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ABSTRACT

	Aims: This study aims to examine the effects of Digital Marketing, Current Account and Savings Account (CASA), and Promotion on Marketing Performance, moderated by Competition, in conventional banks in Indonesia.
Study Design: This study employs a descriptive quantitative research design using a panel data regression analysis approach.
Place and Duration of Study: This study uses secondary data from conventional banks listed on the Indonesia Stock Exchange (IDX) for the period 2019–2024. 
Methodology: The sampling technique used purposive sampling, resulting in 30 banks as the research sample with a total of 180 bank-year observations. The analysis method used is panel data regression with the assistance of EViews 12 software. Based on the results of the model selection test, the Random Effect Model (REM) is the best model. The independent variables in this study are Digital Marketing, CASA, and Promotion; Marketing Performance as the dependent variable; and Competition, measured using the Herfindahl-Hirschman Index (HHI), as the moderating variable.
Results: The results indicate that Digital Marketing has a positive and significant effect on Marketing Performance. Meanwhile, CASA and Promotion do not have a significant effect on Marketing Performance. However, Competition was found to moderate the effects of Digital Marketing, CASA, and Promotion on Marketing Performance. These findings suggest that the competitive structure of the banking industry plays a crucial role in enhancing the effectiveness of banks’ marketing strategies in boosting Third-Party Funds (TPF) growth.
Conclusion: This study concludes that the success of modern banking marketing performance is highly influenced by a bank’s ability to optimize digital marketing, while CASA and Promotion need to be integrated with digital strategies to yield more optimal results. Furthermore, Competition was found to be a key factor strengthening the relationship between marketing strategies and marketing performance. This study implies that bank management needs to enhance digital marketing strategies, optimize the CASA funding structure, and design promotions integrated with the digital ecosystem. This study has limitations as it only uses a sample of conventional banks and a limited set of research variables; therefore, future research is recommended to include Islamic banks and other variables to ensure the study’s findings have a broader level of generalizability.
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1. INTRODUCTION 
The banking industry plays a vital role as an intermediary institution that mobilizes funds from the public and channels them back in the form of credit to drive economic growth. This intermediary function makes the banking sector one of the strategic pillars in maintaining the stability of the national financial system. Additionally, banks play a role in improving the efficiency of capital allocation and maintaining public confidence in the financial system. This strategic role positions the banking sector as a vital pillar of modern economic development (Abdelsalam et al., 2024; Bhegawati & Utama, 2020; Sugiharti & Diana, 2022).
In the era of digital transformation, the banking industry faces increasingly complex challenges due to the development of financial technology (fintech) and intensifying competition among financial institutions. These conditions are driving banks to develop more innovative and adaptive marketing strategies in response to changes in the behavior of digital customers. Marketing no longer functions merely as a supporting activity but has become a core component of the strategy to enhance a bank’s competitiveness through improved service quality and customer experience (Erawan & Sirait, 2024; Zhengmeng et al., 2024; Purnama & Manalu, 2024).
Banking marketing performance can be measured through the growth of Third-Party Funds (TPF), which reflects the level of customer trust in the bank. TPF growth is a key indicator in assessing the success of a bank’s marketing strategy in attracting and retaining customers. The higher the TPF growth, the better the bank’s marketing performance in ensuring the sustainability of its business (Jahidah et al., 2024).


Figure 1: TDF Growth of 30 Banks Listed on the IDX in 2024

Figure 1 indicates that there are differences in DPK growth among banks in Indonesia. PT Bank Raya Indonesia Tbk recorded the highest growth at 20.33%, while PT Bank Nationalnobu Tbk recorded the lowest growth at -3.35%. These differences indicate that the success of marketing performance is significantly influenced by marketing strategies, product innovation, and the bank’s ability to adapt to advancements in digital technology (Mohamad, 2024; Kartika & Fasa, 2024; Lestari et al., 2025). 


