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Abstract. This study investigates the thematic content of Facebook disclosures from small local 
banks (SLBs) in Poland, their impact on Facebook users’ attention, and the economic repercussions 
for SLBs’ growth and performance. Based on the specificity of SLBs and existing empirical evidence, 
it hypothesizes that disclosures on socially responsible issues increase customer attention and can 
be converted into economic outcomes. To verify the posed hypotheses, several data sources are em-
ployed, including a hand-collected dataset describing the specificity of Facebook activities from SLBs 
in Poland between 2010 and 2017, and a stepwise research strategy is implemented. First, models 
of SLBs’ Facebook disclosures are distinguished. Second, the kinds of social media activities that 
ensure SLBs’ popularity among Facebook users are determined. Third, the thematic content of SLBs’ 
Facebook disclosures is related to their growth or performance indicators. The collected evidence 
shows that SLBs, as expected, can garner attention if they concentrate their social media activities 
mainly on socially responsible or local issues. Moreover, socially responsible activities and economic 
outcomes are generally not opposed, but only a careful selection of specific social disclosures can 
effectively exploit social media to the economic advantage of SLBs.

Keywords: local banks, cooperative banks, social media, Facebook, corporate social responsibility, 
CSR, customer interest.
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Introduction 

Social media have become a natural part of daily life for billions of people. In 2020, their 
users numbered 4.1 billion, up 12% from 2019.  Among social media platforms, the most 
popular are Facebook and YouTube with respectively 2.7 billion and 2.0 billion users (We 
Are Social, 2020). Social media promote the creation and support of social interactions, 
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collaboration, and information exchange between users, and provide the largest, richest, 
and the most dynamic source of human behavior information, offering new opportunities 
to understand individuals, groups, and societies. Social media has also rapidly become a 
crucial communication tool not only for information generation and dissemination, but 
also for consumption during COVID-19 lockdown (Naeem, 2020; Wong et al., 2020). At 
the same time, the rapid diffusion of social media applications creates possibilities for 
companies to customize communication with customers, enhance collaborative initia-
tives, and collect evidence for strategic planning (Rimkunienė & Zinkeviciute, 2014). 
Social media is also of interest to many researchers. Current empirical evidence related 
to the impact of social media on economic outcomes mainly concerns the strengthening 
of customer-company relationships and engagement (Mangold & Faulds, 2009; Kaplan & 
Haenlein, 2010; Bolton, 2011; Tsimonis & Dimitriadis, 2014; Laroche et al., 2012; Lips-
man et al., 2012; Durkin et al., 2014; Guesalaga, 2016; Gong, 2018), improving market-
ing efficiency (Edelman, 2010; Gallaugher & Ransbotham, 2010; Pozza, 2014; Cawsey 
& Rowley, 2016; Appel et  al., 2020), stimulating brand awareness and loyalty (Silver & 
Vegholm, 2009; Farshid et al., 2011; Laroche et al., 2013; Larsson & Vitaoja, 2017), influ-
encing purchase intentions (Adjei et al., 2010; Ponte et al., 2015; Chiang & Tseng, 2017) 
and the impact of Covid-19 pandemic on consumer behavior (Naeem, 2020; Sheth, 2020). 
Although contributions on the social media phenomenon in the context of marketing and 
customer relationship management are widely recognized in the literature, studies related 
to the financial aspects of social media adoption are relatively scarce, and concern mostly 
non-financial companies and links between social media investments and firm value or 
performance (Plangger, 2012; Paniagua & Sapena, 2014; Kim et al., 2015a, 2015b; Hsu & 
Lawrence, 2016). Within that context, the literature strand related to the impact of social 
media on financial companies seems especially underdeveloped (Filip et al., 2017; Tang 
et al., 2016), and it does not take into account diversity of social media content and dif-
ferent models of corporate social media activity. This manuscript tries to fill this literature 
gap. Namely, it aims to distinguish different types of social media disclosures by small 
local banks in order to investigate these types’ impact on customer attention, and – fi-
nally – on bank growth and performance.

Although global corporations are noted for successfully adopting social media, research-
ers confirm the effective utilization of social media in local communities, as well, as they 
increase the efficiency of interactions among community members and amalgamate infor-
mation (Welch et al., 2005; Bonsón et al., 2012; Lev-On & Steinfeld, 2015; Guillamón et al., 
2016). This study looks at social media from a similar point of view, that is, it analyzes its 
use in a local context. To be more precise, the study investigates models of social media 
activity of small local banks (SLBs) in Poland and the consequences of their adoption on 
SLBs’ growth and performance. The investigations concentrate on Facebook as it enables a 
wide and diversified range of interactions between its users and links companies with people 
of all ages. In contrast, Instagram or Twitter engage less diverse users and are aimed at less 
diversified information transfer (mostly photos or mostly text messages) which reduces mar-
keting possibilities. In addition, Facebook is by far the most popular social media platform 
among Polish banks. In 2017, the number of cooperative banks which were Facebook-active 
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at least to a minor extent was equal to 137 entities (around one-third of all the banks in the 
cooperative sector), while other social media channels are much less used by the analyzed 
banks (86 cooperative banks had published videos on YouTube, whereas only 15 were active 
on GoldenLine, that is, a Polish equivalent to LinkedIn, 4 on Instagram, 5 on LinkedIn, and 
just 3 on Twitter). In turn, while measuring the economic performance of banks, the study 
concentrates on the following indicators: asset/deposit/loan growth rate, net interest margin, 
profitability ratio, and the ratio of loan loss provisions to loans. The study defines two re-
search goals. First, it determines the types of thematic content within social media activities 
that increase popularity among social media users. Then, it checks whether social media 
attention brings about economic outcomes, that is, stimulates bank growth or performance. 
To achieve the goals, four data sources are employed: a hand-collected dataset describing 
the specificity of Facebook activities of SLBs in Poland between 2010 and 2017, financial 
statements of those banks from the same period, the locations of bank branches, and data 
indicating the local economic environment for all counties in Poland. After combining the 
datasets, a stepwise research strategy is implemented. First, taking into account the previous 
empirical findings, the local character of analyzed banks, and their organizational form (co-
operatives), models of Facebook disclosures are distinguished. In the second step, the study 
determines the kinds of social media activities (including a general Facebook disclosure 
model) that are popular among Facebook users. Then, in the third step of the study, the in-
vestigations aim to relate the thematic content of disclosures to bank growth or performance 
indicators to verify whether the initial attention gains resulting from Facebook disclosures 
have economic repercussions for SLBs. After estimating a series of regression models and 
constructing robustness checks, the collected evidence shows that SLBs, as expected, are able 
to draw attention if they concentrate their social media activities on socially responsible or 
local issues, but the conversion into bank growth or increased performance is less straight-
forward and more nuanced. Namely, it is not enough for a bank just to provide coverage 
on local events but to show a bank’s own activity within the local community, especially in 
terms of charitable activities. In other words, socially responsible activities and economic 
outcomes are not contradictory, but only a prudent selection of social disclosures works to 
the economic advantage of SLBs.

The study contributes to the literature in three ways. First, it extends the scarce evidence 
on social media adoption by financial companies, including banks, and its economic conse-
quences. Second, its clearly defines different types of social media disclosures from local firms 
and their levels of popularity among social media users, that is, it does not concentrate on 
the volume of social media activities but on the content within identified thematic categories. 
Third, it strictly differentiates between the initial attention gains resulting from Facebook 
activity and their final economic repercussions. The study has also managerial implications. 
It shows that a route from drawing attention of Facebook users to economic outcomes is 
not straightforward, and only some disclosures on socially responsible activities contribute 
to financial performance. However, the study provides evidence that socially responsible 
activities and economic effects do not contradict, and SLBs can successfully employ social 
media in their unique and traditional business strategies, which combine strictly commercial 
functions with support to their local communities.  
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The remainder of this paper is structured in five parts. The first part provides an institu-
tional background. The second part discusses the literature and existing empirical evidence. 
The third section outlines the data and methodology. The fourth section discusses the results 
and robustness checks, and the final section concludes the study. 

