
explaining product features.

From a service marketing perspective, this situation demonstrates that even though
E-gold Savings is a digital product, people's decisions to start investing are still heavily
influenced by trust in the institutions and individuals providing information. This indicates
that digital transformation in the banking sector does not completely reduce the role of
human interaction (high-touch service), but rather shifts the role of employees from mere
transaction officers to financial advisors who provide education and guidance to potential
investors. Therefore, BSI needs to continue improving employee competency through
training on sharia gold investment, digital marketing communications, and financial
literacy so that each employee can become a brand ambassador who strengthens public
trust in E-gold Savings and the implementation of Bullion Bank.

5. Physical Evidence

The research results show that the Physical Evidence dimension has supported the
marketing of E-gold Savings through the provision of physical evidence of service that can
increase customer trust in the product. All sources assessed that the modern appearance of
the Byond by BSI application, the real-time gold price information displayed, the visual
identity of Bullion Bank, and promotional media in the form of brochures, social media,
and educational materials have provided a positive experience for users. In addition, the
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existence of BSI branch offices as a place for consultation and service also provides a sense
of security for customers, especially when they need further information about gold
investment or the physical gold printing process. These findings indicate that physical
evidence in digital banking services is no longer limited to office facilities , but also includes
the quality of the application interface and communication media used by the company.

These findings align with Booms and Bitner's (1981) theory, which states that
physical evidence encompasses the entire physical environment and tangible evidence that
influences consumer perceptions of service quality. This view is reinforced by Lovelock
and Wirtz (2022), who explain that in digital services, physical evidence evolves into a
digital servicescape, encompassing application appearance, ease of navigation, system
security, and visual identity, all of which shape the customer experience. This study also
supports Hidayat's (2024) study, which found that the quality of a digital platform's
appearance influences perceived ease of use and user trust in digital investment services.
However, this study found that for the E-gold Savings product, the most influential physical
evidence was not only the application's appearance, but also the credibility of BSI as the
first Bullion Bank in Indonesia, providing public confidence in the security of sharia gold
investments.

From a service marketing perspective, these findings indicate that the success of
digital investment product marketing is heavily influenced by the company's ability to
create a consistent service experience between digital and conventional physical evidence.
Although transactions are conducted digitally, some customers still expect physical
support, such as the availability of gold minting and collection outlets, more informative
promotional materials, and a more recognizable visual identity for Bullion Bank.
Therefore, BSI needs to strengthen its omnichannel service concept, namely integrating
digital service experiences through the Byond application with direct service at branch
offices to create a more comprehensive customer experience, increase trust, and strengthen
the image of E-mas Savings as a modern and trusted sharia-compliant gold investment
product.

6. Process

The research results show that the Process dimension has been well implemented to
support the marketing of E-gold Savings in the BSI Fatmawati Area. All informants stated
that the process of opening an account, purchasing, selling (buyback), and transferring gold
can be done digitally through the Byond by BSI application with simple, fast, and easy-to-
understand steps. The digitalization of this process is considered capable of increasing
service efficiency because customers no longer need to visit a branch office to conduct
transactions. In addition, real-time gold price information makes it easier for customers to
determine the time to buy or sell gold according to market conditions. However, several
informants still mentioned obstacles in the process of printing and shipping physical gold,
which takes a relatively long time, and the limited number of branch offices that serve
physical gold pick-up.

These findings align with the theory of Lovelock and Wirtz (2022), which states that
the Process dimension encompasses all procedures, mechanisms, and service delivery flows
designed to provide effective, efficient, and consistent service to customers. In digital
banking services, simple and accessible processes are crucial factors in increasing customer
satisfaction and loyalty. This study also supports research by Ramadhan, Soemarso, and
Kusuma (2022), which found that ease of digital transaction processing is a factor
influencing customers' decisions to use BSI gold products. However, this study provides
more comprehensive findings, demonstrating that process effectiveness is determined not
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only by transaction digitization but also by the quality of integration between digital
processes and physical services, which is still needed by some customers.

From a service marketing perspective, these findings demonstrate that the success of
digital transformation is measured not only by transaction speed but also by the company's
ability to create a consistent end-to-end customer experience from account opening to
transaction completion, including when customers wish to print or withdraw physical gold.
Therefore, service process improvements should focus not only on improving the
performance of the Byond application but also on optimizing operational processes at
branch offices , accelerating physical gold distribution, and simplifying service
procedures. These efforts are crucial for increasing customer satisfaction, strengthening
trust in Bullion Bank's services, and creating a more integrated investment experience,
thereby enhancing loyalty and competitiveness of E-gold Savings amidst the evolving
digital gold investment industry.