Figure 2 Digital Transformation of 30 Banks Listed on the IDX in 2024

The development of digital transformation is also a key factor in improving banks’ marketing performance. Digitalization enables banks to enhance service quality and accelerate transaction processes, thereby increasing customer satisfaction. The implementation of digital technologies such as mobile banking and internet banking has become a critical strategy for boosting the banking sector’s competitiveness (Mohamad, 2024; Kartika & Fasa, 2024; Medi et al., 2025).


Figure 3: CASA of 30 Banks Listed on the IDX in 2024

In addition to digital marketing, the composition of low-cost funds such as CASA is also a key factor in improving a bank’s funding efficiency. CASA reflects a bank’s ability to mobilize low-cost funds, thereby enhancing the bank’s profitability and liquidity (Singh, 2022; Narayanan & Ratnadiwakara, 2024; Ischak et al., 2024).


Figure 4: Promotion Costs of 30 Banks Listed on the IDX in 2024

Additionally, promotional expenses are a key factor in improving marketing performance. Effective promotional strategies can increase the number of customers and strengthen the bank’s brand awareness. Therefore, banks need to manage promotional expenses optimally to maximize their impact on business growth (Firjatullah et al., 2023; Indrawan et al., 2023; Dewi & Setiawan, 2024).

1.1 MARKETING PERFORMANCE
Marketing performance is a concept used to measure the success of a company’s marketing activities in achieving predetermined objectives. Generally, marketing performance reflects a company’s ability to increase sales, market share, customer loyalty, and sustainable business growth. Therefore, marketing performance serves as a critical indicator for evaluating the effectiveness of a company’s marketing strategies (Brown et al., 2025; White et al., 2025).
In the banking sector, marketing performance is often measured through the growth of Third-Party Funds (TPF), which reflects a bank’s success in attracting public deposits. TPF growth indicates the level of customer trust in the bank as well as the effectiveness of the implemented marketing strategies. The higher the TDD growth, the better the bank’s marketing performance in enhancing customer trust and loyalty (Mardillasari et al., 2021; Rupčić & Gudelj, 2021). Additionally, marketing performance is influenced by a company’s ability to manage marketing resources such as product innovation, service quality, promotional strategies, and the utilization of digital technology. Companies that can effectively manage these factors tend to have better marketing performance compared to those unable to adapt to changes in the business environment (Wu et al., 2023; Abdiel & Khabibah, 2025).

1.2 DIGITAL MARKETING
Digital marketing is a modern marketing strategy that leverages digital technology and the internet to reach consumers more broadly and effectively. Advances in information technology have transformed how companies communicate with customers, as consumers are now more active in seeking product information, comparing services, and providing feedback through various digital platforms. Therefore, digital marketing has become a key strategy in enhancing the effectiveness of a company’s marketing communications (Nuseir et al., 2023; Faruk et al., 2021; Firmanda & Lukiastuti, 2022).
In practice, digital marketing functions not only as a promotional medium but also as a means to build long-term relationships with customers through more personalized and data-driven interactions. The use of digital technologies such as websites, social media, email marketing, and mobile banking enables companies to increase customer engagement and strengthen customer loyalty. Additionally, digital marketing offers the advantage of measuring the effectiveness of marketing campaigns in real time (Tarazona-Montoya et al., 2024; Mulyantomo et al., 2021; Plekhanov et al., 2023).
Digital transformation is also a crucial component of digital marketing as it enables companies to improve operational efficiency and the quality of service provided to customers. In the banking sector, digital marketing plays a vital role in introducing digital services such as mobile banking, internet banking, and various other digital banking products. Effective implementation of digital marketing can enhance a company’s competitiveness and strengthen relationships with customers (Hadiono & Santi, 2020; Van Veldhoven & Vanthienen, 2023; Althuwaini, 2022).

