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ABSTRACT 

The paper focuses on analyzing the uses of viral marketing techniques in the banking industry. In 

this paper, the bank will learn to use the viral marketing techniques. This report aims to analyze 

the uses of viral marketing techniques in Khulna city. The paper’s significant findings are different 

use of viral marketing techniques as marketing strategy in the banking industry. Viral marketing 

techniques are more effective than any other marketing strategy to reach potential customers. To 

attract customer attention the use of viral marketing is effective. Spreading information is the best 

use of viral marketing techniques to measure customer satisfaction. To make customers happy, 

creating a positive attitude of customer’s mind viral marketing plays a significant role. The 

researcher’s findings also suggest that viral marketing techniques are more effective than any 

other marketing strategy. To make information available Facebook, webpage and website has no 
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alternative sources. So banks should be used viral marketing techniques. To get trustworthiness 

and make customers happier, viral marketing is the best use as a marketing strategy. Creating a 

positive attitude on customer mind and establishing a new brand viral marketing would be 

effective, so it should be maintained. According to factors analysis, if bank use 7 factors and 

maintain those factors properly, it will bring success. 

 

Keywords: Bank, Social Media, Viral Marketing. 

JEL Classification Codes: M38. 

INTRODUCTION 

Communication and positioning with customers are important for the banking sector .Viral 

marketing exploits existing social media and networks by encouraging customers to share product 

information with their friends (Abdullah, Ward & Ahmed, 2016). In this era of technology & viral 

marketing, people are more addicted to new technology. People are passing their day by using 

social media, like Facebook, twitter, youtube, the internet etc. We know that marketing has given 

enough change over the recent years and it has been played importance role by using viral 

marketing. Viral marketing is a marketing phenomenon that encourages people to pass along a 

marketing message voluntarily (Anderson, 2008). Viral marketing refer that viral marketing or 

viral advertising is a business technique that uses existing social networks to develop a product 

mainly on different social media platforms. In the banking sector the most popular use of different 

viral marketing techniques. They attract the customers and send the right message for right person 

community (Akhter et al., 2020a; Akhter et al., 2020b; Jahan et al., 2020). Viral marketing is the 

new strategy and a successful stage because of available access instruments (laptop, smartphone, 

tab) etc. If a bank wants to reach peck, it must cope with the growing field. People are using 

technology because it reduces cost, saves time & available at any time. For all these reasons, the 

bank can select it as its one of the marketing factors. Viral marketing spreads through social 

networks and it is a very cheap mode of marketing. As a result a commercial bank do not need to 

spent massive amounts of money on traditional expensive marketing programs (Asheq et al., 2021; 

Kumar et al., 2019; Al Amin et al., 2020; Akhter et al., 2021). 

Viral marketing is the virtual word of mouth. As a result a high rate of pass along from a 

user to another user. The viral marketing technique is more valuable for both consumer and 

bank .consumer get things they wanted and bank provide information what they wanted. The viral 

marketing is specifically related to its use of existing digital network by which people search the 

information about bank through Website, YouTube, twitter. After getting service, satisfaction 

builds trust on the customer mind which is help to viral marketing techniques. Multiple social 

media formats are used in the process, which includes social networks sites such as you tube, email 

communication, Facebook, webpage and many other forms of electronic media. This marketing 

technique on social networks and by words of mouth generates publicity to increase brand 

awareness. The objective of using this technique is an increase in product sales through a carefully 

designed viral process. 

The fundamental of marketing is to target the right customers with the right valuable 

message in order to meet their needs and wants profitability. At present viral marketing is a new 

strategy used in the promotion of goods and brands. Viral marketing is successful campaign can 

work miracles for banking sector. Viral marketing can be defined as the disposal of information 

about a brand or product in a short period of time among the mass media, which has helped to 

work very well for thousands of marketers and helped them improve the growth of their banking 
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sectors. Viral marketing raises interest in a brand or product (and therefore potential sales) through 

messages that extend quickly from person to person. Viral marketing is the best way to reduce 

advertising costs and it is not expensive to launch but it is very effective and fast in receipt the 

message over the target customer. Viral marketing can reach many of people, now there is a new 

generation of marketing methods that has been taken. We are living in the age of the internet. Viral 

marketing is one of very few methods that can create explosive growth in every little time and 

once it hits people to speeds very fast everywhere that positively affects the banking sectors. Viral 

marketing helps in creating the best view for bank. If developing the banking sector and enhancing 

brand viral marketing is one of the most critical strategies to attract customers and raise brand 

awareness. Though viral marketing the brand can take benefit of the internet, especially social 

media, is massive count for just about anything and everything. When people find jealous, 

humorous, interest or shocking, they are darling to this with people from their social network. So 

the focus of this study is the viral marketing technique that is used as marketing strategy. As 

