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Abstract 

This study analyzed the relationship between retail bank customers’ loyalty and trust, and 
focused social media marketing in Barranquilla, Colombia.  The survey was conducted 
in-person among customers (528 participants) at various Colombian banks over a pe-
riod of seven months, from May 2021 to November 2021. The responses on the survey 
were rated on a 5-point Likert scale, ranging from “Strongly disagree” to “Strongly agree”. 
The study also incorporated a focus group with 25 participants aged between 34 and 51. 
Moreover, the research employs factorial analysis to elucidate the underlying correlations 
between the variables. The discussion was structured around seven pre-determined vari-
ables: Personalization, Entertainment, Engagement, Marketing, Word of Mouth, Trust, and 
Loyalty. The load factors range between 0.583 and 0.914, implying a high correlation be-
tween the survey questions and the constructs. The Cronbach’s Alpha values (from 0.753 
to 0.996) and the Composite Reliability values (from 0.739 to 0.875) suggest a high level 
of internal consistency within the constructs. In the realm of social media marketing, the 
research underscores the pivotal role of trust as an intermediary in cultivating brand loyalty. 
The study abstains from concentrating on hypothesis testing, instead it illuminates the criti-
cality of understanding the role trust plays in social media marketing. The research results 
provide valuable insights for future investigations as well as for enhancing service market-
ing strategies in the banking sector.
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INTRODUCTION

This study intends to investigate the connection between social media use, 
client loyalty, and trust in the banking sector in Barranquilla, Colombia. 
It focuses on comprehending how frequent use of social networks affects 
client loyalty and trust in the Colombian banking industry. The study re-
sponds to two important queries: (1) Is there a link between social me-
dia use and patronage for financial services? and (2) How does consumer 
brand loyalty affect how social media is used?

The study puts out two theories: (1) There is no evidence linking social me-
dia use and brand loyalty; and (2) Social media interaction has little to no 
effect on consumer trust. Given the expanding significance of social me-
dia in developing nations and its influence on consumer behavior, exam-
ining the effects of social media use on brand loyalty and customer trust 
in Colombia’s banking industry is scientifically justifiable. Additionally, 
it is critical to comprehend how social media and technology affect con-
sumer expectations and behavior in the banking industry of developing 
countries.

By shedding light on how social media affects brand loyalty and trust in 
emerging nations like Colombia, which have distinctive economic, social, 
and technological traits, this study advances the fields of marketing and 
consumer behavior sciences.
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1. LITERATURE REVIEW 

In recent years, businesses have increasingly har-
nessed the communicative power of social media 
as a mechanism for engaging with potential clien-
tele, marketing products and services, and garner-
ing feedback (Tarabieh, 2017; Althuwaini, 2022; 
Elareshi et al., 2023; Zephaniah et al., 2020).

The pervasive adoption of social media has revolu-
tionized the manner in which individuals interact 
with commercial entities, disseminate informa-
tion, and engage in dialogue, specifically within 
the Colombian context (Suartina et al., 2022).

Within the banking sector of developing nations, 
social media has been identified as exerting a pos-
itive influence on brand trust among consum-
ers (Monferrer et al., 2019; Hafez, 2021; Goyal & 
Chanda, 2017).

However, the investigation conducted by Zhang et 
al. (2021) revealed that this correlation was statis-
tically significant only within a specific subset of 
geographical and demographic groups in develop-
ing countries. Boateng (2019) posited a minimal 
correlation between social media utilization and 
consumer trust in digital marketing initiatives. 
This stands in contrast to the findings presented 
by Ferm and Thaichon (2021) who highlighted the 
potential pitfalls of social media usage, including 
increased security vulnerabilities and data breach 
incidents.

Gupta et al. (2021) conducted an investigation into 
the impact of social media utilization on custom-
er engagement within the Indian banking indus-
try, concluding that such usage enhances custom-
er engagement and, in turn, augments customer 
loyalty. In a similar vein, Ali and Ahmed (2022) 
explored the link between social media utilization 
and customer satisfaction within the Pakistani 
banking sector. Their findings indicated that so-
cial media usage enhanced customer satisfaction, 
particularly with respect to response promptness 
and problem resolution. Raza et al. (2020) con-
ducted a study on the influence of social media on 
patronage within the banking industry in Nepal, 
concluding that social media usage augments cus-
tomer engagement, enhances customer experi-
ence, and positively impacts brand loyalty.