1.3 THE IMPACT OF DIGITAL MARKETING ON MARKETING PERFORMANCE 
Digital marketing enables companies to improve marketing performance by expanding market reach and enhancing the effectiveness of marketing communications. By leveraging digital platforms such as social media, websites, and mobile apps, companies can reach a broader audience of potential customers and increase brand awareness. Effective digital marketing strategies can also boost customer engagement and loyalty (Hasselwander & Weiss, 2025; Pervaiz et al., 2025; Kusumawati, 2021).
In the banking sector, digital marketing plays a crucial role in enhancing marketing performance, as measured by the growth of third-party funds (TPF). Effective implementation of digital marketing can increase the number of new customers and boost customer trust in banking services. This indicates that digital marketing can be a key factor in improving a bank’s marketing performance (Rojek & Stoika, 2025; Pratiwi, 2025). Additionally, digital marketing can enhance a company’s competitiveness in a competitive industry. Companies that effectively adopt digital marketing strategies tend to hold a competitive advantage over those that have not yet optimized digital technology. This indicates that digital marketing not only improves marketing performance but also strengthens a company’s competitive position in the market (Ge et al., 2025; Lestari et al., 2024).
H1. Digital Marketing has a positive effect on Marketing Performance.

1.4 CURRENT ACCOUNT SAVINGS ACCOUNT (CASA)
Current Account Savings Account (CASA) refers to third-party funds derived from checking and savings accounts, which serve as a source of low-cost funding for banks. CASA plays a crucial role in improving funding cost efficiency because the interest rates offered are relatively lower compared to time deposits. Therefore, the higher the CASA ratio, the lower the funding costs the bank must bear, thereby enhancing banking operational efficiency (Thao & Linh, 2025; Wulandari & Wahyudi, 2025; Nguyen et al., 2024).
CASA also reflects the level of customer trust in the bank as well as the bank’s ability to maintain funding stability. CASA funds generally have stable characteristics because they originate from customers’ routine transactions, thereby helping the bank maintain long-term liquidity. Additionally, CASA contributes to improved profitability through reduced cost of funds (Fitri & Nuraini, 2023; Doerr, 2024; Yulianto, 2021). In the context of banking marketing, CASA is also influenced by effective marketing strategies such as product innovation, digital services, and service quality. Effective CASA management can enhance customer loyalty and strengthen a bank’s competitive position within the banking industry (Renjani & Hendrawati, 2020; Agustian et al., 2024; Ardiansyah et al., 2023).

1.5 THE INFLUENCE OF CURRENT ACCOUNT SAVINGS ACCOUNT (CASA) ON MARKETING PERFORMANCE 
CASA has a significant impact on marketing performance because it reflects a bank’s ability to efficiently mobilize third-party funds. The higher the CASA ratio, the greater the bank’s capacity to increase third-party funds, which serves as an indicator of successful marketing performance (Ardiansyah, 2023). Previous research indicates that CASA has a positive impact on marketing performance. Sanjoyo et al. (2025) found that CASA significantly influences the growth of third-party funds. Additionally, Subairi et al. (2022) demonstrated that an increase in CASA correlates with an increase in third-party funds and a decrease in funding costs. Research by Roziq et al. (2024) also indicates that effective CASA management can enhance a bank’s marketing performance. Furthermore, other studies have shown that an increase in CASA is associated with improved bank financial performance. Dronagiri (2024) found a positive relationship between CASA and financial performance indicators such as ROA and NIM. The study by Geetha & Rajan (2024) also demonstrated that an increase in CASA contributes to an increase in the bank’s net deposits, thereby strengthening the company’s marketing performance
H2. Current Account Savings Account (CASA) has a positive effect on Marketing Performance

1.6 PROMOTION
Promotion is a key element of the marketing mix aimed at communicating products to consumers through activities such as providing information, persuasion, and reminders to encourage consumers to use the offered products. In the banking context, promotion plays a crucial role in raising public awareness of deposit products and building customer trust in banking services (Abisha et al., 2025; Peter & Pai, 2024; Abdeta & Zewdie, 2021).
Promotion also plays a role in enhancing a company’s competitiveness by increasing brand awareness and boosting consumer interest. Effective promotional strategies can increase sales volume and strengthen the company’s image in the eyes of consumers. Therefore, companies need to design effective promotional strategies to sustainably enhance marketing success (Maulana et al., 2025; Marín-Orantes et al., 2025; Wang et al., 2024). In this study, promotion is measured using promotional expenses, which reflect a company’s expenditures on marketing activities. Promotional costs include expenditures on advertising, sales promotions, and other marketing communication activities. Effective management of promotional costs can increase brand awareness, expand the customer base, and strengthen the company’s competitive position (Shubita et al., 2024; Srinivasan & Hanssens, 2023; Gefen et al., 2024).