1. Literature review

The purpose of this investigation is to extend the existing evidence on the relationship be-
tween a company’s social media activities and economic outcomes. However, the study ana-
lyzes how this link can be established and refer to the special context of disclosures on Cor-
porate Social Responsibility (CSR). The investigations are based on the concept illustrated 
in Figure 1. Thus, it is argued that social media activities differ in their nature and aim, but 
some of them can contribute to improved public image of a firm and increased attention 
of its customers, which – in turn – translate into economic outcomes. Thus, in order to 
properly reflect this mechanism, the study verifies the impact exerted by different types of 
social media activities on: (a) public image/customer attention (the direct channel), and (b) 
economic outcomes (the indirect channel). As a result of this approach, the study is based on 
complementary literature strands discussing each of those channels. The first strand concerns 
the direct channel, that is, the thematic content of a company’s social media presence and 
its impact on public image/customer attention, while the second one focuses on the indirect 
impact of social media activities on firm performance. As the study analyzes the possibility 
to establish the indirect link through CSR, it additionally refers to the auxiliary literature 
on CSR and its impact on customer attention and firm performance without the particular 
reference to social media.

Within the first literature strand – which focuses on the impact of social media activities 
on customer attention – it is argued that social media strengthen long-term relationships 
with clients (Mangold & Faulds, 2009; Kaplan & Haenlein, 2010; Laroche et al., 2012; Lips-
man et al., 2012; Durkin et al., 2014), improve the efficiency of marketing efforts (Edelman, 
2010; Gallaugher & Ransbotham, 2010; Pozza, 2014; Cawsey & Rowley, 2016), increase con-

Figure 1. Relationship between social media disclosures and economic outcomes
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sumer engagement (Bolton, 2011; Tsimonis & Dimitriadis, 2014), and stimulate brand aware-
ness, loyalty, and trust (Silver & Vegholm, 2009; Farshid et al., 2011; Laroche et al., 2013; 
Larsson & Vitaoja, 2017). Nevertheless, it should be remembered that social media use does 
not unconditionally work to the advantage of a firm-customer relationship; that is, a success 
in social media activity is fundamentally dependent on the way in which selected types of 
social media are adopted. For example, in the context of small firm-bank relationships, Dur-
kin et al. (2014) find that social media are most effective when used in a secondary capacity 
to personal face-to-face relationship building. In addition, Kaplan and Haenlein (2010) and 
Öberseder, Schlegelmilch, and Murphy (2013) claim that a company should carefully pursue 
a social media strategy, that is, choose a type of medium (as each social media channel usu-
ally attracts a certain group of people), be fair, respectful, and honest in communicating with 
customers, concentrate on engaging social media users in open and active conversations, and 
avoid overly professional content offerings. Thus, what matters is the content and specific-
ity of social media activity rather than simply the decision to adopt them. In this context, 
Cvijikj and Michahelles (2011) argue that the characteristics of Facebook posts such as post 
type, category, and posting day influence users’ interaction in terms of the number of com-
ments and likes, as well as its duration. Ordenes, Grewal, Ludwig, Ruyter, Mahr, and Wetzels 
(2019) after two years of analyzing Facebook posts and Tweeter tweets demonstrate that the 
use of rhetorical style and cross-message composition enhance consumer message sharing. 
Further, Swani and Milne (2017) demonstrate that Facebook service messages generate more 
attention (measured by the number of comments) than goods messages, and Swani, Milne, 
and Brown (2013) suggest that the popularity of social media content is driven by the level 
of its functional and emotional appeals. In this respect, Ozdora-Aksaka and Atakan-Duman 
(2015) point out that Turkish banks construct their identity on social media accounts (Face-
book and Twitter) by emphasizing their softer side (especially social responsibility). Thus, 
it can be argued that companies become aware that social responsibility is rewarded with 
more positive customer attitudes and higher levels of customer retention (van Doorn etal., 
2017), and incorporate it within their social media strategies. A recent study by Uzunoğlu, 
Türkel, and Akyar (2017) finds that social media, particularly Twitter, necessitates companies 
to rigorously scrutinize message formulation and content generation efforts on issues related 
to social responsibility, as such messages have a higher impact on consumers’ behavior than 
those in purely economic categories. Interestingly, they also argue that messages that combine 
issues from both economic and ethical areas have the highest impact on consumer attitude. 
These findings are supported by the CSR literature, which also indirectly justifies the need 
to demonstrate a company’s social responsibility within social media activities. According to 
this literature strand, although people attach different weights to CSR disclosures, reflecting 
their internal life attitudes, they generally believe that companies must pay attention to issues 
beyond the narrow economic, technical and legal requirements, that is, to act in a socially 
responsible manner toward their customers at least to a specific degree (Lichtenstein et al., 
2004; Ailawadi et al., 2014). Therefore, it is not surprising that the implementation and dis-
closure of socially responsible policies gains positive word of mouth, legitimizes operating in 
the local community, improves brand image and a firm’s attractiveness, builds reputational 
advantage, and generates brand loyalty; that is, it generally leads to a company’s strengthened 
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relationships with customers (Drumwright, 1994; Creyer, 1997; Sen & Bhattacharya, 2001; 
Fombrun, 2005; Sen et al., 2006; Marin & Ruiz, 2007; Wigley, 2008; Du et al., 2010; Lii & Lee, 
2012; Lombart & Louis, 2014; Pérez & Del Bosque, 2015). Nevertheless, the effects seem to be 
dependent on the type of media used for disclosures, with Mercadé-Melé, Molinillo, Fernán-
dez-Morales, and Porcu (2018) arguing that the traditional medium model to disclose CSR 
is a better fit and has a greater overall effect than the social medium model. In the context of 
this study, it is worth stressing that the relationship between CSR disclosures and customers’ 
perception has been also confirmed in the banking industry. For example, Mubarak, Ben 
Hamed, and Mubarak (2018), as well as Salehzadeh, Khazaei Pool, and Najafabadi (2018), 
find that corporate image is strengthened when banks adopt CSR, and Yusof, Manan, Karim, 
and Kassim (2015) note that customers pay special attention to a bank’s clearly defined and 
implemented ethical values, philanthropic activity, and involvement in environmental issues. 
Using survey data, Polychronidoua, Ioannidoua, Kipourosa, Tsourgiannisb, and Simet (2014) 
show that banks use CSR to strengthen their image and attract more clients. In addition, 
Pérez and Del Bosque (2015) conclude that savings banks, as compared with commercial 
banks, require slightly different CSR disclosures to gain the most customer attention. 

Taking into account the existing theoretical and empirical evidence, the local character 
of banks from the sample, and their organizational form (cooperatives), the first research 
hypothesis relates to the direct link between social media activities public image/customer 
perception:

H1: SLBs’ CSR disclosures in social media increase the bank’s popularity among social 
media users.

In line with Figure  1, social media disclosures may have a direct impact on a bank’s 
public image and customer perception (reputation, loyalty, trust, identification with a bank, 
local community integration). In turn, the latter set of categories is linked with a bank’s 
economic outcomes. As a result, social media activity is expected to be indirectly related to 
a firm’s economic outcomes. Not only do theoretical deliberations support this claim, but 
also existing empirical evidence points at the financial effects of a company’s social media 
activity and social media popularity. Plangger (2012) and Hsu and Lawrence (2016) report 
a positive relationship between social media investments and electronic word-of-mouth and 
firm value. Nevertheless, Paniagua and Sapena (2014) indicate that the positive effect of social 
media on firm value is exerted only if a critical mass of social media followers is attained. In 
a similar manner, several authors argue that substantial success in social media is required to 
translate it into economic performance. For example, Kim et al. (2015b) prove that an overall 
rating in social media is the most salient predictor of hotel performance. In the context of 
the banking industry, Tang et al. (2016) analyze the relationship between electronic word-of-
mouth and firm profitability for a sample of 68 US banks and find that both star ratings and 
verbalized emotions (especially negative ones) are good predictors of bank performance. It 
is worth stressing that in the context of SLBs, Filip et al. (2017) find unappealing aspects of 
social media activity. Although they admit that social media presence can be a bank’s valuable 
asset, they also highlight that SLBs must forego some of their market power to reach new 
customers or retain existing ones through new communication tools, especially when such 
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tools are adopted relatively late and there is strong competition with other banks that are 
more advanced in social media or the Internet. Summing up, the existing empirical evidence 
indicates that the relationship between social media activity and firm performance could 
be conditional (critical mass of social media followers or sacrifice of market power may be 
required) or generally less achievable for late social media adopters and smaller companies. 