Bangladesh economy is growing day by day (Tu et al., 2021; Ara et al., 2015; Ali et al., 2021; Ali 

et al., 2020; Baqir et al., 2020; Batool et al., 2021; Islam & Bhuiyan 2021; Islam & Barghouthi, 

2017; Islam & Miajee, 2018; Islam, 2016a; Islam, 2016b; Islam, 2016c; Islam et al., 2015; Hossain 

et al., 2017; Islam, 2015; Islam & Barghouthi, 2017; Islam et al., 2021; Sharif & Karim, 2017; 

Karim et al., 2021), it is essential to study this viral marketing. 

 

LITERATURE REVIEW 
According to Bhattacharya, Gaurav & Ghosh (2019), viral marketing is advertising in a way that 

it raised products and services in a direct method. Viral marketing award the benefits of contact 

and interaction of individuals and brands at network platforms by aurally. According to Yang 

(2013), viral marketing can prove to be very effective in the following situation. Firstly, viral 

marketing works well for new types of products and services that are novelty in some ways, 

especially the innovative feature of the new product. Or service can serve as a Powerful marketing 

message with the potential of going viral, secondly, the potential benefits of viral marketing are 

further increased when the benefits associated with the use of products or services are real and 

thirdly, viral marketing can also prove to be highly effective in situation when products and 

services being promoted cater for the needs of specific group of people. In the other words, 

members of such groups can facilitate the spread of marketing message within the group. Viral 

marketing communication refers to any positive or negative statement made by potential, actual 

and former customer about a product or a company via the internet. Viral marketing in its summary 

is marketing messages legislate for spread from one person to the next. This is done by inspiring 

or rewarding people who agree by sharing it with their companion (Tsekouropoulos, 2019). Viral 

marketing is any marketing strategy that covers websites or users to pass on a marketing message 

to other sites or users, creating a potentially expositive growth in the message as view and effect. 

Viral marketing is the act of having a message expansion promptly through various social media 

networks. The aim of viral marketing is to rising brand awareness fast. 

Consumer’s attitude is related to consumer behavior or the various and changing 

perspective of consumers on the products and services that they need, want and acquire. In this 

generation, consumers are changing and are becoming more “dystopian and alienating seeking 

compensation through the competition sings and the superficial” (Lindgreen, Dobele & 

Vanhamme, 2013). The viral marketing concept turns customers to pass along messages to other 

people. It is essential that bank and customers to understand the information about products, 

services, and brand .And know the customers mind. If a message gets a positive effect through a 
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viral marketing this can be spread very fast and maybe lead to a purchase in the bank products and 

services. 

On the other hand, a negative world spread just as fast but instead may shock the customers 

further away from buy bank products and services (Roy et al., 2014). The largest drawback of viral 

marketing methods is the lack of control that comes as a byproduct with nearly every instance of 

this advertisement. Once it expands to enough people, the advert maker no longer possesses rule 

over its distribution and use. This means that any mistakes or error in the ad that people may find 

and take offence to will be exceedingly difficult to correct (Miller & Lammas, 2010).     

                                     

METHODOLOGY 
The purpose of the research indicates that the researcher project paper is both exploratory and 

descriptive research. This is exploratory when the data was collected through in-depth interviews 

and it is descriptive when the data is analyzed through a structured questionnaire. The primary 

purpose of this report is to explore the uses of viral marketing concepts of a commercial bank. This 

study had both qualitative and quantitative approaches. It was found most suitable to the researcher 

purpose. For the study's first objective, the researcher used observational research as a qualitative 

analysis tool to identify different viral marketing techniques of a commercial bank. For the study's 

second objective, the researcher used quantitative analysis where the statistical package of social 

science version 16 was used to analyze the uses of different viral marketing techniques of a 

commercial bank. Lastly, the researcher recommends some guidelines for a commercial bank. 

Both secondary and primary data were necessary for the fulfillment of the research project. 

