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Abstract

This study examines CIMB Niaga Bank's use of social media for marketing its banking products, focusing on Instagram,
Twitter, and Facebook. A qualitative case study approach was used, involving in-depth interviews with five purposively selected
respondents, including marketing staff, social media managers, and two customers who engage with the bank’s content. The
findings show that while social media has a positive impact on brand recognition, challenges include maintaining consistent
content across platforms and measuring the direct impact of social media engagement on account openings or transactions.
The study recommends adjusting the tone and format of messages for each platform’s audience and enhancing analytical tools
to measure campaign effectiveness. This research paves the way for future studies comparing digital marketing practices in
the banking and non-financial sectors in Indonesia.
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1. Introduction

The banking sector has grown ever more crowded, and lenders now turn to social media not only to advertise new
offerings but also to build loyalty in ways that feel personal yet remain budget friendly. CIMB Niaga, one of
Indonesias foremost banks, illustrates the point; its teams populate Instagram feeds, Twitter timelines, and
Facebook walls with approachable posts that nudge customers toward products while quietly deepening the ties
between bank and client. Recent research has begun to spotlight the unusual power of social media to pull
customers in and polish a brands public face, often through ads that speak directly to peoples interests and bits of
content they can actually poke at [1]. In the banking world, where sticking with a single institution matters a great
deal, relationship marketing leans heavily on the open channels, instant replies, and feedback loops that social
platforms naturally create, something several studies have linked to happier, more loyal clients [2] [3]. Bank
marketers are also handing themselves a pulse check by mining the streams of comments and likes, so they can
see on any given afternoon what customers want and whether the latest promotion is hitting the mark [4]. To stay
ahead in a climate where habits shift almost overnight, lenders are folding blog posts, how-to videos, and other
content plays into their overall mix and hoping that blend keeps them one step in front of competitors [5]. The
same platforms double as informal focus groups, collecting candid gripes and cheers that bankers then sift through
to fine-tune products nobody knew were broken to begin with [6]. Studies of Indonesian banks have shown that
the buzz and interaction generated online play a real role in boosting customer happiness, and that boost, in turn,
tends to lock in loyalty [7]. When digital maneuvers are layered onto classic outreach-method face-to-face service
and printed statements-banks often see happier customers and, by extension, healthier bottom lines, a reminder
that the two worlds need each other more than ever. Recent scholarship has begun linking marketing technology
stacks and data analytics with the conversion of customer behavior into practicable business tactics [8]. Other
studies note that social media cultivates customer-brand engagement by mixing entertainment, personalization,
and electronic word-of-mouth, a triad that banks increasingly exploit [9]. Taken together, these channels and
techniques amplify customer dialogue, bolster brand fidelity, and leave financial institutions possessing durable
relational capital [10].

Social media now occupies a central place in banking marketing, a shift driven by the acceleration of digital
technology and consumers growing accustomed to instant, two-way access to financial news. Channels such as
Instagram, Facebook, Twitter, and YouTube give institutions a stage where they can speak to customers in plain
language, showcase new offerings as they happen, and respond on the spot to questions or complaints that arise.
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Instagram has often been singled out as a watershed moment for lenders such as Bank BTPN, letting them craft
targeted posts and slick promotions that hit their marketing targets and capture customers eyes on a crowded feed
[11] [12]. The platform, however, does more than advertise: it plugs banks into a networked economy that keeps
pushing them to rethink digital services in light of customers who expect speed and flexibility as a baseline [5]
[13]. When institutions mix tailoring, entertainment, and straight-up deals in their social-campaign playbook, the
plain fact is brand trust and loyalty tend to creep upwards, a vital win in an industry where relationships can make
or break a balance sheet [14]. Round-the-clock posts also chip away at time zones and branch hours, letting clients
grab answers or services at 3 a.m. from a sofa half a world away, an accessibility leap that usually breeds goodwill
and stickiness [10] [15]. By drilling down into stories, polls, and video explainers, the strategic content mix gives
each target group a chance to feel seen, or at least spoken to, in language that nearly matches their everyday talk
[9]. Messy as the comments section can get, the upside-an ongoing loop of market feedback and energetic customer
interaction-becomes hard to ignore if the goal is a sharper brand image and a heftier slice of the financial pie.
Agustriana (2024) builds on earlier concepts by directly engaging with Guzovski and Smolji¢s (2022) findings.
The dialogue between the two papers highlights how subsequent scholarship often circulates within its own
feedback loop.

