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Abstract 

This study aims to develop an indigenous social media marketing model tailored to the banking services industry in Iran 

through a mixed methods approach. In the qualitative phase, grounded theory methodology was employed to analyze data 

collected from 16 semi-structured interviews with marketing experts, digital banking professionals, and academic specialists. 

The data were coded using Strauss and Corbin’s three-stage process—open, axial, and selective coding—using MAXQDA 

software. The findings revealed six main categories, fourteen subcategories, and seventy-four indicators influencing social 

media marketing strategies. Based on these, a theoretical model was proposed, identifying causal conditions (social media-

related factors, managerial factors, structural factors), strategic categories (marketing and human resource actions), 

contextual conditions (relationship marketing and ICT), intervening conditions (customer trust, perceived risk, 

environmental threats), and outcomes (awareness, perceived quality, customer satisfaction and trust, environmental 

opportunities and threats). In the quantitative phase, a researcher-developed questionnaire was distributed to 384 customers 

of Bank Mellat who use social media. The instrument's validity was confirmed through content validity index (CVI) and 

content validity ratio (CVR), and reliability was assessed via Cronbach’s alpha, composite reliability, and Fornell-Larcker 

criteria. Structural equation modeling using partial least squares (PLS) indicated significant relationships among the 

proposed variables. The findings underscore the importance of strategic, contextual, and organizational factors in enhancing 

the effectiveness of social media marketing in the banking sector. The study offers a comprehensive framework for banking 

institutions to optimize their digital marketing strategies and improve customer engagement, satisfaction, and trust. 
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1. Introduction 

In today’s digital landscape, social media is experiencing 

significant transformations. The growing popularity and 

potential advantages of social media, such as easy and 

widespread accessibility, cost reduction, and high 

communication efficiency, have encouraged many 

organizations to participate in these spaces. Social media is 

considered a crucial component of information and 

communication technology (ICT) that has a substantial 

impact on business. The primary goal of social media 

marketing is to establish a customer-centric business and 

enhance a company's credibility to facilitate business 

development and management. Social media marketing 

involves the development and deployment of marketing 

strategies through a social media platform to establish 

connections with relevant brands and manage customer 

relationships [1]. The primary function of social media for 

banks is to serve as a tool for marketing, advertising, and 

providing customers with information to encourage them to 

visit a branch or promote banking services. Furthermore, 

securing a strong position in the industry depends on 

aligning with and responding to societal needs, which can be 

achieved through the adoption of appropriate corporate 

strategies [2]. 

Social media provides new opportunities for consumers 

to engage in online interactions. Consumers utilize social 

media, such as online communication platforms, to create 

content and establish networks with other users. This study 

identifies the benefits of social media marketing [3]. Social 

media is fundamentally changing how individuals 

communicate [4]. It consists of a set of internet-based 

applications built on Web 2.0 that allow users to create and 

exchange content [5]. Kapoor et al. (2018) found that social 

media has been widely accepted as a marketing medium. In 

the private sector, social media is often used as a 

communication tool for promoting and selling products and 

services [6]. In the public sector, social media is frequently 

used for information sharing and encouraging user 

participation [7]. 

Social media marketing entails the development and 

implementation of marketing strategies using social media 

platforms to connect with relevant brands and manage 

customer relationships [5]. Social media marketing is the 

most cost-effective and efficient approach to attracting 

customers. These strategies involve leveraging social media 

platforms to generate awareness, interest, and excitement 

around a brand through video clips, storytelling, or 

interactive games. In an era where users and customers 

generate most of the information and communications, 

retailers are increasingly building their own social media 

platforms or actively participating in existing platforms to 

deliver their messages to target audiences. More 

importantly, retailers can now interact and engage with 

customers directly. The primary objective of social media 

marketing is to create a customer-centric business model that 

enhances a company’s credibility and fosters business 

development and management [8]. 

In modern banking, banks and financial institutions can 

leverage social media in marketing, customer service, and 

real-time information dissemination. Professional social 

media users play a crucial role in these efforts, as the 

effective use of social media is a key factor in the success of 

contemporary banks [9]. The most prominent function of 

social media for banks is as a tool for marketing, advertising, 

and providing customers with relevant information to 

encourage branch visits or promote banking services [2]. 