1.7 THE IMPACT OF PROMOTION ON MARKETING PERFORMANCE 
Promotion is a key strategy for enhancing marketing performance by increasing public awareness of banking products. Effective promotion can boost customer interest and strengthen public trust in banking products, thereby increasing third-party funds (Kurniawan, 2023; Rafi & Zulfison, 2023; Indrawan et al., 2023). In marketing mix theory, promotion is a key element aimed at informing, persuading, and reminding consumers about a company’s products. The implementation of appropriate promotional strategies can enhance brand awareness and drive an increase in the company’s sales volume (Waqqosh., 2020; Indiastary et al., 2020). Previous research indicates that promotion has a positive influence on marketing performance. Additionally, Mendes (2024) demonstrates that advertising expenditures can enhance a company’s competitiveness. Research by Apriliani & Diantini (2021) also shows that promotional activities can improve a company’s market competitiveness.
[bookmark: _Hlk210842792]H3. Promotion has a positive effect on Marketing Performance

1.8 COMPETITION
Competition is an external environmental factor that influences a company’s strategy for improving marketing performance. In the banking industry, high levels of competition drive banks to enhance product innovation, service quality, and the effectiveness of marketing strategies to maintain a competitive advantage. Therefore, competition is a critical factor determining the success of a company’s marketing strategy (Nurrachmat, 2023; Sumadibrata et al., 2025; Pan et al., 2025). The level of competition in the banking industry can be measured using the Herfindahl–Hirschman Index (HHI), which indicates the degree of market concentration. A market with a high HHI value indicates a high level of concentration, while a low HHI value indicates a more competitive market. This market structure influences the effectiveness of a bank’s marketing strategies in enhancing marketing performance (Herwald et al., 2024; Wongnaa et al., 2022; Xudong & Zhihui, 2025). 

1.9 THE EFFECT OF DIGITAL MARKETING ON MARKETING PERFORMANCE MODERATED BY COMPETITION
Digital marketing plays a crucial role in enhancing marketing performance by expanding market reach and improving the effectiveness of marketing communication. In highly competitive industries, digital marketing serves as a vital tool for companies to maintain their market position through digital service innovation and enhanced customer experience (Tang, 2025; Fadilah & Nuvriasari, 2025). Competition can amplify the influence of digital marketing on marketing performance because companies operating in competitive markets are more driven to utilize digital technology optimally. Companies capable of effectively adopting digital marketing strategies will gain a competitive advantage in attracting new customers and retaining customer loyalty (Kamel, 2023; Zhao et al., 2024; Qodriah, 2022). Previous research indicates that digital marketing has a stronger impact on marketing performance in industries with high levels of competition. This suggests that digital marketing enhances a company’s competitiveness. Market structure influences the effectiveness of digital transformation and also indicates a positive relationship between digitalization and increased third-party funding.
[bookmark: _Hlk210856868]H4. -Competition Moderates the Positive Effect of Digital Marketing on Marketing Performance

1.10 THE EFFECT OF CURRENT ACCOUNT SAVINGS ACCOUNT (CASA) ON MARKETING PERFORMANCE MODERATED BY COMPETITION
CASA is a key indicator in measuring a bank’s ability to mobilize low-cost funds, which contributes to marketing performance. In highly competitive conditions, banks with high CASA ratios have an advantage in maintaining liquidity and improving funding cost efficiency, thereby enhancing the company’s competitiveness (Kornitasari et al., 2023; Roziq et al., 2024). Competition can amplify the influence of CASA on marketing performance because, in a competitive market, banks with more efficient funding structures tend to have a better ability to attract customers. Banks with high CASA typically have stronger customer loyalty, enabling them to sustain growth in third-party funds (Yi., 2022; Li et al., 2023).
H5. Competition Plays a Role in Moderating the Positive Effect of Current Account Savings Account (CASA) on Marketing Performance

