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Abstract 
The purpose of this study was to determine the effects of funny and viral content on brand awareness 
creation. Three objectives were derived from this study: (1) to analyse the relationship between funny 
content and user engagement; (2) to determine the relationship between viral content and user engagement; 
and (3) to examine the relationship between user engagement and brand awareness creation. A quantitative 
method was used to conduct the study. The study revealed that funny content has a significant positive 
relationship with user engagement. Furthermore, the study found that viral content did not have a 
relationship with user engagement. However, user engagement was found to have no relationship with 
brand awareness creation. Practical implications: The brand managers of the local retail banks would be 
able to effectively design humorous contents that are trending across social media platforms. Brand 
managers would further be able to develop robust strategies that can encourage consumers to become 
content creators, as opposed to be consumers of content across social media platforms. Study contributions: 
The study would add a new theoretical and practical perspective to the body of knowledge within the South 
African banking industry pertaining to social media banking context. 

 Keywords: Funny, viral, brand, online, South Africa 

INTRODUCTION AND BACKGROUND 
Social media offers organisations overwhelming opportunities to engage consumers to either 
share or create content towards brands or services (Stojanovic, Andreu, & Curras-Perez 2018; 
Almestarihi, Al-Gasawneh, Al-Jabali, Gharaibeh, Odai, & Nusairat 2021; Sang, Nguyen, Le, 
Nguyen, Ho, & Pham 2023). Interestingly, now it is even cheaper to promote brands and services 
through Facebook, blogs, Instagram, and TikTok, as opposed to television advertisements 
(Shwastika & Keni 2023). Sang et al. (2023) show that more than 30% of respondents agreed to 
have purchased products after seeing them on social media (Sang et al. 2023). A study by Mario 
(2022), which focused on local universities, shows that 200 students from SA universities agreed 
that 99% of students are affiliated with social media. The study further attests that South African 
users mostly spend eight hours and 28 minutes per day on social media, compared to seven hours 
in Singapore and six hours in the USA. There has been a significant rise of the SA youth opening 
bank accounts from the age of 15; from 54% in 2011 to 84% in 2021 (Classen, 2022). 

Penpeçe (2013), and Jafarova and Tolon (2022) indicate that modern organisations can now 
actively interact with consumers, thereby giving them a platform to share or create content on 
social media. It is argued that there is no brand or service to be perceived in the consumer’s mind 
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unless they can recall or recognise them via brand promotion such as social media (Hameed, 
Malik, Hadi, & Raza, 2023). 

This paper seeks to address this interesting question: Does funny and viral content affect brand 
awareness creation (BCC) through user engagement among consumers on social media? 
Therefore, this study argues that if bank managers of local banks engage consumers, this will lead 
to higher brand content creation regarding banking services on social media. 

Past literature shows that funny and viral content enhances positive customer participation on 
social media (Masa’deh, AL-Haddad, Al Abed, Khalil, AlMomani, & Khirfan, 2021; Wirga, Dewi, 
Pasek, Saputra, & Dananjaya, Sheak, & Abdulrazak, 2023; Nguyen, Tran, & Nguyen, 2024). 

 The structure of the present study is classified as follows: Firstly, the literature review section 
will be provided, and this includes the philosophical theory, a review of literature on funny 
content, viral content, user engagement and brand awareness creation. Next, the methodology, 
analysis and discussion of the study results are delineated. Finally, this study highlights the 
conclusions and managerial implications, outlining the main limitations and possible future 
research recommendations. 

