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ABSTRACT

Socialmediaisafundamentaltrendinboththesocialandeconomiclifeofmodernsociety.This
studyexamineshowbanks,inthecaseofthetoptenbanksinBulgariaaccordingtotheirassets,
areactiveinusingdifferenttypesofsocialmediatools.Adefinitionoftheconceptofsocialmedia
bankinganditsscopeisproposed.Basedonsignificantamountofdatacollectedfromdifferentsources
includingfromanonlinequestionnairefromasampleofmainlyyoungpeople,anin-depthanalysis
ofbanks’useofsocialnetworkingsitesandothertypesofsocialmediatoolsisprovided.Aspecial
focusisplacedontheassessmentoftheintensityofbanks’presenceonFacebookwithasystem
ofquantitativeandqualitativeindicatorsbeingproposed.Thearticlefinallyidentifiesconclusions,
andrecommendationsregardingthebanks’practices,limitations,anddirectionsforfutureresearch.
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1. INTRodUCTIoN

Nowadays, social media have become a new and very important part of the life of society as a
wholeandformostpeople,includingthosewhopreviouslydidnothaveanyrelationtoinformation
technologies.Socialmediaarethefocusofattentionofbillionsofusersworldwide.Theybecome
emblematicofmoderncontemporarysocietyandtheirpopularityhasgrownenormously,especially
amongyoungpeople.Inaddition,theyarealsoanimportantbusinesstool,withmanyofthebusinesses
beingtransferredtosocialnetworksandothersocialmediaplatformswherenewmarketsegments
areemerging.Therearebusinessinitiativesthatarebasedentirelyonpresencewithpagesinsocial
networks,suchasonFacebook.

Manyresearchersseesocialmediaasanopportunitytopromotethemasanewenvironmentfor
expressionandinteractionthatallowsconsumersandbusinessestoinitiateanddevelopnewandreal
waysofinteracting(Hajli,2014;ChenandBeaudoin,2016;Bohlin,ShaikhandHanafizadeh,2018)
andhave tremendouspotential forbusiness, includingfor financial institutions.Moreover,social
mediaarereferredtocosteffectiveandareadilyavailablewaysforinteractionwithlargenumberof
peopleinaveryshortperiodoftime(MadziwaandSibanda,2018).

Banks also appreciate the considerablepowerof socialmedia and theyare also focusedon
implementing their tools in response to the desire to respond to growing customer expectations
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ofpersonalization,toshowhowmuchtheyvaluetheirclientsandtoofferappropriatesocialcare
(ShankarandKhan,2012).

Theresearchgoalofthestudyistoexplorewhichmaintoolsofsocialmediaareusedinthecase
oftoptenBulgarianbanksinthecontextofsocialmediabankingandtheimplementationofsocial
mediabankingmodelsandhowintensiveistheirimplementation.

Theresultsofthestudysupporttheperceptionofsocialmediabankingasaseparatedigital
channelthatisessentialforfinancialinstitutions.Theoutcomeprovidesevidencefromthepointof
viewoffinancialand,specifically,bankingpracticeabouttheimportancethatnewdigitaldistribution
channelssuchassocialmediachannelhave.Inthiscontext,thestudyconfirmstheviewsofother
authors(Bohlin,ShaikhandHanafizadeh,2018)who,alongwithalreadyestablisheddigitalbanking
channelssuchasInternetandMobilebanking,recognizesocialnetworkingsites(SNS)asaseparate
deliverychannelandconfirmitsgreatpotential.Furthermore,thepresentstudycontributestoboth
theoryandpracticebybroadeningthescopeofappliedsocialmediatoolsintheirroleofdigitalbanking
channels,includingtoolssuchascommunicationapplications,blogs,contentsharingcommunities,
etc.Inadditiontoacceptingtheroleofsocialnetworkbanking(SNbanking),thestudy’simplications
forpracticeandacademiaconsistofofferingandexplainingtheconceptofsocialmediabanking,
whichisabroaderconceptcomparedtoSNbanking,asitwillbeclarifiedinthefollowingcontent.

Thepaper isorganizedas follows.Firstly, a systematic literature review isconductedanda
theoreticalbackgroundabouttheconceptofsocialmediaisgiven.Secondly,adiscussionaboutthe
relationshipbetweenseveralconceptsandtheirscopeisundertaken-socialmedia,socialnetwork
bankingandsocialmediabanking.Thestudycontributestodefininganddistinguishingthescopeof
socialmediabanking.Afterthat,theresearchmethodology,includingthemainsourcesofinformation
isoutlined.Thisisfollowedbyacomprehensiveanalysisofthesocialmediabankingusagebythetop
tenbanksinBulgariaasofJune2018(Section5).Inthenextthreesectionsananalysisofthebanks’
useofsocialnetworkingsites(Section5.1.),inparticularandindetailofFacebookasthelargest
andmostimportantsocialplatform(Section5.2.)andofothertypesofsocialmediatools(Section
5.3.)hasbeencarriedout.Thenextpartaddressesthediscussionoflimitationsanddirectionsfor
futureresearch,andthelastsectionconcludestheresearchandmakessuggestionsthatcanbeuseful
tofinancialinstitutionsandtheirpractice.

2. LITERATURE REVIEw

Beforeclarifyingtheconceptofsocialmediabankingareviewofsocialmedialiteratureandresearch
isneeded.AccordingtoKaplanandHaenleinsocialmediais“agroupofInternet-basedapplications
thatbuildontheideologicalandtechnologicalfoundationsofWeb2.0,andthatallowthecreation
andexchangeofUserGeneratedContent” (KaplanandHaenlein,2010).Theauthors include in
UserGeneratedContentvariousformsofmediacontentthatarepubliclyavailableandcreatedby
end-users,suchastext,images,andvideo.TutenandSolomon(2018)summarizeanumberofviews
ofresearchersandconstructtheirdefinitionofsocialmediaas“onlinemeansofcommunication,
conveyance, collaboration, and cultivation among interconnected and interdependent networks
ofpeople,communities,andorganizationsenhancedbytechnologicalcapabilitiesandmobility”,
sharingthevisionthatitscomplexityisconsistentwithacomplexandquicklychanging,dynamic
environment.Thevarietyoftechnologies,tools,anddevicestoeffectivelyreachandconnectwith
otherusers,creatingrelationships,buildingtrustaredefinedalsoaspartofsocialmedia(Safko,
2012).Theyrespondtopeople’sneedtobesocial,toparticipateingroupswithcloseinterestsand
viewsand to sharewith them thoughts, ideas, andexperiences.Other researchers likeObarand
Wildman(2015)focusonseveralkeyfeaturesofsocialmedialike:theybelongtoWeb2.0Internet-
basedapplications,consistofuser-generatedcontent,giveopportunitiesforuser-specificprofiles
andfacilitatethedevelopmentofsocialnetworks.Someauthors(GanisandKohirkar,2016)share
thenotion that socialmedia represent anumbrella term that canbeused for alreadymentioned
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