The growing number of social media users has attracted 

marketers, who have recognized social media marketing as 

a critical component of marketing communication strategies. 

Additionally, social media helps organizations connect with 

their customers. These interactions enable marketers to 

identify customer needs and understand the market demand 

for various products [10]. Key factors in social media 

commerce allow customers to evaluate products, 

recommend them to friends or contacts, and share their 

purchases via social media. Communications through social 

media influence customer behavior and marketing strategies 

[11]. 

The literature on social media marketing in the banking 

services industry highlights its profound impact on customer 

engagement, brand loyalty, and marketing effectiveness. 

Elareshi et al. (2023) examined the influence of social media 

marketing on customer loyalty in banking, revealing that 

perceived usefulness significantly affects e-word-of-mouth, 

information dissemination, and social media features, with 

perceived ease of use indirectly related to these factors. Their 

study emphasized that online banking services' usability and 

perceived benefits directly shape customer behavioral 

intentions, reinforcing the vital role of social media 

marketing in sustaining customer loyalty [11]. Similarly, 

Khaleghi Khabazan et al. (2023) explored the relationship 

between social media marketing activities and consumer-

based brand equity, finding that brand experience and social 

media benefits mediate the impact of social media marketing 

on brand equity in banking. Their study, focused on Bank 
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Saderat customers in Mashhad, confirmed that social media 

marketing significantly enhances brand experience and 

customer engagement [12]. Al Mamun et al. (2022) analyzed 

the effectiveness of Facebook advertising in banking, 

concluding that direct engagement through social media 

advertisements strengthens customer attention and 

marketing outcomes [13]. In another study, Al-Karkawi and 

Arabshahi (2022) investigated the impact of social media 

marketing on e-word-of-mouth (e-WOM), with customer 

engagement as a mediator, using Instagram users in Iran as 

their sample. Their findings demonstrated that social media 

marketing and customer engagement significantly influence 

e-WOM, reinforcing the interactive nature of digital 

marketing [14]. Wibowo et al. (2021) analyzed the 

relationship between social media marketing, customer 

experience, and consumer behavior, showing that social 

media marketing enhances customer interactions, 

influencing purchase intent, loyalty, and participation in 

brand activities. Their study underscored the importance of 

high-quality engagement strategies in social media 

marketing [15]. Laksamana (2020) explored the role of 

customer relationships in social media marketing, 

demonstrating that customer connection mediates the effect 

of social media marketing on purchase intention and brand 

loyalty, highlighting the necessity of relationship-driven 

marketing approaches [16]. Dwivedi et al. (2020) provided 

a comprehensive review of future research trends in digital 

and social media marketing, identifying key areas such as 

AI-driven marketing, augmented reality advertising, mobile-

based promotions, B2B marketing, e-WOM, and ethical 

concerns in digital marketing. Their study outlined research 

gaps and opportunities, guiding future exploration in the 

field [17]. Thaker et al. (2020) examined the drivers of social 

media marketing adoption in Islamic banking in Malaysia, 

showing that perceived connectivity, awareness, and 

consumer expectations influence the acceptance of Islamic 

banking services via social media platforms. Their study 

provided practical insights for financial institutions on 

customer retention and acquisition strategies through social 

media engagement [18]. Collectively, these studies highlight 

that social media marketing plays a crucial role in customer 

behavior, engagement, and business performance within the 

banking industry, reinforcing the need for strategic 

implementation and innovation in digital banking 

promotions. 

One of the primary challenges facing banks in Iran is the 

absence of a structured and strategic approach to social 

media marketing. Many banks lack a defined framework for 

utilizing social media in their marketing efforts. Given the 

growing significance of social media marketing in achieving 

success, enhancing performance, and increasing market 

share, it is essential for banks to prioritize social media 

marketing and the promotion of their products and services 

within this domain. Identifying and strengthening the key 

factors influencing social media marketing can drive the 

growth and development of banks. 