Although researchers admit that attention in social media can be translated into a com-
pany’s economic outcomes, they have not discussed what kinds of social media disclosures 
may lead to success, that is, the driving forces of this mechanism have not been thoroughly 
explained. The first discussed literature strand – which, as previously stated, focuses on the 
impact of social media activity on customer attention – proves that consumer interest de-
pends on expressed emotions and inclusion of social matters in posts published by a com-
pany. Thus, taking into account this phenomenon and the specificity of banks in this study, 
it is worth referring once again to the auxiliary literature strand, which focuses on the re-
lationship between socially responsible activities and firm performance. Most studies argue 
that socially responsible activities are positively associated not only with the prior but also 
future performance of a company; that is, social disclosures by companies have information 
content and the market usually values these positively (Anderson & Frankle, 1980; Cochran 
& Wood, 1984; Preston & O’Bannon, 1997; Waddock & Graves, 1997; Orlitzky et al., 2003; 
Porter & Kramer, 2006). This link purportedly results from increased purchase intentions 
in the case of customers of socially responsible companies. It is even argued that CSR affect 
purchase intentions more strongly than price (Mohr & Webb, 2005). In the special context of 
the banking industry, Wu and Shen (2013) argue that CSR positively associates with different 
performance measures, including return on assets, return on equity, net interest income, and 
non-interest income; however, it also increases the volume of non-performing loans. The lat-
ter finding directs to some exceptions from the common belief in the positive impact of CSR 
engagement on firm performance. For example, Lys, Naughton, and Wang (2015) suggest that 
the positive association between CSR expenditures and financial performance is more likely 
due to the signaling value of CSR expenditures than positive returns on those investments. 
To be more precise, they document that CSR expenditures are not a form of corporate charity 
nor do they improve future financial performance. Rather, firms undertake CSR expenditures 
in the current period when they anticipate stronger future financial performance. Hirigoyen 
and Poulain-Rehm (2015) go even further and show not only that greater social responsibility 
does not result in better financial performance, but also that financial performance negatively 
impacts corporate social responsibility. Finally, Lin, Law, and Sambasivan (2019) points at 
potential endogeneities in disclosed links between CSR and financial performance. Namely, 
their investigations of the Fortune Most Admired Companies provide evidence that better 
financial performance of firms lead to a better CSR engagement, but better CSR does not 
necessarily lead to superior CFP.

The contrasting conclusions from the abovementioned studies indicate that the relation-
ship between socially responsible disclosures (including disclosures in social media) and firm 
performance is more nuanced than the common belief suggests. In addition, several authors 
show that this phenomenon is conditional upon factors related to the characteristics of a 
company or the environment in which it operates. For example, Servaes and Tamayo (2013) 
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argue that corporate social responsibility and firm value are positively related for firms with 
high customer awareness, but for firms with low customer awareness, the relation is either 
negative or insignificant. Furthermore, Bolton (2013), using a sample of large U.S. banks, 
shows that the relationship between CSR and financial performance, measured with both 
operating performance and firm value, depends on the types of socially responsible activities 
a firm invests in, and that the types of CSR investments made by a bank matter more than 
their amount. In addition, Siueia, Wang, and Deladem (2019) analyze a sample of top-ranked 
banks in sub-Saharan Africa and found the level of development of a country to be an es-
sential factor that links CSR disclosure and financial performance.

Although the first discussed literature strand consistently argues in favor of a positive 
relationship between CSR disclosures in social media and customer attention, the evidence 
from the remaining referenced studies is inconclusive and sometimes conditional. In the 
case of non-financial entities, the effects of the increased customer attention should be most 
clearly visible in the volume of a firm’s sales. In a similar manner, in the case of the banking 
industry, one may expect that increased customer attention due to socially responsible activi-
ties within social media can be much more easily transformed into an extended customer 
base, the volume of loans or a company size than final performance indicators, including a 
bank’s profitability, which bears the costs of CSR activities. Therefore, a general hypothesis 
H2 is formulated, but one cannot exclude its negative verification:

H2: SLBs’ CSR disclosures in social media generates economic outcomes.

3. Data description and methodology 

3.1. Institutional background

The Polish banking sector is composed of mostly large supra-local commercial banks and 
SLBs. The former group comprises 63 entities1, and 549 cooperative banks make up the latter 
category2. Although cooperative banks hold 9.6% of the banking sector’s assets and 10.1% 
of deposits from non-financial entities, they provide payments to 20.2% of people employed 
in the sector (Polish Financial Supervision Authority [PFSA], 2019). This is a result of a 
widespread network of numerous branches, mostly located in less urbanized areas. Although 
cooperatives in the banking sector serve clients throughout the country, individual banks are 
strictly local entities. An average cooperative bank operates through 8 branches and is located 
in less than 1% of the counties, with the median distance between a bank’s head office and 
a branch not exceeding 12 km for half of the banks. In comparison, for commercial banks, 
the same measure equals 252 km. 

It should be noted that cooperative banks generally follow unique business strategies, 
as they combine strictly commercial functions of banking product offers with support to 
their local communities in different cultural or social projects. Cooperative banks’ strate-
gies are aimed at local socio-economic challenges, as well as the promotion and financing 

1 The group includes 35 banks domiciled in Poland and 28 branches of foreign financial institutions.
2 As per end of December 2018.
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of initiatives for sustainable local development (Giagnocavo et al., 2012), including caring 
for environmental resources and meeting the needs of purely local stakeholders (Carrasco, 
2007). As fulfilling social missions is usually an important part of cooperative banks’ business 
models, they are expected to implement CSR, i.e., corporate social responsibility (Cornelius 
et al., 2008; Ruostesaari & Troberg, 2016), which means paying attention to issues beyond the 
narrow economic, technical, and legal requirements of a firm (Davis, 1973). The European 
Association of Cooperative Banks eagerly supports and promotes initiatives aimed at social 
responsibility from individual cooperative banks (European Association of Co-operative 
Banks, 2020), and SLBs’ customers seem to appreciate their engagement in CSR, especially 
in promoting cultural and educational events and supporting the activities of local social 
and charitable organizations (Nowacka, 2016). Nevertheless, despite their involvement in 
socially responsible activities, cooperative banks are becoming increasingly similar to their 
purely commercial counterparts, that is, SLBs try to imitate the undertakings of commercial 
banks to survive in the market. For example, strong competition in the Polish banking sec-
tor forces cooperative banks to seek opportunities to reach new customers or retain existing 
ones through new communication tools, including social media. The first cooperative bank 
adopted Facebook as its communication channel in 2010, and the number of cooperative 
banks which were Facebook-active at least to a minor extent consistently grew to 137 entities 
in 2017 (around one-third of all the banks in the cooperative sector). Other social media 
channels are much less used by the analyzed banks. At the end of 2017, a group of 86 coop-
erative banks had published videos on YouTube, whereas only 15 were active on GoldenLine 
(a Polish equivalent to LinkedIn), 4 on Instagram, 5 on LinkedIn, and just 3 on Twitter. The 
way in which social media are used by SLBs still needs investigation; that is, whether SLBs 
try to exploit social media to the advantage of their traditional business model or employ 
them to achieve purely commercial goals is not yet understood. 