This study investigates the specific practices adopted by CIMB Niaga when using social media as a promotional
channel for its banking products. The main focus is on the impact of online interactions on customers' financial
habits and decisions. In this context, the researchers formulated several basic questions: Which platforms are most
frequently flooded with bank marketing content? To what extent do followers' feedback, both positive and critical,
change their perceptions before they finally make a choice, such as whether to choose a new credit card or open a
savings account with rewards? The main hope of the research is to create a clear picture of how effective social
media really is amid increasingly fierce competition among financial institutions in the digital era.

This study presents two different benefit schemes, namely theoretical knowledge and practical benefits. At the
theoretical level, this paper aims to develop and strengthen the concept of digital marketing through the prism of
social media, especially in the field of banking finance, thereby adding to the body of literature that is often referred
to by other researchers. On the practical side, the findings are expected to serve as a direct guide for bank
practitioners to explore social media channels to capture brand attention, build loyalty, and nurture long-term
relationships with customers. This investigation is constrained by one specific limitation: the use of social media
by CIMB Niaga Bank in promoting its product portfolio to Indonesian customers, with a particular focus on
campaigns visible on commonly used social media platforms.

The development of digital marketing in the banking sector has reached a point that cannot be ignored. Banks now
use social media pages as both a showcase and a promotional arena, making mastery of this landscape a necessity
for survival. This study selected CIMB Niaga Bank as its object and examined how the institution can maximise
social media to create value for customers and foster loyalty. While marketing management disciplines have
extensively addressed digital channels, a quick survey reveals a gap: in-depth qualitative research on the
application of social media to banking products remains scarce. Most literature focuses on quantitative metrics or
discusses the digital ecosystem at a macro level, rather than examining specific cases. By breaking away from this
common pattern, this study promises a new perspective on how posts, comments, and paid advertisements on
Facebook, Instagram, and Twitter influence the choices and loyalty of CIMB Niaga customers. The final results
are expected to contribute empirically to the white paper on service marketing theory.

2. Research Methods

This study is rooted in a qualitative approach and employs a single case design, oriented towards a deep
understanding of how a national bank develops its social media marketing strategy. The researchers chose this
format because it encourages detailed exploration of the narratives, images, and announcements posted on public
timelines, as well as the dialogue that arises there. The pandemic-focused case study of CIMB Niaga Bank provides
an opportunity to investigate the technical, cultural, and managerial elements that drive, as well as hinder, the
presence of digital infrastructure in financial product offerings. The hope is that the findings will offer a concrete
picture of online marketing practices in the banking sector and document their impact on consumer choices and
loyalty.

Researchers investigating CIMB Niagas social-media outreach relied on survey responses collected in real time as
well as archived reports and analytic snapshots. The mix of firsthand feedback and retrospective files was meant
to document how fully the bank had leaned into digital channels. Primary data came directly from a series of open-
ended interviews with in-house marketers and social-media supervisors, who talked candidly about the tactics that
work, the hurdles that frustrate them, and the rare wins that make it all feel worth-while [16] . Those conversations
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mirror the field's growing habit of leaning on spoken testimony and on-the-ground observation when it tries to
figure out what really makes social feeds click [16]. With the same gaze toward triangulation, the team pulled in
annual statements, slide decks, campaign flyers-any internal scrap that sketches out how the bank measures the
pulse of digital outreach [5]. By weaving firsthand voice, printed artifact, and desk-based number, the study hunts
for clues on why bank posts sometimes echo around the web and why, just as often, they fade after one scroll [5].
That blend tracks a wider drift in financial services, where screens, clicks, and constant feed-refreshing habits are
not just decorations but the loudest channels through which customers now sign in, complain, and maybe open an
account [5].

The recent inquiry into CIMB Niagas social-media marketing strategy gathers data from multiple sources: open-
ended interviews with bank staff, participatory field notes, and a close reading of internal reports. Such a mixed-
methods design echoes a wider industry shift, as lenders now lean on platform metrics and story-driven content to
forge closer ties with clients and stiffen brand allegiance. Staff and management interviews coded through thematic
analysis reveal how banks deliberately wield social media to deepen client ties and capture market value. That
finding parallels early work by Gandolfo, which talks about placing digital channels at the core of banking
customer strategy [17]. In-person observation-a staple of this study-gives the researcher a front-row seat to the
constant ping of public and private exchanges. Such immediacy matters in a networked economy where shopper
habits turn on a dime [5]. Content archacology, or sifting posts and replies point by point, confirms that customer
chatter can tilt the design and appeal of banking products. Previous codings of more than 20,000 social media
snippets show how well that tactic works [17]. Anecdotal pulls from narrative interviews put a finer edge on the
picture. Managers confess that their personal feeds double as marketing screens and that each click collides with
the usual boundaries of work and home, a tension rooted in office culture itself [18]. Collectively, these streams
of evidence and method sketch a wide-angle view of social media's place in contemporary banking. The framework
that emerges helps clarify how marketing plans ride social waves and how customers choose to engage, disengage,
or lean in.

