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Abstract: The advancement of digital technology has driven Islamic banking to leverage digital mar-
keting and social media to expand its market reach and enhance competitiveness. This study aims to
analyze the impact of digital marketing on the growth of the Islamic banking industry in the modern
era. Using a qualitative approach with descriptive analysis, this research examines various literature
related to digital marketing and social media in Islamic banking. The findings indicate that digital mar-
keting strategies through platforms such as Instagram, YouTube, and Facebook can increase the num-
ber of customers, strengthen the image of Islamic banks, and be more cost-efficient in promotions.
However, challenges such as data security, compliance with Sharia principles, and digital literacy gaps
still need to be addressed. Therefore, Islamic banks must implement effective digital marketing strate-
gies that align with Sharia principles to maintain customer trust.
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1. Introduction

The advancement of information and communication technology has significantly trans-
formed the global banking industry, including the Islamic banking sector. Digitalization has
encouraged Islamic banks to adopt digital marketing strategies to enhance competitiveness
and reach a broader customer base. The utilization of various digital platforms—such as so-
cial media, websites, and email—enables Islamic banks to promote their products and Sharia
principles to a wider audience.

Research findings indicate that effective marketing strategies can help expand market reach
(Syaifullah, 2022). Digital marketing offers numerous benefits to Islamic banks, including
promotional cost efficiency and the ability to target specific market segments. The use of
social media platforms, particularly YouTube, has proven effective in attracting a larger num-
ber of customers. Several studies reveal that digital promotion through YouTube not only
reduces marketing expenses but also contributes to customer growth, particularly within Sha-
ria Commercial Banks (BUS) and Sharia Business Units (UUS) (Hidayat, 2020).

In addition, the use of digital technology allows Islamic banks to enhance service quality and
customer satisfaction. The implementation of mobile banking, internet banking, and content-
based marketing strategies can strengthen the relationship between banks and customers.
Studies have shown that Islamic banks have adopted various technologies and digital plat-
forms tailored to customer needs in order to expand their market share (Ali, 2021). However,
digital transformation also presents challenges, especially concerning data security and privacy
protection. Therefore, Islamic banks must ensure that the implementation of digital

https://doi.org/10.69714 /dwdhty78

https://journal.smartpublisher.id /index.php /jomefa


https://doi.org/10.69714/dwdhty78
https://journal.smartpublisher.id/index.php/jomefa
mailto:gstnrnita@gmail.com
mailto:miqbalfasa@radenintan.ac.id
https://creativecommons.org/licenses/by-sa/4.0/
https://creativecommons.org/licenses/by-sa/4.0/

Journal of Management Economics and Financial Accounting 2025 (June) vol 1 no 1 Rianita, et al. 30 of 34

technologies prioritizes not only operational efficiency but also customer trust by maintaining
robust security systems. Research suggests that data security concerns are among the primary
challenges that must be addressed to preserve customer trust in the digital era (Rahman, 2021).

Furthermore, collaboration between Islamic banks and Islamic fintech companies can foster
innovation in product development and expand service coverage. Through such partnerships,
Islamic banks can offer services such as Sharia-compliant peer-to-peer lending and halal
crowdfunding, which align with Sharia principles. This strategy not only increases the com-
petitiveness of Islamic banks but also addresses the diverse needs of their customers (Rah-
man, 2023). Improving digital literacy and public understanding of Islamic banking services
is essential for optimizing digital marketing efforts. Education on the benefits and advantages
of digital Islamic banking services can boost adoption and public trust in the products offered.
To this end, Islamic banks can implement Islamic financial literacy programs and digital train-
ing to enhance public awareness (Prasetyo, 2022).

Moreover, Islamic banks must ensure that their digital services comply with Sharia principles.
For instance, the application of blockchain technology must be aligned with Sharia regulations
that prohibit riba (usury) and gharar (uncertainty). Sharia compliance in the implementation
of digital technologies remains a challenge that must be addressed to maintain integtity and
customer trust (Nugroho, 2021). Investment in cybersecurity has become a top priority for
Islamic banks in the digital era. Cybersecurity threats can negatively impact a bank’s reputation
and customer trust if not properly managed. Therefore, Islamic banks must allocate adequate
resources to strengthen cybersecurity systems, including the adoption of encryption technol-
ogies and advanced threat detection systems (Lestari, 2022)

2. Preliminaries or Related Work or Literature Review
2.1. Digital Marketing

Digital marketing has become a core element in modern business strategy by leveraging digital
technologies to reach consumers more broadly and efficiently. According to Chaffey & Ellis-
Chadwick (2019), digital marketing encompasses various methods such as search engine
optimization (SEO), pay-per-click advertising (PPC), content marketing, and email marketing.
Through this approach, companies are able to build direct interactions with customers across
multiple digital platforms, thereby enhancing communication effectiveness and consumer
engagement.