1.11 THE EFFECT OF PROMOTION ON MARKETING PERFORMANCE MODERATED BY COMPETITION
Promotion is a key strategy for enhancing marketing performance by increasing public awareness of banking products. In a competitive market, promotion serves as a vital tool for attracting customer attention and boosting trust in banking products. Competition can amplify the impact of promotion on marketing performance because, in highly competitive industries, companies must intensify their promotional efforts to maintain market share. Banks with effective promotional strategies tend to be better able to increase customer numbers and third-party funds growth (Chen et al., 2025; Cui et al., 2023; Chen et al., 2020). Previous research indicates that market competition can enhance the effectiveness of a company’s promotional strategies. Cui et al. (2023) demonstrate that market competition drives increased advertising expenditure. Additionally, Chen et al. (2020) show that promotional activities can enhance a company’s competitiveness. Research by Chen et al. (2025) also indicates that promotions have a greater impact in competitive markets.
H6. Competition Moderates the Positive Effect of Promotion on Marketing Performance
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Figure 5 Conceptual Framework


2. Methodology 
This study employs a quantitative approach to analyze the influence of Digital Marketing, Current Account and Savings Account (CASA), and Promotion on Marketing Performance, with Competition as a moderating variable. The data used consists of secondary data obtained from the financial statements and annual reports of conventional banks listed on the Indonesia Stock Exchange (IDX) for the period 2019–2024.

Table 1 Sampling Criteria
	No
	Criteria
	Number

	1
	Conventional banks listed on the IDX for the 2019–2024 period
	30

	2
	Total observations (30 banks × 6 years)
	180



The panel data regression equation can be formulated as follows: 
GDPKit = α0 + β1(TDit) + β2(CASAit) + β3(BPit) + β4(TDit*HHIit) + β5(CASAit*HHIit) + β6(BPit*HHIit) + εit

Notes: 
α i,t		: Constant
GDPKi,t 	: Third-Party Fund Growth
HHIi,t		: Herfindahl-Hirschman Index
TDi,t 	 	: Digital Transformation i in year t
CASAi,t 	: Current Account and Savings Account i in year t 
BPi,t	 	: Promotion Costs i in year t
εi,t		: Error

2.1 VARIABLES AND MEASUREMENTS
Table 2 Identification and Measurement of Variables
	Variable
	Symbol
	Measurement
	Reference

	[bookmark: _Hlk210844552]Marketing Performance
	GDPK
	Growth = /
	Dewi & Rianita (2021)

	[bookmark: _Hlk210844531]Digital  Marketing
	TD
	TD = Technology Costs / Total Revenue
	Reincke & Liebe (2025)

	[bookmark: _Hlk210841377]Current Account and Savings Account
	CASA
	(Checking Deposits + Savings Deposits / Total Deposits) × 100%
	(Khabibah, 2020)

	[bookmark: _Hlk210844541]Promotion
	BP
	Advertising Costs + Sales Promotion Costs
	Siregar et al. (2023)

	Competition
	HHI
	
	Khansa & Shofwan (2022)



3 RESULTS AND DISCUSSION

3.1 RESULTS
This study uses panel data regression analysis to examine the effects of Digital Marketing, Current Account, Savings Account (CASA), and Promotion on Marketing Performance, with Competition as a moderating variable. Data processing was performed using EViews 12 software. Based on the results of model selection via the Chow and Lagrange Multiplier tests, the best model used in this study is the Random Effects Model (REM).
Table 3 Model Selection Results
	Model
	Chi-Square
	Prob.
	Verdict
	Remarks

	Chow
Hausman
	29.872341
6.224968
	0.4204
0.1012
	H0 is rejected
H0 accepted
	Fixed Effects Model (FEM)
Random Effects Model (REM)


Source: E-views panel data regression output 13 (2025)

The goodness-of-fit test results show that the Adjusted R-Squared value is 0.044136, meaning that the Digital Marketing, CASA, and Promotion variables explain 4.41% of Marketing Performance, while the remainder is explained by other variables outside the research model. The F-test results show a probability value of 0.011999 (<0.05), so it can be concluded that the research model is valid.