3. Results and Discussions
3.1. Data Description

The data sources used in this study were carefully compiled to answer questions about how social media is used
in marketing CIMB Niaga Bank's banking products. Most of the primary information came from in-depth
interviews with marketing officers, digital channel managers, and a number of customers who regularly interact
with the bank's content. Additionally, secondary documents played a significant role: annual reports, internal
analyses, and statistical data previously published by the organisation. Field conversations revealed details about
tactical steps, daily challenges, and successful moments accumulated throughout the digital communication
journey. At the macro level, CIMB Niaga Bank's social media practices appear to be neatly woven into its
campaigns, utilising Instagram, Facebook, and Twitter to drive audiences to product offers and maintain dialogue
with service users.

3.2. Thematic Analysis

Through interviews and observations, a number of significant themes emerged, reflecting how CIMB Niaga Bank
utilises social media in marketing its banking products. The most striking theme was the effectiveness of social
media itself. Most informants emphasised that these platforms contribute greatly to attracting new customers and
strengthening brand awareness. A social media manager at the bank revealed, “Social media is very effective in
reaching a wider audience, especially the younger generation who are active there. Through Instagram and
Twitter, we can present product information in an engaging and easy-to-understand way.” This statement
indicates that these channels provide space for more direct and personal communication with customers.

The challenges of implementing social media were the second theme that emerged in the interviews. Although
these platforms offer a variety of benefits, CIMB Niaga Bank still faces significant problems, particularly in
maintaining consistent content across all channels. A marketing staff member explained, "Our biggest challenge
is maintaining consistency of message across different platforms. Each platform has a different audience with
different content preferences. For example, content on Instagram is more visual, while on Twitter it is more about
quick and concise information.” This situation highlights the importance of tailoring marketing strategies to the
unique characteristics of each social media platform.

The final theme is the marketing strategy implemented by CIMB Niaga Bank to maximise the use of social media.
The informant stated that their focus is not merely on selling products but also on building long-term relationships
with customers. “We don't just promote products; we also educate customers about finance. By providing
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educational content, we build credibility and stronger relationships with customers,” said the social media
manager. This statement shows that CIMB Niaga Bank uses social media as a means to instil trust, which in turn
drives increased customer loyalty.

3.3. Discussion

CIMB Niagas successful use of social media to market its banking products mirrors wider research showing that
online platforms boost brand visibility and deepen customer interaction across the banking sector. Social-media
sites give banks a chance to connect with far larger audiences, especially younger users who spend much of their
day online, thus raising both visibility and day-to-day interaction [19]. Because each channel has its own tone and
audience, crafting platform-specific posts lets financial firms pull in the right customers and keep them engaged
for longer [9] [5]. This idea matches digital-marketing theory, which underlines that two-way dialogue can build
the kind of personal bond that turns casual users into loyal clients [20] [21]. Features like humor, quick polls, user-
extra interaction feeds back into higher brand recall and a stronger image [9] [22]. Visual-heavy platforms such as
Instagram move the needle even farther by letting banks run eye-catching ads and behind-the-scenes videos that
polish their identity and widen geographic reach [1]. Prompt replies to comments or DMs foster openness and
trust, which research links directly to greater satisfaction and better brand attitudes over time [20] [6]. Adding
influencer partnerships, targeted hashtags, and regular performance reviews creates a feedback loop that keeps
messaging fresh and aligned with evolving customer needs. Recent research highlights that social media marketing
strengthens brand loyalty, particularly among digitally fluent young buyers, by fostering a shared community and
prompting ongoing interaction with the firm [19]. More broadly, weaving social platforms into banking promotions
raises brand visibility and consumer engagement while also nurturing durable customer ties in todays digital world
[23] [24].

