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Abstract

The increasing adoption of digital technologies has transformed marketing
practices across various sectors, including agricultural businesses. This study aims to
analyze the implementation of digital promotion strategies and evaluate their
effectiveness in increasing tobacco sales in Sumberanyar Village, Indonesia. A qualitative
case study approach was employed to obtain an in-depth understanding of digital
promotional practices implemented by local tobacco producers. Data were collected
through semi-structured interviews, direct observations, and document analysis involving
tobacco farmers and individuals engaged in tobacco marketing activities. The collected
data were analyzed using the interactive model of Miles, Huberman, and Saldana,
consisting of data condensation, data display, and conclusion drawing and verification.

The findings indicate that WhatsApp has become the primary digital platform used
to facilitate communication between tobacco producers and prospective buyers by
sharing product information, photographs, and videos before transactions are conducted.
However, the implementation of digital promotion remains limited because marketing
activities continue to rely heavily on conventional trading practices, while inadequate
digital literacy and limited marketing capabilities hinder the broader adoption of digital
technologies. Despite these challenges, digital promotion demonstrates considerable
potential to improve marketing efficiency, strengthen business communication, and
expand market opportunities when supported by structured promotional strategies and
continuous capacity-building initiatives.
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This study concludes that strengthening digital competencies and integrating
strategic digital marketing practices are essential to improving the competitiveness and
sustainability of tobacco marketing in rural communities.

Keywords: Digital Promotion Strategy; Digital Marketing; Tobacco Marketing;
Agricultural Marketing; Rural Business; Qualitative Study.

INTRODUCTION

The rapid advancement of digital technology has fundamentally transformed
business marketing practices across various economic sectors. The widespread adoption
of internet-based communication, social media platforms, and digital commerce has
enabled businesses to reach broader markets while maintaining relatively low
promotional costs (As-syahri, 2024). As consumer behavior increasingly shifts toward
online information searching and purchasing decisions, digital promotion has become an
essential component of business competitiveness rather than merely a complementary
marketing tool. This transformation has affected not only manufacturing and service
industries but also agricultural commodities, where producers are increasingly required
to integrate digital technologies into their marketing activities to remain competitive.

Indonesia is recognized as one of the world's largest tobacco-producing countries,
with tobacco cultivation serving as an important source of income for rural communities.
According to the Ministry of Agriculture, tobacco production continues to contribute
significantly to local economies despite fluctuations in production and market prices.
Nevertheless, tobacco farmers frequently encounter challenges related to limited market
access, dependence on conventional distribution channels, unstable selling prices, and
increasing market competition. These conditions encourage producers to seek more
innovative promotional approaches that enable direct communication with potential
buyers while expanding their market reach through digital platforms (Dzulfriansyah &
Ernawati, 2024).

The growing penetration of social media applications such as Facebook,
Instagram, WhatsApp Business, and TikTok has created new opportunities for agricultural
marketing. These platforms allow producers to disseminate product information rapidly,
establish closer relationships with consumers, and promote products through interactive
visual content (Sari et al., 2023). However, empirical observations indicate that many rural
producers still rely predominantly on traditional promotional methods, including personal
networks, local traders, and word-of-mouth marketing. The limited utilization of digital
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media often results in restricted market expansion and reduces opportunities to improve
sales performance. Consequently, understanding how digital promotion strategies are
implemented in rural agricultural businesses has become increasingly important (Heriyati,
2022).

From a theoretical perspective, this study is grounded in Digital Marketing Theory,
which explains that digital technologies facilitate marketing communication by integrating
online channels to create customer value, strengthen consumer relationships, and
improve organizational performance. According to Philip Kotler and Kevin Lane Keller,
digital marketing extends beyond online advertising by encompassing customer
engagement, value creation, and relationship management through digital platforms
(Krisprimandoyo, Anshori, & Nadlifatin, 2025). In addition, the Promotion Mix Theory
proposed by Philip Kotler emphasizes that promotional effectiveness depends on the
strategic integration of advertising, sales promotion, personal selling, public relations, and
direct marketing to influence consumer purchasing decisions. Within the context of digital
transformation, these promotional elements are increasingly implemented through social
media, digital marketplaces, and online communication technologies.