Nonetheless, the relationship between social me-
dia utilization and trust in the banking industry, 
specifically within the Colombian context, re-
mains indeterminate (Ibrahim & Aljarah, 2023; 
Ahmad et al., 2021; Cheng et al., 2021; Alberto de 
la Puente Pacheco et al., 2022). This underscores 
the necessity for additional research to substanti-
ate the claim that there exists no significant corre-
lation between social media usage and public trust 
in the Colombian banking sector.

Despite the potential benefits of social media uti-
lization within the banking sector, such usage 
does not inherently guarantee enhanced custom-
er service or bolstered brand trust (Patel & Gupta, 
2022). Given constraints such as limited internet 
access or technological unfamiliarity, not all 
customers may be amenable to employing social 
media platforms for banking activities, and re-
mote access to banking services via social me-
dia may not be universally available (Ajina, 2019; 
Al-Ghamdi & Badawi, 2019; Gupta et al., 2021; 
Landazury et al., 2022).

Moreover, social media usage introduces the risk 
of users falling prey to fraudulent activities, which 
in turn diminishes their trust in the banking insti-
tution (Muflih, 2021). Further research is warrant-
ed to fully elucidate the various confounding var-
iables that may influence the relationship between 
social media usage and brand trust (Angelini et al., 
2017). Owing to technological and cultural dispar-
ities, the developing nations under investigation 
may exhibit divergent impacts of social media on 
brand trust (Wongsansukcharoen, 2022; Muflih, 
2021; Angelini et al., 2017; de la Puente Pacheco 
et al., 2021).

Furthermore, the findings presented by Sosa var-
ious authors suggest that consumers’ trust in a 
brand is not primarily dictated by social media. 
Trust may be more significantly influenced by other 
variables, such as reputation, personal experience, 
and overall corporate image (Al-Ghamdi & Badawi, 
2019; Gupta et al., 2021; Wongsansukcharoen, 2022; 
Lugo-Arias et al., 2020).

Businesses should exercise caution in relying sole-
ly on social media as a means of fostering custom-
er trust, and should instead contemplate alterna-
tive strategies, including cultivating a robust repu-
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tation and providing exemplary customer (Raza et 
al., 2020; Ibrahim & Aljarah, 2023; Ahmad et al., 
2021; Cheng et al., 2021; Rico et al., 2022).

Comprehensive understanding of the intricate 
relationship between social media usage and 
brand trust in the banking sector necessitates fur-
ther research. This is particularly pertinent giv-
en the burgeoning popularity of social media in 
Colombia, thereby necessitating research specifi-
cally focused on understanding the relationship 
between social media usage and brand trust with-
in the Colombian banking sector. 

Given the escalating usage of social media in 
Colombia (Jai et al., 2022; Brass, 2022), it is of 
paramount importance to understand the im-
pact of social media on consumer trust within the 
banking industry. The survey data obtained from 
Colombian bank customers will be utilized to eval-
uate the null and alternative hypotheses. While 
certain studies suggest that social media usage has 
a positive impact on brand trust among banking 
sector customers, other studies have yielded con-
tradictory results, thereby underscoring the need 
for further research. While social media has the 
potential to enhance customer engagement, sat-
isfaction, and loyalty, it does not guarantee an 
increase in brand trust and improved customer 
experiences. 

The primary objective of this research is to expand 
knowledge on the relationship between social me-
dia usage and brand trust within the banking sec-
tor, with a particular focus on the banking indus-
try in Colombia.

The hypotheses under scrutiny in this research are 
as follows:

H1: The deployment of specific social media mar-
keting strategies, encompassing personalized 
communication, engaging content, and stra-
tegic promotions, has a significant impact on 
the loyalty demonstrated by retail bank cus-
tomers in Barranquilla, Colombia.

H2: Trust operates as an integral mediator with-
in the relationship between social media 
marketing strategies and customer loyalty, 
suggesting that the efficacy of these strategies 

in cultivating customer loyalty is largely con-
tingent on the degree of trust that customers 
place in their banking service provider.

2. METHOD 

In this study, a quantitative methodology was uti-
lized with a specific focus on individuals who use 
social media. A survey was administered, con-
taining questions about brand trust and loyal-
ty, which was informed by previous research on 
social media advertising. The responses on the 
survey were rated on a 5-point Likert scale, rang-
ing from “Strongly disagree” to “Strongly agree”. 
Participants engaged with an online question-
naire, the aim of which was to gather informa-
tion about their social media habits, their trust in 
brands, and their loyalty towards brands.