CIMB Niaga now grapples with the classic social-media dilemma, balancing volume and relevance on five
different feeds while constantly sidestepping the pitfalls of brand dilution. Keeping posts fresh without sounding
frantic demands a level of editorial discipline usually reserved for print journals, not scrolling screens. Scholars of
marketing communication theory insist that brands gain credibility only when their messages look and sound the
same, whether a consumer is reading a tweet, a newsletter, or a billboard [25] [26]. For Bank CIMB Niaga, a robust
content-marketing plan that starts with deep audience research, persona sketches, and regular content audits could
keep its messaging fresh and in tune with market shifts [25]. Social media's back-and-forth nature, when harnessed
properly, becomes a stage where dialogue builds customer trust and widens the banks sales footprint [27]. Yet not
every channel likes the same type of material; brand storytelling must bend to video, infographics, and plain text
alike if it hopes to be heard above the din [28]. In an industry moving toward networked ecosystems, digital tools
and sharp content strategy no longer sit on the sidelines; they drive the engine of modern banking [5]. When CIMB
Niaga plans, posts, and fine-tunes its updates across platforms, the goal must be larger than traffic-it is to make
sure varied audiences see the banks mission reflected in their own lives [28]. Checking analytics, gathering
feedback, and iterating campaigns form the feedback loop that keeps the effort relevant and effective over time.
Recent scholarship emphasizes that contemporary operations can be refined through big-data analytics and
automation, enabling firms to pivot quickly as market conditions shift [26]. For Bank CIMB Niaga, a carefully
architected content-marketing plan becomes not just advisable but essential for taming the disparate information
streams that circulate on social-media channels while still hitting overarching promotional goals.

CIMB Niaga has directed its customer-engagement strategy toward the creation of enduring bonds by curating
tutorials, webinars, and practical financial tips. Such an emphasis echoes the foundational tenets of relationship
marketing, where shared value and mutual gain are viewed as prerequisites for lasting loyalty. In the fiercely
competitive banking landscape, where interest rates and fee schedules often look suspiciously alike, winning a
clients enduring loyalty is far from easy [2] [29]. CIMB Niaga sidesteps the sameness by pairing every product
pitch with a bite-sized lesson on how loans, cards, or mutual funds actually work, and in so doing the lender quietly
earns a reputation for reliable advice [3] [30]. When these educational posts appear on Instagram, they do more
than advertise-Retail customers tend to linger, like, and eventually stay, which is exactly the kind of engagement
banks crave for the long haul [3] [31]. Academic surveys show that relationship marketing schemes built on open
dialogue, shared gains, and a personal touch consistently nudge loyalty scores upward [32] [30]. Seamlessly
mixing service recovery with genuine social concern, CIMB Niaga offers proof that the feel-good stuff often
counts more than the fine print, a finding echoed by independent observers [3]. Broadly speaking, the banks
method lines up with the classic textbook definition of relationship marketing, which centers on creating, nurturing,
and constantly upgrading the bonds that link company and customer. Delineating between acquisition and retention
remains a persistent concern in contemporary scholarship [33] [34]. CIMB Niaga, rather than surrendering to price
wars, folds instructional material into its promotional playbook and thus turns relationship marketing into a
distinctive shield. The maneuver quiet- ly elevates profit margins while anchoring customer fealty.
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Social media has become a staple in banking marketing not only for flashy headlines, but because it quietly
cultivates credibility and trust. A recent campaign from Bank CIMB Niaga illustrates how consistent, relatable
posts can transform skepticism into customer confidence. Banks emphasizing relationship marketing-often framed
around financial, social, and structural perks-appear to boost loyalty most noticeably through their social offerings
[3]. This observation dovetails with a wider industry habit in which social media endeavors-customization, light-
hearted entertainment, swipe-up promos-drive brand trust and repeat patronage [14]. Meanwhile, the everyday
habit of posting quick how-to articles or short explainer videos steadily cements loyalty by giving customers
something they perceive as useful rather than promotional chatter [35]. Over on Instagram, the bright visuals and
fast feedback loops let marketing teams tweak messages in real time, a flexibility that sharpens both engagement
levels and the banks overall image [1]. Many institutions now profile basic budgeting, investing, or credit tips in
Stories and Reels, hoping that better-informed followers will stay clients through market highs and lows [36]. By
weaving those bite-sized lessons into an ongoing content calendar, a bank can raise awareness while also nudging
customers toward deeper interaction, since relevance is half the battle [37]. That dynamic maps neatly onto value-
based marketing theory, which places meaningful, timely benefits at the center of any winning competitive
playbook. Social media platforms, when paired with thoughtfully crafted content marketing, have become a
cornerstone of modern banking strategy. They not only help institutions forge lasting ties with customers but also
bolster brand allegiance and protect market position amid relentless digital disruption.