Table 4 Goodness of Fit
	
	R²
	Adjusted R²

	Coefficient of Determination (R²)
	0.060156
	0.044136


Source: E-views panel data regression output 13 (2025)

The F-test is used to determine whether the independent variables simultaneously influence the dependent variable. The test results show that the probability value of the F-statistic is 0.0000 < 0.05, so it can be concluded that the independent variables in this study collectively have a significant effect on Marketing Performance. Thus, the regression model used in this study is deemed suitable for use in the research analysis

Table 5 F-Statistic Test
	
	F-Statistic
	Prob.
	Verdict

	F-Statistic
	3.755026
	0.0000
	H0 rejected


Source: E-views panel data regression output 13 (2025)

Based on the descriptive statistics, the average growth of Third-Party Funds (DPK) is 6.811905, indicating that, in general, conventional banks have experienced positive growth in mobilizing public funds. The Digital Marketing variable shows an average value of 0.090200, indicating that the level of digital transformation still varies among banks. The CASA variable shows an average of 1.562756, indicating the banks’ ability to mobilize low-cost funds. Meanwhile, promotional costs have an average value of 10.35901, indicating variations in promotional strategies among banks.

Table 6 Descriptive Statistics
	Variable
	N
	Mean
	Max
	Minimum
	Standard Deviation

	GDPK
	180
	6.811905
	134.3906
	-45.56001
	15.41000

	TD
	180
	0.090200
	0.950403
	0.000114
	0.155093

	CASA
	180
	1.562756
	1.977547
	0.753829
	0.248233

	BP
	180
	10.35901
	12.35484
	7.485650
	1.100473

	HHI
	180
	3.811293
	3.975871
	3.549499
	0.170541


Source: E-views panel data regression output 13 (2025)

The results of the hypothesis testing indicate that Digital Marketing has a significant positive effect on Marketing Performance. Meanwhile, CASA and Promotion have no direct effect on Marketing Performance. However, Competition was found to moderate the relationship between Digital Marketing, CASA, and Promotion on Marketing Performance.

Table 7 Hypothesis Testing
	
	Hypothesis
	Coefficient
	P-value
	Conclusion

	H1
	Digital Marketing has a positive effect on Marketing Performance
	22.91413
	0.0021
	Hypothesis Supported

	H2
	Current Account and Savings Account (CASA) has a positive effect on marketing performance
	5.471744
	0.2570
	Hypothesis Not Supported

	H3
	Promotion has a positive effect on Marketing Performance
	-0.007950
	0.9942
	Hypothesis Not Supported

	H4
	Competition Moderates the Positive Effect of Digital Marketing on Marketing Performance
	275.0008
	0.0000
	Hypothesis Supported

	H5
	Competition Moderates the Positive Effect of Current Account and Savings Account (CASA) on Marketing Performance
	107.9851
	0.0000
	Hypothesis Supported

	H6
	Competition Moderates the Positive Effect of Promotion on Marketing Performance
	-10.35332
	0.0000
	Hypothesis Supported


Source: E-views panel data regression output 13 (2025)


3.2 DISCUSSION

3.2.1 THE EFFECT OF DIGITAL MARKETING ON MARKETING PERFORMANCE
The results of the study indicate that digital marketing has a positive impact on marketing performance. This suggests that the higher a bank’s level of digital transformation, the greater its ability to increase third-party funds (TPF). The implementation of digital marketing through mobile banking, internet banking, and other digital platforms can enhance the customer experience and expand the bank’s market reach. These results align with the research by Rojek & Stoika (2025) and Ge et al. (2025), which show that banking digitalization can improve marketing performance by increasing the number of customers and deposit volume.

3.2.2 THE EFFECT OF CURRENT ACCOUNT SAVINGS ACCOUNT (CASA) ON MARKETING PERFORMANCE
The research results also indicate that CASA does not have a direct impact on marketing performance. This suggests that an increase in the CASA ratio does not directly boost deposit growth, as CASA plays a greater role in funding cost efficiency rather than serving as a direct indicator of marketing success. These results differ from the studies by Sanjoyo et al. (2025) and Subairi et al. (2022), which found a positive effect of CASA on deposit growth. This discrepancy is likely due to differences in the banks’ funding structures and their respective deposit mobilization strategies.



