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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.
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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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