CIMB Niaga now encounters a pressing demand to recalibrate its operations, as the relentless advance of digital
trends intertwines with shifting consumer habits. The rise of real-time social media chatter and performance-driven
digital marketing campaigns lays bare the banks exposure to an environment that waits for no institution. A
growing network orientation is sweeping through the banking industry, spurred by rapid technology upgrades.
Financial institutions now find themselves scrambling to redefine digital outreach so it matches customers shifting
habits [5]. Social media sits at the center of this transformation, offering tools that mold how buyers view brands
and decide whether to click the purchase button [38]. To ride the wave, many banks are stitching together
omnichannel service maps and building wider digital ecosystems that keep users close and engaged [39]. Online
patrons today expect experiences that speak directly to them; personalized messaging grounded in solid data has
become the price of entry [40]. Mining those same platforms for audience clues lets marketers sift petabytes into
actionable moves instead of guesswork [41]. All of this pushes money firms away from glossy image ads and
toward tighter, insight-driven storytelling. In the realm of product advertising, a pronounced shift has emerged
toward foregrounding the intrinsic quality traits of financial offerings [42]. For Bank CIMB Niaga, fine-tuning its
digital marketing playbook hinges on relentless market inquiry and a close reading of how users engage with
published material, so that tactics stay responsive to the brisk shifts in online culture and consumer inclinations
[43].

Bank CIMB Niaga provides a telling illustration of how social media can be woven into the marketing playbook
for financial products. In that environment posts, stories, and short videos do more than push offers; they elevate
brand visibility and invite customer interaction in real time. Over time the same channels plant the seeds for deeper
loyalty-a connection that extends well beyond the moment a customer clicks the sign-up button. Banks have turned
to Instagram and similar sites to streamline their marketing messages, boosting customer interaction while
polishing their public image with carefully tailored ads [1] [9]. The give-and-take of social spaces nurtures feelings
of appreciation and that brief warm glow people sometimes feel, emotions that, research shows, bridge corporate
charity work and the fans loyalty that follows [44]. Behind the scenes, data-hungry algorithms comb through likes
and shares so lenders can pitch products matched almost instinctively to an individuals taste, a trick that pays off
in repeat business and lasting allegiance [4]. Still, keeping the tone steady and the message on-brand is no small
feat, and marketers must tinker constantly if they want to stay a beat ahead of rivals in an oversaturated feed [5].
When done right, social media lets a bank speak to thousands at once and slice that audience into micro-groups
for sharper, more personal campaigns [45]. Numerous surveys tie this careful targeting to deeper brand loyalty,
underscoring why-paneled screens have elbowed their way to the center of the promotional playbook [46]. Yet
even the slickest feeds cannot erase the longstanding, face-to-face trust that still anchors the industry. Even in an
age of near-constant connectivity, many customers encounter lingering confusion when navigating a banks product
menu, prompting repeated calls for institutions to temper slick digital copy with face-to-face or telephone support
[6]. Social platforms undeniably open fresh channels for engaging users and building brand loyalty, yet those
benefits materialize only when executives manage content calendars and crisis replies with equal discipline [20]

[3].
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4. Conclusion

A field study at CIMB Niaga Bank explored the impact of social media on the marketing of banking products. The
results showed that platforms such as Instagram, Facebook, and Twitter not only raised brand awareness but also
encouraged more personal interaction and customer loyalty. The audience most affected appears to be the younger
generation, who are more familiar with the digital environment. However, the bank still faces two classic
challenges: maintaining message consistency across all channels while managing customer dialogue to remain
constructive. Overall, social media presence has proven beneficial, but there is room for improvement, particularly
in content strategy development and campaign success measurement. Based on the findings revealed in this study,
several recommendations have emerged. CIMB Niaga Bank is advised to strengthen its presence in the digital
space by designing more consistent and relevant content across various social media channels. Tailoring marketing
materials to the unique characteristics of each platform will expand reach while enhancing the appeal of the
messages conveyed. The bank should also continue to leverage the power of data analytics, regularly measure
campaign performance, and adapt strategies based on empirical findings. Further research would be more
meaningful if it encouraged comparisons with similar practices in other financial institutions or even in different
industries, thereby providing a more comprehensive view of social media application in marketing. Such
exploration has the potential to offer new insights into how digital channels can be optimised to achieve more
effective marketing objectives.
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