PROBLEM STATEMENT 
Thus far, past research studies have not reached consensus on what influences entertaining 
content that triggers virality among consumers, thereby resulting in sharing the content across 
social media platforms (Sadek, Elwy, & Eldallal, 2018; Cheung, Pires, & Rosenberger, 2020; 
Dyrelov, & Melander, 2021; Sheak, & Abdulrazak, 2023; Wang, Mohd, & Ahmad, 2024). However, 
empirical studies suggest that entertaining content is mostly preferred by customers on social 
media. For instance, a study by van der Wal et al. (2022) found that as adolescents develop with 
age, their preference for shows that feature aggressive humour types decrease, yet their 
preferences for shows that feature coping humour increase. Additionally, Liu, Courant, and 
Kalogeiton (2024) found that audio and video were found to be more humorous than text 
messages. It is surprising to find that few local studies pay attention to the effects of entertainment 
on customer engagement, because a report that analysed 30 million geotagged tweets (laughing 
emojis) found that South African citizens laugh the most, compared to Ghanaians, Tanzanians, 
Egyptians and Kenyans (Nefdt, 2024). The reason behind why most South Africa mostly react to 
funny content could be based on the notion that generally the local youths are experiencing some 
form of stress or anxiety. For example, a study by Rousseau and Thompson (2019) found that 
depression and suicidal thoughts were common among most undergraduate students, especially 
first-year students. In the same vein, another study found that watching funny video clips every 
day for three consecutive weeks reduces stress, although it might fade away with time (Stieger, 
Altenburger, Schmid, & Lewetz, 2023). Unfortunately, an early study by Redlinghuis and 
Rensleigh (2010) observed that the dominant South African banks lack maturity, and they also do 
not understand their customers’ expectations and experience regarding both websites and social 
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media. The success of every organisation, including retail banks, is dependent upon embracing 
the needs and wants of customers, either via traditional promotional tools or social media 
platforms. Unlike traditional promotional media, social media is perceived to be more viral 
among customers since it has the capacity to like, comment and share content (Roy, Eti & Jannat, 
2021). At this stage, it remains unclear whether the local customers of South African retail banks 
perceive the content as entertaining and viral in nature. It is for the same reason that this present 
study intends to examine the effects of funny and trending content on brand awareness creation 
within local retail banks among banking customers in South Africa. It is assumed that local 
banking customers would eventually be able to actively engage in the creation of brand contents 
through brand comments across social media platforms upon being subjected to exciting and 
viral content. 

AIM OF THE STUDY AND HYPOTHESES  

The main research aim of this study is to analyse the effects of funny content and viral content on 
brand awareness creation among SA’s retail banking online consumers. The following 
hypotheses informed the study: 

 To establish whether funny content has a positive effect on user engagement among 
online retail banking customers. 

 To determine whether there is a positive relationship between viral content and user 
engagement among online retail banking customers. 

 To verify whether there is a positive relationship between user engagement and brand 
awareness creation among online retail banking customers. 

  

LITERATURE REVIEW 

The elaboration likelihood model of persuasion 

Various past academic scholars have attempted to conceptualise the elaboration likelihood theory 
(Malarvizhi et al. 2022; Farivar, Wang, & Yuan, 2023; Petty & Cacioppo, 1986). This theory was 
mainly developed to understand the underlying reasons behind an individual’s attitude or 
behaviour towards a particular object. Putra and Suprapti (2020) define the elaboration likelihood 
model as a theory that attempts to explain how people or consumers are persuaded to engage in 
a particular behaviour. Petty and Brono (2012) categorise elaboration likelihood theory into the 
central route and peripheral route, suggesting that sometimes persuasion requires effortful 
thinking (central route); yet, on the other hand, it may be because of lower effort, living with the 
assumption that experts are correct. Putra and Suprapti’s (2020) study used argument quality as 
the central route since it concentrates on the message’s content, and the credibility and 
attractiveness of the source were referred to as the peripheral route. Petty and Cacioppo (1986) 
add that the use of experts to endorse a brand could enhance its credibility. Similarly, Mark et al. 
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(2022) argue that a message from a credible source is more persuasive and suddenly boosts 
confidence in the brand message. Farivar, Wang, and Yuan (2023) point out that influencer 
marketing has been gaining popularity since influencers are regarded as opinion leaders. Within 
the context of this paper, it is suggested that if marketing managers of local South African banks 
adopt social media influencers to endorse their brands, customers would be persuaded to trust 
such brand content and eventually recommend the brand to their peers through sharing and 
content creation across social media platforms. 
  
Funny content 
Sheak and Abdulrazak (2023) define funny content as brand content that is developed by 
organisations and is perceived as fun and exciting by customers across social networks. Social 
media content may come in the form of videos, music, and funny videos (Nguyen et al. 2024). 
Malarvizhi, Al Mamun, Jayashree, Naznen, and Abir (2022) observed that consumers enjoy 
watching videos and playing games on social media as a way of reducing stress and boredom. 
Wirga et al. (2022) attest that consumers are more inclined to funny content since they perceive it 
to be attractive. In a past study by Masa’deh et al. (2021), managers could creatively develop 
entertaining content by integrating pictures and videos into social media. Ultimately, this creates 
a positive experience among customers, and they are now able to recognise and engage with the 
brand on social media (Masa’deh et al. 2021; Wirga et al. 2022; Wang, 2024). 