3.2. Data

The study employs four data sources. First, it utilizes a unique, hand-collected dataset on the 
Facebook activity of 108 SLBs in Poland between 2010 and 2017. The data gathering process 
started in 2010. Twice a year (in January and July of each year), all posts published by banks 
in a preceding half-year were analyzed and assigned to thematic categories. In addition, the 
investigations included an analysis of Facebook-users’ reaction to each post (likes, shares, 
and comments). It is worth stressing that the periodical investigation of social media activ-
ity allowed to collect unique data which are partly not available at the current moment (e.g., 
some Facebook profiles have been already removed). Finally, the sample does not cover banks 
without Facebook profiles at any moment between 2010 and 2017 or those with a negligible 
Facebook presence (i.e., entities with less than 30 published Facebook posts in the analyzed 
period). This approach is provoked by the goal and specificity of the study. Namely, the aim 
is not to study the impact of Facebook presence (regardless of its specificity) on bank perfor-
mance, but the implications of variations in this presence on economic outcomes. Thus, the 
study compares and opposes different Facebook activity models to choose the one which is 
the most economically productive. In other words, it is not asked whether Facebook activ-
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ity generates outcomes, but investigated how to use Facebook to the advantage of a bank’s 
performance.

The total number of posts published by the analyzed banks equals 27,548. The median 
value of posts per bank is 177; a quarter of banks published less than 65 posts, whereas an-
other quarter generated more than 370 posts. All posts were classified into eight categories, 
depending on the type of information they convey. The categories cover: (1) advertisements 
without reference to specific products, (2) product offers, (3)  information about received 
thanks or awards, (4)  information on a bank’s charitable activities, (5) information related 
to a bank’s social life (e.g., wishes given to an employee, announced competitions), (6) local 
news, (7)  technical notifications (e.g., branch unavailability), and (8) posts that cannot be 
assigned to the other categories. The shares of posts published over the analyzed time hori-
zon within these categories are calculated to obtain eight variables that define a bank’s in-
formational profile on Facebook: ADS, PROD, AWARD, CHARIT, SOCIAL, LOCAL, TECH, 
and OTHER, respectively. Additionally, Facebook users’ responses to the banks’ activities are 
reflected in the number of (1) likes, (2) shares (share button clicks), and (3) total comments 
per post between 2010 and 2017. Consequently, the following variables are obtained: LIKES, 
SHARES, and COMM, which are collectively called response variables. Panels A and B of 
Table 1 present detailed definitions of the variables related to SLBs’ Facebook activity and 
users’ responses.

Table 1. Variable definitions

Panel A. Bank’s informational profile on Facebook between 2010 and 2017

ADS Share of advertising posts without product reference in all posts published by a bank
PROD Share of posts describing a bank’s product offer in all posts published by a bank
AWARD Share of posts about received thanks or awards in all posts published by a bank
CHARIT Share of posts related to local charitable activities in all posts published by a bank
SOCIAL Share of posts related to a bank’s social life in all posts published by a bank
LOCAL Share of posts expressing local news in all posts published by a bank
TECH Share of technical notifications in all posts published by a bank
OTHER Share of all other posts (not included in the previous categories) in all posts 

published by a bank

Panel B. Facebook users’ response between 2010 and 2017

LIKES Ratio of the number of likes by Facebook users to the number of a bank’s posts
SHARES Ratio of the number of shares by Facebook users to the number of a bank’s posts
COMM Ratio of the number of comments by Facebook users to the number of a bank’s posts

Panel C. Bank’s financial characteristics (average values over the period 2010–2017)

SIZE Natural logarithm of total assets in constant prices
EQUITY Ratio of equity to total assets
LOANS Ratio of loans to total assets
PROFIT Operating return on equity
NIM Ratio of net interest income to assets
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Panel C. Bank’s financial characteristics (average values over the period 2010–2017)

COSTS Ratio of overheads to operating income
R.LOSS Ratio of net loan loss provisions and average loans 
DEPO∆ Yearly growth rate of deposits in constant prices
LOAN∆ Yearly growth rate of loans in constant prices
ASSET∆ Yearly growth rate of assets in constant prices

Panel D. Local environment (average values over the period 2010–2017)*

UNEMPL Unemployment rate in counties in which a bank operates in relation to the average 
for the whole country

POPUL Population density in thousands of inhabitants/km2

Note: *Values were averaged over counties in which a bank operated, with the number of a bank’s 
outlets in individual counties used as weights.

Facebook users’ responses to bank activities can be driven by various factors, some of 
them unrelated to a bank’s Facebook activity profile. First, attractiveness of a bank’s Facebook 
profile depends on the bank’s investments into it, which – in turn – reflects the bank’s per-
ception of its usefulness. This phenomenon is reflected in previous empirical investigations 
that analyze social media investments and controlled for many firm-level factors, including 
at least a firm’s size and age (Thong & Yap, 1995; Wamba & Carter, 2014; Siamagka et al., 
2015; Cao et al., 2018), or directly pointed at the influence of a firm’s financial characteristics 
(Dahnil et al., 2014; Jackowicz et al. 2020) or shortage of qualified personnel (Michaelidou 
et al., 2011). In a similar manner, a non-negligible effect on a bank’s social media invest-
ments and attractiveness of a bank’s social media profile is exerted by the local environment 
in which the bank operates. The environment defines the demand for a bank’s social media 
presence. For example, the demand is likely to be higher in regions with a high percentage 
of college enrollees or elevated income per person (Courchane et al., 2002), determined by 
customer age (Durkin et al., 2015), or just increased in firms’ typical market strongholds 
(Jackowicz et al., 2020). Thus, to adequately measure the impact of a bank’s informational 
profile on Facebook users’ responses and control for all potential factors, the dataset is en-
riched with information from three additional sources. The first source includes SLBs’ finan-
cial statements for the analyzed time period. The second source consists of the information 
from Polish Central Statistical Office on the local economic environment in all 380 counties 
in Poland. The third dataset includes addresses of all bank branches in Poland that allows 
to determine the county in which each SLB’s branches are located. Those additional datasets 
allow to construct two sets of variables, which are then employed as regressors (in the mod-
els explaining Facebook users’ responses to SLBs’ social media activities) or as dependent 
variables (in models explaining SLBs’ growth and performance). First, the variables describe 
each bank’s financial characteristics in the analyzed period3 by measuring a bank’s size (SIZE; 
calculated as the natural logarithm of total assets in constant prices), solvency (EQUITY; 

3 As the study covers the period 2010–2017, average yearly observations for each bank are calculated.

End of Table 1
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equity to assets ratio), asset structure (LOANS; loans to assets ratio), profitability (PROFIT; 
operating return on equity), interest margin (NIM; net interest income to assets ratio), cost 
management (COSTS; overhead to operating income ratio), loan portfolio quality (R.LOSS; 
approximated by the ratio of yearly net loan loss provisions and average loans), deposit 
growth rate (DEPO∆), loan growth rate (LOAN∆), and asset growth rate (ASSET∆). Second, 
while employing the last two referenced sources, a bank’s local environment is described with 
the population density (POPUL), and unemployment rate (UNEMPL). It should be noted 
that some SLBs have branches in more than one county. Therefore, to generate values that 
describe each bank’s local environment, original county-level statistics were averaged over 
counties in which a bank operated, and the numbers of a bank’s outlets in individual coun-
ties were used as weights. Panels C and D of Table 1 summarize definitions of the control 
variables, and Table 2 presents the relevant descriptive statistics of all variables in the study. 
The statistics show that an average bank in the sample concentrates its social media activi-
ties on advertisements and promotional posts related to product offers (44.2% of all posts in 
total), whereas posts related to local and social issues (categories CHARITY, SOCIAL, and 
LOCAL) account for 30.4% all published posts. Nevertheless, individual banks potentially 
differ from this unrealistic average bank, as the post share in each of those categories has a 
substantial variation. This suggests that there are banks that concentrate their social media 
activity within a limited number of categories.

