







































































































































































































































































the brand. Following these acts, the more ethical the brand is expected to be, the more
the brand needs to represent a positive environment; the more the market expects from
the business. Understanding this continuum is critical to understanding that in bridging

the relationship gap between business and its customers, trust is a crucial component.

Company B has a very integrated approach of incorporating social media across the
business. Communicating with customers via social media platforms and with the
public’s lifestyles revolving around mobile communications technology, this mode of
communication takes place more regularly in some form or another. Despite the regular

communication, this does not justify that it bridges the relationship gap.

The interviewee explains that trust is a critical component that bridges the relationship
gap between the business and their customers. The element of trust is a natural
progression that the business will develop through time if they practise ethically and
meet the expectations of their customers. The employees are of the same opinion when
speaking of trust. 100% of the respondents both agreed and strongly agreed that social
media increases the level of trust with customers and potential customers. They believe
that when implemented effectively, increased trust levels can be experienced with
customers and potential customers, however, the business has to operate ethically to

experience this relationship level.
4.5.3 Customer service experience
Company A:

Interviewer Q5: Has social media positively brought about change in the way the

organisation communicates with its customers?

Interviewee Q5: “We can see positivity with regard to our resolution times. This has
helped us develop a better relationship with our customers because of improved service
levels. We would also like to improve these service levels even more by moving away

from generic customer response to more personalized responses to the customer.”

Interviewer Q6: Do customers influence product development?

Interviewee Q6: “At this stage, customer feedback is monitored via social media

platforms but it does not influence product development.”
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The customer service experience is an aspect of business that plays an essential part of
the relationship between the customer and the institution. The relationship built over time
has the ability to develop into an element of trust. The customer experience is an
important ingredient in terms of the foundation of developing relationships and trust.
Over time, the company has paid more attention to their social media presence. The
more focus they put on social media platforms, improvements were shown in respect to
the response time to the customers. On many occasions, employees deal with angry
and emotional customers who feel that they have been treated improperly in some form
or another. This impacts on the way that they view the business in future. Efficient
response times can assist the business with significant improvements in terms of the
experiences that the customer receives. The interviewees accept that the business is
always going to receive customer complaints or queries; however, they envision a
change in sentiment in future. They would like to see a change from complaints to

compliments with the intention of these sentiments being measurable.

The business believes that each complaint or query is unique and therefore the
customers need to be treated in a unique manner. Although, social media is still in its
adoption phase, it does not mean that Company A, is not looking to handle their
complaints and queries in a unique manner. At the time of the interview, the
interviewees suggested that they, along with many of their competitors, are still using
generic responses. The institution believes that this does not create the personal
relationship that needs to be developed between the two parties. In turn, the business is
currently investigating the possibility of moving away from the generic copy and paste
responses to more personalised the responses. These queries and complaints create a
sense of opportunity within the business to provide the customer with positive feedback.
Many queries need to be dealt with in a sensitive manner. The business believes that
because every complaint and query is unique, the customer therefore deserves a unique
response. The interpersonal response does not only improve the customer experience in
a very unique manner, but also betters the relationship and ultimately, deepens the level

of trust. This is a level most businesses would like to create with their customers.

Overall, the business needs to focus a large amount of time and energy on the customer
experience and also, value customer input. It is also necessary for Company A to
manage their brand reputation. This needs to be controlled by the business through

satisfying customer experiences, to influence customer’s opinions and view of the brand.
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Company B:

Interviewer Q5: Has social media positively brought about change in the way the

organisation communicates with its customers?

Interviewee Q5: “We have received a substantial increase in terms of feedback through
social media channels. At present, the institution experiences a lot of customer queries,

existing customers making inquiries through our social media spaces.”

Interviewer Q6: Do customers influence product development?

Interviewee Q6: “Customers are not actively involved, however, we value and listen to
their feedback.”

The experience of the customers plays a very big role in terms of customer retention and
the ability to positively attract customers. The experience gained ties in very closely with
the element of trust and ethical practices within the institution. Company B receives
many queries via social media platforms pertaining to either products, services or
simply, the experiences the customer received when dealing with the institution. Existing
customers make enquiries as well as many complaints and are dealt with via social

media platforms.

Since the deployment of social media within Company B, they have noticed a substantial
increase in the amount of social media activity from the various social media channels.
The customer experience ties in with many other areas including trust and response

times.

Based on the research investigation, Company B, again puts a large emphasis on trust
and ethical practices when dealing with the customers and customer experiences. It is
believed, that through ethical operations, it could potentially lead to positive customer
engagements and experiences. Social media is a means of enhancing the customer
experiences through multiple channels but is not the only contributing factor to improve

these experiences.
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4.5.4 Business improvement
Company A:
Interviewer Q7: Has social media improved various business functions?

Interviewee Q7: “We have seen business improvement through customer feedback and
response times within customer services. On a sales front, we publish sales content via
social media spaces. We are able to keep customers informed about debit dates and
other important information. In this regard, the business has communicated better with
our customers by developing better relationships. We see an opportunity to develop a

strategy around customer support in future.”

Company A is a growing organisation and ideally, they would like to implement social
media and integrate it with the entire business. The research study identified earlier that
the institution is in the adoption stage of implementing social media in the business. It is
not a driver of all the core functions, however it is generally used as a supporting tool for

customer services and a sales channel in order to continuously build the brand.

Using social media specifically as a customer service tool, Company A has seen
significant business improvement specifically at customer relationship and service areas.
Communications touch points are changing so rapidly between the business and the
customer that it is important for business to positively engage with the audience through
the various communications platforms. In today’s ever changing environment, it is
important to take note of what customers are saying, but also monitoring public

perception when relating to their product and service offering.

With regards to the survey questionnaire, the employees indicated that social media has
numerous benefits within the financial institution on both the customer services front and
a sales front. One of the most notable observations on a customer services front is that
64% of the respondents strongly agreed and 36% agreed when answering whether
social media is used to improve customer services and generate feedback to the
business. Although, social media is not infused within the business strategy, 46% of the
respondents agree that social media is being used to launch new products and services

on a sales front.

Through the successful implementation and use of social media at Company A, the

business has been gaining a lot more traction in terms of their brand. The fact the
86



customers are using the platform to voice their concerns or to air the views indicates that
the business is able to improve not only by listening to what their customers are saying,
but also using the query as an opportunity to better their service offering. Despite the
fact that social media is not the core driver of the business from a brand awareness and
brand building perspective, it is seen as an essential tool because of the way the two
role players interact with one another.

Company B:
Interviewer Q7: Has social media improved various business functions?

Interviewee Q7: “It has helped the business to become more agile in terms of customer
service enquiry and how we manage customer service levels. It has also helped improve
our response times to the customer. We have understood how to build better
relationships and understood the value in terms of what the customer is looking for

through customer feedback.”

Business improvement is notable within Company B, as a result of the business
becoming more agile in terms of customer service inquiry, increased customer response
times, improved customer understanding and significant trust relationships. A distinct
improvement lies in the institution’s business strategy being agile in terms of customer
service inquiry. Due to the market being unpredictable at times, the business needs to
be flexible with their approach towards the market. Staying up to date and current with
market trends entails that the business needs to stay in tune with the customers ever

changing needs.

Customers have certain expectations in terms of the way that they would like to be
managed from a relationship point of view. Having positive customer experiences
enhances this relationship, especially through a customer services channel. As
mentioned previously within the study and more particular reference with Company B,
customers have a greater voice through social media. These social media channels are
used by the customers to voice their concerns and opinions of the brand via multiple
platforms for other customers to view as well. This can tarnish the brands reputation at a
rapid rate should the business not capitalise on these interactions fast enough. Social
media has been beneficial in this sense as employees deduce that the platforms can
easily monitor public perception as well as monitor the brand and the market. Company
B has improved its business processes through its customer service levels and

improved response times to their customers. ldentifying queries and responding to those
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queries efficiently and effectively is a means of improving business functionality.
Company B has a response time of <1 hour to attend to all social media queries. This
not only enhances the customer experience by attending to their responses, but also

helps the company manage their reputation.

As a result of customer services response times and managing their brand reputation,
social media has also ensured that the business improves the understanding of their
customers by improving the relationship with their market. This has in turn narrowed the
relationship gap between business and customer. In turn, this has been channelled
through the business understanding what the customers are saying and what they are
actually looking for. This ties in with the respondents’ feedback by 60% strongly
agreeing and 40% agreeing with social media increasing customer engagement and

positive customer experiences

In summary, financial institutions see business improvement in many ways, such as
basic time improvement in response times, reputation management and monitoring
public perception. These benefits are experienced through the businesses strategy
being agile in the customer services environment as well as the institutions ethical
operations. The important aspect from a business point of view is to use that feedback
from the customer, understand it (what is the customer actually saying?), and provide
the customer with a positive experience which will result in further business

improvement.