3.2.3 THE EFFECT OF PROMOTION ON MARKETING PERFORMANCE
Furthermore, Promotion also has no direct effect on Marketing Performance. This indicates that increased promotional costs do not necessarily boost third-party deposit growth unless accompanied by targeted marketing strategies. These results align with the research by Al-Jihadi & Suprayogi (2020), which showed that promotional costs do not always affect third-party deposit growth. One reason is that customers’ decisions to deposit funds are more influenced by other factors, such as competitive interest rates or profit-sharing rates, the reputation and level of trust in the financial institution, service quality, and the ease of accessing banking products.

3.2.4 THE EFFECT OF DIGITAL MARKETING ON MARKETING PERFORMANCE MODERATED BY COMPETITION
Based on the results of the hypothesis testing, it was shown that Competition moderates the effect of Digital Marketing on Marketing Performance. This indicates that the higher the level of competition in the banking industry, the stronger the influence of digital marketing in enhancing Marketing Performance. This condition indicates that banks capable of optimizing digital transformation—such as mobile banking and other digital services—will possess a competitive advantage in boosting Third-Party Funds (TPF) growth. These findings align with Tang (2025) and Liang et al. (2025), who state that digital marketing capabilities can enhance corporate performance, particularly in industries with high levels of competition.

3.2.5 THE EFFECT OF CURRENT ACCOUNT SAVINGS ACCOUNT (CASA) ON MARKETING PERFORMANCE MODERATED BY COMPETITION
Based on the results of the hypothesis testing, it is evident that Competition moderates the effect of CASA on Marketing Performance. This indicates that in highly competitive industries, banks with a favorable CASA ratio possess a cost-efficiency advantage in funding, thereby enhancing their competitiveness in mobilizing Third-Party Funds (TPF). These results indicate that although CASA does not have a direct effect, under certain competitive conditions, CASA can strengthen a bank’s marketing performance. These findings align with those of Roziq et al. (2024), Subairi et al. (2022), and Yuanita (2019), who demonstrated that an efficient funding structure is a critical factor in enhancing a bank’s competitiveness within a competitive environment.

3.2.6 THE EFFECT OF PROMOTION ON MARKETING PERFORMANCE MODERATED BY COMPETITION
Based on the results of the hypothesis testing, it was found that Competition moderates the effect of Promotion on Marketing Performance. This indicates that in highly competitive conditions, the effectiveness of promotions becomes increasingly important in improving a bank’s marketing performance. Banks that are able to conduct effective and targeted promotions will be better positioned to attract customers and increase Third-Party Funds (TPF). These findings align with those of Cui et al. (2023), Maulida & Atieq (2024), and Srivastava et al. (2025), who state that industry competition drives companies to increase promotional activities to enhance competitiveness and marketing performance.



4 CONCLUSION
This study aims to analyze the influence of Digital Marketing, Current Account and Savings Account (CASA), and Promotion on Marketing Performance, with Competition as a moderating variable, in conventional banks in Indonesia. The results indicate that Digital Marketing has a positive and significant effect on Marketing Performance. Meanwhile, CASA and Promotion do not have a direct effect on Marketing Performance. However, Competition was found to moderate the relationship between Digital Marketing, CASA, and Promotion on Marketing Performance
This study contributes to the literature on banking marketing management by demonstrating that the success of modern marketing performance is highly influenced by a company’s ability to adopt digital marketing strategies and align marketing strategies with the level of industry competition. The findings also imply that banks need to enhance the integration of digital marketing, strengthen CASA strategies, and improve the effectiveness of data-driven promotions to boost Third-Party Funds (TPF) growth.
This study has limitations because it only uses a sample of conventional banks listed on the Indonesia Stock Exchange (IDX) and is limited to the variables of Digital Marketing, CASA, and Promotion. Therefore, future research is recommended to include a sample of Islamic banks and to explore other variables, such as banking marketing strategies or customer relationship management, to broaden the scope of the findings.
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