Table 2. Descriptive statistics

Variable Banks Mean Std. Dev. Min 1st Quartile 2nd Quartile 3rd Quartile Max

ADS 108 0.122 0.089 0.000 0.059 0.102 0.176 0.446
PROD 108 0.320 0.147 0.045 0.211 0.305 0.404 0.758
AWARD 108 0.038 0.051 0.000 0.006 0.020 0.053 0.287
CHARIT 108 0.052 0.058 0.000 0.009 0.033 0.080 0.348
SOCIAL 108 0.159 0.089 0.018 0.090 0.135 0.219 0.438
LOCAL 108 0.093 0.083 0.000 0.029 0.073 0.132 0.412
TECH 108 0.026 0.037 0.000 0.003 0.015 0.035 0.225
OTHER 108 0.190 0.107 0.000 0.116 0.174 0.243 0.527
LIKES 108 5.185 4.460 0.146 2.457 4.024 6.369 28.136
SHARES 108 0.942 1.074 0.000 0.257 0.572 1.233 5.409
COMM 108 0.286 0.610 0.000 0.054 0.123 0.265 5.667
SIZE 108 18.935 0.791 17.525 18.330 18.874 19.399 21.444
EQUITY 108 0.096 0.026 0.048 0.079 0.091 0.111 0.177
LOANS 108 0.755 0.121 0.409 0.663 0.793 0.844 0.966
PROFIT 108 0.084 0.038 -0.025 0.062 0.083 0.109 0.178
NIM 108 0.032 0.006 0.017 0.028 0.032 0.035 0.054
COSTS 108 0.678 0.090 0.367 0.630 0.688 0.730 0.868
R.LOSS 108 0.006 0.006 -0.003 0.002 0.005 0.008 0.036
DEPO∆ 108 0.104 0.049 -0.052 0.070 0.106 0.139 0.227
LOAN∆ 108 0.087 0.064 -0.040 0.044 0.084 0.129 0.364
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Variable Banks Mean Std. Dev. Min 1st Quartile 2nd Quartile 3rd Quartile Max

ASSET∆ 108 0.097 0.048 -0.042 0.065 0.098 0.130 0.228
UNEMPL 108 1.179 0.507 0.353 0.817 1.094 1.432 2.644
POPUL 108 0.289 0.328 0.036 0.097 0.156 0.374 2.354

3.3. Methodology

To verify the hypotheses, a stepwise procedure is applied. First, with the use of k-medoid 
clustering, each bank is assigned to a model of Facebook activity, depending on the informa-
tion structure conveyed in a bank’s posts. The objective of this approach is to group banks 
with similar informational profiles into the same cluster (Kaufman & Rousseeuw, 1990). The 
applied k-medoid algorithm uses the Manhattan distance – the sum of the horizontal and 
vertical distance between a pair of points – to identify clusters. The clusters are distinguished 
in such a manner that they ensure minimization of the differences between informational 
profiles (described by the variables ADS, PRODUCT, AWARD, CHARIT, SOCIAL, LOCAL, 
TECH, and OTHER) of banks within a cluster, and maximization of differences between 
informational profiles of banks from different clusters.

In the second step of the investigations, hypothesis H1 is approached through the analysis 
of the relationship between the thematic content of SLBs’ Facebook activity and Facebook 
users’ responses. Thus, regression models are estimated through the ordinary least squares 
(OLS) method with robust standard errors. These models regress Facebook users’ responses 
to a bank’s posts against a set of explanatory variables suggested by the literature. These 
regressors describe a bank’s financial characteristics and its local environment, as well as 
the thematic content of a bank’s Facebook posts. A regressor that reflects the specificity of a 
bank’s Facebook activity is either a dummy that identifies the Facebook activity model (from 
the first step of the analysis) or a variable that describes the share of specific types of posts out 
of all posts published by a bank (the variables ADS, PROD, AWARD, CHARIT, SOCIAL, LO-
CAL, TECH, and OTHER). The general construction of the models is illustrated by Eq. (1):

 RESPi = f (FINi; ENVi; FCi), (1)

where RESPi is a dependent variable representing Facebook users’ responses to the content 
of the i-th bank’s Facebook activity. To scrutinize the responses, within various estimations, 
the study employs the LIKES, SHARES, or COMM dependent variables, and the set of regres-
sors includes a bank’s financial characteristics (denoted collectively as FINi; the set includes 
variables SIZE, NIM, LOANS, EQUITY, PROFIT, and COSTS), its local environment (ENVi, 
including variables UNEMPL and POPUL), and a set of variables (FCi) reflecting the Face-
book activity content. 

From the perspective of an SLB, a suitable model of Facebook activity may stimulate the 
attention of Facebook users (hypothesis H1). Nevertheless, it does not automatically translate 
into economic outcomes, that is, the acquisition of customers, bank growth, and increased 
performance. Therefore, within the third step, the study verifies hypothesis H2. Thus, with 
the use of the OLS estimator with robust standard errors, different measures of an economic 

End of Table 2
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outcome are regressed against a set of explanatory variables. Eq.  (2) presents the general 
construction of the models:
 ECONi = f (FINi; ENVi; FCi), (2)

where ECONi is a variable reflecting the i-th bank’s growth (DEPO∆, LOAN∆, ASSET∆) or its 
performance (NIM, R.LOSS, PROFIT). The set of variables FINi controls for the i-th bank’s 
specificity (variables SIZE, LOANS, EQUITY, and COSTS in all regressions, and addition-
ally PROFIT and NIM in DEPO∆, LOAN∆, ASSET∆ models), and ENVi describes its local 
environment (UNEMPL and POPUL). Finally, in various specifications, one variable from 
the FCi set is employed that reflects the thematic content of the i-th bank’s Facebook activity.

4. Results

4.1. Facebook activity models

The analysis begins with a k-medoid clustering, which allows to identify the unique Facebook 
activity models of SLBs. The results of the clustering are presented in Table 3. Two clusters 
of banks are distinguished. The first includes 64 banks that devote their Facebook activities 
mainly to describing product offers: the medoid – a group representative – conveys product 
offers in 40.3% of its posts. Taking into account that an additional 8.9% of posts are advertise-
ments that do not reference the bank’s products, almost 50% of posts of this cluster’s medoid 
have an economic connotation. Additionally, banks within this cluster inform their Facebook 
followers about charitable, social, or local issues to a minor extent. Taking these specificities 
into account, banks from this cluster are called Sales-Oriented. The second cluster is consti-
tuted of 44 SLBs. The medoid of this group conveys information about charitable activities 
in 9.4% of posts, 21.5% of posts are devoted to the bank’s social issues, and 13.4% convey 
local news. Thus, 44.3% of posts can be treated as a representation of socially responsible 
disclosures, as compared to only 21.4% of such posts published by the medoid of the first 

Figure 2. Geographical distribution of head offices of SLBs following  
the two represented Facebook activity models (source: author’s own presentation)
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cluster. The dominance of social and local issues in the posts of SLBs from the second group 
prompts to call these banks Socially Responsible. Figure 2 shows the geographical distribu-
tion of SLBs following the two Facebook activity models. The banks are spread across the 
country, and there is no evident regularity in the location of banks from the same cluster. 
Thus, a conclusion can be formulated that regional factors do not significantly impact the 
SLBs’ choice of Facebook activity models.