4.5.5 Attracting more customers and services
Company A:

Interviewer Q8: Have customers and potential customers behaviour changed through

social media?

Interviewee Q8: “Social media has not really attracted new customers. A few people
have applied through social media and a few leads have been generated though social
media advertising. Through these leads via social media advertising, the response rates

are low but the approval rates have been pretty high.”

The study found that there has not yet been a positive influence in the ability to attract
new customers, irrespective of only introducing social media at a customer services

level. Although, through company market research, a fraction of people have applied for
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loans and insurance through social media, however, a large amount of feedback
received on social media relating to customer service relates to issues such as
customers wanting to unsubscribe to certain marketing features. The survey questions
suggest the opposite as 55% of the respondents agreed that social media is used to
increase the customer base. Despite the restricted use of social media at Company A,
the interviewees confirmed that it has the potential to change clients and potential
buyers’ behaviour, especially if the business is looking for foreign investment. In light of
this, social media is not particularly used to extend its global reach. Additionally,
employees strongly disagreed that social media entices users to use the business

products and services. It is merely a platform to advertise sales content.

Social media advertising contributes a very small percentage (less than 1%) of business
practice compared to other digital advertising (Company A, 2015). The business strongly
relies on SMS, mail packs and emails. Through these communications mediums, the
business is able to conduct the necessary bureaucratic checks to determine status
acceptance of the customers’ loan and also, how much the customer is able to qualify
for. Although, the business has generated very few leads in terms of advertising, the
response rates and approval rates are pretty low. The process of attracting new
customers for Company A remains a set strategy as it advertises purely through SMS,
mail packs and emails. Through this process, customers will decide whether they would
like to apply for a loan.

Should customers wish to apply for a loan, the following steps are taken by the

institution,

*SMS 3
* Mail Packs

Advertise e Email

¢ Office

Application [l Online

e Finacial credit profile

e Based on credit profile

Accept/Declin
e

Recieve loan

Table 4: ‘Company A’ application process (Source: Author)
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Once social media is more embedded in the strategy and infused in more of the
business divisions, the business could potentially see an opportunity to change the
buying behaviour of customers through the social media efforts. The business will begin
by looking at the social media content, and how they can harness that content to target
existing and potential customers through information that that is current and relevant to
the audience

Company B:

Interviewer Q8: Have customers and potential customers behaviour changed through

social media?

Interviewee Q8: “As a lead generation mechanism, social media has attracted more
customers, however there is not definitive data to tangibly improve sales or new
customer acquisition. It has not significantly changed buying behaviour, but it has

improved the brand by engaging on social media.”

The research study revealed that Company B uses social media as a lead generation
tool along with other forms within marketing. Other forms of marketing include
newspapers, radio, television as well as email. Despite social media being used as this
lead generation mechanism, there is no definitive data to support the notion that it has

improved the selling of products and services as well as the business on a whole.

What would lead to a sale from Company B’s perspective, is the area in the business
where customers engage on social media with the relevant intermediaries, and the
intermediaries reach out to the customers via telephone or email. This would lead to
attracting new customers and potentially, a sale as well. In this regard, social media has
not tangibly attracted potential customers, however, from a social media marketing point
of view, it has improved the brand awareness and customer engagement. With this
being said, the business is unable to see specific examples where noticeable increases

were seen in customer acquisition.
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4.5.6 Social Media vs traditional marketing
Company A:

Interviewer Q9: Can the business attract customers faster through social media than

traditional marketing?

Interviewee Q9: “Social media and traditional marketing are well connected. We do not
use T.V, radio and print ads. We use mail packs, SMS, and email as a form of
advertising to the market. Our business model has not changed in 20 years. A big issue
we are experiencing is that our market does not know who we are. They think that we
are scam artists. A lot of work needs to be done in terms of advertising and positioning

our brand.”

It is widely noted through the research process that social media and traditional
marketing are integrated. The business understands their target audience and tries to
market and advertise according to their target audience. The study found that Company
A, does not advertise ‘above the line’ (T.V, radio and print ads). The unfortunate result is
that the customers don’t really know who Company A is despite being around for 20
years. The interviewees believe that there is a lot of work to be done in terms of creating
brand awareness, building trust and understanding. Another unfortunate aspect to
mention is that the business relies largely on mail packs, e-mail and SMS. This hinders
their opportunities of vigorously targeting their market segment with the communication
channels suited to their needs. The business uses moderate levels of advertising via
social media platforms via Facebook, Twitter, Linkedin and Google +. This is also used
for the dissemination of market related and company information. The business only
uses moderate levels of social media advertising have been used. The interviewees
believe that this is an aspect that they would like to review so that the brand can be
repositioned through digital marketing and advertising. An increase in the institution’s
digital advertising space would essentially see opportunities in attracting prospective

customers in the external market.

Despite the business not using traditional marketing mechanisms and relying largely on
what their business model has identified for the past 20 years, the interviewees
reiterated that they would like to move into a more integrated environment. Knowing the
demographics and how they would interact with the business; is a critical step to
identifying a communication mechanism to use and to positively engage with them. The

older generation would prefer traditional forms of advertising such as print and
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broadcast, however, the younger generation would prefer a digital environment.
According to the interviewees “The business understands the direction in which they
would like to move into in terms of advertising and it is important to align it to our
business strategy”. Looking at the target audience and targeting a younger generation,
the business sees themselves targeting customers through flash text; short sharp burst
of information that customers can read on the go in between meetings with little time and
effort. The researcher identified that the business sees a significant change in marketing
mechanisms in future. It is understood, that using social media can attract customers a
lot quicker. The challenge would be trying to balance the use of marketing mechanisms
to cater for everyone. The figure below represents that of an integrated marketing
approach where the social media and traditional marketing mechanisms should not be
used in isolation. It should be used in an integrated manner so that financial institutions

are able to optimise benefits.

Social Media Integrated Traditional

Figure 5. An integrated marketing approach (Source: Author)
Company B:

Interviewer Q9: Can the business attract customers faster through social media than
traditional marketing?

Interviewee Q9: “Integrated communication marketing strategy means that the strategy
comes first and then the medium. Every marketing strategy that the business
implements has to integrate social media. In terms of the two mediums, social media
strategies take longer to formulate compared to traditional marketing. However,

traditional marketing production time is quicker than social media.”

The research findings illustrated that social media is integrated into the existing
marketing strategy where you have the traditional forms of marketing such as
conventional television, radio and print ads and some other form of marketing supporting

it. Social media is central to the institution’s marketing operations. The research
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suggests that integrated communications marketing means that the strategy comes first
and then the communication medium. That being said, every strategy that the business

implements, integrates social media.

Because of the social media-centred business strategy, the business does not see it
being efficient nor effective to market its products or services using only traditional
marketing mechanisms or only social media. The business also doesn’'t see social
media as a platform to tap into later once the product or service has been marketed
already. Social media is integrated marketing where the business would have traditional
marketing mechanisms such as print media, and it being supported digitally via social
media channels. Figure 2 (above) supports this as it illustrates the integrated manner in

which social media and traditional mechanisms used alongside one another.

The research study suggests that both forms of marketing should be used during a
marketing campaign. Marketing exclusively through social media slows the production
time unlike traditional marketing. This means that the strategies used to integrate social
media into marketing campaigns takes a lot longer to formulate therefore, the platform

alone does not attract customers faster as a stand-alone communication mechanism.

4.5.7 Developing products and Service
Company A:
Interviewer Q10: Are social media users able to develop products and services?

Interviewee Q10: “At this stage, customers are not able to develop products and
services at the company. We are hoping to get to that point in future, but for now, we are
merely listening to what customers are saying. The business is also reluctant to use
social profiling at this stage to determine who qualifies for financial support. In time,
conversation monitoring will be investigated to influence the development of products

and service.”

The study found that the institutions feedback does not majorly impact the development
of products and services. Because social media is not embedded in every facet of the
business, the business believes that this is not a major priority at this point. Based on
the business strategy, a structured risk grading system is used when it comes to

providing loans and insurance. At this stage, the research study confirmed that the
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business will not sway from their current processes according to the customers’ social

profile.

