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ABSTRACT

Socialmediaiswidelyrecognizedasachallengingnewcommunicationtechnologyinbotheconomic
andsocialcontexts.Thepresentarticleexploreshowbankshaveexploitedthistechnologyintherange
ofconsumerretailbankingservicesofferedby100leadingglobalbanksonthethreemajorsocial
networkingsites(SNS):Facebook,Twitter,andYouTube.Viewingsocialnetwork(SN)banking
asaseparatedeliverychannelandofferingaworkingdefinitionofSNbanking,thearticleshows
thatbankshavebeenmorecautiousthanotherbusinessesinusingSNS.Theavailableservicesare
classifiedonninemaindimensions:marketing,financialeducationandadvice,informationsupport,
customersupport,salesrepresentativeness,customerengagement,onlinerecruitment,surveyand
polling,andotherservices.ThescopeoftheseSNbankingservicesisforthemostpartnon-cash-
based.Conclusions,implications,andrecommendationsarediscussedandfutureresearchpriorities
areidentified.

KEywoRdS
Retail Financial Services, Social Media, Social Network Banking, Social Network Sites

1. INTRodUCTIoN

SocialNetworkingSites (SNS)—definedasagroupof Internet-basedapplications thatbuildon
theideologicalandtechnologicalfoundationsofWeb2.0andthatallowthecreationandexchange
ofUserGeneratedContent(KaplanandHaenlein,2010,p.61)—providehugebusinesspotential
and have emerged as a new medium of expression and interaction that allows both individuals
andcompanies(includingbanks)toinitiateandmaintainnewandrealsetsofrelationships(Chen
andBeaudoin,2016;Chenetal.,2012).SNSallowuserstoconnectwithnetworksofindividuals
throughonlineplatformssuchasFacebook(Chungetal.,2016).Consequenttothesedevelopments,
theaccessibilityofinformationonsocialmediaabouttheproductsandservicesisgreaterthanit
everhasbeenbefore,andcustomersarenowfrequentlyaskedto“like”companiesonFacebook,to
“follow”companiesonTwitter,orto“connect”viaLinkedIn(Agnihotrietal.,2016).Referringto
digitalandsocialmediaassignificantdevelopmentsforthebankingandfinanceindustry,BillGates
ofMicrosoftCorporationoncepredictedthat“inthe21stcentury,therewillbealotofbankingbut
nobanks”(Shaikh,2016,p.15).
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Theseempirical studiesaswell aspredictions suchas this fromoneof themost successful
entrepreneursofthedigitaleraclearlyendorsetheviewthatthegrowingvirtualizationofbanking
serviceswilldisruptthebankingbusinessmodelsandreducetheneedforbranch-orientedbanking,
radicallytransformingbankingdeliverymethods,andcreatinganewtypeofbankingthatcanbe
easilyaccessedthroughvariousdeliverychannelsandportabledevices(Shaikh,2016).Theservices
offeredthroughmobileandsocialmediaareconsidereddisruptive,becausetheyhavethepotential
toreplaceotherbankingchannelsandmakingbranch-orientedbankingredundant.

Overthelasttwodecades,SNSsuchasFacebook,Google+,Myspace,Pinterest,Snap(formerly
knownasSnapchat),YouTube,LinkedIn,Twitter,Yammer,andtherecentlyintroducedMusical.
lyhaveattractedconsiderableinterestfromdisparatedisciplines,generatingaplethoraofresearch
investigatingtheadoptionandusageofSNSaswellastheirdisruptiveeffectsontheindustry.However,
therehastodatebeenlittleempiricalinvestigationoftheuseofSNSforbankingpurposes.Muchof
theexistingacademicresearchinthisareahasfocusedonidentitypresentationandprivacyconcerns
(e.g.,Debatinetal.,2009;JeongandKim,2017),oronsocialandethicalbanking(Ghazinooryetal.,
2016).WhilepreviousstudieshaveinvestigatedtheuseofSNSineducation(GreenhowandLewin,
2016),ingovernmentdepartments(AlamandWalker,2011),intourismandhospitality(Leunget
al.,2013)andinothersectors,theuseofSNSinretailbankingremainslargelyunexplored.