Beyond increasing customer engagement, digital marketing also enables the personalization
of marketing strategies to improve customer satisfaction and sales conversion. Kotler et al.
(2021) emphasize that the use of data and artificial intelligence (AI) in marketing has
transformed the way companies understand consumer preferences and behavior. Through
in-depth data analysis, businesses can develop more effective strategies to attract and retain
customers.

However, digital marketing also presents challenges, such as increasing competition and
algorithm changes on digital platforms. Ryan (2020) asserts that to remain competitive,
companies must adapt to the ever-evolving technological trends. Therefore, innovative and
flexible digital marketing strategies are essential in navigating the dynamics of the digital
market.

2.2. Social Media

Social media has revolutionized how businesses interact with customers and has become a
highly effective tool in digital marketing strategies. Kaplan & Haenlein (2019) explain that
platforms such as Facebook, Instagram, Twitter, and LinkedIn facilitate two-way
communication between businesses and consumers. With over 4.5 billion active users globally
(Statista, 2023), social media offers vast potential for enhancing brand awareness and building
closer relationships with consumers.

In addition to serving as a communication tool, social media functions as a community-based
marketing platform. According to Tuten & Solomon (2020), social media marketing is more
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effective because it allows companies to deliver personalized messages tailored to specific
target audiences. With features like paid advertisements and influencer collaborations,
businesses can reach niche market segments and increase campaign effectiveness.

Nonetheless, using social media for marketing also poses challenges, particularly in reputation
management and data security. Boyd & Ellison (2021) highlight that negative reviews or
poorly executed marketing strategies can rapidly spread and damage a company’s image.
Therefore, professional and responsive social media management is crucial to maintaining a
strong business reputation.

2.3. Industry Growth

Digitalization, including the use of digital marketing and social media, has driven growth
across various industrial sectors. Porter (2020) states that digital transformation plays a crucial
role in improving operational efficiency and business competitiveness. Industries that adopt
digital technologies more quickly tend to experience faster growth than those that continue
relying on conventional methods.

In the financial sector, the adoption of digital technologies has expanded access to financial
services, particularly through mobile banking and fintech solutions. McKinsey & Company
(2022) report that digital banking significantly contributes to financial inclusion, especially in
developing counttries, by providing services that are more accessible to the general public.
Moreover, digitalization fosters the development of new business models, such as electronic
payment systems and app-based investment services.

However, technology-driven industry growth also faces challenges, including the need for
more sophisticated cybersecurity systems and evolving regulatory frameworks. Brynjolfsson
& McAfee (2021) emphasize that companies failing to adapt to technological advancements
risk losing their competitiveness on a global scale. Therefore, investment in digital
infrastructure and innovation is a key factor for industries to thrive in the digital era.

2.4. The Modern Era

The modern era is characterized by rapid advancements in digital technology, which have
transformed various aspects of life, including business, communication, and consumer
behavior. Schwab (2017) states that the world is currently undergoing the Fourth Industrial
Revolution, in which technologies such as artificial intelligence (Al), the Internet of Things
(IoT), and big data are significantly altering how industries operate. Companies that are able
to adapt to these changes are more likely to succeed in increasingly competitive business
environments.

Additionally, the modern era has brought about shifts in consumer behavior, with people
becoming increasingly reliant on digital technology in their daily lives. Deloitte (2022)
observes that modern consumers tend to seek product information online before making a
purchase. This trend compels companies to strengthen their digital presence through
websites, social media, and technology-based marketing strategies.

Despite the many benefits, the modern era also presents new challenges, such as data privacy
concerns and the digital divide between developed and developing nations. Castells (2020)
notes that unequal access to technology can exacerbate global economic disparities. Hence,
policies that promote digital inclusion are necessary to ensure that the benefits of technology
are accessible to all segments of society.