Viral content 

Malarvizhi et al. (2022) advise that organisations should develop the latest brand content if they 
want to attract more users or consumers on social media. Viral content is seen as a hot discussion 
that contains the latest and most up-to-date information that attracts users’ attention on social 
media (Sheak & Abdulrazak, 2023). Wirga et al. (2022) point out that one of the reasons for 
consumers to consume viral content is to stay abreast of the latest information regarding an 
organisation’s brand and services. Masa’deh et al. (2021) indicate that an organisation that can 
consistently provide creative ideas and feedback to consumers daily could build trust and 
customer confidence. Consequently, Nguyen et al. (2024) advise that marketing managers should 
consistently produce viral content that can increase brand awareness across social media 
platforms. 

User engagement 
Social media can be used as a tool to create a connection between marketing managers and 
customers. Over the past ten years, most marketing organisations, especially retail banks, have 

, 2021). This was due to its 
ability to empower consumers to create comments and review relevant information about 
organisations’ brands and services. Compared to traditional media, Laradi et al. (2023) found that 
social media has the potential to engage consumers instantaneously since the feedback is 
provided immediately. Consequently, this empowered consumers to contribute towards any 
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product development initiative through their opinions and comments across social media 
, 2021). Sheak and Abdulrazak (2023) show that entertaining videos and viral content are 

perceived to increase brand content awareness on social media. 

Brand awareness creation 

It is the goal of any marketing promotional manager, especially in banking services, to stimulate 
their customers to equally participate in content creation and sharing of brand content with their 
peers across social media platforms. As such, this goal can only be achieved once the marketing 
managers create brand awareness and suddenly engage their customers or fans on social media. 
Sang et al. (2023) define brand awareness as the degree to which consumers remember and 
recognise a product based on its name, logo, colour, or any related product symbols. Hameed, 
Malik, Hadi, and Raza (2023) add that brand awareness is the likelihood of recognising the brand 
adequately when other products are being displayed during the decision-making process.  

Whenever consumers are subjected to any marketing stimuli, eventually this would trigger their 
thoughts, thereby judging its worth before the final purchase (Stojanovic, Andreu, & Curras-
Perez, 2018; Almestarihi et al. 2021). Past research by Domazet, Djokic, and Olja Milovanov (2018) 
has shown that consumers are likely to purchase a product that they can remember, even if it is 
not presented before them. Again, Shwastika and Keni’s (2023) study proves that consumers will 
easily recognise a product that is stored in their ears and minds. It is for this reason that Hameed, 
Malik, Hadi and Raza (2023) observe that consumers usually purchase products from the service 
provider that they are familiar with in the market. Nevertheless, Sadek, Elwy, and Eldallal (2018) 
indicate that the product with the highest awareness, if displayed among several brands, will 
stand out. In contrast, Jing (2022) suggests that if consumers are not familiar with the products, 
they will, unfortunately, not have more likes or comments on social media. It is for the same 
reason that marketers should carefully craft their brand content on social media to navigate the 
active engagement of customers towards the organisation’s brand (Karkar, 2016; Hameed et al. 
2023). Within the context of the present study, brand awareness creation is seen as the consumer’s 
ability to create content on social media, instead of the mere liking or sharing of brand posts 
uploaded by banking personnel or an influencer. These discussions led to the theoretical 
framework proposed for the study, as depicted in Figure 1 below. 
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Figure 1: Conceptual model

Source: Author’s own compilation
  
MATERIALS AND METHODS

Based on a recent report, it has been revealed that the rapid growth of social media and digital 
media is estimated to contribute R91.4 billion to the entire South African economy by the year 
2035 (Bhana, 2024). Social media has revolutionised the communication paradigm between retail 
banks and their customers, especially the youth. Most banks are now using social media as a vital 
tool to create awareness and drive traffic, thereby increasing business growth (van Dijk-
Hildebrand, 2024). Therefore, this study was aimed at analysing the effects of funny content and 
viral content on banking customers from the following South African malls: Mall of Africa, 
Sandton City Shopping Centre, Maponya Mall, and Menlyn Mall, located in the Gauteng 
Province. A list of materials and methods to conduct the study, such as research paradigm, 
research design, target population, including sampling, data collection tool, as well as data 
analysis and ethical clearance, is provided next.