Despite its importance, the lack of a comprehensive 

strategy for social media marketing in the banking services 

industry, along with insufficient attention to its potential, 

remains a significant issue in Iran’s banking sector. Intense 

competition among banks further highlights the necessity of 

developing new social media marketing strategies to 

enhance competitiveness and expand market share. Current 

evidence indicates that the majority of banking institutions 

primarily focus on conventional advertising methods. While 

advertising is a fundamental aspect of branding, it is not the 

sole determinant of success. In Iran's competitive banking 

industry, traditional advertising methods no longer yield the 

same level of effectiveness. Consequently, neglecting social 

media in marketing efforts can result in failure and a 

diminished competitive edge in the modern banking sector. 

Given that social media marketing is still an emerging 

concept in the country, early adopters among banks can gain 

a significant competitive advantage. 

Accordingly, this study aims to address the following 

research question: What is the indigenous model for social 

media marketing in the banking services industry? 

2. Methodology 

The primary aim of this study is to develop a localized 

model for social media marketing in Iran's banking service 

industry. Therefore, in terms of purpose, this research falls 

under the category of developmental-applied studies. 

Additionally, since the study derives a comprehensive model 

based on data and information collected through interviews 

and questionnaires, it adopts an inductive research approach. 

Qualitative data were analyzed using the exploratory type of 

grounded theory methodology and interviews, while 

quantitative data analysis, in terms of nature and method, 

followed a descriptive-survey design. The data collection 

instrument for the quantitative phase was a researcher-made 

questionnaire. Thus, the present study employed a mixed-

method approach (qualitative-quantitative). 

The statistical population in the qualitative phase 

consisted of banking managers and experts with relevant 
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educational backgrounds and professional positions, as well 

as academic faculty members specializing in marketing who 

have experience in the fields of business and marketing 

management. A non-probability and purposive sampling 

method was used to select participants in this phase. The 

criterion for determining the sample size was theoretical 

saturation, which was achieved after conducting 16 

interviews. In the quantitative phase, the statistical 

population comprised customers of Bank Mellat who are 

also users of social media, making it an unlimited 

population. Based on Cochran’s formula, a sample of 384 

individuals was determined. This stage was conducted using 

a random sampling method and a structured questionnaire. 

The main data collection tool in the qualitative section 

was in-depth interviews. To ensure the reliability and 

validity of the interviews, two methods—test-retest and 

inter-coder agreement—were employed. In the quantitative 

section, a researcher-made questionnaire with 74 items was 

used to test the research hypotheses. The items were 

developed precisely based on the indicators identified in the 

qualitative phase. To evaluate the reliability of the 

questionnaire, Cronbach’s alpha coefficient was calculated. 

For assessing validity, both content-face validity (CVR-

CVI) and construct validity (convergent and discriminant 

validity) methods were applied. Grounded theory 

methodology was utilized for qualitative data analysis. The 

qualitative data analysis was carried out using Maxqda 

software, and inferential statistics and the Partial Least 

Squares (PLS) technique were used for data analysis and 

hypothesis testing. 

3. Findings and Results 

The demographic characteristics of the experts in this 

study included 16 participants, of whom 12 (75.0%) were 

male and 4 (25.0%) were female. Regarding educational 

qualifications, 5 participants (31.0%) held a master’s degree, 

while 11 participants (69.0%) had a doctoral degree. 

To calculate test-retest reliability, several sample 

interviews were selected from the conducted interviews, and 

the identified codes were compared at two different time 

intervals for each interview. The reliability percentage was 

calculated using the following formula: 

Reliability Percentage = (Number of Agreements × 2) / 

Total Number of Data × 100% 

In this study, three interviews were selected as samples 

and were re-coded after a one-month interval. Given that the 

test-retest reliability was 87%, which exceeds the 60% 

threshold, the coding reliability was deemed acceptable. 