According to company research, certain competitors are basing the customers’ risk
gradient of loans and insurance on the social profile. Previously, businesses would have
had a standard risk gradient profile to determine the loan amount or interest rate a
customer would receive. With social media expanding exponentially in various business
sectors, social profiling is conducted, and whether the customer associates themselves
with a large amount of degenerates, the risk or interest rate will be considerably higher
compared to a potential customer who associates themselves with a professional crowd.
This directly impacts the businesses product and service offered to their customers.
Should a customer associate themselves largely with a group of degenerates,
depending on their risk grading, their loan amount could potentially be a lot smaller with
a higher interest rate. The customer who associates themselves with a professional
crowd may have a converse experience. He/she may potentially be accepted for a larger
loan amount with a lower interest rate. In essence, social profiling can influence the
development of a product and service offering to existing and potential customers.
Through the research, the study and the business is able to see the value within industry

that social media plays in developing product and service.

In future, as social media becomes more embedded in Company A’s business
functioning, social media could potentially start building customers’ risk scores and play
a much bigger impact in determining who is able to receive a loan, the size of the loan
as well as the interest rate. Despite conversation monitoring not significantly influencing
the product development at this stage, Company A, sees this as an opportunity in future.
Through thorough investigation and listening to conversations on social media, the

opportunity to leverage information will be sustainable in the long run.

Company B:
Interviewer Q10: Are social media users able to develop products and services?

Interviewee Q10: “The areas of joint product development is not a big area within the
business at this stage. The reason for this is that there is no formal mechanism for
feeding the data to the product development team. The business believes that this can

be achieved once this mechanisms is developed. Also, customers would need a deep
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understanding of financial products and services to positively contribute to product

development.”

As with Company A, Company B does not involve the customers in the development of
products and services. The area of joint product development is not a major priority to
the business at this stage. The research study concluded that the reason for not
incorporating customers in the development of products and services is that the
mechanism for feeding data to the product development teams in non-existent because
there is no formal structure in place to achieve these tasks.

The interviewee believes that the way to achieve these integrated systems is to create a
mechanism in which customer feedback is channelled to product development. For
customers to positively contribute to the product development process, they will need a
very deep understanding of the industry, markets as well as the businesses products

and services.

4.6 Social media benefits

Based on the research investigation, the study identified 5 core benefits in which
financial institutions are able to benefit from the successful usage and implementation of
social media applications. Fundamentally, these five areas improve the overall

effectiveness of the business.

4.6.1 Customer Relationship management tool

Customer relationship management creates an environment to attract, retain and grow
the businesses customer base. According to Patil (2009), customer relationship is
customer centred, that is, the customer is put at the centre of all information that is
relevant to the necessary people who the information is disseminated to. In this
approach, institutions focus majority of their energies on the customer. This in turn builds
stronger customer relationships. Social media supports the relationship building process
as institutions now have the ability to connect with customers directly. This is supported
by what is stated in chapter 2 stating that the gap between business to consumers (B2C)
as well as the consumer to consumer (C2C) relationship has reduced through social
media platforms becoming more and more accessible. Applications such as Twitter,

Linkedin and Facebook have become largely accessible and personal that it enables
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businesses to develop long term relationships, (News24, 2013). “Social media
fundamentally alters the state of the online communication towards a dialogue among
web users as well as organisations and their target group” (Patil, 2009). Through
continuous engagement and customer activity via digital communities, institutions are
able to grow relationships to one that is meaningful through marketing, sales and
customer services. Facebook, Twitter, Linkedin, Youtube, Hello Peter could potentially
be seen as a powerful means to improve communications and performance from a CRM
point of view (Andriole, 2010). Although, Company B uses social media for more
functions across the business, both companies are actively benefiting from social media
as a CRM tool to continuously build customer relationships. Within this relationship,
customers play an equal and important role in building relationships as the business
looks for interactions and suggestions as long as they are relevant and viable. Through
the CRM process, institutions are able to experience wider customer reaches,

differentiated offerings and lower costs.

» Customer » Marketing » Wider reach
engagement . » Sales « Differentiated offerings
» Customer activity « Services » Lower costs

« Community

Figure 6: Customer Relationship Management (Patil, 2009)

Despite the above diagram, all the processes aren’t fundamentally instilled in both
Company A and Company B. The main benefits for both companies are that that
through the social media and CRM process, Company A and B can experience wider
customer reaches whilst at the same time identifying opportunities to differentiate its
product offering.

4.6.2 Lead generation tool

Using social media is particularly effective as a lead generation mechanism. The
important aspect to identify when generating leads is to identify what the institutions’
market segment is and how to effectively communicate with the market segment. Within
the literature review, Smith et al (2011), stated that tools such as Facebook, MySpace,

Linkedin and Twitter, as well as other internet channels have attracted huge customer
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audiences on a global scale. Within the financial industry, institutions deal with a wide
demographic in terms of customer age groups. It is important for business to use the
correct communication channels to reach their target market. Facebook and Twitter are
common communication platforms to create conversations with the target audience.
Company A has tended to steer clear from generating leads through social media,
however, the business does have the ability to move in that particular direction.
Although, 55% of respondents within Company A suggested that social media has the
ability to increase the customer base, 45% disagreed with the statement. The findings
exhibit mixed reviews of Company A that despite the institutions have using the
platforms for lead generation, it has the capacity to generate leads. Company B on the
other hand, uses more social media platforms to market their products and services via
multiple platforms with enticing content in a user friendly form. From the research
analysis, Company B also disseminates content to its customers in short sharp burst to
create conversation with the target audience. As a tool, Company B uses social media
slightly better as it is more infused in its business strategy, therefore, the functionality
and uses of social media vary from Company A and Company B.

The lead generation benefit identified above is supported by what is stated in chapter 2
that financial institutions have realised that social media is an effective tool to attract and
retain customers through the relevant marketing mechanisms, (Finsights, 2011).
Additionally, it was also stated in the literature that financial institutions should create
leads through an element of trust. This is supported by Company B’s business practice
that prides themselves in building sound relationships through trust and ethical

practices.

4.6.3 Customer Feedback tool

The evolution of the internet as well as ever changing customer behaviours have seen
customer service contact centres reposition its model from conventional call centres to
multimedia contact centres. (Frost & Sullivan, 2014). Social media has helped this
fundamental shift to improve the businesses response and resolution times to satisfy the

needs of the customer.

Based on the research findings within Company A and Company B as well as the
market research conducted on Company C,D,E,F, G and H, all the respective

companies use social media as a customer feedback tool to enhance their customer
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service environment. Both the market research and the investigation of the two financial
companies suggest that Facebook, Twitter and Hello Peter are common social media
applications to generate feedback. Customers no longer only want to accept marketing
messages that institutions push out without being able to provide feedback (Smith,
Wollan & Zhou, 2011). Company A and Company B, are of same belief that social media
benefits the company if queries and complaints are addressed efficiently and effectively.
Both institutions response times are relatively quick so that they also have the ability to
deal with negative feedback promptly. This impacts the business in a positive manner as
the institutions have an opportunity to protect its brand reputation. Additionally, using
social media as a customer feedback tool, leading financial institutions also recognise
the importance of customer to customer (C2C) communications (Frost & Sullivan, 2014).
Based on all the relevant communication channels, the institutions in this study
encourage and monitor feedback either via direct communication, or via customer to
customer communication on applications such as Facebook and Twitter. According to
(Frost & Sullivan, 2014), customer feedback has the ability to drive business value for
sales, marketing, and product development functions within the institutions. Frost and
Sullivan (2014), continue to say that “the ability to monitor and extract customer
intelligence from social media customer activity and interactions will be a key

competitive differentiator for organisations.”

4.6.4 Brand Management tool

As communication channels are the means of many institutions to reach, notify and
engage with the audience, it is important for companies to understand what the market
is saying about the brand. It has been noted previously within this research study that
social media has transformed the marketing and public relations space and changed the
way brands think about customer relationships and brand management (Wronski, 2014).
Social media platforms provides a highly public and a powerful venue for consumers to
speak and voice their concerns about institutions and their brand, thus, enabling
consumers to ‘call out’ companies when they are not performing up to the customers’
expectations (Smith, Wollan & Zhou, 2011). Through this, it is imperative for companies
to understand the market and what the customers are saying and using that feedback to
protect the brand and their brand reputation. Within Company A, despite the limited
advertising channels compares to Company B, both institutions have an important

function in protecting their brand reputation. Company A deals largely with social media
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on a customer feedback front and deals with many queries and complaints, customers
provide negative feedback that may tarnish the image of the brand. Through social
media, this feedback spreads rapidly. Despite what has been noted within both
companies, the respective institutions have jumped onto this marketing channel, driving

brand awareness and content online (Alfreds, 2013).