Table 3. SLBs’ Facebook activity models (k-medoid clustering)

Clustering variable Cluster 1
(Sales-Oriented)

Cluster 2
(Socially Responsible)

Medoids

ADS 8.9% 7.4%
PROD 40.3% 24.2%
AWARD 0.8% 3.4%
CHARIT 1.2% 9.4%
SOCIAL 13.3% 21.5%
LOCAL 6.9% 13.4%
TECH 1.2% 0.7%
OTHER 27.4% 20.1%

Number of banks in 
the cluster 64 44

4.2. Response to the Facebook disclosures

Table 4 presents the results of the multivariate analysis in which regress proxies of Facebook 
users’ attention are regressed against a set of control variables and a binary variable identify-
ing banks with socially responsible activities in social media (distinguished in the first step of 
the analysis through the k-medoid clustering). It is worth stressing that the control variables 
are rarely statistically significant (at levels between 5 and 10%), which suggests that a bank’s 
financial standing and its location play minor roles in shaping Facebook users’ interest in 
the bank’s Facebook profile. These outcomes strongly contrast with estimation results for the 
dummy that identifies banks that disclose socially responsible information in social media. 
The Socially Responsible dummy is strongly statistically significant in two cases at levels below 
1% and in one case at the 5% level. The estimation results are also economically significant. 
If a bank discloses information related to socially responsible issues, it may expect to record 
3.3 more likes per post, or 63% more than the average in the sample. Disclosures on socially 
responsible issues also generate ca. 61% more shares and 120% more comments by Face-
book users. To provide more details on the relationship between the thematic content of a 
bank’s Facebook posts and consumer responses, the response variables (LIKES, SHARES, 
and COMM) are additionally regressed against the same controls and each of the variables 
that describe the share of specific posts out of all posts published by a bank (ADS, PROD, 
AWARD, CHARIT, SOCIAL, LOCAL, TECH, and OTHER). Table  5 shows the respective 
estimation outcomes for the variables that describe the thematic content of posts; however, 
the coefficients for the control variables remain unreported for brevity. A few regularities 
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can be observed within the estimation outcomes. First, information about charitable activi-
ties receives the highest interest from Facebook users. Coefficients for the CHARIT variable 
are statistically significant for all three specifications, and they show that an increase in the 
share of posts related to charitable activities by 10 percentage points is expected to increase 
the volume of received likes, shares, and comments by 66%, 55%, and 36% of the respective 
averages within the sample. Second, the remaining categories of posts related to social or lo-
cal issues (SOCIAL and LOCAL) do not exert such a pronounced impact on Facebook users’ 
interest; that is, notifications on social events generate more comments only, and local news 
leads to more likes. Third, posts related to a bank’s product offer play an opposite role in 
shaping Facebook users’ responses. They are not liked, shared, or commented upon, and the 
respective coefficients are both statistically and economically significant; that is, an increase 
in the share of posts that describe a bank’s product offer by 10 percentage points reduces 
received likes, shares, and comments by 14%, 12%, and 20% of the respective averages within 
the sample. Fourth, posts about awards received by a bank increase Facebook users’ likes and 
shares, whereas notifications about technical issues work in the opposite direction in the 
case of received likes. Both outcomes are not surprising. Although received awards generally 
have a positive effect on a bank’s brand image and can potentially stimulate Facebook users’ 
interest, one cannot expect technical notifications (which include information about branch 
unavailability and other temporary problems) to be liked by customers. When the outcomes 
from Tables 4 and 5 are taken together, all disclosures related to the social responsibility of a 
bank (the Socially Responsible variable) play a clearly positive role in shaping Facebook users’ 
interest, but not all exert the same impact on each of the response variables.

Table 4. Responses to SLBs’ socially responsible Facebook disclosures (source: author’s own calcula-
tions)

  (1) (2) (3)

Dependent variable: LIKES SHARES COMM

SIZE
0.600 0.121 0.0424

(0.697) (0.185) (0.0684)

NIM
282.8** –0.581 20.96
(142.1) (36.93) (14.23)

LOANS
–0.699 –1.019 –0.689*
(2.448) (0.730) (0.393)

EQUITY
–79.66** 3.136 –3.562
(36.92) (11.11) (4.203)

PROFIT
–19.40* 2.439 –0.667
(9.888) (3.106) (1.070)

COSTS
0.266 1.065 –0.722

(4.588) (1.253) (0.586)

UNEMPL
0.521 0.0244 0.0680

(0.593) (0.212) (0.0726)

POPUL
–0.510 –0.382 –0.169
(0.876) (0.378) (0.122)
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  (1) (2) (3)

Socially Responsible
3.296*** 0.576*** 0.344**
(0.824) (0.197) (0.138)

Constant
–0.0904 –2.863 0.302
(17.08) (4.518) (1.824)

Banks 108 108 108
R-squared 0.201 0.172 0.132

Note: Robust standard errors are presented in parentheses; *, **, and *** refer to statistical significance 
at the 10%, 5%, and 1% levels, respectively.

Table 5. Responses to the content of SLBs’ Facebook posts (source: author’s own calculations)

  (1) (2) (3) (4) (5) (6) (7) (8)

Dependent 
variable: LIKES LIKES LIKES LIKES LIKES LIKES LIKES LIKES

Regressor 
describing posts: ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: –2.342 –7.194** 17.91** 34.00*** 1.388 16.33** –19.54*** –4.587

(5.856) (3.449) (7.951) (11.27) (5.155) (6.685) (6.887) (3.815)

  (9) (10) (11) (12) (13) (14) (15) (16)

Dependent 
variable: SHARES SHARES SHARES SHARES SHARES SHARES SHARES SHARES

Regressor 
describing posts: ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: 0.0625 –1.118* 5.278** 5.173** 1.047 0.413 1.601 –1.594**

(1.232) (0.606) (2.437) (2.170) (1.103) (1.258) (2.491) (0.793)

  (17) (18) (19) (20) (21) (22) (23) (24)

Dependent 
variable: COMM COMM COMM COMM COMM COMM COMM COMM

Regressor 
describing posts: ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: –0.429 –0.582*** –1.253 1.026* 2.073** 1.837 –1.161 –0.849**

(0.533) (0.215) (1.537) (0.570) (0.831) (1.336) (1.013) (0.379)

Banks 108 108 108 108 108 108 108 108
R-squared 0.066 0.079 0.071 0.070 0.146 0.107 0.067 0.083

Note: For brevity, coefficients for the control variables (SIZE, NIM, LOANS, EQUITY, PROFIT, COSTS, 
UNEMPL, and POPUL), constant term, and R-squared are not reported. Robust standard errors are 
presented in parentheses; *, **, and *** refer to statistical significance at the 10%, 5%, and 1% levels, 
respectively.

End of Table 4
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4.3. Facebook activity models and their relationship with bank growth and 
performance

Tables 6 and 7 address hypothesis H2, which concerns the relationship between the specific-
ity of SLBs’ Facebook activity and their growth or performance. Unsurprisingly, in contrast 
to outcomes reported in Table 4, some bank-level controls and regressors that describe a 
bank’s local environment are statistically significantly related to the dependent variables. For 
example, well-capitalized (EQUITY) and highly profitable (PROFIT) banks do not seem to 
struggle for new customers and report relatively slower growth rates in terms of deposits, 
loans, and total assets. In addition, it can be observed that SLBs’ grow faster in less densely 
populated areas (POPUL), which makes sense if one takes into account that such areas are the 
usual SLB strongholds. However, SLBs are able to generate higher net interest margins (NIM) 
and, thus, higher profits (PROFIT) in more urbanized locations, but experience higher loan 
loss provisions (R.LOSS) in those areas. The latter phenomenon can be because, in more 
densely populated areas, SLBs are not able to fully exert their relationship lending model.