Research paradigm 
Ugwu, Ekere and Onoh (2021) refer to a research paradigm as a philosophy that researchers use 
to guide their thinking on a research project. A research paradigm, according to Kivunja (2017), 
constitutes the worldview of how researchers interpret data derived from the research study. This 
study employed the positivist paradigm to undertake the study. Rehman and Alharthi (2016) 
explain that there are cause-effect relationships between given variables, and once found, they 
can be hypothesised with some degree of truth in the future. Within the context of the study, it 
was assumed that higher user engagement is because of funny content and viral content. 
Secondly, brand awareness creation was predicted to be an outcome of user engagement. These 
assumptions were inspired by prior research studies, and positivism was therefore used as a 
research lens to guide the logic behind this paper. 
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 Research design 

Khanday and Khanam (2019) define research design as a scientific tool used to answer research 
questions in an objective and accurate manner. Akhtar (2017) adds that research design outlines 
all the methods and procedures that the investigator follows to collect data. In this case, a 
quantitative research design was chosen. Asenahabi (2019) highlighted that quantitative research 
has the capacity to summarise data with precision at a reasonable cost. As a result, tables and 
figures were used to present the results of the study pertaining to the effects of funny and viral 
content on brand awareness creation among SA banking customers. 

Population and purposive sampling 

According to Willie (2023:1), target population refers to “a specific subset or segment within the 
larger population that is the primary focus of a study, intervention, or marketing strategy.” The 
target population of the present study consisted of young and older banking consumers who had 
been with the dominant South African banks for more than two years, while subscribed to various 
social media platforms of that bank. It was assumed that such individuals would possess relevant 
and recent information that would assist the investigator in accurately answering the research 
problem at hand. Moreover, purposive sampling was used to select the eligible respondents. This 
study was directed at popular shopping malls to collect data within the Gauteng Province. These 
malls were chosen because of sample frame unavailability due to strict restrictions regulated by 
the South African Reserve Bank to protect customers from data breaches. As such, the present 
study collected primary data using a research firm, and this organisation hired fieldworkers who 
went to the selected malls. These fieldworkers went to the malls on different days and at different 
times of the week. During fieldwork, fieldworkers warmly greeted the shoppers as they were 
doing their shopping, and they suddenly introduced themselves while highlighting the purpose 
of the study. Ultimately, a few screening questions were asked to determine eligibility before the 
survey was conducted among the eligible respondents. Thereafter, a sample of 311 was obtained 
from the 400 initial targeted population. 

Data collection tool 

The study used a structured questionnaire that was based on a five-point Likert scale to ascertain 
the perception of consumers regarding their perception of social media, particularly regarding 
funny content, viral content, user engagement and content creation among respondents. The 
scales on funny content (five items) of Seo and Park (2018), viral content scale (five items) of Seo 
and Park (2018), user engagement (five items) of Solem (2016) and Mohamed (2016) and content 
creation (five items) of Mohamed (2016) and Chiang et al. (2017) were all extracted from previous 
related studies. 
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Data analysis 

Islam (2020) is seen as a research technique that guides the investigator when cleaning, preparing 
and modelling data to arrive at an accurate decision to solve the research problem at hand. In 
addition, Taherdoost (2020) views data analysis as a system that converts collected data with 
precision, thereby leading to a sound conclusion. This study used structural equation modelling 
(SEM) to analyse the data. Stein et al. (2012) recommend this technique due to its ability to test the 
suitability of the hypothesised cause and effect in the model.  

RESULTS 
The demographic results of the respondents’ characteristics showed the following: There was an 
equitable distribution between male and female respondents in the study. However, based on 
Table 1, the female respondents were found to be the highest percentage; 21.6% accounted for the 
highest percentage and this was for the Gauteng Province across South African provinces; Several 
times a day was found to be the highest among the options associated with log frequency for 
respondents on social media. Regarding social media consumption per log-in, most respondents 
spend two hours per log in.  

Table 1: Usage characteristics and demographics 

Variables 

  

Categories % 

Gender 

  

Male 

Female 

47 

53 
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Province of origin 

  

Eastern Cape 

Free State 

Gauteng 

KwaZulu-Natal 

Limpopo 

Mpumalanga 

North West 

Northern Cape 

Other country 

Missing items 

9.1 

8.8 

21.6 

14.8 

7.4 

5.1 

11.1 

8.0 

11.9 

2.3 

Log frequency on to social media 

  

Several times a day 

Daily 

2-4 times a week 

Once a week 

2-4 times a month 

Once a month 

58.2 

30.7 

8.2 

2.0 

.3 

.6 

Variables Categories % 

Hours spent on social media per log-in  

2 hours          

3 hours 

4 hours 

 