Secondary data was collected from various published documents in rated books, journals, 

newspapers, magazines and websites. For getting primary data respective respondents were 

interviewed personality to collect the data required through a structured questionnaire. Non-

probability convenience sampling technique has been used for the sampling purpose. In this study 

the researcher distributed this questionnaire to the marketing expert and employees of a 

commercial bank. The sample size is 100 and the target respondents are the marketing experts and 

employees of a commercial bank. The researcher used liker scaling techniques as sampling scaling 

where 1= strongly agree, 2= agree, 3= neutral, 4= disagree, 5= strategy disagree and open-ended 

question. For the analysis of the data that are found through questionnaires, the researcher applied 

frequency analysis. 

 

RESULTS & DISCUSSION 

Table 1. Frequency of table show age of the respondents 

 

Age Frequency Percent 

25-35 20 20 

35-45 44 44 

45-55 18 18 

55-65 18 18 

Total 100 100 

 

This table above shows that 20% (n=20) of the respondents 25-35 age, 44% (n = 44) of the 

respondents 35-45 age, 18 % (n=18) of the respondents 45-55 age, 18 % (n=18) of the respondents 

55-65 age. 
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Table 2. Frequency of table show gender status of the respondents. 

 

Name Frequency Percent 

Female 15 15 

Male 85 85 

Total 100 100 

 

The study targeted 100 respondents. Among them they are 15 % (n=15) of the respondents 

are female and 85 % (n=85) of the respondents are male. This table shows that maximum 

respondents are male.  

 

Table 3. Frequency of table show executive and employee use viral marketing techniques in a very 

effective way 

 Frequency Percent 

“Strongly agree” 64 64 

“Agree” 31 31 

“Disagree” 5 5 

Total 100 100 

 

This table above show that 64% (n=64) 0f the respondents strongly agree and 31% (n=31) 

of the respondents agree that using viral marketing techniques are used in a very effective way 

than any other marketing strategy because it can grasp customer attention than any other marketing 

strategy. By the information of this table, this is the evidence that using viral marketing techniques 

are effective. 

 

Table 4. Frequency of table show executives and employee are using viral marketing strategies for 

creating new customers. 

 Frequency Percent 

“Strongly agree” 19 19 

“Agree” 50 50 

“Neutral” 6 6 

“Disagree” 20 20 

“Strongly disagree” 5 5 

Total 100 100 

 

This table above shows that 19% (n=19) of the respondents strongly agree and 50% (n=50) 

of the respondents agree that using viral marketing techniques are creating new customers because 

it can grasp customer attention of new customers. By the information of this table, it is the evidence 

that viral marketing techniques are creating new customers. 
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Table 5. Frequency of table show executives and employee are using viral marketing techniques 

and by it bank can reach their potential customers. 

                Frequency                    Percent 

“Strongly agree” 16 16 

“Agree” 64 64 

“Neutral” 6 6 

“Disagree” 10 10 

“Strongly disagree” 4 4 

Total 100 100 

 

This table above shows that 16% ( n=16) of the respondents strongly agree and 64% (n=64 ) 

of the respondents agree that they uses viral marketing techniques to reach their potential customer 

because it is increasing customer’s interest. By the information of this table, it is the evidence that 

viral marketing techniques creating new customer. 

Table 6. Frequency of table show executives and employee admit that uses of viral marketing 

techniques are profitable   

                 Frequency                    Percent 

“Strongly agree” 23 23 

“Agree” 71 71 

“Disagree” 6 6 

Total 100 100 

 

This table above show that 71% ( n=71 ) of the respondents agree and 23 % ( n=23 ) of the 

respondents strongly agree that using viral marketing techniques are profitable for a commercial 

bank because it reduces cost and easily grasp customers attention. By the information of this table, 

it is the evidence that viral marketing techniques are profitable for a commercial bank.  

Table 7. Frequency of table show executive and employee using facebook marketing is very 

effective source of communication to attract the customers. 

 Frequency Percent 

“Strongly agree” 18 18 

“Agree” 57 57 

“Neutral” 10 10 

“Disagree” 9 9 

“Strongly disagree” 6 6 

Total 100 100 

 

This table above shows that 57% (n=57) of the respondents agree and 18 % (n=18) 0f the 

respondents strongly agree that using Facebook marketing is very effective source of 

communication to attract the customers because it can pass speedy information. By the information 

of this table, it is the evidence that Facebook marketing is very effective source of communication. 

https://www.cribfb.com/journal/index.php/ijmri
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Table 8. Frequency of table show executive and employee using facebook marketing techniques 

is cheaper sources than any other sources to attract the customers. 