Several previous studies have demonstrated that digital marketing positively
influences business performance across various sectors. Research by Dave Chaffey
highlights that effective digital marketing strategies improve customer engagement, brand
visibility, and business competitiveness through integrated online communication
(Rachmidiani & Edison, 2023). Other empirical studies have reported that social media
marketing contributes significantly to increasing consumer awareness and purchase
intention among micro, small, and medium-sized enterprises. However, existing literature
has predominantly focused on urban businesses, retail enterprises, and MSMEs, while
relatively limited attention has been devoted to digital promotion strategies implemented
by rural agricultural producers, particularly tobacco farmers. This indicates the existence
of a contextual research gap concerning the application of digital promotion in agricultural
commodity marketing (Halim, 2022).

Sumberanyar Village represents one of the tobacco-producing areas where
farming activities remain an important economic foundation for the local community.
Despite its production potential, promotional activities are still constrained by limited
digital utilization and dependence on conventional marketing channels. These conditions
provide a valuable context for investigating how digital promotion strategies can be
implemented more effectively to increase tobacco sales and expand market opportunities
(Saprijal, 2014). Therefore, this study aims to analyze the digital promotion strategies
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employed by tobacco producers in Sumberanyar Village and to identify promotional
practices that contribute to improving sales performance. The findings are expected to
enrich the literature on digital marketing within the agricultural sector while offering
practical insights for farmers, local entrepreneurs, and policymakers seeking to
strengthen the competitiveness of rural agricultural products (Darsana et al., 2023).

RESEARCH METHODS

This study employed a qualitative research approach using a descriptive case
study design to obtain an in-depth understanding of digital promotion strategies
implemented to enhance tobacco sales in Sumberanyar Village, Indonesia. A qualitative
approach was considered appropriate because the study sought to explore participants'
experiences, perceptions, and promotional practices within their natural business
environment rather than to examine causal relationships through statistical analysis
(Adhipratama & Ernungtyas, 2025).

The research was conducted in Sumberanyar Village, where tobacco farming
represents one of the primary economic activities of the local community. The research
site was selected purposively due to its considerable potential in tobacco production and
the increasing utilization of digital media as a marketing instrument among local
producers. Data collection was carried out over the course of the study through direct
engagement with participants and observations of promotional activities.

Participants were selected using purposive sampling, which enabled the
researcher to identify individuals possessing relevant knowledge and practical experience
regarding tobacco marketing. The informants consisted of tobacco farmers, business
owners, and individuals directly involved in promotional and sales activities. Their diverse
perspectives provided comprehensive insights into the implementation of digital
promotion strategies and the challenges encountered in marketing tobacco products
through online platforms (Hananto et al., 2024).

Data were collected through three complementary techniques: in-depth interviews,
direct observation, and document analysis. Semi-structured interviews were conducted
to obtain detailed information regarding participants' promotional experiences, the digital
platforms they utilized, and their perceptions of promotional effectiveness. Observations
focused on the implementation of digital promotional activities, including the use of social
media, online communication with customers, and promotional content. Documentary
evidence, such as photographs, promotional materials, and business records, was also
examined to strengthen the credibility of the findings through data triangulation.
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The collected data were analyzed using the interactive model of Miles, Huberman,
and Saldafa, which consists of three interrelated stages: data condensation, data display,
and conclusion drawing and verification. During data condensation, interview transcripts
and field notes were systematically organized by identifying relevant themes associated
with digital promotion strategies. The organized information was subsequently presented
in narrative form to facilitate interpretation and comparison across participants. Finally,
conclusions were continuously verified by comparing findings obtained from multiple data
sources to ensure consistency and analytical rigor (Utari & Fajariana, n.d.).

To enhance the trustworthiness of the study, several strategies were employed,
including source triangulation, methodological triangulation, and member checking.
Source triangulation was conducted by comparing information obtained from different
participants, while methodological triangulation involved examining findings derived from
interviews, observations, and documentary evidence. Member checking was also
undertaken by confirming interview interpretations with participants to ensure that the
reported findings accurately represented their perspectives and experiences. These
procedures strengthened the credibility, dependability, and overall quality of the research
findings (Kusuma & Fahamsyah, 2023).