Inaddition,theEuropeanCommission’sregulatoryguidelines(theRevisedPaymentServices
Directive,alsoknownasPSD2)(EC,2016)furtheraugmentthesignificanceofSNSforbanking
purposes. Due to be published in early 2018, the PSD2 will require banks to provide access to
consumerdataforthird-partyappdevelopersandserviceproviderssuchasFacebook.Thisinitiative
willendthebankingcompanies’monopolyregardingtheiraccountholders’informationandpayment
servicesandwillallowpreviouslyrestrictednon-bankingactorslikeFacebook,YouTube,LinkedIn,
andTwittertoincorporatepaymentfunctionalityintotheirownsocialmediaapps,soprovidinga
widerangeofbankingandotherfinancialservicesfortheirregisteredusers—forexample,byusing
theirFacebookcredentialstoaccessbankinginformation.Theseregulatorydevelopmentsandthe
explosivegrowthandusageofSNSarechangingthegame,andtheywillhaveamajorimpacton
retailbusiness(Davisetal.,2014).

Given this changing new environment, we consider the present research both timely and
imperative.Thestudyhastwoprincipalaims.First,itseekstoaddressthecurrentresearchgapinthis
areabyorganizing,summarizing,andsegregatingthecurrentrangeofbankingservicesofferedbytop
globalbanksonpopularSNSsuchasFacebook,YouTube,andTwitter.Aswellashighlightingthe
similaritiesanddifferencesamongbankingservicesofferedonthesesites,thestudyevaluatesthem
intermsoftheserviceareasmentionedintheexistingliterature.Thiscomparativeevaluationreveals
thedistancebetweenpotentialandactualbankingservices,andthechallengesandopportunitiesfor
banksinaugmentingtheiractivitiesonSNS.Second,weenhanceunderstandingofthetermsocial 
network bankingbyofferingaworkingdefinitionandenvisagingitasaseparatedigitalbanking
deliverychannel.

Toachievetheseaims,weconductedabroadly-basedcontentanalysisofSNbankingservices
offeredduringtheperiodJanuary–June2015by100leadingglobalbankinginstitutions,whichwere
selectedusingthepopularFinancialBrands(2015).

Inthenextsection,weprovidetheworkingdefinitionofSNbanking(Section2).Thisisfollowed
byadescriptionoftheresearchdesignandmethodology(Section3),findingsanddiscussion(Section
4)andconclusion(Section5).

2. SoCIAL NETwoRK BANKING: CoNCEPT ANd dEFINITIoN

OneoftheintriguingadvantagesassociatedwithSNSisitsincreasinguseasanewtoolfor“socialbank
marketing,”“socialdirectmarketing,”“socialfinancialmarketing,”or“socialinteractivemarketing.”
Thisapproachoffersseveralbenefitsforthefinancialindustry,suchasincreasedconvenienceand
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easeofuse,reducedcosts,recruitmentofnewcustomers,retentionofoldcustomers,andanytime-
anywhere-anyplacebankingservices.

Althoughrecognizedasachannelwithgreatpotentialforbankingandfinancialservices,social
networkbanking(SNBanking)lacksacomprehensivedefinitionthatcapturesrecentadvancesinthe
field.Toaddressthisissue,weofferthefollowingworkingdefinitionofSNbanking.

Socialnetworkbankingistheprovisionofbankingandfinancialservicesofferedtoconsumers
oninteractivesocialnetworksitesusinganyelectronicand/ormobiledevicesuchasaPC,mobile
phone,smartphone,ortablet.

While there is a relatively small conceptual overlap between this definition of SN banking
andInternetandmobilebanking,theyshareasimilarstrategiccore—thatis,toreduceoverheads
by substantially reducing the physical branch channel (DeYoung, 2005) and instead delivering
bankingserviceswherethecustomersspendmostoftheirtimeandcanconvenientlyaccessbanking
informationandservices.Table1presentsaclearcomparisonbetweenInternetbanking,mobile
banking,branchlessbanking,andsocialnetworkbanking.