Social media provides important feedback to the business in order to refocus certain
aspects that need to be refocused. Although, customers air their opinions directly to the
business, in a consumer to business manner, their opinions and comments stimulates
conversation with the business other customers. These conversations can also be called
“e-word of mouth” (Electronic word of mouth). E-word of mouth represents social media
engagements via the platforms. The interviewees, questionnaires and market research
strongly suggests that social media positively improves customer engagement and
customer experiences in this manner. These interactions between the business and the
customer builds stronger relationships and inevitably increases the level of trust between
business and customers. By continuously building on these processes, social media
contributed to the brand management of the institutions investigated, and the industry at

large.

4.6.5 Developing products and service

It is evident, that through the data collected, the contribution of social media applications
on the development of products and services is not something that plays a major role.
“Social networking offers a unique ability for established financial institutions to think
fresh and redesign or enhance their offerings to attract customers across engagement”
(Surty & Kona, 2011). Company B previously stated that this does not apply within the
company because there is no mechanism to channel the social media data to product
development teams. Despite the lack of application of this process, the business can
instantly refine or develop products or service based on customer feedback or market
activity (Scott, 2011). “Businesses have been using Twitter as a free marketing research
service for feedback on products and service” (Safko, 2010). Financial institutions have
the ability to use Twitter, along with other applications such as Facebook, Google+ and
Linkedin to continually conduct market research for feedback. These applications can
harness and create value for the institutions (Smith et al, 2011) In order for this to work,
a mechanism needs to be developed in this regard. Institutions like Company A and B

need to pose the relevant questions to their target audience and find a way of
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harnessing critical company information that can aid joint product development. Despite
that this is noted as a benefit to financial institutions, based on the data collected as well
as the market research, this opportunity has not been augmented by many institutions in

the South African financial industry.

4.7 Chapter summary

The aim of chapter 4 was to present, illustrate and discuss the research findings of the
respective companies. It brought about answering the main research question which

was “identifying the benefits of social media in financial institutions in South Africa”.

Based on the research literature and the research findings, the research study
suggested that there are many basic benefits of social media within large financial
institutions. In certain instances, social media was not a direct cause of generating these
benefits, however, it impacted the above categories indirectly. Ultimately the business
needs to be responsible, trustworthy, and sustain a level of integrity with the customers
in order to build long term customer relationships. Based on the afore-mentioned,

financial institutions can experience improvements within the company.

With the benefits being mentioned within this chapter, it cannot be assumed that all of
the potential benefits listed are direct benefits to the company. In certain instances, there
is no data to tangibly prove that the statements are actual benefits. In a few areas, social
media influences the benefits through positive engagement, trust, and reputational
management. In this regard, these benefits can prove valuable to the financial

institutions long term success.

100



CHAPTER 5 - RECOMMENDATION

5.1 Introduction

The previous chapter outlined five core benefits of social media within financial
institutions in South Africa. Although, the sole purpose of this research study was to
identify the benefits of social media within financial institutions in South Africa, an
opportunity within the development of products and services can be explored. According
to Surti & Kona (2011) the growth of social networking offers several opportunities for
financial institutions — viral marketing, co-creation of products and services with
consumers, providing self-help and self-service through online forums. The aim of this
chapter aims to explain the elements which could positively impact the development of
products and services within the industry. In this way, businesses are able to add value
to their current product and service offering, whilst at the same time, gaining competitive

advantage.

5.2 Developing products and services through social media

With financial institutions not having much of a choice today but to listen and join their
customers as they advance with the implementation and usage of social networking, it is
important for financial institutions to understand the potential which can be offered
through social networking and more importantly, how institutions can leverage the
opportunities available to design new products and services (Surti & Kona (2011).
Through social media, financial institutions are able to harness important feedback from
the market through multiple platforms and taking the relevant feedback on board. Social
media and its influence on product development is not a process that can be established
overnight, however, it has the ability to continuously redefine the relationship that
businesses have with their existing customers and potential customers. (Surti & Kona,
2011) explains that once financial institutions understand the scope of financial social
networks, they will have a better chance of adapting themselves to the demands of a
rapidly changing technological area. Numerous advantages can be noted through the
institutions understanding of financial networks. (Surti & Kona, 2011), claim these

elements to be:

1. A network which keeps on growing
2. The ability to analyse and monitor social interactions and social behaviours.
3. Instant feedback, communication and reaction
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The establishment of Social media platforms has the ability to provide customers with
the above access. In turn, they are able to play an active role in contributing relevant
information to the future development of products and service. It is important for the
institutions to listen to customer feedback on the relevant financial sector topics so that
the business can make more informed decisions. Currently, the two institutions that the
research study is based on, as well as the direct observations that was conducted use
social media largely as a customer service tool. However, in saying this, despite
listening closely to what customers have been saying, the institutions have not been
actively using the tool to facilitate the development of future products and services. For
institutions to gain considerable competitive advantage within industry, providing
customers the ability to co-create products and services could pose significant benefits
to the company. For this to happen, it needs to be infused in the business strategy and
an appropriate business model has to be used to incorporate all the necessary tools to

reap rewards.

A business model is a source of constant innovation and internal improvement, and if it
is used from the initial organisational life cycles stages, it has the opportunity to develop
an intrinsic power, increasing the value creation of the new venture and improving the
profit system (Trimi, Berbagal- Mirabent, 2012). The documents concentrates on the
applicability of Oswerwalder & Pigneur’'s Business Canvas Model framework as the
basis of this study. According to Osterwalder & Pigneur (2003), a business model has
proven to be a vital tool to understand the mechanism through which institutions capture
value. Through the different concepts of available literature reviewed, the Business
Canvas Model seemed to be appropriate because the tool facilitates and understands
the institutions from an integrated point of view. The Business Canvas Model is
composed of nine elements of which it can be broken down further into four main

elements:

1. Infrastructure
2. Offered benefits
3. Customers

4. Financial structure

The nine elements of Osterwalder & Pigneur’s Business Canvas Model are:
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Value Proposition

Key Activities

Customer
Relationships

Key Partners

Customer
Key Resources Segments

Channels

Customer Profiling

Cost Structure Revenue Streams

Figure 7: Business Canvas Model

The discussion proposed in this chapter, concentrates on the use of Osterwalder &
Pigneurs Business Canvas Model as a framework to identify the opportunity to get

customers involved in the co-creation of products and services.

All of Osterwalder & Pigneur (2009) key building blocks may not play a key role in the
development of products and services, however, the next part of this chapter will aim to
outline the important steps that businesses need to take when using the Business
Canvas Model to harness value out of the co-creation of products and services. These

elements are discussed below:

5.2.1 Customer Relationships
Customer relationship are relationships the business has with a specific customer
segment (Osterwalder & Pigneur ,2009). Businesses should take ownership of
this relationship to develop long lasting bonds with the customer segment to aid a

successful business.

The research study suggests that Company A is driven by a fairly weak customer
acquisition strategy compared to Company B. During the interview process, it was
stated that Company A has not changed its business model in the past 20 years,
relying largely on mail packs, e-mails and SMS’s to disseminate key information
to their customers. Very little focus is given to that of social media. Company B
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5.2.2

experiences significant challenges in this regard because they struggle in the
sense that their customers do not know who they really are. Although, Company
A, understands who their target market is, they still have to instil sound marketing

strategies to target their market in a meaningful way.

Company B’s situation in terms of customer relationships is quite the contrary.
Due to the company size and its existence, significant attention is given to
develop sound customer relationships. Over time, the business has built
relationships based on trust and ethical business practice. The survey population
supports this statement as 20% strongly agree and 80% agree with social media
increasing the level of trust with the customers and potential customers. Based on
the customer profile, the older market would prefer to develop a relationship
through personal and dedicated assistance. A younger, more technologically
savvy target market would prefer an automated process that suites their lifestyle.
Social media ties in with their profile as communication and engagement is

decentralised compared to the older demographic.