To assess reliability using the intra-subject agreement 

method between two coders, a management student was 

invited to participate as a research assistant. The intra-

subject agreement percentage, which serves as an indicator 

of reliability, was calculated using the same formula: 

Reliability Percentage = (Number of Agreements × 2) / 

Total Number of Data × 100% 

Since the inter-coder reliability was 72%, which is above 

the 60% threshold, the coding reliability was considered 

acceptable. 

Open Coding 

Open coding is the initial phase of data analysis, where 

data extracted from interviews are processed. After 

identifying the initial codes and modifying them based on 

the guidance of the research supervisor and other experts, the 

codes were validated. A subset of these validated codes was 

selected for testing in the quantitative phase. 

Axial Coding 

Axial coding represents the second stage of analysis in 

grounded theory. According to Strauss and Corbin’s 

systematic approach (1998), the categories derived from raw 

interview data are organized into a framework known as the 

axial coding model. This model comprises six main 

elements: 

1. Causal Conditions: Categories related to the 

factors influencing the core category. 

2. Core Category: The central category to which 

other categories are connected and frequently 

appear in the data. 

3. Actions: Specific actions and interactions that 

result from the core phenomenon. 

4. Contexts: Specific conditions that influence the 

actions. 

5. Intervening Conditions: General contextual 

conditions that impact the strategies. 

6. Consequences: The outcomes resulting from the 

implementation of actions. 

Selective Coding 

In the first step, the current situation was analyzed, and 

the collected data were classified into six main categories. 

With input from faculty members and experts, all indicators 

extracted from the qualitative analysis of 16 interviews—

including six main categories, 14 subcategories, and 74 

indicators—were used to develop an indigenous social 

media marketing model for Iran’s banking services industry. 
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The final social media marketing model for the banking 

industry consists of multiple categories that influence the 

implementation and effectiveness of marketing strategies in 

this sector. The causal conditions include social media-

related factors, managerial factors, and structural factors, 

which serve as the foundation for marketing initiatives. The 

core category of the study is social media marketing, which 

is shaped by strategic factors such as human resource actions 

and marketing actions. Additionally, the model incorporates 

contextual conditions, including relationship marketing and 

information and communication technology, which create 

the environment necessary for marketing success. 

Intervening factors, such as customer trust, environmental 

threats, and perceived risks, play a moderating role in the 

effectiveness of social media strategies. Finally, the 

outcomes of an effective social media marketing approach 

include increased awareness, enhanced customer 

satisfaction and trust, improved perceived quality, and the 

ability to manage environmental opportunities and threats. 

Table 1. Categorization based on Grounded Theory 

Category Type Categories 

Causal Conditions Factors Related to Social Media, Managerial Factors, Structural Factors 

Core Category Social Media Marketing 

Strategic Categories Human Resource Actions, Marketing Actions 

Contextual Conditions Relationship Marketing, Information and Communication Technology 

Intervening Conditions Customer Trust, Environmental Threats, Perceived Risks 

Outcome Categories Awareness, Customer Satisfaction and Trust, Perceived Quality, Environmental Threats and Opportunities 

 

 

Figure 1. The Paradigm Model of the Study 

Out of the total respondents, 292 individuals (76%) were 

male and 92 (24%) were female. In terms of age distribution, 

7 respondents (2.7%) were between 20 and 30 years old, 223 

respondents (58.1%) were aged 31 to 40, and 134 individuals 
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(34.9%) were over 40 years old. Regarding educational 

attainment, 46 participants (12%) held a high school diploma 

or lower, 243 respondents (63.3%) had a bachelor’s degree, 

and 95 individuals (24.7%) held a master’s degree or higher. 

In terms of work experience, 29 respondents had less than 5 

years of experience, 118 individuals had between 6 and 10 

years (the largest group), 21% had 11 to 15 years of 

experience, 14% had between 16 and 20 years, and 14 

participants reported having over 21 years of professional 

experience. 