Table 1. Comparison between internet banking, mobile banking and social media banking [sources: Martins et al. (2014); 
Shaikh and Karjaluoco (2016); Shaikh and Karjaluoco (2015); Hanafizadeh et al. (2014)]
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SNbankingallowsbanksandotherfinancialinstitutionstoreachmanyaccountholdersandnon-
bankaccountholderssimultaneously,aswellasreceivinganewtypeofinformation,describedhere
asfeelings.SNbankingservicescanbeaccessedusingFacebook,Twitter,orYouTubecredentials,
andaformalrelationshipwiththebank(inotherwords,abankaccount)isnotrequired,asitwould
normallybeforInternetandm-banking.

3. RESEARCH METHodoLoGy

Thisstudyisdescriptiveandcomparativeinnature.Theusageofsocialmediabybankshasrecently
emerged more or less in practice on one hand, and researchers have predicted or conceptually
designed/suggestedsomepossibleservicesonsocialmediaontheother.Therefore,todescribethis
phenomenon,thereisaneedtocomparewhatresearcherssuggestedintheliteraturewithwhathas
actuallyandsuccessfullyoccurredinreality.Comparativeevaluationoftheliteratureandtheexisting
realityenablesustoestablishhowinnovativelypioneerbanksusesocialmedia,thusrevealingtheir
bestpractices.Basedonaninductiveresearchmethod,suchpossibilitiesoftheexistenceofsuccessful
innovativebankingservicesinpracticehavebeeninvestigated.Contentanalysisisusedtoshowthat
thereisasubstantialconvergenceoftheseinnovativebankingservicesonsocialmedia.However,
interpretationisalsoprovidedwiththesupportofdifferenttypesofevidencesuchasfacts,statistics,
examples,andstatementsbyauthorities.

Tobegin,all theSNS-basedbankingandfinancialservicesmentionedintheliteraturewere
synthesizedintofourmajordomains(seeTable2).Giventherudimentarycurrentunderstanding
ofthesebankingservices,wethencollatedandanalyzedasampleof100topglobalcommercial
banksusingsocialmediatechnologytoprovidebankingandfinancialservices,selectedfromthe
FinancialBrandslistpublishedin2015.Thesampleisnotastatisticalone,whichisthetypeofsample

Table 2. Classification of potential banking services offered by banks and financial institutions through SNS
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normallyusedinrelationalresearchstudiestogeneralizethefindingtothepopulation.Thissample
isconsidered“bestofbreeds”intermsofbankingpracticeonsocialnetworksites.Todeterminethe
degreetowhichsuchservicescanbeoperationalized,thosecurrentlyofferedbytheselected100
leadingglobalbanksonpopularSNSwerecomparedwiththosementionedintheliterature.This
methodofcomparativeevaluationwasfirstelaboratedbyVartiainen(2002).

Working carefully with the definitions of banking services and their actual occurrence on
threesocialnetworks,theauthorsidentifiedandanalyzedninemajorservicesprovidedbythe100
leadingglobalbankingcompaniesonthethreemajorSNS,andthesewerefurtherdividedinto31
sub-services(seeTable3).

TheactualSNbankingservicesvariouslyofferedbytheselected100leadingbankswereidentified
fromtheliterature.Thepurposeofthisevaluationwastoidentify,examine,andcomparedifferent
servicesandproductsofferedbytheselectedbanksonFacebook,Twitter,andYouTube.Asdetailed
inTable4,theevaluationofthesecasebanksyieldedanumberofintriguingfindings.

Aftercarefulcomparisonofbankingservicesidentifiedintheliteratureandthoseofferedby
theselected100leadingbanksonsocialnetworks,theauthorsdividedtheseintotwomainstreams.
Thefirststreamincludesthoseactuallyprovidedbythebankingcompaniestotheirconsumers,and
thesecondstreamincludesallthosetheoreticalservicesidentifiedintheliteratureandinvarious
marketandsurveyreports.Becauseofcertainrestrictions,suchasownershipofsocialinformation,
thebanksactassuppliers tosocialnetworksbutdonotownthesocial informationproducedby

Table 3. Comparison of services provided by 100 leading banks and banking services in SNS (from the literature)
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membersviaSNS.Servicesforauthorizingtheidentityofsocialnetworkmembersdonotyetexist
onsocialmediabecauseofreputationriskandtightregulations.