Customer Segments

According to Osterwalder & Pigneur (2009), customer segments aims to identify a
group of people which the institution aims to serve and conduct business with.
Without customers, institutions stand no chance of surviving, therefore, the
customer group plays a very important role within the business. Within both
financial institutions, the demographic is quite diverse in terms of an age
population. Previously, in chapter 4, the research discovered that a younger
demographic would prefer to communicate via digital and telephonic platforms
compared to an older demographic who would prefer a walk in visit. Because of
this, it is important that both institutions understand their market segment and
how to efficiently target them in terms of disseminating data and keeping
customers informed. It was also noted that during the analysis phase of both
institutions, it is important to recognise who the audience is, and effectively, how
to target them. This is simply because both segments have varying needs and

problems (Osterwalder & Pigneur (2009).

The above mentioned statements tie in with a key social media benefit of using

the applications as a lead generation mechanism. The importance of identifying
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5.2.3

the market segment and communicating with them through a channel most
conducive to their needs plays a substantial role in communicating with the

market, but also understanding the market a lot better.

Company B has a large customer segment because their business and their
market is a lot bigger as well as their business. Having a diverse demographic
allows them the opportunity to communicate via traditional advertising
mechanisms as well as digital communication. Through the data analysis
“‘everything that the business implements has to integrate social media”. Both
forms of marketing is essential to use during advertising campaigns, as well as an
engagement tool because the entire demographic will be inclusive; a younger
audience, and an older audience. Previously within this research study, the use of
social media in the financial industry has progressed because an increasing
number of financial firms discover that social media platforms is a natural

complement to their business (Chanda & Zaorski, 2013).

Customer Profiling

Profiling is the act of using data to describe or profile a group of customers or
prospects (Scridon, M, 2008). Customer profiling is exactly this as businesses are
able to draw data which is specific to the customer segment. Customer profiling is
not part of the makeup of Osterwalder and Pigneur's Business Canvas Model,
however, through customer relationships and understanding the market segment,
social profiling has the opportunity to provide significant benefits to a financial
institution. Customer social profiling can be done on all social media platforms
where the business is able to research the customer. Combining different
platforms like Facebook, Twiiter, Google+ and Linkedin provides an opportunity to

better understand the customer in a social environment.

It has been noted that within the market segment, it is important for the business
to understand the market so that they can communicate efficiently and effectively
with them based on their needs. The expansion of social media and its presence
within the financial industry, institutions are able to make more informed decisions
in terms of who is eligible for loans and the amount of interest they need to pay
through effective social media profiling. The important aspect of customer
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5.24

profiling is that institutions have to understand their market segment and their
customers.

With this being said and social media being used predominantly by a younger
audience, customer profiling may only be more effective when profiling the
younger generation. Although, not directly related to the statement, the survey
guestionnaire supports this statement as 100% of the users of social media within
the institutions are under the age of 40. Through improved customer profiling
through these social media channels leads directly to the key resources pointed

out in the Business Canvas Model.

Key Resources

According to Osterwalder & Pigneur (2009), “key resources are important assets
to make the model work as it allows the enterprise to create and offer a value
proposition, reach markets, maintain relationships with customers segments and
earn resources”. With the definition of key resources through Osterwalder and
Pigneur, it is important to mention that an information system encompasses

people, processed and technology.

This above information system’s statement ties in well with key resources.
Through the use of social media, a system will only be operational if there is a
process, the technology to support the process and more importantly, the people
to use the technology and enable process. Key resources can be physical,
intellectual, human or financial (Osterwalder & Pigneur (2009). Within this building
block, social media would comprise the physical key resource as institutions need
a hardware as well as the software applications to implement this function into the
company. Together with understanding customer segment and the demographic,
key resources play a critical role in identifying which social media application
should be used to target which groups of customers. Based on the survey
feedback, both institutions are able to harness information from Facebook,
Twitter, LinkedIn, Google+, Youtube as well as Hello Peter. The study has
already described important benefits such using applications as a feedback tool.
The main aim for businesses is to listen to the conversations that customers are
having; and leveraging critical outcomes out of these conversations. This is done

via the multiple social media networks as well as employing the necessary people
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5.2.5

to identify these conversations through constant monitoring. Additionally, having
employees with the necessary skill set and intellectual property allows for the
information system to be completed. Based on the investigation, 100% of the
respondents were either average, advanced or expert users of social media
within the institution. This enhances the key resources within the Business
Canvas Model.

With the identification of customer segments and the attraction of new customers
through lead generation, it is important to have the correct blend of resources to
back up customer segments. Having this blend can lead to what Osterwalder and
Pigneur call key activities within the business model.

Key Activities

Key activities are important activities within the process or model that needs to be
executed to make the model function. These are critical components and process
those needs make the model work. As with “key resources, key activities are
required to create and offer value proposition, reach markets, maintain customer
relationships and earn revenues” (Osterwalder & Pigneur (2009). Using the
information harnessed from customer relationships and the segmentation phase
and through information digressed from key resources, institutions are able to
filter through the important feedback on social media and transfer that into
production. Based on the level of responses, 21 respondents from both Company
A and Company B agreed and strongly agreed that social media is a means of
retrieving valuable information from customers. This data is a valuable input
mechanism for enhancing current products and services and also developing
future products and services.

According to (Surty & Kona, 2011), once financial institutions start integrating with

customers, they get access to:

A dynamic network which continuously expands (or shrinks)
The ability to record, monitor and analyse social interactions, personal
preferences and behaviour.

Instant feedback and reaction — instant communication from any device.
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The illustration below, depicts a detailed process of financial institutions either
enhancing or developing new products and service. The process comprises five stages;
1) Test Market, 2) Product Design, 3) Launch, 4) Maturity and 5) Ideation which is

elaborated on below:

f N
¢ Build a community and use their feedback to enhance current products and services

J

*This phase is driven by the customers within the market segment, regulatory requirements, intellectual property\

and organizational boundaries. these elements would drive product modifications as well as the development of

Product new products and services
Design J
J

N
eExtend the life cycle of the product to avoid premature death by monitoring customer preferances and build
communities through online forums )
N
eUse social media networks to harvest ideas and for feedback on ideas. ideation can be particiaptive and
. rewarding )

Figure 8: Process development of products and services (Finsights, 2011)

N
eSocial media should be integrated with traditional media at the launching of new products and services - the goal
should generate leads as well as referrals even though the prospective customer does not want to buy.

Target Market: Although the institutions within the research study do not actively use
social media to develop products and services, the figure above could lead to financial
institutions taking an active step to developing or modifying existing products and
services. Through social media, institutions are able to use the customer feedback to
enhance their products and service offerings. This requires the businesses to listen to
what customers are saying, engage with them in oder to harness critical information

from these conversations

Product Design: Based on customer feedback and positive engagement, institutions are
able to harness information and design the product and service according to regulatory
requirements, intellectual property infringements, and organisational boundaries.
Customers need to have an in depth knowledge of the industry and the business will
assist customers in tailoring their products and service offerings accordingly based on

the above restrictions.

Launch: Once the product and service is designed or enhanced, institutions have the

opportunity to launch their products and services. As with the companies investigated,
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the launch of products and services is done in an integrated manner with traditional
marketing mechanisms as well as social media. The launch of these products and
services has the ability generate leads via social media and create awareness through
e-WOM. It becomes a talking point for customers to create conversations either through

customer to business (C2B) or customer to customer (C2C).

Maturity: Should the institution feel that the product or service is coming to the end of its
lifecycle, new ideas have to be considered. The way to distinguish this would be through

customer engagement and conversation monitoring on the online forums.

Ideation: At the ideation phase, customers need to be creative within boundaries to think

of new products and services that can add significant value to the business.

According to (Surty & Kona, 2011), “consumers believe in creating and buying products
that are built on co-creation methods, thereby bringing in the wisdom of brains across a
larger set of consumers and developers”. Although, this is something fairly new within

the financial industry, social media will soon become a driver of products and services.

Social media: The Co-creation process to develop products and service

Social media

=

RANEAPF
| |

Customer Feedback,
conversation
moitoring, customer
engagement

Marketing

J

Develop new products

Customer Profiling and services

Feedback &
Engagement

Developing Products
and services

'|

New Product and
service

New Product and
service

Figure 9: Development of new products and services (Source: Author)
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The figure above represents a detailed process as to how customers can play a co-
creation role in the development of products and service. Through the implementation of
social media, institutions are able to extract information through customer feedback,
conversation monitoring and actively participating in these online communities. Based
on the research findings, all of the respondents from both Company A and Company B
strongly agreed (33%) and agreed (77%) that social media creates a platform to easily
monitor public perception. This ties in with the figure B at the target market phase that

encourages the institution to monitor customer feedback.