To clarify the hypotheses, two were put forward 
for testing:

Hypothesis 1 proposed that not all factors related 
to social media significantly affect customer loyal-
ty. This hypothesis was tested and accepted, based 
on a path coefficient value of 0.952. Additionally, 
the determination coefficient, which refers to the 
proportion of variance in the dependent variable 
that can be explained by the independent variable, 
was 90.7%, significantly exceeding the accepted 
cutoff of 70%. This high value indicates that the 
hypothesis accounted for a substantial portion of 
the outcome. This conclusion was further backed 
by a statistically significant p-value.

Hypothesis 2, tested using similar techniques, ob-
tained a path coefficient of 0.952 and a determi-
nation coefficient of 92.1%. However, a p-value of 
0.000 was obtained, offering support for this hy-
pothesis and a third one. These results suggested 
that no relationship existed between social media 
use and customer trust in the Colombian banking 
sector.

The survey was conducted in-person for custom-
ers at various Colombian banks over a period of 
seven months, from May 2021 to November 2021. 
Participants were asked to specify their bank of 
choice and were assured of the anonymity of their 
responses. Personal details were also collected, 
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and each participant provided informed consent 
by signing a form agreeing to share their respons-
es for research purposes.

The study involved a sample of social media us-
ers recruited through convenience sampling. This 
technique does not ensure a representative sample 
based on probability but rather selects individuals 
who are most easily accessible. Of the 614 ques-
tionnaires received, 528 were fully completed and 
suitable for statistical analysis.

Table 1. General data on the observed 

population

Characteristics Number Percentage

Gender

Male 255 48.30%

Female 273 51.70%

Age

18-27 104 19.70%

28-37 124 23.50%

38-47 82 15.50%

48-57 106 20,10%

58 or more 112 21.20%

Job status

Employed 121 22.90%

Unemployed 117 22.20%

Freelancer 88 16.70%

Student 104 19.70%

Other 98 18.60%

Education status
Bachelor 187 35.40%

Master 164 31.10%

PhD 177 33.50%

Twitter usage
Yes 269 50.90%

No 259 49.10%

Instagram user

Yes 528 100.00%

No 0 0.00%

Tik Tok user

Yes 528 100,00%

No 0 0.00%

Facebook user

Yes 255 48.30%

No 273 51.70%

Whatsapp user

Yes 528 100.00%

No 0 0.00%

Researchers also incorporated a focus group with 
25 participants aged between 34 and 51. These in-
dividuals willingly expressed an interest in con-
tributing to the study and provided a secondary 

informed consent, thereby ensuring that their per-
sonal data remained confidential within the con-
fines of this research study. This focus group was 
segmented into three distinct sections.

Initially, the participants engaged in a round of 
introductions, sharing details about their chosen 
banking institutions, and provided an overview of 
their demographic profile. This encompassed their 
name, age, gender, profession, and the social me-
dia platforms they frequent.

In the ensuing segment, participants shared 
their personal experiences with their respective 
banks. The discussion was structured around 
seven pre-determined variables: Personalization, 
Entertainment, Engagement, Marketing, Word 
of Mouth, Trust, and Loyalty. The aim of this dis-
course was to cross-verify the Likert test results 
with the commonly held perceptions among the 
group participants.

The final segment of the focus group aimed to 
gauge the influence of social media on partici-
pants’ loyalty to their banks. Participants shared 
their thoughts and experiences regarding how 
their preferred social media platforms contributed 
to strengthening their loyalty towards their banks. 
This part of the discussion served to further enrich 
the understanding of social media’s role in shap-
ing customer loyalty in the banking sector.

3. RESULTS 

The reliability of the Likert scale survey was val-
idated throughout the preparation of the data 
analysis by determining its internal consisten-
cy. Measuring latent and hidden variables was 
required. Using the SPSS program, Cronbach’s 
alpha was determined. The results ranged from 
0.753 to 0.996, all falling within a reasonable 
range for consistency. This was important, since 
the factorial analysis had numerous constructs, 
and Cronbach’s alpha alone was insufficient be-
cause it does not take into consideration how oth-
er constructs may affect the one being measured.

Each construct’s factor loading ranged from 0.583 
to 0.914, with all values larger than 0.30. The com-
posite dependability showed a high degree of sig-
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nificance in Cronbach’s alpha, with a range of 
0.739 to 0.875. The extracted mean variance was 
more than the advised threshold of 0.5, ranging 
from 0.537 to 0.778.