4. FINdINGS ANd dISCUSSIoN

Thefindingsofthisstudysuggestthatunlikeotherdigitalbankingchannels,suchasATM,POS,
andmobilethatofferfinancialandnon-financialservices,thebankingservicesofferedonthethree
majorSNSarenon-financial,whichmeansthat“socialusers”canuse their“socialaccounts” to
accessnon-cash-basedservices.

Giventhenatureandscopeofthesenon-financialservices,wehavebroadlysegregatedtheSN
Bankingservicesintothefollowingnineservicedimensions.Table3providesadetaileddescription
oftheservicesineachcategory:

1. Marketing(includingadvertisements,offers,andpromotions);
2. Financialeducationandadvice;
3. Informationsupport;
4. Customersupport;
5. Salesrepresentativeness;
6. Customerengagement;
7. Onlinerecruitment;
8. Surveyandpolling;
9. Otherservices(suchasnewsupdates,sharing,complaints,andgreetings).

Accordingtoourpreliminaryanalysis,marketing,financialeducationandadvice,information
support,andcustomerengagementareofgreatestimportance.Statistically,morethan82percent
ofbanksoffermarketingandfinancialeducationandadviceonthethreemajorSNS;61percent
provide information support; 57 per cent focus on customer engagement; 55 per cent monitor
customersthroughsalesrepresentativeness;51percentprovidecustomersupport;30percentoffer
otherservices;29percentofferonlinerecruitment;andaverysmallnumberofbanks(6percent)
conductsurveyandpollingonSNS.

However,closeanalysisoftheseservicesrevealsthatFacebookhasabout1.4billionactiveusers
(LönnqvistandgroßeDeters,2016),andthattheselectedbanksuseFacebooklargelyforcustomer
engagement (87 banks), financial education and advice (84 banks), and marketing (82 banks).
Twitter,themostpopularmicrobloggingoutlet(withover650millionregisteredusers),hasenjoyed
unprecedentedadoptiondiffusionaroundtheworld(Aladhadhetal.,2014;Pentinaetal.,2016).As
asocialmediatool,Twitterenticesfirms(includingbanks)withthepossibilityofconnectingbrands
toconsumersatadeeper,morepersonallevelandonawiderscale(Pentinaetal.,2016).Twitteris

Table 4. Services offered by 100 banks on Facebook, Twitter and Youtube
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activelyusedbythemajorityofthebankstooffercustomersupport(88banks)andfinancialeducation
andadvice(84banks).YouTubehasoverabillionusers(YouTube,2015)andisactivelyusedby
bankstosharevideosrelatedtomarketing(84banks)andfinancialeducationandadvice(84banks).

ThesevariationsinuseofthethreemajorSNSforbankingpurposearequiteunderstandable,
especiallyinlightoftheirbusinessmodelsandmarketingstrategies.Forinstance,althoughthebanks
largelyuseTwitterforcustomersupport(88banks),thiscannotbedoneeffectivelyonYouTube;as
aresult,onlyfourofthetop100banksuseYouTubeforcustomersupport.Inaddition,allthebanks
includedinoursampleusethesethreeSNSintensivelyforsharingfinancialeducationandadvice,
relatedinformation,andupdateswithusers.Conversely,almostallthebanksusetheseSNSsparingly
toconductonlinerecruitmentandsurveyandpolling.

These findings point to the potential of SNS as a powerful and purposeful bank marketing
and advertising tool (Hanafizadeh and Behboudi, 2012). In most cases, customer engagement
andfinancialeducationandadviceservicesareofferedprimarilyonFacebookandTwitter,anda
thoroughunderstandingofthemethodsandtoolsisrequiredtorealizetheadvantagesofSNbanking
forthesepurposes.Inanincreasinglynetworkedsocietywherecustomerscaninteracteasilywith
other customers and firms through SNS, we propose that customer engagement is an important
newdimensioninthecustomermanagementprocess(Verhoefetal.,2010).Here,weobservedthat
bankscollectdataaboutusersforcustomerengagementbutanalyzetheminverylimitedways,such
asprovisionofinformationsupporttousers.Ontheotherhand,legalrequirementsandchangesin
bankingoperationssometimesrequirenewwaysofdoingbusiness.Here,SNScanactasanefficient
channelforcommunicatingwithandtrainingcustomersinrelationtosuchchanges(Cognizant,2014).
ThroughSNBanking,customerscanalsoreceivetrainingonnewfinancialservicesandsharetheir
viewsandquestionsaboutthesewiththebank.