In the modern age, social profiling is more prevalent in terms of recruitment of
prospective employees. Within chapter 2, Smith, Wollan & Zhou (2011) stated that the
human resources department of financial companies are playing increasingly prominent
roles in how institutions attract employees. It is becoming a means of common practice
in many organisations. Social media applications such as Facebook, Twitter and
Linkedin are used as screening mechanisms to profile candidates based on his/her risk
gradient. In saying this, companies will be reluctant to recruit candidates that will be
classified as risky because they associate themselves with the improper crowd or an
improper lifestyle compared to a candidate that has a more professional surrounding.
Within a financial services environment, customers who are classified to be risky
according to his/her profile are likely to be rejected for a loan application or would incur
higher interest rates. On the contrary, a customer with a more professional surrounding

will be offered a loan amount with a lower interest rate.

5.2.6 Value Proposition

Value proposition describes the bundle of products and services that create value for a
specific customer segment (Osterwalder & Pigneur, 2009). The business will also tailor
its product and service offering according to the needs and wants of the market
segment. Osterwalder & Pigneur (2009), state that value proposition creates value for
the customer segment through a distinct mix of elements catering to that segment. In
turn, through the formation of customer relationships, identifying market segments as
well as identifying key resources and key activities, financial institutions are able to
create business value through customized products that are tailored to that of the
customer’s needs and wants. The area of joint product development not only provides
considerable value to the customer, but could prove pivotal in terms of gaining

competitive advantage.
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5.3 Chapter summary

The research investigation saw the initial objective of identifying benefits of social media
within financial organisations. In line with this, the two respective companies did not
have an effective model in place to co-create products and services with their
customers. Although, the adoption of social media in institutions is relatively slow, using
social media to develop products and services could provide a significant competitive
advantage. According to Finsights (2011), internet banking and mobile banking has
taken time to gain wider customer acceptance and bank adoption. In turn, this will
potentially provide social networking driven products the platform to flourish. As depicted
with the use of the Business Canvas Model, the development of products and services

has the ability to flourish through a business model such as this one.

Within this recommendation, the research study discussed product development based
on customer feedback, conversation monitoring and continuous engagement through
social platforms. Despite recommending financial institutions to incorporate the Business
Canvas Model to assist with the development of products and services within financial
institutions, further investigations could be conducted. This could significantly contribute

to further academic literature and future research findings.
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CHAPTER 6: SUMMARY AND CONCLUSION

6.1 Introduction

The aim of the research study was to investigate the potential benefits of social media
within two financial institutions. As a result of the research study, it was evident that
there are many benefits that financial institutions leverage from the successful
implementation of social media. It is evident that these benefits clearly exist, however,
the study took a general approach and touched on some of the more important benefits
financial institutions experienced. Additionally, the study also expended on one of the
benefits that South African institutions could capitalise on to improve their service
offering and ultimately gain competitive advantage. It is therefore important to recognise
the research study as only a small portion of the social media space operating in the

financial industry.

The aim of the final chapter is to provide an overall summary of the research study and
to highlight the main benefits of social media within financial institutions. Additionally, the
research chapter will also summarise the co-creation element of developing products
and services of which financial institutions may find advantage over the competitors.
Once the overall summary has been presented, the studies recommendation will be

presented followed by an opportunity to conduct future research.

6.2 Summary of this study

The main objective of the study was to explore possible ways of deriving benefits from
the use of social media by large financial institutions in South Africa. Additional

objectives of the research study were:
1. To explore an effective application of social media in organisations.
2. To determine what organisational functions can be positively affected by using

social media.

3. Tofind out if the customer service experience can be improved through the use of

social media.
4. To identify the social media platforms that can help a large financial organisation

in South Africato improve its business.
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The above objectives were achieved by initially reviewing the relevant literature available
and identifying the potential benefits of social media within financial institutions in South
Africa. Subsequent to the available literature, the study was then tested in two financial
institutions in South Africa; Company A and Company B.

The objectives were achieved by combining both the literature review findings with the
investigation at the actual interview and survey questionnaire that aimed to identify the

potential benefits in South African financial institutions.

Preceding the above research objectives, the main research question was “An
investigation into the benefits of Social media within large financial institutions”. The
purpose for choosing this research study was that not only is social media a growing
global phenomenon, but it is also a reluctant communication medium for business to

implement considering the potential impacts that it has on the business.

Based on the literature findings, there are many benefits associated with social media
within financial institutions. These benefits are not limited to other sectors of business as
well. From this perspective and not limiting itself to other business sectors, the research
study could potentially contribute towards an academic front as it will add new
understandings to the topic, and practically, it could potentially help managers and
business leaders to understand how to successfully manage the use of social media

within industry and institutions.

Academic literature pertaining to the social media was consulted and five distinct
benefits were examined to determine the potential benefits thereof within large financial

institutions which were:
e Customer Relationship Management tool
e Lead generation tool
e Customer Feedback tool
e Brand Management tool
e Developing products and services

The research study’s exploratory nature, conducted research into analysing the benefits
of social media in large financial institutions in South Africa. Previously, there has not
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been significant discoveries within investigations regarding these benefits of social
media. Additionally, the qualitative research method used, involved case study
methodology as defined and illustrated in chapter 3. It was particularly useful to use the
case study approach as it allowed the researcher to gain a better understanding of the
business benefits of social media within a financial setting. Although the research study
took a grounded theory approach, it lead to the discovery of a relatively new opportunity
which financial institutions are able to take advantage of. The discovery of the co-
creation of financial products and services can potentially be a key factor when

differentiating the institutions product and service offering.

Social media applications were analysed in its natural setting as both business and
customers were engaging with these platforms on a daily basis. This phenomenon is a
key touch point between business and the external environment and one that can be
studied in its current setting. Additionally, a number of research articles have been
published, however, the theoretical assumptions of these articles can be challenged.
Through these arguments, the potential benefits of social media within financial
organisations were identified. According to Meridith (1998), the study researched two
financial organisations as it was hard to generalise points from a single case. The
research conducted took place in Cape Town, South Africa which was represented by

Company A and Company B.

The data collection process consisted of two main sources for the research study;
namely, interviews and questionnaires. Both the interviews and the questionnaires were
focused at participants who were available at the time of the interview and those that
played an active role within social media at the financial institution. Market research was
used briefly during this research investigation as it tried to analyse what the main

functions were for which the competitors were using social media.

The data collection findings were presented in chapter 4 of the research study. The
findings were based on current literature in collaboration with the responses given in the

interview, the survey questionnaire as well as the secondary research.

Following this, the potential benefits of social media in financial institutions were
identified which addressed the main research question within the research study. The
outcomes of the study recognised that depending on the core uses of social media
within the businesses’ core functions, the businesses may realise various benefits.

Despite social media playing an integral part in the financial institutions, the findings
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suggested that social media should be integrated with the business strategy in order for

the business to foresee long term success.

Additionally, in spite of setting out eight groupings in terms of how social media could
potentially benefit financial institutions, all the enlisted benefits were not directly related
to social media applications. In certain instances, social media benefited financial
institutions indirectly and when used in an integrated manner along with other core

business functions, further benefits can be identified.

6.3 Limitations of the study

Minor limitations were encountered during the duration of the research study. Despite
these limitations, it did not impact the nature of the research study. Additionally, the
outcomes of the research findings based at Company A and Company B were
generalised based on the characteristics of the institution. In saying this, the findings
may potentially be used within other institutions in the financial industry. These findings
can be viewed as general benefits to many industries not limiting itself to the financial
industry alone. The findings presented in chapter 4 can be understood in a manner of
appearance. The study revealed various limitations particularly through the data

collection period which include:

o At the outset, the survey questionnaire intended to analyse the study from a
guantitative perspective. Due to the nature of the survey questionnaire, the researcher
reverted from the quantitative analysis used it as qualitative analysis to support the
finding presented during the interview as well as through market research. At the same
time, case study methodology was maintained through the research.

o Social media applications were fairly limited within the institutions. Fewer simpler
resources were implemented in either company as the applications focused on the
institutions direct needs. Although, it was initially assumed that more applications were
used within institutions, they assessed which applications were conducive to their
business operation. Applications such as blogs, wikis, Mxit, BBM and Pinterest were not

used at all at the respective institutions.