The following figure presents the final output of 

MAXQDA20 software: 

 

Figure 2. Final Output of MAXQDA20 Software 

Due to the research's allocated timeline, a significant 

portion of the study was devoted to data analysis and 

inductive reasoning from the collected data toward a 

structured whole. Accordingly, the researcher identified the 

relationships between categories and axial codes and 

presented them in the form of a paradigmatic model and a 

process model. 
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Figure 3. Research Process Model – Source: Research Findings 

To assess the validity of the questionnaires, two indices—

Content Validity Index (CVI) and Content Validity Ratio 

(CVR)—were measured. The results indicated that the CVI 

for all items was above 0.80, confirming the content validity 

of each item. Furthermore, since the CVR values for all 

individual items were greater than 0.56, the content validity 

of the questionnaire was confirmed. The results related to the 

validity and reliability of the questionnaire are presented in 

Table 2: 

Table 2. Reliability and Validity Metrics of the Questionnaire 

Variables Cronbach’s Alpha Composite Reliability Shared Reliability AVE 

Awareness 0.762 0.894 0.808 0.808 

Marketing Actions 0.734 0.852 0.660 0.660 

Human Resource Actions 0.793 0.856 0.504 0.504 

Social Media Marketing 0.854 0.889 0.534 0.534 

Environmental Threats & Perceived Risks 0.868 0.896 0.520 0.520 

Environmental Threats & Opportunities 0.923 0.934 0.544 0.544 

Customer Satisfaction & Trust 0.750 0.843 0.573 0.573 

Structural Factors 0.940 0.950 0.677 0.677 

Managerial Factors 0.741 0.852 0.659 0.659 

Social Media-Related Factors 0.802 0.859 0.508 0.508 

ICT (Information and Communication Tech.) 0.848 0.885 0.526 0.526 

Perceived Quality 0.849 0.884 0.523 0.523 

 

The Cronbach’s alpha reliability values for all variables 

in the research model exceeded 0.70, indicating acceptable 

internal consistency. Similarly, composite reliability values 

for all variables were above 0.70, affirming the constructs' 

reliability. Shared reliability values also exceeded 0.50 for 

all variables. The Fornell-Larcker criterion confirmed the 

instrument’s construct validity. Additionally, the coefficient 

of determination (R²) and the Goodness-of-Fit (GOF) index, 

which was 0.377, supported the model’s overall fit. 

The structural model outcomes of the research are 

illustrated in figures below, which display the model based 

on standardized coefficient estimation and significance 

levels, respectively. 
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Figure 4. Structural Model Based on Standardized Path Coefficients 

 

Figure 5. Structural Model Based on Path Significance (t-values) 
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Table 3. Hypotheses Testing 

No. Hypothesis Path 
Coefficient 

t-
value 

Prediction Outcome 

1 Social media-related factors affect social media marketing. 0.183 3.724 Significant at 95% 

level 

2 Managerial factors affect social media marketing. 0.169 3.702 Significant at 95% 

level 

3 Structural factors affect social media marketing. 0.272 5.412 Significant at 95% 

level 

4 Social media-related factors affect ICT. 0.477 11.640 Significant at 95% 

level 

5 ICT affects social media marketing. 0.298 6.881 Significant at 95% 

level 

6 Social media-related factors * environmental threats & perceived risks affect ICT. -0.213 6.271 Significant at 95% 

level 

7 Social media-related factors * environmental threats & perceived risks affect social media 

marketing. 

-0.060 1.207 Not significant 

8 Managerial factors * environmental threats & perceived risks affect social media 

marketing. 

0.032 0.416 Not significant 

9 Structural factors * environmental threats & perceived risks affect social media marketing. 0.091 1.153 Not significant 

10 Social media marketing affects human resource actions. 0.452 10.221 Significant at 95% 
level 

11 Social media marketing affects marketing actions. 0.488 11.669 Significant at 95% 
level 

12 Human resource actions affect environmental threats and opportunities. 0.302 6.401 Significant at 95% 
level 

13 Human resource actions affect awareness. 0.301 5.373 Significant at 95% 

level 

14 Marketing actions affect perceived quality. 0.367 8.031 Significant at 95% 

level 

15 Human resource actions affect customer satisfaction and trust. 0.345 7.043 Significant at 95% 

level 

16 Marketing actions affect environmental threats and opportunities. 0.344 5.958 Significant at 95% 

level 

17 Marketing actions affect awareness. 0.338 6.243 Significant at 95% 

level 

18 Human resource actions affect perceived quality. 0.133 2.536 Significant at 95% 

level 

19 Marketing actions affect customer satisfaction and trust. 0.229 4.258 Significant at 95% 

level 

20 Awareness affects perceived quality. 0.326 7.003 Significant at 95% 

level 

21 Perceived quality affects customer satisfaction and trust. 0.232 4.444 Significant at 95% 

level 

 