Finding and Discussion
Implementation of Digital Promotion Strategies in Tobacco Marketing

The findings indicate that the implementation of digital promotion strategies in
tobacco marketing in Sumberanyar Village remains at an early stage and has not yet
been fully integrated into farmers' marketing practices. Among the available digital
platforms, WhatsApp has become the primary communication medium used to support
promotional activities because it is widely accessible and familiar to most tobacco farmers
and intermediaries. Participants explained that they usually send photographs or short
videos of harvested tobacco to prospective buyers or tobacco processing companies
before conducting direct transactions. This initial communication enables buyers to obtain
preliminary information regarding the quality of the tobacco, including its color, leaf
condition, and drying level, thereby facilitating the negotiation process and reducing
uncertainty before on-site inspection (Kewirausahaan, Rahmanda, & Bengkulu, 2023).

Despite these advantages, the study reveals that the adoption of digital promotion
remains relatively limited. Most marketing activities continue to rely on conventional
business practices, where transactions are conducted through direct meetings and long-
established relationships between farmers, intermediaries, and purchasing companies.
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Several factors contribute to the limited utilization of digital promotion, including
inadequate digital literacy, limited experience in using online marketing tools, and the
persistence of traditional marketing habits that have been maintained for many years.
Consequently, digital platforms have not yet been strategically employed to expand
market coverage or improve product competitiveness (Oktarini, 2022)

The findings further suggest that WhatsApp possesses considerable potential as
an effective digital promotional tool due to its simplicity, accessibility, and widespread
adoption within rural communities. Although its current use is primarily limited to sharing
product information and facilitating communication, the platform could play a more
strategic role in strengthening business relationships, broadening marketing networks,
and increasing opportunities to obtain more competitive selling prices if accompanied by
appropriate digital marketing training and capacity-building programs. These findings
demonstrate that improving digital competencies among tobacco producers is essential
for optimizing the effectiveness of digital promotion strategies and enhancing the
sustainability of tobacco marketing in Sumberanyar Village.

Challenges and Effectiveness of Digital Promotion in Increasing Tobacco Sales

The findings reveal that the effectiveness of digital promotion in increasing tobacco
sales in Sumberanyar Village has not yet reached its full potential due to several internal
and external constraints. Although WhatsApp has been introduced as a communication
and promotional medium, its utilization remains limited to sharing product photographs
and videos with prospective buyers before direct transactions take place. As a result,
digital promotion has primarily functioned as a supporting communication tool rather than
as a comprehensive marketing strategy capable of expanding market reach and
generating new customer segments (Sya’adah, 2024).

One of the major challenges identified in this study is the limited digital literacy
among tobacco farmers and local intermediaries. Most participants demonstrated
insufficient knowledge regarding the strategic use of digital platforms for product
promotion, customer engagement, and market expansion. Furthermore, marketing
activities continue to be strongly influenced by traditional trading practices, in which long-
established personal relationships between farmers, intermediaries, and tobacco
processing companies remain the primary basis for business transactions. These
conditions reduce farmers' motivation to adopt more innovative promotional approaches
despite the increasing availability of digital communication technologies.
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Another challenge concerns the lack of structured digital marketing strategies.
Promotional activities are generally conducted without systematic planning, consistent
branding, or diversified digital content that could enhance product visibility and attract a
broader range of buyers. Instead, digital communication is mainly used to exchange basic
product information, while pricing negotiations and purchasing decisions continue to rely
on face-to-face interactions. Consequently, the contribution of digital promotion to sales
growth remains relatively modest because its implementation has not been integrated
into a comprehensive marketing framework (Khairunnisa, 2022).

Despite these limitations, the findings indicate that digital promotion possesses
considerable potential to improve tobacco marketing performance. The accessibility,
affordability, and widespread use of WhatsApp among rural communities provide an
important foundation for strengthening communication between producers and buyers.
Participants acknowledged that sharing visual information about tobacco quality enables
potential buyers to conduct preliminary product assessments more efficiently before
visiting the production site. This process accelerates information exchange, enhances
transparency regarding product quality, and creates opportunities for more efficient
business negotiations. Therefore, strengthening farmers' digital competencies through
training, mentoring, and continuous assistance is expected to improve the effectiveness
of digital promotion strategies, expand marketing networks, and ultimately contribute to
increased tobacco sales in Sumberanyar Village (Siti Fatikhatus, 2024).