Despite these limitations within the study, it did not impact the reliability and validity of
the research findings. Compared to the enormity of social media applications across the

internet, it was discovered that institutions only used a fraction of them. As the research
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aimed to explore the case, the research study reduced the exploration of social
applications to the most common applications used in these institutions. The study
suggests that social media is an area that cannot be overlooked by businesses today.
Sustainable business strategies have to be put in place to integrate the relevant

platforms within all the relative departments with financial institutions.

6.4 Conclusion and recommendations

Globally, the financial industry is one of the biggest and most lucrative industries,
therefore, organisations need to find efficient and effective ways to engage with current
and potential customers. The modern era post the implementation of web 2.0
technologies, along with the exposure to these relatively new applications, end users
became more exposed to social media and in turn, became more technologically savvy.
Customers continue to grow within the social media space which is why it is imperative
for financial Institutions to stay abreast with these new trends. The ability for all
businesses to harness knowledge from the surrounding environment is a key pillar to

building a sustainable and successful business.

The challenge for financial industries is to find significant reasons to engage with social
media (Chanda & Zaorski, 2013). Ideally businesses need to understand the key
benefits of these applications before implementing them in the business environment.
Once understood, institutions are able to build these platforms into their strategy,
however, goals need to be established beforehand to determine the value proposition.
This is one of the key aspects that financial service companies need to take cognisance
of before implementing a social media strategy. In other words, what should the

company be doing to get maximum rewards out of social media?

Establishing a key social media strategy that is in line with the overall business objective
is a critical point for any financial institution who has the intention of building social
media into its business process. Because the external environment is changing
continuously, institutions need to be knowledgeable and wary of what their customers
are saying and doing and how they are going about doing it. In saying this, it is important
to understand and recognise Osterwalder and Pigneur’s Business Canvas Model, to

distinguish the true benefits of social media within a financial environment.

Through the successful implementation of the Business Canvas Model, financial

institutions are able to benefit from social media as a:
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. Customer Relationship management tool - This will allow the businesses to
attract, retain and grow its existing customer base and grow stronger
relationships through a more market and customer centred approach. Within both
institutions, customers add significant value in building a successful company.
Within the literature review and the discoveries made in the investigation, social

media assists in building long term customer relationships.

Lead generation tool — By identifying customer relationships and communicating
with the customer segment through the most effective social media channels,
financial institutions are able to create conversations either through business to
customers (B2C) or through customer to customer (C2C) sharing. The
conversations create key touch points and engagements with the customers. The
findings presented in chapter 4 stipulated that although there isn’t any tangible
evidence to prove that social media can generate customer leads, it has however
helped the business significantly with regards to engaging with customers and

connecting with them.

. Customer Feedback tool — This is the most common tool used in financial

institution and business in general. Through efficient and effective response and
resolutions, and the ability of the institution to be transparent with the customer
creates a better customer experience. The research findings suggest that
customer experiences as well as improved business functions can result from the

effective use of social media as a customer feedback tool.

Brand management tool — through social media, it is important for the institution
to understand their customers and the customer segment. More importantly, it is
of significant value for the institution to understand what the customer is saying
and engage with the audience to create transparency. As mentioned in chapter 4
the ability for institutions to engage with customers through resolving disputes or
through knowledge sharing, allows the business to protect its brand image to

ensure Iong term success.

Developing products and service. Relative to the research study, the respective
institutions have not augmented the process of co-creating products and services.
Technology constraints was the cause of data not being able to feed into the
product development teams. The study suggests that through the use of the
Business Canvas Model in chapter 5, opportunities can be discovered to through

the co creation of products and services to gain competitive advantage. Within
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the chapter 5, a detailed process was given to illustrate that institutions are able
to effectively implement and exploit the area of joint product development.

Analysing both Company A and Company B, it is evident that Company B uses social
media on a far bigger scale within their institution. With this in mind, the relative uses of
social media remain fairly consistent across both companies. Company A on the other
hand uses social media to its full capacity. However, the business needs to make
significant inroads in terms of integrating the social media strategy into the greater

business.

In conclusion, the internet, digital space and more particularly, social media is a
phenomenon that is continually changing. Technological environments are evolving
regularly and it is the responsibility of role players to stay abreast with developments in
rapidly growing industries. From a business perspective, it is important for businesses
and industries to adapt their approaches so ensure the efficient and effective
management of social media practice in order for them to realise benefits. The
realisation of these benefits could also potentially lead to business growth in an
economical sense. Inevitably, the aim of any business is to grow profit margins. The

effective implementation of social media will enhance economic prosperity.

This study accounted for the analysis of the five core benefits of social media as well as
a few additional benefits which were analysed based on the nature of the research
findings. These are not all the benefits that could be attributed to all financial institutions.
Future research studies of this nature could potentially account for additional benefits
within industries with more in depth analyses. As time elapses, and the more open
businesses are to successfully implement these platforms into the entire business, future
social media research studies could extrapolate additional benefits in other departments

or industries.

Within this final chapter, the study outlines the benefits of social media within large
financial institutions and also focuses on the underlying purposes of these

communication tools within the businesses.

6.5 Recommendations for further research

This research aimed at identifying and understanding how social media can benefit a
financial institution can be beneficial in various ways. On an academic front, it can add to

the existing body of knowledge pertaining to social media within financial organisations.
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Additionally, from a practical perspective, to gain a further understanding into the
effectiveness of social media within financial institutions, future research studies could
potentially focus more attention on one of two applications that are extensively used
within financial institutions. The research study has the potential to help business
managers and business leaders increase their understanding of key applications in
order to grow the business.
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APPENDICES:

Appendix A: Interview Questionnaire

University of the Western Cape

——— e — —

Respice Prospiace

The purpose of these interview questions which is aimed at higher level management is to identify the
benefits of social media within financial institutions in South Africa.

Interview questions

Groups

Interview Questions

Social media effectiveness

1. How important is it to use social media in the financial industry?

2.

Social media is used for various reasons across a wide array
of departments; how is the tool used within your specific

company?

Bridging the relationship gap

How has social media influenced the relationship between the
customer and the business?

Is it advantageous for the customers to communicate with
each other to gather information regarding business products

and services?

Customer service experience

Has social media positively brought about change in the way
the organisation communicates with its customers?
Are your customers involved in the development of new

products and services?

Business improvement

Has social media helped improve the various business
functions in a positive manner? If so, please explain which

functions and how it was improved.

Attracting more customers

Have your customers and potential customers buying
behaviour changed significantly through the use of social

media?

Social media vs Traditional

marketing

Social media allows you to attract customers on a broad scale,
therefore, based on your company experience, is this done

faster than traditional marketing?

Developing products and service?

10.

Through information gathering, are your social media users

able to help develop products and services?
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Appendix B: Survey Questionnaire

University of the We slg rn ( apc, d:

The purpose of this questionnaire is to identify the benefits of social media within financial
institutions in South Africa

The questionnaire was composed from validated survey questionnaires and reviewed literature
which have been conducted on companies using social media. The responses that you give may
prove valuable in determining the potential benefits of social media within financial institutions.
Please complete all the questions with the appropriate marking symbol. This should require about
15 min of your time. You will remain anonymous and you answers will be handled confidentially.

1. Demographical Data (Please mark with an ‘X’)
Age 18-30 31-40 41-50 51-60 61-70
Gender Male Female
Race Black Coloured White Indian Other
Home Language English | Afrikaans IsiNdebele IsiXhoza IsiZulu Other

Questions 2 and 3 are aimed at determining the respondents’ capability of using social media.
Social media is a means of interaction amoung people where information and ideas can be
created, shared and exchanged in virtual communities and networks.

2. Which social media application/s does the company use?(Please mark with an ‘X’)

Facebook Mxit
Twitter BBM
Linkedin Pinterest
Google+ RSS feeds
Youtube Other
Blogs (Blogspot, Blogger)

Wikis (Wikipedia)
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*If you selected other, please list which application/s are used:

3. How would you describe your ability in respect to the various levels of social media usage? Mark and ‘X’
next to the level that best describes you

1 Unfamiliar I have no experience with social media

2 Newcomer | have attempted_ to use social media, but | still require help
on a regular basis.

3 Beginner I am to perform basic functions on a limited number of social media
applications.

4 Average I demonstrgte a general competency in a number of social
media applications

5 Advanced | have acquired Fhe ab|I.|ty to cpmpetently use a broad
spectrum of social media applications.

6 Expert I am pro_f|C|ent in using a wide variety of social media
applications

4. The following questions are aimed to determine how often you access social mediain the business
environment for work related purposes. Mark one appropriate level with an ‘X’ for each statement.