Insummary,ifthebankshopetointegrateSNSintotheirbusinessstrategies,theymustpay
specialattentiontothefourimportantservicesaboveascriticalsuccessfactorsorstandards.While
theothersareoflessimportancetotheseselected100leadingglobalbanks,theymayoffersignificant
benefitsforsmallandmedium-sizebanksandshouldnotbeignored.Onepossiblereasonforthe
neglectoftheseservicesonSNSbylargebanksisthattheycanbeprovidedbyothermeans,suchas
bankwebsites,andreplicationonSNSislessimportant.

Withregardtotheuseofservicesonthethreenetworks,Twitterachievesthehighestrankand
YouTubethelowest,butamongthebanksinthestudy,thereislittledifferencebetweenFacebook
andTwitter.Halfofthebanksonbothnetworksprovidesixofthenineselectedservices.Inshort,
banksofferaboutoneandahalftimesmoreservicesonFacebookandTwitterthanonYouTube.

Provisionoffinancialeducationandadviceandmarketingissimilarlydistributedacrossthe
threesocialnetworks,andtheseservicesareextensivelyoffered.Incontrast,surveyandpollinghas
beenignoredonallthreenetworks.Withrespecttocustomersupportandfinancialeducationand
advice,Twitterleadsamongthethreenetworks,withanespeciallystrongroleincustomersupport.
Facebook,ontheotherhand,hasbeenmoresuccessfulintermsofcustomerengagement.Mostofthe
servicesofferedbyYouTubefallwithinfinancialeducationandadvice,informationsupport,and,in
particular,marketingandcustomerengagement.Thelargenumberofmultimediacontentviewson
YouTube(aboutfivetimesmorethanonFacebookand80timesmorethanonTwitter)showsthatthis
contenthasbeenhighlyinfluentialinattractingalargeaudience,andithasbecomeapopularmeans
forbankstoprovidefinancialeducationandadvice,marketing,andinformationsupportservices.

Bydemonstratingtherelativefrequencyofusageofdifferentservicesacrossvariousmedia,itis
possibletoinferthepopularityofeachserviceindiversemedia.Servicesexhibitingahighfrequency
ofusagebydifferentbanksareclearlyperceivedaslessriskyandareconsideredasthestandard
orwhatthecustomers’expect.Sinceusershaveencountereddifferentservices/productsfromother
realmsofbusiness,thiscreatesnewexpectationsofandnewdemandsonbankinginstitutions.Account
holdersexpectbankstokeeppacewithotherbusinessesintheiruseofsocialmedia,offeringnew
servicesthroughthisnewbutalreadypopularchannel.
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5. CoNCLUSIoN

Theunderlyingpurposeofthisempiricalstudywastoexaminebanks’useofthethreemostvisited
SNS(Facebook,Twitter,andYouTube)bycomparingthepresentlevelofSNS-basedbankingservices
withserviceareasmentionedintheliterature.Asampleof100leadingglobalbankswasselected
fromthemostrecentFinancialBrandslist(2015).Ofthe100selectedbanks,mostwerelocatedin
theUS,followedbytheUKandAustralia.

Thecurrentapplicationsofsocialnetworksbythese100banksarecustomerrelationmanagement,
feedbacktothebank,discussionsofpublicperceptionsofbankpoliciesanditssocialenvironment,
obtainingthelatestnews,rumorsandupdatesaboutthebankoritsrepresentatives,andentertainment.
Someareas identified as potentially practical applicationsofSNBanking services are currently
neglected by the banks, including financial services, knowledge sharing among personnel, new
lendingmodels,andriskmanagement.Basedonourobservations,thereasonsforthefeworlimited
SNS-basedbakingservicesprovidedbybanksareasfollows:

• Lackofcontrolofusers’sharedcontent,asbankingcompaniesdonotcontrolthecontentand
theinformationsharedoversocialmedia;

• Low-securitylevels,asmostSNSareowned,controlled,andmanagedbynon-bankingentities;
• Thepossibilityoflosingprivateinformation(banksmustmaintaincertainsecuritystandards,

andadedicatedsocialmediapolicyisneededtopreventcustomersfromsharingtheirpersonal
informationonpublicfolders);

• Decreasingcompetitiveadvantage;
• Increasingregulativecomplexity(banksaregenerallyconsideredaheavilyregulatedservices

sector,andmostoftheregulationsaredesignedtoprotecttheaccountholder’sinterestsand
theirbankinginformation).

ThePSD2willsoonrevolutionizethebankingsector,allowingmanymorefirmstodevelopand
offerbankingandpaymentservicestoconsumers.PSD2willalsoenablebankstoshareaccount
holderinformationwithnon-bankingentities,soexpandingthebankingandpaymenthorizon.These
developmentswillrequirebankingandotherfinancialfirmstodevelopaspecificsocialmediastrategy
andabusinessmodelthatenablesthemtoexploitthisuntappedopportunity.Theuseofdifferent
SNSsforbankingpurposeoffersseveralbenefitsforbankssuchas:

• Bankscanintroduce“SNbanking”asanewfinancialdeliverychannelsimilartootherdigital
channels,suchasATMs,POS,andMobile;

• Bankscanprovidereal-timefinancialandnon-financialservicesandresponsestoconsumersthat
willexpandtheirbankingportfolio,developingSNSasaseparatealternativedeliverychannel
forretailcustomerinteraction;

• Bankswillbeabletocreateandpromotedigitalrelationshipswithhugenumbersofanonymous
users,maximizing theirchancesof recruiting theseanonymoususersas registeredmembers
beforeconvertingthemintocustomers(seeFigure1).Wesuggestthatbanksshouldemphasize
interpersonalwordofmouthand focusmoreonemergingSNS(suchasFacebook,Twitter,
YouTube)thanontraditionalmassmedia(i.e.,television,radio,andnewspapers)toincrease
thepenetrationoftheirdigitalbankingservices(Yu,2012);

• BanksalsoneedtoaddresssecurityandprivacyissuestoremovebarrierstoacceptanceofSNS-
basedbankingservices.

The growing role of non-financial firms such as telecoms companies, financial technology
(FinTech)companiesandotherstart-upsindevelopinganddeployingvariousfinancialandpayment
servicesisundeniable.Thesefirmsusetechnologytomakefinancialandpaymentsystemsmore
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efficient,sorevolutionizingtraditionalbankingbusinessmodels.Underthesecircumstances,thescope
ofSNbankingisnotlimitedtobanksbutalsoincludesallthesenon-bankinginstitutions,developing
anddeployinginnovativebankingproductsandservicesonsocialmedia,eitherasstandaloneorin
collaborationwithabank,dependingonthelocalregulatoryenvironment.Thisstudyalsoreveals
thatbankstendtooffermorenon-financialservicesthroughsocialmedia,whilefinancialinstitutions
aretendingtoprovidefinancialservices,particularlybankingutilities,viasocialnetworks.Thisfact
mayleadtobankslosingtheirfuturemarketsegmenttothenewplayersinthefinancialinstitutions,
suchasFinTech,telecoms,andevensocialmediaownerslikeFacebook,Twitter,andsoon.

Insummary,therapiddigitalizationofservicedeliveryischangingthedynamicsofthebanking
industry,andimminentregulatorydevelopmentswillsooncreateaflockoftechnologydisruptors
offeringdiscretebankingservicestodifferentconsumersegments(includingbanked,under-banked,
andevenunbanked)throughinnovativedeliverychannelssuchasSNSandmobile.Thiswillcreate
increased competition for well-regulated banks, underlining the importance of SNS in targeting
differentdemographics,exploringnewmarkets,andcuttingcosts.