61.4 

23.6 

8.2 

3.4 

3.4 
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SPSS was used to assess the confirmatory factor analysis by means of structural equation 
modelling (SEM). A reliability assessment of the funny content, viral content, user engagement 
and content creation was undertaken through Cronbach’s alpha and composite reliability (CR). 
CR and Cronbach’s alpha were 0.915 and 0.875 for the funny content, 0.880 and 0.804 for viral 
content, 0.878 and 0.805 for user engagement, and 0.953 and 0.978 for content creation, which 
reflected good internal consistencies (refer to Table 2). Convergent validity was evaluated by 
means of the factor loadings and AVE. The social media scale factor loadings ranged from 0.718 
to 0.979 and the AVE values ranged from 0.710 to 0.917; both values exceeded 0.5 and thereby 
were confirmation of convergent validity (refer to Table 2). 
  

 

Research 
constructs 

  M SD Factor loadings AVE CR  

Funny content FC1   

4.44 

  

0.506 

0.943   

0.784 

  

0.915 

  

0.875 FC2 0.973 

FC3 0.718 

Viral content VC1   

4.63 

  

0.449 

0.810   

0.710 

  

0.880 

  

0.804 VC2 0.900 

VC3 0.816 

User 
engagement 

UE1   

4.51 

  

0.498 

0.830   

0.707 

  

0.878 

  

0.805 UE2 0.937 

UE3 0.745 

Content creation 

  

CC1   

  

1.30 

  

  

0.781 

0.937   

  

0.917 

  

  

0.953 

  

  

0.978 

  

CC2 0.964 

CC3 0.979 

CC4 0.951 
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Note:  FC= Funny content, VC = Viral content, UE = User engagement, Creation content=CC 
  

From the goodness-of-fit measures of the SEM analysis emerged a robust acceptable statistical 
result 
TLI = 0.978, RMSEA = 0.034, and SRMR = 0.050. 
  

Figure 2: SEM analysis

  

Based on Figure 2, the standard coefficients revealed that funny content illustrated a positive 
effect on user engagement ( ) and that viral content ( ) 
exhibited a negative effect on user engagement. Furthermore, it is shown that user engagement 
( = 0.006, p =0.922) exhibited a negative effect on content creation. Therefore, hypothesis 1 was 
accepted and hypothesis 2 was rejected. However, hypothesis 3 was also accepted. 

DISCUSSION OF FINDINGS

The findings of the current research revealed that funny content has a positive effect on user 
engagement. This finding confirms previous studies. For instance, Indonesian research by Wirga, 
Dewi, Pasek, Saputra, and Dananjaya (2022) confirms a positive relationship between funny 
content and brand image within a digital business programme focused on the Bali State 
Polytechnic. Similarly, a study done in Taiwan also shows that a relationship exists between 
funny content and buying intention towards retail goods (Jing, Fang, & Tien, 2022). It is 
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disappointing to observe that other research studies did not arrive at the same conclusion. 
Masa’deh, AL-Haddad, Abed, Khalil, and AlMomani (2021) showed that brand awareness cannot 
be predicted by entertainment in Jordanian airlines. A study done in China found that the 
entertainment value of influencer posts did not affect the PSR between the influencer and their 
followers or purchase intention (Liu & Zheng, 2024). “PSR can be defined as unilateral 
relationships formed by a media audience with a media character” (Liu & Zheng, 2024). 

Within the context of the present study, the brand contents of banking services seem to stimulate 
excitement among consumers across social media platforms in South African retail banks. 
Nguyen, Tran, and Nguyen (2024) found that funny content touches consumers’ feelings and 
suddenly generates excitement in them. It is not surprising that, in China, entertainment was 
revealed to be more significant among social media marketing activities’ dimension towards 
TikTok regarding brand awareness (Sheak & Abdulrazak, 2023). 

The current investigation suggests that viral content has no relationship with user engagement. 
Within other research contexts, different conclusions were arrived at; for example, Wirga et al. 
(2022) show that hot discussion topics on social media news have a higher influence on brand 
image regarding the state digital business in Indonesia. A Vietnam study conducted by Nguyen, 
Tran, and Nguyen (2024), regarding Tik Tok users, found that emotional brand content is more 
trending than strictly product-based content. Concomitantly, this study further suggests that 
content integrated with a song, dance and creative product will provoke users’ attention on social 
media (Nguyen et al. 2024). Cheung, Pires, and Rosenberger (2020), and Seo and Park (2018) have 
also confirmed that trendiness has the most significant relationship. 