3. Proposed Method

In this study, a qualitative research method is employed. The focus is placed on the analysis
of previous studies, including a collection of prior academic journals and literature-based re-
search, in order to obtain research data through a literature review method. This study adopts
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a descriptive approach to examine whether digital marketing and social media have an impact
on the growth of the Islamic banking industry in the modern era. Through this method, a
comprehensive overview can be obtained, which serves as a theoretical foundation for prob-
lem-solving and for drawing conclusions during the results and discussion phase (Widyamada
Pitaloka et al., 2023).

4. Results and Discussion

This section analyzes how digital marketing strategies and the use of social media contribute
to the growth of Islamic banking. The discussion includes the effectiveness of digital market-
ing in increasing the number of customers, the role of social media in building interaction and
customer trust, and its impact on customer loyalty. Additionally, the challenges faced in im-
plementing digital marketing and optimization strategies that can be applied by Islamic banks
to remain competitive in the modern era are also elaborated. The following are the findings
and analysis of this study:

4.1. The Impact of Digital Marketing on the Growth of Islamic Banking

Digital marketing has become a crucial element in enhancing the competitiveness of Islamic
banks in the modern era. Through websites, email marketing, and search engine optimization
(SEQ), Islamic banks are able to reach a broader audience of potential customers. This strat-
egy has proven effective in increasing the number of new customers and expanding public
understanding of Islamic banking services. Moreover, digital marketing contributes to
strengthening brand awareness. Islamic banks that actively implement digital marketing
demonstrate higher levels of customer engagement compared to those relying solely on con-
ventional methods. With wider access to information, public trust and interest in Islamic
banking services have significantly increased.

4.2. Social Media as a Medium for Customer Interaction

Social media serves as an effective communication tool for Islamic banks to foster closer
relationships with customers. Platforms such as Instagram, Facebook, Twitter, and TikTok
are used to provide education, promote services, and respond directly to customer inquities.
The high number of followers on Islamic banks' social media accounts highlights the vital
role of social media in enhancing customer engagement. In addition to facilitating interaction,
social media also builds customer trust through user reviews and testimonials. Effective social
media management enhances customer loyalty and strengthens the reputation of Islamic
banks in a highly competitive banking industry.

4.3. The Influence of Digital Marketing and Social Media on Customer Loyalty

A positive digital experience greatly influences customer loyalty in Islamic banking. The ease
of accessing information and direct interaction through digital platforms help customers feel
more connected to banking services. Customers who frequently interact with banks via social
media tend to be more loyal and are more likely to use a wider range of Islamic financial
products. Furthermore, personalized marketing approaches enhance customer loyalty. By lev-
eraging data analytics, Islamic banks can offer service recommendations tailored to individual
needs, encouraging long-term engagement with the bank's services.

4.4. Challenges in Digital Marketing and Social Media

Despite the many benefits of digital marketing, Islamic banks face challenges in competing
with conventional banks that often employ more aggressive marketing strategies and possess
larger promotional budgets. Islamic banks must develop innovative approaches to remain
competitive. In addition, data security remains a primary concern in digital interactions. As
risks of data breaches and cyberattacks increase, Islamic banks must implement stringent se-
curity systems to protect customer privacy and maintain trust.

4.5. Optimizing Digital Marketing and Social Media in Islamic Banking

To enhance the effectiveness of digital marketing, Islamic banks should adopt innovative
strategies, such as utilizing artificial intelligence (Al) to analyze customer data and provide
more targeted service recommendations. Moreover, collaboration with influencers and Is-
lamic finance communities can boost public awareness of Islamic banking services.
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Influencer-based marketing strategies have been proven more effective in attracting potential
customers compared to traditional advertising.

5. Conclusions

Based on the analysis, it can be concluded that digital marketing and social media play a sig-
nificant role in supporting the development of Islamic banking in the modern era. Digital
marketing enhances brand exposure, attracts more customers, and expands the reach of Is-
lamic financial services. Meanwhile, social media serves as an interactive platform that
strengthens customer relationships, fosters loyalty, and increases trust in Islamic banking ser-
vices.

Despite these substantial benefits, the implementation of digital strategies also faces several
challenges, including intense competition with conventional banks, data security issues, and
the need for regulations that align with Sharia principles. Therefore, Islamic banks must con-
tinue to innovate by adopting advanced technologies such as artificial intelligence and big data
analytics, as well as strengthening collaboration with digital communities. With the right ap-
proach, digital marketing and social media can serve as key tools in accelerating the growth
of Islamic banking while promoting Sharia-based financial inclusion in the digital era.
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