5.1. Implications for Research and Practice, Limitations, 
and Future Research directions
Thisstudymakessomesignificant theoreticalandmanagerialcontributionsintheareasofretail
bankingandbanking servicedelivery.First, thispaper contributes to the theoryofSNS,digital
bankingapplicationsandservicesbyprovidingvaluableinsightsintotheyet-emergingconceptof
SNbanking.Second,thisstudyrecognizedthepotentialofSNbankingandidentifiedSNbanking
asanewbankingdeliverychannel.Theempiricalevidenceofitsusefulnesstothebankingindustry,
grantedtheinherentrisks,remainslargelyanopenquestion.Third,ourresultsshowedthatmarketing,
customerengagement,financialeducationandadvice,andcustomersupportaremoreoftenofferedby
leadingbanksthanotherservicesonthreesocialnetworks,namelyFacebook,YouTube,andTwitter.

OneofthemajorpracticalimplicationsofthisstudyisitsrecognitionofSNSasseparatedelivery
channel.Formuchofthepastthreedecades,mostoftheresearchhasfocusedonotherdigitalbanking

Figure 1. Potential social medial strategy of banks and other financial institutions (Pre- and Post-PSD2 scenario)
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channels,suchasInternetbanking(e.g.,Hanafizadehetal.,2014)ormobilebanking(e.g.,Leeetal.,
2015;Shaikhetal.,2015;).Unlikethepreviousresearch,ourfindingshavepostulatedthepotential
ofSNbankingofferingnon-financialservicestoSNSusersattheirconvenience.Theseinsightscan
helpbankmanagersandexpertsinthestrategicdevelopmentofsocialnetworksforbankingpurposes
withanunderlyingpurpose,forexample,topreservecompetitiveadvantage.

Asbankinginstitutionsandnon-bankingentitiessuchasFinTechandTelecomarekeentocapture
andretaincustomers,theabilitytooffercutting-edgebankingapplicationsandvalue-added(including
financial)servicesthroughinnovativechannelssuchasSNSindifferentmarkets(developed,emerging,
anddeveloping)meansthatbankscansecurecustomerloyaltyandincreasecustomersatisfaction
andretention(Shaikh,2016).

Thisstudyisnotwithoutlimitations.First,ourargumentationinthisstudyhasaddressedsocial
mediatechnologyandthebankingindustrybutwidelyignoresthesocialimplicationsofcustomers
andtheirexpectationsaswellasdemands.Especiallyafter thepromulgationofrevisedpayment
directives(PSD2)in2018bytheEuropeanCommission,whichwillsoonexpandthescopeaswell
asthenecessityofSNbankingservices,futureresearchmayinvestigatetheuserperspectivesonSN
bankingservices.

Thesecondlimitationofourstudyisthescopeofsocialmedia.AccordingtoDuaneandOReilly
(2012),therearefourkeytypesordomainsofsocialmediathataresignificantlyimportantforany
business:collaborativeprojects,microblogs,contentcommunities,andSNS.Thescopeofourstudy
islimitedtoonlyonetypeofsocialmedia,SNS.Futureresearchmayconsiderandaddressother
socialmediatypeswheninvestigatingSNbankingservices,includingtheconsumerattitudeacross
differentsocialmediatypeswhenchoosingtoadopttheSNbankingservices.

Third,themajorityofthetop100banksincludedinthissamplewerelocatedindevelopedmarkets,
suchastheUSA(32banks),theUK(12banks),andAustralia(8banks).Futureresearchmayconsider
includingamorebalancedsamplesizewithbankslocatedinemerginganddevelopingcountriesand
analyzetheusageofSNbankingservices.Demographicdifferencesandacomparativeanalysismay
givevaluablefindingsandusefulinformationonhowconsumersfromdifferentregions/economies
(suchasdeveloped,emerging,anddeveloping)perceiveandinteractwithSNbankingservices.

A fourth valuable future research avenue is the use of Altman and Taylor’s (1973) Social
PenetrationTheory(SPT).AccordingtoBeattyetal.(1996),intheSPT,therelationshipsbetween
theserviceproviderandtheuserbecomedeeperandmorepersonalasinteractionsproceedandtime
passes.SinceSNSareperceivedashighlyinteractivecommunicationchannelsbybothcompanies
andusers,futureresearchmayuseSPTwhileexaminingtheusageofSNbankingservices.
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