It seems that the rationale behind the insignificant finding on trendiness is that most retail banks 
use Facebook, Instagram, blogs and Twitter to engage consumers as opposed to TikTok to create 
brand promotions that mainly focus on the features and benefits of the products/services. Sheak 
and Abdulrazak (2023) found that social media such as Facebook, Twitter, and Instagram are 
used to keep consumers informed about the latest news in the market. Brand managers should 
be creative in creating brand content that evokes emotions in consumers on social media. Early 
studies by Berger (2011) and Berger and Milkman (2013) advised that a brand that evokes positive 
or negative emotions stimulates virality across social media platforms. The disconfirmation effect 
of viral content in the current investigation could suggest that closer collaboration is urgently 
needed to improve the funny and viral promotional content used in the South African retail 
banking industry so that they can strengthen the effects on user engagement and, consequently, 
content awareness. 

This current investigation shows that user engagement has no relationship with content creation 
among social media users across retail banks in South Africa. Sadek, Elwy, and Eldallal’s (2018) 
study found that firm-created social media has the strongest impact on brand awareness in the 
fast-moving consumer industry in Egypt. Laradi, Berber, Rehman, Hossain, Hiew, and Illés (2023) 
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found that social media platforms differ from traditional advertising because they require 
creative skills to navigate content among brand users. The insignificant results of content creation 
in the current study imply that the role of crafting the content lies with the bank managers. 
Dyrelov and Melander’s (2021) study confirms that the primary reason for social media is to 
facilitate brand conversation among consumers. Past studies highlight that most social media 
users do not create their own content – they rather consume the content of their peers (Heinonen, 
2011; Dyrelov & Melander, 2021). Consequently, social media features such as likes that are used 
to denote love for the content are mostly used by social media users as opposed to commenting 
on the brand’s post.  

CONCLUSION AND RECOMMENDATIONS 
The purpose of this paper was to determine the effects of funny and viral content on content 
creation among online banking customers within the South African context. Based on the findings 
of this current study, it has been revealed that funny content proves to have a significant impact 
on user engagement. Therefore, this indicates that the funnier the content is, the more there is 
active user engagement across social media regarding local banking services. Furthermore, the 
results suggest that viral content has no relationship with user engagement, and this indicates 
that if the brand content is not viral, fewer customers would be actively engaged across social 
media platforms concerning banking services. On the other hand, it was shown that user 
engagement has no relationship with brand awareness creation for banking customers within 
social media platforms in South Africa. Therefore, this implies that most social media users would 
rather prefer to like the content without being actively engaged through comments towards the 
banking services on social media within South African retail banks. 

In line with the results of this study, a few suggestions can be offered: From this research, funny 
content seems to be an influential dimension in enhancing user engagement within the social 
media space of South African banking services. Unfortunately, viral content does not seem to be 
gaining the popularity that it aspires to on social media regarding banking services. To strike a 
balance, this implies that managers of South African retail banks should create content that 
appeals to consumers emotionally, especially if it could make them laugh and smile, while 
alleviating their boredom. This can be done by means of using brand endorsers who dance to 
exciting music, especially via social media platforms such as TikTok and Instagram. It is assumed 
that if the content about the banking service is exciting to the viewers, eventually it will be 
trending since consumers will share it across social media platforms with their peers. The study 
results also suggest that user engagement does not result in content creation among consumers 
across social media platforms. It is therefore suggested that brand managers of local retail banks 
should train their brand ambassadors to be skilled in engaging their followers in banking services, 
thereby prompting consumers to create their own content, rather than consumers of content from 
peers. Additionally, bank managers should employ brand influencers who are perceived to be 
credible and reflect the persona of the demographic characteristics of consumers within retail 
banks in South Africa. 
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Firstly, the current investigation mainly focused on the South African population in this study, 
and therefore it is recommended that future researchers should include other foreign nationals 
such as Mozambique, Zimbabwe, Zambia, Nigeria, Ghana, and Uganda etc. Secondly, each social 
media type presents different features and benefits. It is recommended that future studies should 
compare the applicability of social media marketing for each platform across different 
nationalities. Lastly, the third limitation of this study is that most past studies focused on 
generations Y and Z. It is recommended that future studies should conduct a comparative study 
between these generational cohorts within the South African and Asian contexts or Western 
countries. 
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