 Frequency Percent 

“Strongly agree” 13 13 

“Agree” 64 64 

“Neutral” 6 6 

“Disagree” 10 10 

“Strongly disagree” 7 7 

Total 100 100 

 

This table above shows that 13 % (n= 13 ) of the respondents strongly agree and 64 % ( n= 

64 ) of the respondents agree that using Facebook marketing techniques is cheaper sources than 

any other sources to attract the customers of a commercial bank because it is easily attract customer 

and it is the biggest opportunity for a commercial bank. Facebook marketing is cheaper sources 

than any other sources. By the information of this table, it is the evidence that Facebook marketing 

technique is cheaper source than any other sources to attract the customers of a commercial bank.  

 

Table 9. Frequency Of Table Show Executives And Employees Admit Using Facebook Is Very 

Popular Marketing Techniques For Promoting a commercial bank. 

 

 Frequency Percent 

“Strongly agree” 16 16 

“Agree” 55 55 

“Neutral” 9 9 

“Disagree” 10 10 

“Strongly disagree” 10 10 

Total 100 100 

 

This table above shows that 16% (n=16 ) of the respondents strongly agree and 55%  

(n=55 ) of the respondents agree that using Facebook is very popular marketing techniques for 

promoting a commercial bank because Facebook is a very popular marketing technique than other 

marketing strategies. By the information of this table, it is the evidence that Facebook is very 

popular marketing technique for promoting a commercial bank. 

After the face to face interview with the customer in Khulna city, the reporter got the following 

information from them.  

Maximum customers did not know about viral marketing techniques. There are few people 

who know about viral marketing. Only the college or university students and some of the people 

who use social media were known the viral marketing. When we describe viral marketing 

techniques they realize it clearly. It can be said that very few people know about the viral 

marketing.  

Maximum people do not visit a commercial bank website. People know information talking 

with the executive. When we told them that all bank information includes a commercial bank 

website, they understood it and were interested in searching for information. But some university 

students visit a commercial bank website. Very few job holder and business man visited a 

commercial bank website. People know information visit the commercial bank website. Maximum 

https://www.cribfb.com/journal/index.php/ijmri


https://www.cribfb.com/journal/index.php/ijmri     International Journal of Marketing Research Innovation      Vol. 6, No. 1; 2022 

 

8 

people use Facebook. People saw different kind of viral video about bank. The 60% student know 

a commercial bank uses Facebook marketing 20% job holder and 20% of business man know a 

commercial bank uses Facebook marketing. People do not know what viral marketing is. When 

we discussed viral marketing, people said that they face it but they do not know it. After we 

finished my lecture people easily understood it and said that it is convenient for them. They always 

get information from Facebook, website and webpage. Yes, customers believe that they get more 

reliable information from website of a commercial bank. Maximum customer response yes, they 

visit a commercial bank website. People get information which is need for them. People search 

information and find more reliable information through a commercial bank website. Most of the 

customers said that Facebook marketing is easier for customers. Generally, 80% students use 

Facebook. People can easily get information from Facebook. Facebook marketing is easier for 

customers. Maximum people heard about a commercial bank through Facebook media. The bank 

uses Facebook and this page provide all information for customer attraction and aware of the 

knowledge about a commercial bank goods and services. Communication is very important, 

especially in banking sectors, so a commercial bank spreads information through Facebook, web 

page, and website.  

Now a day viral marketing becomes an effective marketing strategy to reach customers. 

Viral marketing plays a more important role. The report tried to identify and analyze the uses of 

viral marketing strategy in a commercial bank in Khulna city, and also tried to recommend some 

guidelines for executive who uses viral marketing strategy in a commercial bank services. Based 

on the findings of the report, most of the identified use of the viral marketing customers are aware 

of the brand and create positive impact, which are useful to reach customer, which is marketing 

strategy. Viral marketing techniques are Facebook, website, web page, tube, E-mail create 

customer awareness. According to the finding, the uses of viral marketing as marketing strategy 

in Khulna city are being used as viral marketing techniques in a very effective way. Customers can 

easily get information through website and their satisfaction level is high because customers easily 

access their website. The second most popular use of viral marketing techniques in a commercial 

bank is creating new customers. The use of webpage marketing is the expression of customer 

satisfaction, which is an effective strategy for creating a new one. According to findings, using 

viral marketing techniques is more effective for potential customers and existing customers. The 

third significant use of viral marketing techniques is profitable for banks because it can easily 

grasp customer attention and play a non-paid advertisement. Customer can easily see the 

advertising through the commercial bank Facebook page. It attracts potential customers. 