4. Discussion and Conclusion 

Based on the results of secondary coding, factors related 

to social media, managerial factors, and structural factors 

were identified as causal conditions in formulating social 

media marketing strategies in the banking services industry. 

The findings regarding causal conditions highlight that 

social media-related factors encompass enabling customer 

feedback and critique, audience access to social networks, 

content marketing on social media, and social media 

advertising. These findings indicate that banks, by 

considering the large volume of social media users, can 

leverage engaging content to attract audiences and utilize 

interactive capacities to incorporate customer feedback and 

suggestions, ultimately increasing customer satisfaction. 

This process fosters word-of-mouth marketing, attracts more 

customers, enhances customer loyalty, and consequently 

increases market share. These findings align with the results 

of previous studies [8, 11, 18]. 

According to the results of secondary coding, the role of 

communication, the role of advertising, and the role of 

electronic word-of-mouth (e-WOM) were identified as core 

categories in developing social media marketing strategies 

in the banking services industry. The findings regarding the 

core category suggest that the proper use of communication 

tools, the establishment of effective and interactive 

connections, and the creation of targeted and impactful 

advertisements within social media platforms facilitate 

audience engagement, turning them into customers. A 

satisfied customer, in turn, becomes a loyal customer who 
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contributes to word-of-mouth marketing through social 

media by sharing their experiences and feedback with other 

users. This process leads to an increase in customers and 

users of banking services, enhancing market share, 

profitability, and adoption of banking services. These results 

are consistent with the prior findings [11, 13, 19, 20]. 

Based on the results of secondary coding, human resource 

actions and marketing actions were identified as strategic 

categories in developing social media marketing strategies 

in the banking services industry. The findings regarding 

strategic categories suggest that human resource actions 

consist of a set of strategies and initiatives necessary for 

implementing social media marketing systems in the 

banking services industry. These strategies emphasize 

improving the quality, skills, and expertise of human 

resources and planning their effective utilization. On the 

other hand, marketing actions represent another set of 

strategic initiatives required for implementing social media 

marketing systems in the banking services industry, focusing 

on specific marketing techniques and approaches necessary 

for the successful deployment of such systems. 

According to the results of secondary coding, relationship 

marketing and information and communication technology 

(ICT) were identified as contextual conditions in developing 

social media marketing strategies in the banking services 

industry. The findings regarding contextual conditions 

indicate that banks, through relationship marketing, strive to 

strengthen, establish, and maintain profitable relationships 

with customers and other stakeholders, ensuring mutual 

benefits. This goal is achieved through reciprocal exchanges 

of benefits and the fulfillment of commitments and 

promises. Relationship marketing thus provides a foundation 

for social media marketing within the banking services 

industry, facilitating its implementation. Additionally, the 

rapid development of ICT has impacted various sectors, 

including the banking services industry. The increasing use 

of internet technology and mobile devices has made 

information readily accessible anytime and anywhere. The 

internet has become the primary source of economic and 

commercial information. Among various media, social 

media plays a crucial role in rapidly transmitting large 

volumes of information to the public, making it a popular 

and cost-effective tool for economic promotion, influencing 

public opinions and policies, and serving as a primary source 

of information globally. These contextual factors provide the 

foundation upon which social media marketing is built and 

influenced. These findings align with previous research [1, 

21, 22]. 