Social mediais accessed.....?

ig:eS(;t(rlz)ngly A= Agree(y D=Disagree 3 | SD=Strongly Disagreeu [ NO=No Opiniong,
SA A D SD NO
Daily from my workstation at work 1 2 3 4 5
Approximately 10 hours per week 1 2 3 4 5
On my mobile phone 1 2 3 4 5
On a computer at home 1 2 3 4 5

132



5. The following statements describe the way you feel about social media in your financial organisation.
Select gne appropriate answer by marking an ‘X’ for each statement

SA=Strongly Agreen) | A= Agree D=Disagree 3 | SD=Strongly Disagree [ NO=No Opinion,

SA A D SD NO
1. Social media is useful in financial institutions. 1 2 3 4 5
2. Itis a means of retrieving valuable information for the organisation 1 2 3 4 5
3. The opportunity to use social media in the work environment is exciting 1 2 3 4 S
4. Using social media can be time consuming 1 ) 3 4 5
5. | leant to use social media on my own 1 2 3 4 5
6. Using social media reduces the personal interaction with customers 1 2 3 4 5
7. 1 can connect with more clients through social media 1 2 3 4 5
8. Social media is a necessary tool in a financial setting 1 2 3 4 5
6. Please indicate your level of support that you are receiving from your organisation regarding the use of

social media. Please select one appropriate answer by marking an ‘X’ for each statement

SA=Strongly Agreeq) [ A= Agree( D=Disagree (3 SD=Strongly Disagreey | NO=No Opinions,

SA A D SD NO

1. Management provides social media support. 1 2 3 4 5
2. Management provides in-house social media training. 1 2 3 4 5
3. The organisation provides external social media training. 1 2 3 4 5

E

| regularly have access to technological equipment to use social
media in the organisation.
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7. The following questions are related to how the company effectively uses its social media platforms in
the work environment.

Social mediais used to....? Select one appropriate answer with an ‘X’ for each

statement.

SA=Strongly Agreen, | A= Agreep D=Disagree 3 | SD=Strongly Disagree,,

NO=No Opinion,

SA D SD NO

1. Answer customer queries quickly and easily. 1 3 4 5
2. Communicate product and service development with customers. 1 3 4 5
3. Create a platform to easily monitor public perception. 1 3 4 5
4. Improve customer service and generate feedback to the business. 1 3 4 5
5. Better communicate with suppliers. 1 3 4 5
6. Improve the relationship with business partners. 1 3 4 5
7. To harness information from competitors. 1 3 4 5
8. Stimulate conversation with customers and potential customers. 1 3 4 5
9. Increase customer engagement and positive customer experiences. 1 3 4 5
10. Increase the customer base 1 3 4 5
11. Create new revenue opportunities 1 3 4 5
12. Increase the level of trust with the customers and potential

customers 1 3 4 5
13. To launch new products and services 1 3 4 5
14. Build stronger relationships with its customers 1 3 4 5
15. Advertise and market products and service alongside traditional

communication (Newspaper, T.V, Radio etc) 1 3 4 5
16. Extend the global reach of the brand 1 3 4 5
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SA=Strongly Agreeq [ A= Agree(, D=Disagree (3 SD=Strongly Disagree

NO=No Opiniongs,

SA A D SD NO
17. Get customers involved in the development of new products and 1 2 3 4 5
services.
18. Monitor the brand and the market 1 2 3 4 S
19. Reduce the cost of marketing and advertising 1 2 3 4 S
20. Entice users of social media to the use the businesses products 1 2 3 4 5
and services.
21. Enhance employee engagement 1 2 3 4 5

8. Do the following statements represent the way the organisation measures the effective use of social
media as a tool. Please select one level of agreement or disagreement for each statement.
Social mediais measured through....?
SA=Strongly Agreeq) [ A= Agree( D=Disagree (3 SD=Strongly Disagreey | NO=No Opinions,
SA A D SD NO
1. Conversation rates 1 2 3 4 5
2. Posting frequency 1 2 3 4 5
3. The number of pages viewed 1 2 3 4 5
4. Frequency of visits 1 2 3 4 5
5. Service costs 1 2 3 4 5
6. Brand Awareness 1 2 3 4 5
7. The number of users 1 2 3 4 5
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SA=Strongly Agreeq) | A= Agree(, D=Disagree (3 SD=Strongly Disagreey | NO=No Opinions,

SA A D SD NO
User growth rates 1 2 3 4 5
The number of useful comments and ideas 1 2 3 4 5
Return on Investment 1 2 3 4 5

Please indicate if there are any other ways in which the company measures the effective use of social media.

aprwNPE

9. Please select the factors which may negatively impact the effectiveness of social media within the
company. Select one appropriate answer by marking an ‘X’ for each statement.

SA=Strongly Agreeq) | A= Agree(, D=Disagree (3 SD=Strongly Disagreey | NO=No Opinions

SA A D SD NO
1. Customers are resistant to use social media 1 2 3 4 5
2. Lack of time to manage the online communities 1 2 3 4 5
3. Lack of customer participation 1 2 3 4 5
4. Lack of social media management 1 2 3 4 5
5. Difficult to regularly attract new customers 1 2 3 4 5
6. Lack of qualified personnel to regularly manage initiatives 1 2 3 4 5
7. Unwillingness of customers to give feedback 1 2 3 4 5
8. Internet security issues 1 2 3 4 5
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Please indicate if there are any other factors which may negatively influence the effective use of social media

within the company

arwpdE

10. The following open ended questions aim to get further insight from the respondent on the

improvement of social media within the company.

Can social media be used in other departments within the organisation? Yes No

If yes, please state which other department/s social media can be used within the organisation.

agrONE

Are there other social media applications that the organisation could use to improve Yes No

the business functioning?

If yes, please list at least one other social media application that can be used within the organisation.

aghrwdndE

Thank you for your time and cooperation
If you have any questions regarding this questionnaire, please feel free to contact the researcher, Mr
Robert van der Ross through any of the following contact details.
2753106@myuwc.ac.za — 0734184513 — (021) 4076058

Or my co supervisor Dr J Breytenbach on (021) 9592416 or 0837088444 or via e-mail
jbreytenbach@uwc.ac.za
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Appendix C: Information Sheet

University of the Western Cape /7§

Y e P g
Respice Prospice \q s}\\\\”’,'_‘ 3

Department of Information Systems

Faculty of Economic and Management Science
Bellville

7530

South Africa

Information Sheet

My name is Robert van der Ross. | am completing a Masters degree at the University of the Western
Cape in Information Management. For this degree | must conduct a study that is entitled ‘An
investigation into the benefits of social media within financial institutions in South Africa.’

| can be contacted on 073418 4513 or 2753106@myuwc.ac.za. My co-supervisor is Dr. Johan
Breytenbach at the Department of Information Systems, University of the Western Cape. He can be
contacted at 021-959 2416 or jbreytenbach@uwc.ac.za if you need to confirm my study.

To get the information | need for this study, | will be speaking to various people who oversees the usage
of social media within the company. The project has a strong focus in identifying the benefits of social
media in financial institutions.

To identify these benefits, | would like to interview you about the implementation and usage of social
media within the company. The interview will take approximately 60 minutes to complete. This
information sheet is for you to keep so that you can be aware of the purpose of the interview. With your
signature below you show you understand the purpose of the interview.

Yours faithfully

Robert van der Ross

Signature of Participant:

Date:
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Appendix D: Consent Form

University of the Western Cape /§

Respice Prospice

Department of Information Systems

Faculty of Economic and Management Science
Bellville

7530

South Africa

Consent Form

My name is Robert van der Ross. | am completing a Masters degree at the University of the Western
Cape in Information Management. For this degree | must conduct a study that is entitled ‘An
investigation into the benefits of social media within financial institutions in South Africa.’

| can be contacted on 073418 4513 or 2753106@myuwc.ac.za. My co supervisor is Dr Johan
Breytenbach in the Economic and Management Science Faculty, University of the Western Cape. He can
be contacted on 021-959 2416 or jbreytenbach@uwc.ac.za.

I (Full name of participant) hereby confirm that | understand that the interview

is for a research project and that the information | give will be used towards a Master’s degree and other
academic publications.

| consent to participating in the research project. | understand that | am at liberty to withdraw from the
project at any time, should | so desire.

| also understand that my identity will be kept secret unless | give my express consent in writing. | also
understand that all potentially harmful information | give will be kept confidential unless | consent
expressly to it being used in public.

| understand that the findings of the research will be available to me upon request.

Signature of Participant:

Date:
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