DISCUSSION

The findings demonstrate that the implementation of digital promotion strategies in
Sumberanyar Village remains at an initial stage, with WhatsApp serving as the primary
digital communication platform for tobacco marketing. Although its current use is largely
limited to sharing photographs and videos of harvested tobacco with prospective buyers,
this practice reflects an important transition from purely conventional marketing toward
the adoption of digital communication technologies (Evva Ari Nur Viddiastuti & Jeanny
Pricilia Anneke Winowatan, 2024). The findings support the concept of digital marketing
proposed by Kotler and Keller, which emphasizes that digital platforms facilitate more
efficient communication between producers and consumers while enabling businesses to
deliver product information more quickly and effectively. In the context of tobacco
marketing, WhatsApp has simplified the exchange of information regarding product
quality before direct negotiations take place, thereby improving communication efficiency
between farmers and buyers. However, the findings also indicate that digital promotion

4748
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

has not yet been strategically integrated into broader marketing activities capable of
expanding market reach or attracting new customers (Nurngaeni, 2021).

Another important finding concerns the challenges that limit the effectiveness of
digital promotion in increasing tobacco sales. The study reveals that limited digital literacy,
insufficient marketing knowledge, and the persistence of traditional trading practices
continue to hinder the broader adoption of digital promotional strategies. Most farmers
still depend on long-established business relationships and face-to-face transactions,
reducing their willingness to utilize digital platforms beyond basic communication
purposes. These findings are consistent with previous studies on digital marketing
adoption in rural enterprises, which argue that technological accessibility alone is
insufficient to improve business performance without adequate human resource capacity
and digital competencies. Consequently, successful digital transformation requires not
only the availability of digital platforms but also continuous education, practical training,
and institutional support that enable producers to maximize the potential of digital
marketing technologies.

Furthermore, the findings suggest that digital promotion has considerable potential
to improve tobacco marketing performance if implemented more systematically. The
ability to provide visual information regarding tobacco quality through digital platforms
contributes to greater transparency, facilitates preliminary product evaluation by buyers,
and accelerates business communication. These advantages may strengthen market
confidence and create opportunities for producers to establish broader commercial
networks beyond their traditional marketing channels. Therefore, integrating digital
promotion with structured marketing planning, attractive promotional content, and
capacity-building programs for farmers may substantially improve the competitiveness of
tobacco products in rural markets. Such efforts would not only support higher sales
performance but also contribute to the long-term sustainability of agricultural marketing in
Sumberanyar Village (Nathadiharja et al., 2024).

CONCLUSION
This study concludes that the implementation of digital promotion strategies in
tobacco marketing in Sumberanyar Village remains at an early stage of development.
Among the available digital platforms, WhatsApp has become the primary medium for
facilitating communication between tobacco producers and prospective buyers by
enabling the exchange of product information through photographs and videos. Although
this practice has improved the efficiency of information sharing and supported the initial
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stages of marketing activities, digital promotion has not yet been implemented
strategically to maximize market expansion and increase sales performance.

The findings further reveal that the effectiveness of digital promotion is constrained
by several factors, including limited digital literacy, insufficient marketing knowledge, and
the continued reliance on conventional marketing practices. These challenges have
restricted the broader adoption of digital technologies and reduced the potential
contribution of digital promotion to tobacco sales. Nevertheless, the study indicates that
digital promotion offers significant opportunities to strengthen business communication,
improve product visibility, and expand marketing networks when supported by systematic
promotional planning and continuous capacity-building initiatives.

Overall, this research highlights the importance of enhancing farmers' digital
competencies and encouraging the strategic integration of digital marketing practices into
agricultural businesses. Such efforts are expected to improve the competitiveness of local
tobacco products, create wider market opportunities, and contribute to the sustainable
development of rural agribusiness in Sumberanyar Village.

REFERENCES

Adhipratama, D., & Ernungtyas, NF (2025). A Systematic Review of Digital Advertising
Strategies and Challenges in Indonesia. Journal of Communication Management
Research , 103—112. https://doi.org/10.29313/jrmk.v5i2.6875

As-syahri, H. (2024). The Role of Influencer Marketing as a Digital Marketing Strategy 5 .
0. 1 (July), 356-362.

Darsana, IM, Rahmadani, S., Salijah, E., Akbar, AY, Bahri, KN, Amir, NH, ... Nugroho, A.
(2023). Marketing strategy . CV. Intelektual Manifest Media.