According to the finding, non-paid advertisement shows the satisfaction level of satisfied 

customers. The fourth uses of viral marketing techniques are to reach potential customers. Viral 

marketing is the big opportunity for bank the use of this marketing strategy presents the happiness, 

satisfaction level that attracts potential customers easily. According to the findings to catch up with 

potential customers, viral marketing techniques are effective and useful. The five most use of viral 

marketing techniques is sharing to spread information through Facebook marketing. Facebook 

marketing has an important role in making information available and increasing awareness about 

bank service that insists customers get service. According to findings, spreading information is 

most effective for marketing strategy. The six uses of viral marketing techniques are to hold the 

existing customer and inspire potential customer. Bank needs to increase trustworthiness make the 

customer reliable on bank. According to the findings, trustworthiness helps to build existing 

customer. The seven most use of viral marketing techniques as marketing strategy is to provide 

better service to bank clients. Facebook marketing introduce about bank product and service as a 
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result customer are aware of the brand and create new brand image. The eight most use of viral 

marketing techniques as marketing strategy is to draw a customer attention that is much effective 

than any other strategy. Customers are more reliable when they informed about satisfied customer 

experience. According to the finding, using viral marketing techniques for drawing customer 

attention is effective strategy. The nine most use of viral marketing techniques is to suggest better 

service. Viral marketing techniques suggest that employees give better service or different 

techniques to give their best that helps to get customers. The ten most use of viral marketing 

techniques is to make client happier. Viral marketing techniques can make satisfy customer 

providing information through website about bank. It make client happier. The eleventh most use 

of viral marketing techniques is to create positive attitude in customer mind. It makes customer or 

client positive toward bank because positive attitude present positive expression. According to the 

finding, creating positive attitude in customer mind is the best use of marketing strategy. The 

twelve most use of viral marketing is ensures bank service quality. Viral marketing techniques that 

helps to ensure bank service quality that attract customer, is effective marketing strategy. The 

thirteen most use of viral marketing techniques is to increase repurchase intention. The website 

marketing provide right information that insist customer to get service and also to make 

repurchase. The fourteen most use of Facebook marketing are easily attract to customer and 

Facebook marketing is very cheaper than other marketing techniques. The fifteen most use of viral 

marketing techniques is to inform about unique service quality. Unique service quality is desirable 

to all customers. It attract customer most and effectively. According to the finding, to inform 

customer about unique service quality is the best use of marketing strategy. According to the 

analysis, my findings also suggest spreading information create brand image, ensuring service 

quality, and trustworthiness about a commercial bank good and service. If banks use those as a 

form of marketing strategy, it will bring effective results. Suppose the bank can create customer 

brand awareness, create a positive attitude in customer minds, and ensure high-level service 

quality, available information, and trustworthiness. In that case, it will be useful and effective use 

of viral marketing techniques.  

 

CONCLUSION 

Viral marketing has an influencing capacity of customer selection and the uses of service. These 

form of communication present a high degree experience and credence quality. The respondent 

wants to know information about the bank through Facebook, webpage and website. To attract 

potential customer , creating new customer, to reach target customers, building trustworthiness, 

establishing brand image, increase repurchase intention , informing unique service quality all of 

these are the different from of using viral marketing techniques , that is effective and useful to 

reach customer  to hold existing customers and to convert existing customer into loyal customers. 

The recommendation for bank should be seen as advice that they should connect their customers 

with their best service. The main recommended issues of this study for bank are present below:  

 Bank should use viral marketing strategy more to reach their potential customer. So, to 

catch up target customer, bank should use viral marketing techniques as marketing strategy 

because it takes a short time to go customers. 

 For spreading bank information Facebook marketing techniques plays vital role. So bank 

should use this strategy to make information available. Bank can uphold strong their 

customer satisfaction level by using viral marketing techniques. 

 Website is the best way to create trustworthiness and attract more existing customer. So 

banks should use viral marketing techniques to hold the existing ones that would be helpful 
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for banks. Using viral marketing techniques is supportive to provide better service to bank 

clients. For this, bank can provide their best service by using viral marketing techniques as 

their marketing strategy. 

 Using viral marketing techniques as marketing strategy is the best way to suggest service. 

Bank should use this strategy for collecting suggestion from customer that would be 

effective for them. To make clients happy viral marketing techniques should be used as 

marketing strategy to make them customer happy. 

 To establish a new brand, bank should use viral marketing techniques effectively to reach 

the brand to their target customers. For this, bank can use viral marketing techniques as 

marketing strategy to reach their customers as a new brand. By using this strategy brand 

information would be available within a short time that is necessary and effective for bank. 
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