In the case of the binary variable identifying banks with socially responsible disclosures 
on their Facebook profiles, outcomes from Table 6 are also in sharp contrast with the results 
shown in Table 4. Although regressions from Table 4 consistently prove that socially respon-
sible banks win the attention of Facebook users, there is no evidence that such attention 
automatically converts into new deposits or an increase in the deposit volume of existing 
customers (DEPO∆). Similarly, all the coefficients for the Socially Responsible binary vari-
able are statistically insignificant in the remaining regressions explaining bank growth or 
performance. To obtain a full picture of the analyzed phenomenon, the results from Table 7 
are scrutinized. This table presents estimation outcomes for models in which selected mea-
sures of bank growth or performance are regressed against control variables (for brevity, 
they remain unreported) and individual variables that describe the share of specific types of 
posts out of all posts published by a bank on its Facebook profile. A few types of Facebook 
activities seem to be significantly related to the thematic content of a bank’s Facebook posts. 
First, banks with the highest amount of charitable activity disclosures draw more depo-
nents (DEPO∆) and borrowers (LOAN∆), generally grow the fastest (ASSET∆), report the 
highest net interest margins (NIM), and have the most creditworthy borrowers (R.LOSS). 
These estimation outcomes are statistically significant and relevant in economic terms. For 
example, an increase in the share of disclosures on charitable activities by 7.1 percentage 
points (the sample’s interquartile range) corresponds with an increase in the deposit growth 
rate by 1.5 percentage points, which is equivalent to 22% of this variable’s interquartile range 
in the sample. In the case of the remaining variables that describe the thematic content 
of SLBs’ Facebook posts, significantly fewer regularities can be observed. First, banks with 
more disclosed social events generate higher interest margins (NIM) and higher profitability 
(PROFIT). Those outcomes are in accordance with the results for the CHARIT variable, as 
they also show that a bank’s disclosures about social responsibility pay off. Second, SLBs that 
post more local news generate lower deposit, loan, and asset growth rates; that is, they gener-
ally attract relatively fewer customers. In combination with the outcomes for the CHARIT 
and SOCIAL variables, the results suggest that it is not enough for a bank to provide coverage 
on local events but to prove its own activity within the local community. Third, the results for 
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the AWARD regressor show that posted information about received awards and thanks cor-
respond with higher net interest margins (NIM) and better loan loss management (R.LOSS). 
In summary, the results from Tables 6 and 7 taken together suggest that it is not easy for a 
bank to benefit from socially responsible disclosures on Facebook; that is, only selected types 
of disclosures correspond with increased growth or performance, and social responsibility in 
more general terms (the Socially Responsible dummy) may not pay off despite the significantly 
increased attention of Facebook users. Nevertheless, the results show that CSR disclosures 
and economic outcomes are generally not opposed, especially for SLBs. In fact, in the case 
of these entities, a careful selection of specific CSR disclosures is the only effective way to 
exploit social media to achieve the economic goals of a bank.

Table 6. Relationships between socially responsible Facebook disclosures and bank growth/performance 
(source: author’s own calculations)

  (1) (2) (3) (4) (5) (6)

Dependent 
variable: DEPO∆ LOAN∆ ASSET∆ NIM R.LOSS PROFIT

SIZE
–0.0166* –0.0110 –0.0149* –0.00218** –2.36e-05 –0.0143

(0.00884) (0.0113) (0.00787) (0.000929) (0.00107) (0.0174)

NIM
3.630*** 4.477** 3.833***

(1.368) (1.953) (1.332)

LOANS
0.0456 –0.0269 0.0315 0.0171*** 0.000883 0.144**

(0.0356) (0.0654) (0.0329) (0.00441) (0.00354) (0.0694)

EQUITY
–1.519*** –1.987*** –1.539*** 0.0205 –0.0278 –3.592***

(0.425) (0.664) (0.378) (0.0272) (0.0240) (0.394)

PROFIT
–0.238*** –0.387*** –0.241***

(0.0890) (0.132) (0.0868)

COSTS
–0.0835 –0.0989 –0.0919 –0.00917 –0.0149 0.0618

(0.0707) (0.0936) (0.0639) (0.00870) (0.0103) (0.140)

UNEMPL
–0.00351 0.00891 –0.000605 0.000922 0.00111 0.0197

(0.00916) (0.0112) (0.00844) (0.00108) (0.000875) (0.0146)

POPUL
–0.0410*** –0.0412** –0.0453*** 0.00322** 0.00525*** 0.0446*

(0.0120) (0.0169) (0.0107) (0.00126) (0.00146) (0.0245)

Socially 
Responsible

–0.00340 0.00312 –0.00502 0.000308 –0.000765 0.0122

(0.00893) (0.0121) (0.00824) (0.00110) (0.00107) (0.0163)

Constant
0.597*** 0.607* 0.571*** 0.0623** 0.0165 0.882*

(0.225) (0.340) (0.199) (0.0257) (0.0280) (0.447)

Banks 108 108 108 108 108 108
R-squared 0.264 0.168 0.284 0.249 0.183 0.605

Note: Robust standard errors are presented in parentheses; *, **, and *** refer to statistical significance 
at the 10%, 5%, and 1% levels, respectively.
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Table 7. Relationships between the content of SLBs’ Facebook posts and bank growth/performance 
(source: author’s own calculations)

  (1) (2) (3) (4) (5) (6) (7) (8)

Dependent 
variable: DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: 0.0274 –0.0149 0.0769 0.213** –0.00273 –0.135** 0.0248 –0.000235

(0.0460) (0.0280) (0.0752) (0.0929) (0.0542) (0.0518) (0.108) (0.0446)

  (9) (10) (11) (12) (13) (14) (15) (16)

Dependent 
variable: LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: –0.0478 0.00473 –0.00697 0.171* 0.0308 –0.138* 0.200 –0.00449

(0.0608) (0.0368) (0.130) (0.0961) (0.0640) (0.0765) (0.142) (0.0676)

  (17) (18) (19) (20) (21) (22) (23) (24)

Dependent 
variable: ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: 0.00779 –0.0126 0.0939 0.204** –0.00294 –0.127** 0.0129 0.00425

(0.0433) (0.0250) (0.0724) (0.0834) (0.0501) (0.0502) (0.0985) (0.0428)

  (25) (26) (27) (28) (29) (30) (31) (32)

Dependent 
variable: NIM NIM NIM NIM NIM NIM NIM NIM

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: –0.0128* –0.00319 0.0144* 0.0161* 0.0112* –0.00116 –0.00979 2.07e-05

(0.00700) (0.00379) (0.00827) (0.00825) (0.00583) (0.00587) (0.0103) (0.00463)

  (33) (34) (35) (36) (37) (38) (39) (40)

Dependent 
variable: R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER
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  (33) (34) (35) (36) (37) (38) (39) (40)

Coefficient for 
the regressor: 0.000364 0.00482* –0.021*** –0.0144** 0.000838 –0.00721 –0.0152 0.00440

(0.00696) (0.00290) (0.00643) (0.00656) (0.00565) (0.00553) (0.00979) (0.00470)

  (41) (42) (43) (44) (45) (46) (47) (48)

Dependent 
variable: PROFIT PROFIT PROFIT PROFIT PROFIT PROFIT PROFIT PROFIT

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient for 
the regressor: –0.0824 –0.0328 –0.0428 0.111 0.232*** –0.0665 –0.198 –0.0228

(0.106) (0.0593) (0.123) (0.134) (0.0810) (0.0895) (0.180) (0.0735)

Note: For brevity, coefficients for the control variables (SIZE, NIM, LOANS, EQUITY, PROFIT, COSTS, 
UNEMPL, and POPUL), constant term, and R-squared are not reported. Robust standard errors are 
presented in parentheses; *, **, and *** refer to statistical significance at the 10%, 5%, and 1% levels, 
respectively.

4.4. Robustness checks

The results presented in Tables 6 and 7 provide evidence for an existing link between spe-
cific types of social media activities and bank growth or performance. Nevertheless, they do 
not prove a causal relationship. Specifically, one may argue against the impact of Facebook 
disclosures on bank growth or performance due to potential endogeneity and reverse cau-
sation. To be more precise, it cannot be ruled out that increased growth or performance 
are predecessors of received thanks or awards and undertaken charitable or social activities 
that are reported on a bank’s Facebook profile. Therefore, to address those concerns, an ad-
ditional robustness check is constructed. Instead of using the original cross-section dataset 
with values averaged over the 2010–2017 period, a panel sample with bank-year observations 
is constructed; that is, each bank-year observation receives the values of dependent and ex-
planatory variables that were employed in Eq. (2). Each bank-year observation gets the share 
of Facebook posts of each type out of all posts published by a bank in a given year. Then, 
dynamic panel regression models are employed and, specifically, the GMM-SYS estimation 
procedure proposed by Blundell and Bond (1998). It allows for the inclusion of potentially 
endogenous variables among the regressors. Thus, it is possible to efficiently control for the 
potential endogeneity in the relationship between Facebook disclosures and bank growth or 
performance. The general construction of the panel models is illustrated by Eq. (3):

 ECONit = f (PERFi,t–1; FINi,t–1; ENVit; FCit; year dummies), (3)

where ECONit describes the i-th bank’s growth (DEPO∆, LOAN∆, ASSET∆) or its perfor-
mance (NIM, R.LOSS, PROFIT) in year t, the set of lagged variables FINi,t–1 controls for the 
i-th bank’s specificity in year t – 1 (a lagged dependent variable, SIZE, LOANS, EQUITY, 
and COSTS in all regressions, and additionally PROFIT and NIM in DEPO∆, LOAN∆, 