Dzulfriansyah, A., & Ernawati, E. (2024). Marketing Strategy Analysis Using a Marketing
Mix Approach (Case Study of the Giriloyo Batik Home Industry in Bantul,
Yogyakarta). Journal of Digital Management and Marketing , 2 (3), 174-180.
https://doi.org/10.38035/jmpd.v2i3.189

Evva Ari Nur Viddiastuti, & Jeanny Pricilia Anneke Winowatan. (2024). Implementation of
Digital Marketing in Increasing Sales of Fabil Natural Products. Manuhara Journal:
Center for Research in Management and Business Sciences , 2 (2), 160-173.
https://doi.org/10.61132/manuhara.v2i2.760

Halim, 1. (2022). Marketing mix . Center for Open Science.

Hananto, D., Syahri, RM, Ramadhan, R., Haikal, S., Lupi, A., & Al-badawi, F. (2024). THE
EFFECTIVENESS OF MARKETING STRATEGIES IN THE DIGITAL ERA . 4799—

4750
IJEBIR, Volume 05 Issue 04,2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

4810.

Heriyati, P. (2022). Segmenting, Targeting, and Positioning Marketing Strategy .
Scopindo Media Pustaka.

Entrepreneurship, J., Rahmanda, VN, & Bengkulu, UD (2023). Marketing Strategy for
Tempe Products Through Digital Marketing . 1 (1), 5-10.

Khairunnisa, CM (2022). Digital marketing as a marketing strategy: Conceptual paper.
JAMIN: Journal of Management Applications and Business Innovation , 5 (1), 98—
102.

Krisprimandoyo, DA, Anshori, MY, & Nadlifatin, R. (2025). Marketing Principles and
Strategies From Kotler's Theory to Digital Practice . Deepublish.

Kusuma, M., & Fahamsyah, MH (2023). Digital Marketing Strategy in Developing Egg-
Laying Chicken MSMEs in Bojonegoro. Investment Journal , 9 (4), 237-248.
https://doi.org/10.31943/investasi.v9i4.299

Nathadiharja, SS, Apriadi, D., Nova, SM, Handayani, MA, Hidayat, D., Fitri, ER, ...
Schouten, FS (2024). Marketing Strategy . CV. Gita Lentera.

Nurngaeni, A. (2021). Marketing Strategy Analysis Using a Marketing Mix Approach
(Case Study of the Subama Batik Kroya-Cilacap Home Industry). AmaNU: Journal
of Management and Economics , 4 (2), 192—-202.

Oktarini, R. (2022). Marketing Strategy Textbook . Cipta Media Nusantara.

Rachmidiani, AN, & Edison, E. (2023). The Influence of Digital Marketing and Destination
Image on Visiting Decisions in Lebakmuncang Tourism Village, Bandung
Regency. Tourism Scientific Journal : 8 (2), 174-190.
https://doi.org/10.32659/tsj.v8i2.282

Saprijal, M. (2014). Marketing strategies to increase sales volume (study at s-mart
supermarket Pasir Pengaraian). Cano Ekonomos , 3 (1), 41-56.

Sari, OH, Rukmana, AY, Munizu, M., Novel, NJA, Salam, MF, Hakim, RMA, ... Purbasairi,
R. (2023). Digital marketing: Optimizing digital marketing strategies . PT. Sonpedia
Publishing Indonesia.

Siti Fatikhatus, S. (2024). Digital Marketing-Based Promotion Strategy Digital Marketing-
Based Promotion Strategy in Increasing the Interest of Prospective New Students
in Schools. Learning Dynamics: Journal of Education and Language , 1 (4), 322—
333.

Sya'adah, SF (2024). Digital Marketing-Based Promotion Strategy to Increase Interest of
Prospective New Students in Schools. Learning Dynamics: Journal of Education
and Language , 1 (4), 322-333.

4751

IJEBIR, Volume 05 Issue 04, 2026

Copyright atauthors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of ’:'”E"Eﬁi'fi‘cs =ss and Innovation Research

Utari, D., & Fajariana, DE (nd). A. Marketing Strategy 1. Definition of Marketing Strategy.
STATE ISLAMIC INSTITUTE OF METRO 1444 H/2023 M , 11.

4752
IJEBIR, Volume 05 Issue 04,2026

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