Based on the results of secondary coding, customer trust, 

perceived risk, and environmental threats were identified as 

intervening conditions in developing social media marketing 

strategies in the banking services industry. The findings 

regarding intervening conditions suggest that customer trust 

is a key factor that moderates the core phenomenon of social 

media marketing. The level of customer trust in social media 

and the banks providing online services directly affects the 

extent and manner of social media use. Research shows that 

social media interactions with customers enhance customer 

trust, and trust serves as the foundation for many ongoing 

interactions. Building customer trust is critical for the 

success of banks and financial institutions in a competitive 

market, explaining why many of these institutions prioritize 

trust in their advertising campaigns. Perceived risk is another 

intervening factor that influences the core phenomenon of 

social media marketing. Changes in the level of risk 

perceived by users when engaging with social media directly 

impact their extent and manner of social media usage. These 

findings are consistent with the prior results [23-26]. 

According to the results of secondary coding, customer 

satisfaction, environmental opportunities, environmental 

threats, awareness, perceived quality, and customer trust 

were identified as outcomes in developing social media 

marketing strategies in the banking services industry. The 

findings regarding outcomes indicate that the proper 

execution and implementation of the core phenomenon of 

social media marketing lead to increased customer 

satisfaction. Environmental opportunities represent another 

outcome, where the effective execution of social media 

marketing enables the banking services industry to optimize 

the identified environmental opportunities. Environmental 

threats also emerge as a significant outcome of social media 

marketing implementation, requiring proactive strategies to 

counteract these threats, which, if managed effectively, can 

be transformed into opportunities. Awareness is another 

outcome of social media marketing, leading to increased 

customer and audience awareness of banking products and 

services, enabling them to make informed purchasing 

decisions. Perceived quality is another outcome, where the 

successful execution of social media marketing enhances the 

perceived quality of banking services among customers and 

users. Customer trust, as one of the most critical outcomes 

of properly implemented social media marketing, 

contributes to increased trust in banking products and 

services, ultimately strengthening the industry’s credibility. 

These findings align with the prior results [18, 20, 24]. 
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Regarding causal conditions, it is recommended that 

banks utilize their official websites and, if applicable, their 

proprietary social media applications to actively create and 

share effective content. They should provide a platform 

where customers can freely express their opinions and share 

their feedback. Banks may also consider offering incentives 

for the best suggestions or constructive criticisms. 

Furthermore, establishing a dedicated support and response 

system composed of expert professionals to serve customers 

and audiences is essential. Banks should also upgrade their 

software and hardware infrastructure, train and equip human 

resources, and encourage customers to engage more actively 

in social media and utilize online services. 

Regarding contextual conditions, it is suggested that 

banks systematically study and identify the general needs of 

their current and potential future customers. Banks should 

develop their own social media platforms and utilize 

advanced tools to monitor customer behaviors and feedback 

to enhance service quality and innovate new products. 

For the core phenomenon, it is recommended that banks 

establish a strong and regular presence on popular social 

media marketing platforms. They should allocate a portion 

of their promotional activities to these platforms, 

encouraging customers to explore their latest services while 

continuously analyzing shared feedback and customer 

interactions. 

Regarding intervening conditions, since customer and 

audience data privacy is of utmost importance, banks should 

implement stringent measures to ensure data confidentiality. 

Additionally, a specialized team should be established to 

continuously identify, categorize, and prioritize risks, 

providing multiple contingency solutions whenever 

necessary. 

For strategic approaches, given the complexity and 

technical nature of social media marketing, it is essential to 

train and develop skilled professionals who can effectively 

manage marketing efforts within the banking services 

industry. Furthermore, the development and implementation 

of a cohesive, adaptable, and industry-specific social media 

marketing system should be a key strategic priority. 

Finally, concerning outcomes, banks should implement 

social media marketing programs aimed at increasing 

customer awareness of banking services. They should strive 

to educate customers about banking processes through 

simplified service descriptions, infographics, flowcharts, 

and motion graphics. Additionally, banks should segment 

their target market and design customized educational 

initiatives for different customer groups. The research and 

development departments within banks should analyze 

latent customer needs and even introduce new demands, 

presenting them attractively through product launches and 

marketing campaigns within social media platforms. 

Establishing a professional center staffed with experts in 

banking processes to address customer inquiries, 

complaints, and suggestions in real-time is also highly 

recommended. 
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