7.  Promotion

The results of the study indicate that Promotion is a dimension that still requires
attention in the marketing strategy of E-gold Savings in the BSI Fatmawati Area. Although
BSI has utilized various promotional media such as social media (Instagram, TikTok,
Facebook, and YouTube), financial literacy activities, personal selling, cross-selling by
frontliners, and promotional programs such as cashback, most customers admitted to
learning about the E-gold Savings product not through digital media, but through direct
explanations from BSI employees. This finding indicates that promotional activities have
been carried out, but have not been able to build strong brand awareness among the public.
This condition is also reinforced by the perception of the informant who stated that the
public is still more familiar with the Gold Installment product and gold investment services
from competitors than E-gold Savings as a Bullion Bank product.

These findings indicate an interesting phenomenon. BSI Area Fatmawati is located
in an urban area with relatively high internet penetration and digital literacy, so
theoretically, digital promotions should be able to reach the public more effectively.
However, the research results actually show that high digital media usage does not
automatically increase public awareness of E-gold Savings. This condition can be explained
by the Digital Marketing 5.0 theory proposed by Kotler, Kartajaya, and Setiawan (2021),
which states that the success of digital marketing is determined not only by the availability
of digital media, but also by content relevance, message personalization, customer
engagement, and the company's ability to build sustainable relationships with consumers.
Thus, the low level of awareness of E- gold Savings indicates that the promotional strategy
is still more oriented towards delivering product information rather than building
experience, education, and emotional engagement with potential customers.

The results of this study differ from those of Hidayat (2024), who concluded that
digital marketing can increase public interest in sharia-compliant gold investment products.
In this study, digital media has indeed been utilized as a marketing communication tool, but
it has not yet become the primary source of information for most customers. Instead,
personal selling, education by Customer Service, and employee recommendations are more
dominant factors influencing the decision to use E-Gold Savings. This finding reinforces
the concept of a high-involvement financial product, namely that investment products carry
a higher perceived level of risk than conventional consumer products, so prospective
customers tend to require direct interaction before making an investment decision. In other
words, digital promotion of sharia-compliant gold investment products is more effective
when it serves as an educational tool and builds trust, while the final decision is still
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influenced by interpersonal communication with employees perceived as competent and
credible.

Based on these findings, this study contributes to expanding the study of digital
marketing in the Islamic banking industry by demonstrating that the effectiveness of gold
investment product promotion is determined not only by the intensity of digital media use,
but also by the company's ability to integrate digital marketing with relationship marketing
and financial literacy. Therefore, BSI needs to develop a more adaptive promotional
strategy through the development of educational content about Bullion Bank and Islamic
gold investment, utilizing financial influencers, collaborating with the investment
community, conducting webinars and financial literacy seminars, and strengthening
employee advocacy programs so that employees become marketing ambassadors capable
of building public trust. This strategy is expected to not only increase brand awareness,
but also strengthen investment interest and expand the number of E-gold Savings users in
the BSI Fatmawati Area.

4. CONCLUSION

This study aims to analyze the marketing strategy of E-gold Savings products at Bank
Syariah Indonesia (BSI) Fatmawati Area using the 7P Marketing Mix approach which
includes Product, Price, Place, Promotion, People, Physical Evidence, and Process. The
results of the study indicate that in general the implementation of the marketing strategy has
run well in most dimensions. The Product dimension is considered to have advantages
through ease of investment starting from IDR 50,000, real-time digital transactions, and
support for sharia principles that increase public trust. The Price, Place, People, Physical
Evidence, and Process dimensions have also contributed positively to the marketing of E-
gold Savings through affordable prices, easy access using the Byond by BSI application ,
employee competence in providing education to customers, a digital service display that
supports the user experience, and a fast and easy transaction process.

However, this study found that the Promotion dimension still requires greater attention.
Although BSI has utilized various digital promotional media and financial literacy
activities, the level of public brand awareness of E-gold Savings remains relatively low
compared to other gold investment products. This finding suggests that the marketing
success of digital gold investment products is determined not only by the intensity of digital
media use, but also by the company's ability to integrate digital marketing, relationship
marketing, and Islamic investment education to build trust and public engagement.
Therefore, a more educational, interactive, and customer-focused promotional strategy is
crucial in increasing the marketing effectiveness of E-gold Savings.

This study provides a theoretical contribution by expanding the application of the 7P
Marketing Mix concept to the marketing context of sharia digital gold investment products
after the implementation of Bullion Bank, which was still relatively limited in previous
research. From a practical perspective, the research results provide recommendations to BSI
Area Fatmawati to strengthen promotional strategies by increasing sharia gold investment
literacy, optimizing content marketing and digital media, collaborating with communities
and financial influencers, developing the Routine Gold Savings feature, and expanding
physical gold printing and collection services. The implementation of these
recommendations is expected to increase brand awareness, public investment interest, and
strengthen the position of E-gold Savings as one of Bullion Bank's flagship products in
Indonesia.
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