The Load Factor, also known as Factor Loading, 
measures the correlation of each item (or ques-
tion) in a survey to the underlying construct it is 
meant to measure. In this context, constructs re-
fer to the intangible themes like “Personalization”, 

“Marketing”, “Word of Mouth”, “Confidence”, 
and “Loyalty”. High load factor values (close to 
1) suggest that the items align well with their cor-
responding constructs, indicating the survey has 
good construct validity. In this study, the load 
factors range between 0.583 and 0.914, implying a 
high correlation between the survey questions and 
the constructs they are meant to measure.

Cronbach’s Alpha (α) and Composite Reliability 
(CR) are indicators of internal consistency, mean-
ing they measure how closely related a set of items 
in a survey are as a group. A high Cronbach’s 
Alpha or Composite Reliability (values close to 1) 
indicate a high level of internal consistency for the 
items within a construct. In the given study, the 
Cronbach’s Alpha values range from 0.753 to 0.996 
and the Composite Reliability values range from 
0.739 to 0.875. Both these ranges suggest a high 
level of internal consistency within the constructs, 
indicating the survey responses are reliably meas-
uring the intended themes.

Lastly, the Average Variance Extracted (AVE) 
measures the amount of variance captured by a 
construct in relation to the amount of variance 
due to measurement error. If the AVE is above 

0.5, it indicates that, on average, the construct ex-
plains more than half of the variance of its indica-
tors, demonstrating the construct has good con-
vergent validity. In this study, the AVE values for 
the constructs range from 0.537 to 0.778, suggest-
ing that these constructs have good convergent 
validity and the survey items are appropriate in-
dicators of their respective themes. The outcomes 
for Hypotheses 1 and 2 in the study were demon-
strated by path coefficients (= 0.952) and deter-
mination coefficients (R^2 = 90.7%) respectively, 
signifying that certain factors from social media 
exert a substantial impact on brand loyalty among 
consumers. Hence, Hypothesis 1 was accepted.

On the other hand, Hypothesis 2, despite present-
ing similarly high path coefficients (= 0.952) and 
determination coefficients (R^2 = 92.1%), show-
cased a p-value of 0.000. This indicates that there 
wasn’t a strong positive correlation between cus-
tomer trust and the outcomes from the focus group. 
As a result, Hypothesis 2 was also confirmed.

The “Coefficient (Beta)” column shows the strength 
of the relationship between social media and trust/
loyalty. The “t-Statistic” indicates how significant 
this relationship is. A lower “p-value” suggests a 
significant effect, with a value of 0.000 implying a 
very strong effect. The “Determination Coefficient 
(R^2)” indicates how well the model fits the data, 
with higher values (close to 1) indicating a good 
fit. Finally, the last column tells us whether the hy-
pothesis was confirmed or not.

In the focus group, participants hailed from di-
verse professional backgrounds, most common-
ly retail and manufacturing, with their preferred 

Table 2. Cronbach’s alpha, composite reliability and mean variance 

Theme 

(Constructs)
Survey Statement (Items) Load Factor

Cronbach’s  

Alpha (α)

Composite  

Reliability 

(CR)

Average 

Variance  

Extracted (AVE)

Personalization Bank provides tailored information and 
individualized support via social media

0.716–0.914 0.753 0.825 0.544

Marketing
Positive view of bank’s social media ads & frequent 
discounts;  

active engagement on bank’s digital platforms
0.691–0.905 0.841 0.867 0.575

Word of Mouth
Willingness to favorably promote bank’s  
social media presence

0.912–0.914 0.996 0.875 0.778

Confidence Bank’s commitment to meeting customer  
needs and keeping promises 0.583–0.902 0.835 0.739 0.591

Loyalty
Likelihood to recommend bank to  
others and continue using its services 0.597–0.902 0.932 0.773 0.537
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bank typically being their salary or savings bank. 
Participants’ experience with the studied variables 
revealed that personalized financial services and 
marketing campaigns were appreciated and often 
recommended. However, these aspects didn’t nec-
essarily translate to increased trust and loyalty 
among the Colombian bank customers.

Contrarily, customers expressed dissatisfaction 
with banks’ social media content, interest rates, 
transparency, and customer service. They desired 
more engagement, transparency, and personalized 
service from their banks on social media. It’s clear 
that while marketing efforts and personalization 
are important, they aren’t the deciding factors in 
customer trust and loyalty.

The final part of the focus group investigated the 
role of social media in fostering trust and loyalty. 
Participants were divided on this, acknowledging 
the potential of personalized messaging yet high-
lighting that issues such as high credit require-
ments and interest rates could negate any loyalty 
earned. Banks should consider this feedback, re-
alizing that active engagement and transparency 
on social media can strengthen customer relation-
ships and foster trust and loyalty.