End of Table 7
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ASSET∆ models), and ENVit reflects the i-th bank’s local environment in year t (UNEMPL 
and POPUL). Finally, specification employs one variable from the FCit set that describes the 
thematic content of the i-th bank’s Facebook activity in year t. It should be noted that in the 
regressions treat each of the FCit variables as endogenous and a lagged dependent variable 
as only sequentially exogenous. The validity of the instruments is tested with the Arellano-
Bond test and the Hansen test.4

Table 8 presents the results of the dynamic panel estimations. For brevity, only the coef-
ficients for the regressors that describe the categories of a bank’s Facebook posts are reported. 
The tabulated results lead to similar conclusions as the outcomes from Table 7. Social media 
disclosures on CSR have a positive and statistically significant impact on bank growth or per-
formance; that is, an increase in the share of posts on charitable activities draws more deposits 
(DEPO∆), ensures a bank’s growth in terms of its assets (ASSET∆), and stimulates net inter-
est margins (NIM) and profitability (PROFIT). In comparison to posts concerning charitable 
activities, social media disclosures on other social issues (SOCIAL) have relatively less positive 
influence on deposits (DEPO∆) and assets (ASSET∆), and the coefficients for the variable that 
describes the share of posts with local news (LOCAL) are consistently statistically insignifi-
cant. It is worth stressing that dynamic panel estimations provide new insight into the effect 
exerted by posts with product offers. Whereas OLS estimations generated negative but statisti-
cally insignificant coefficients for the PROD variable in the DEPO∆ and ASSET∆ specifications, 
the coefficients from the GMM-SYS regressions are negative but statistically significant in the 
respective specifications. These outcomes suggest that excessive product marketing in social 
media does not pay off and may deter customers from engaging with a bank. 

Table 8. GMM panel estimations. Relationships between the content of SLBs’ Facebook posts and bank 
growth/performance (source: author’s own calculations)

  (1) (2) (3) (4) (5) (6) (7) (8)

Dependent 
variable: DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆ DEPO∆

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient 
for the 
regressor:

0.0603 –0.113*** 0.113 0.313** 0.139** 0.0159 –0.127 –0.00273

(0.0535) (0.0390) (0.144) (0.136) (0.0554) (0.0797) (0.0868) (0.0810)

  (9) (10) (11) (12) (13) (14) (15) (16)

Dependent 
variable: LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆ LOAN∆

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

4 It is worth stressing that all models possess favorable econometric properties. Namely, there are no grounds for the 
rejection of the null hypotheses in the case of the AR(2) and Hansen tests. Although the results of these diagnostics 
tests are not reported for brevity, they are available upon request.
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  (9) (10) (11) (12) (13) (14) (15) (16)
Coefficient 
for the 
regressor:

0.0183 –0.0505 0.0958 0.173 –0.0228 –0.0445 0.319*** –0.0470

(0.0655) (0.0432) (0.168) (0.175) (0.0737) (0.0866) (0.0965) (0.0842)
  (17) (18) (19) (20) (21) (22) (23) (24)

Dependent 
variable: ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆ ASSET∆

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient 
for the 
regressor:

0.0731 –0.120*** 0.0930 0.202* 0.108** 0.0197 –0.154** –0.0275

(0.0500) (0.0390) (0.138) (0.111) (0.0507) (0.0762) (0.0688) (0.0858)
  (25) (26) (27) (28) (29) (30) (31) (32)

Dependent 
variable: NIM NIM NIM NIM NIM NIM NIM NIM

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient 
for the 
regressor:

0.00342 0.00206 –0.00409 –0.00335 –0.00319 0.00119 –0.00338 0.000943

(0.00358) (0.00178) (0.00547) (0.00517) (0.00370) (0.00325) (0.00232) (0.00417)
  (33) (34) (35) (36) (37) (38) (39) (40)

Dependent 
variable: R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS R.LOSS

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient 
for the 
regressor:

–0.00197 0.00491 –0.0107 –0.0258* –0.000849 0.00208 –0.00350 –0.00826

(0.00531) (0.00483) (0.0136) (0.0134) (0.00571) (0.00971) (0.00438) (0.00852)
  (41) (42) (43) (44) (45) (46) (47) (48)

Dependent 
variable: PROFIT PROFIT PROFIT PROFIT PROFIT PROFIT PROFIT PROFIT

Regressor 
describing 
posts:

ADS PROD AWARD CHARIT SOCIAL LOCAL TECH OTHER

Coefficient 
for the 
regressor:

–0.0297 0.0407 0.182* 0.136* –0.0428 –0.0758 –0.0250 –0.0627

(0.0285) (0.0271) (0.104) (0.0736) (0.0371) (0.0475) (0.0350) (0.0550)

Note: For brevity, the coefficients for the control variables (a lagged dependent variable, SIZE, NIM, 
LOANS, EQUITY, PROFIT, COSTS, contemporary UNEMPL, and POPUL), constant term, and year 
dummies are not reported. Robust standard errors are presented in parentheses; *, **, and *** refer to 
statistical significance at the 10%, 5%, and 1% levels, respectively.

End of Table 8
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Conclusions 

The study investigated the thematic content of posts published by Polish SLBs and its 
impact on Facebook users’ interest, as well as SLBs’ economic outcomes. The estimation 
results show that all CSR disclosures by a bank have a positive impact on Facebook us-
ers’ interest, although not all play a comparably important role within this respect. In 
contrast, only posts with selected thematic areas of a bank’s social responsibility (chari-
table activities or a bank’s social life) associate with an SLB’s increased growth or perfor-
mance. These findings have managerial implications. Namely, they suggest that drawing 
attention of Facebook users is a different challenge than converting this attention into 
bank growth or increased performance. Although Facebook disclosures on all socially 
responsible issues consistently boost Facebook users’ interest in posts published by a 
bank, disclosures on social responsibility in general terms do not automatically lead to 
economic outcomes. At the same time, it is worth stressing that CSR and economic ef-
fects do not contradict, and SLBs can successfully employ social media in their unique 
and traditional business strategies, which combine strictly commercial functions with 
support to their local communities. Although SLBs try to imitate commercial banks in 
the implementation of new communication tools, it does not seem to be a direct route 
toward their commercialization and the loss of SLBs’ unique identity. Although time 
period covered in the study ends in 2017, it can be argued that the investigations and 
their conclusions have lost nothing of their topicality. The social media presence of small 
local banks is still underdeveloped in comparison to their large commercial peers, and 
the social media adoption in general terms is still accelerating. Namely, the number of 
social media users in Poland increased by 2.5 million between 2020 and 2021 (+11%) 
and covers 68.5% of the total population in January 2021 (Kemp, 2021). In addition, 
nearly 90% of social media users were active Facebook users at the beginning of 2021.

The study has one main shortcoming, which is determined by the scope of SLBs’ 
Facebook activities and, thus, by the scope of data that can be used within the research. 
It should be noted that social media is still a new and innovative communication chan-
nel for SLBs. The median value of posts per bank between 2010 and 2017 in the sample 
is 177, but there are still some entities with a relatively minor Facebook presence, as a 
quarter of the banks published less than 65 posts in the analyzed period. The limited 
number of banks that apply an active social media policy poses a challenge from an 
econometric point of view, as it forces the researcher to thoroughly rethink the defini-
tion of variables and reasonably handle the number of explanatory variables in regression 
models. Additionally, it reduces the possibility of preparing an in-depth analysis of the 
impact of various Facebook disclosures conditionally on other factors related to a bank’s 
specificity or the competition it faces in its local market. Nevertheless, the developing 
nature of SLBs’ social media activities should eliminate, or at least reduce, this limita-
tion in the near future. This process is expected to open future research possibilities, 
including investigations of the banks’ activities in other social media or collecting some 
additional data from individuals that reacted on Facebook posts to verify their intentions 
to use some service provided by the bank.
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