4. DISCUSSION

The findings from the focus groups do not un-
equivocally affirm a robust positive correlation 
between the usage of social media and custom-
er trust in Colombian banking. Nonetheless, the 
results underscore the necessity of juxtaposing 
these outcomes with previous research and scru-
tinizing the root causes of the observed phenome-
na. Participants in the focus group, although pro-
viding insightful data, might not provide a com-
prehensive representation of the broader clientele 
base, and their positive experiences might not be 
universally applicable. Moreover, variables such as 
transactional security, the quality of customer ser-
vice, and institutional reputation may also mod-

ulate customer loyalty and trust. Consequently, 
to definitively ascertain a causal relationship be-
tween the usage of social media and customer 
trust in the Colombian banking sector, further 
expansive research, accounting for diverse control 
variables and a larger sample size, is warranted.

The relatively low brand loyalty observed among 
Colombian banking clients could be attributed to 
various factors including the intense competitive-
ness of the banking sector, governmental initia-
tives promoting competition, and the surging pop-
ularity of online banking (de la Puente Pacheco et 
al., 2021; Evanschitzky & Nagengast, 2022; Gupta, 
2022). This contextual understanding reinforc-
es the focus group’s findings and advocates for a 
more comprehensive study incorporating a ran-
domized control design, contrasting consumers 
exposed to social media campaigns versus those 
who are not. This could provide more compelling 
evidence to validate the relationship between so-
cial media usage and brand loyalty (Riley, 2022; 
Gontur et al., 2022; Ibrahim et al., 2022).

In an attempt to appeal to the middle-class and 
lower-class demographic, Colombian banks 
should consider offering financially accessible 
products characterized by lower costs and flexible 
repayment options. Implementing such a strate-
gy could potentially enhance their appeal, subse-
quently fostering loyalty and trust among custom-
ers. Prior research endorses the efficacy of social 
media marketing campaigns in the promotion of 
financial opportunities and services (Nasr et al., 
2022; Knight et al., 2022).

Furthermore, it is incumbent upon Colombian 
financial institutions to persist in leveraging so-
cial media as an integral component of their mar-
keting strategies. Social media, given its expan-
sive reach and the capacity for the customization 
of advertising content, is an effective conduit for 
reaching potential customers and retaining ex-
isting ones. Social media campaigns have been 
shown to be particularly effective in engaging 

Table 3. Validation of the hypothesis 

Hypothesis Coefficient (Beta) t-Statistic p-value
Determination  

Coefficient (R^2)
Hypothesis  

Confirmed?
Social Media’s Effect on Trust 0.952 78068 0.000 0.921 Yes

Social Media’s Effect on Loyalty 0.952 71579 0.000 0.907 Yes
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younger customers, who frequently use social me-
dia and are receptive to interacting with compa-
nies and receiving promotional messages through 
these channels.

To maximize their growth potential, banks can 
exploit the opportunities offered by social me-
dia marketing to reach and engage with younger 

customers. By customizing their messaging and 
offerings to cater to the preferences and needs of 
this crucial demographic, banks can foster loyal-
ty and facilitate their corporate growth. The con-
clusions derived from the focus group study are 
congruent with the findings from other scholarly 
works (Bataineh, 2022; Garca & Arguello, 2022; 
Hanaysha, 2022).

CONCLUSION 

The central objective of this study was to elucidate the impact of social media utilization on cus-
tomer trust and brand loyalty within Colombia’s banking industry. The analytical framework for 
the study was built on two hypotheses: the first postulating an absence of significant correlation 
between social media usage and consumer trust within Colombia’s banking landscape, and the 
second proposing a lack of substantial association between social media utilization and customer 
loyalty. The study substantiated the correlations between social media usage and both brand loy-
alty and consumer trust within Colombia’s banking milieu, by applying two validation method-
ologies, namely the path coefficient and the determination coefficient (R2). The coefficient (Beta) 
shows the strength of the relationship between social media and trust/loyalty, 0.952 in both cases. 
The t-statistic indicates that social media’s effect on trust (t=78068) is more significant than loyalty 
(t=71579). p-value = 0.000, implying a powerful effect in both cases. The determination coefficient 
(R^2= 0.921) for trust indicates a better fit.

The outcomes of this investigation provide valuable insights into the mechanisms by which social media 
usage can influence customer trust and brand loyalty in the context of the Colombian banking sector. 
Furthermore, the results gleaned from this study can offer practical guidance for Colombian banks, 
demonstrating how they can strategically employ social media as a tool to bolster customer trust and 
enhance brand loyalty.
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