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Abstract Social media plays an important eart in the c\’\ﬂ'\’ral tfransformation of businesses., This research provides a comprehensive analysie of the
use of social media bj business-to-business (B2B) companies, The current s.fuo\tj focuses on the number of aspects of social media such as
the effect of social medig, social media tools, social media use, adoption of social media use and its barriers, social media s.’rra’regxes, and
measuring the effectiveness of use of social media. This research provides a valuable S.Sn’rhes'\s of the relevant literature on social media in
B2B® context b3 analysing Per@orm\nﬁ we’\jm analysis and c\’\e.cus.s\n3 the key ?\no\inﬂs. Lrom 6><’\e.‘r'm3 research on social media. The ?\nd\nﬁs of this

s’ruo\ﬁ can be used as an informative framework on social media for both, academic and eractitioners.

Keﬁwords Business-to-business . 'DB‘Hral transformation . \nformation 333+em3 . Literature review . Harkeﬂnﬂ . Social media
1 \ntroduction

The \nternet has chanﬁed social communications and social behaviour, which lead to the development of new forms of communication channels and
platborms (lsmagiova et al. 20f%). Social media playe an important part in the o\\gﬁral transformation of businesses (Kunsman 2048). Digital trans-
formation refers to the gobaly accelerated process of techni- cal adaptation by companies and communities as a result of dB’t’ral'tsa’f'xor\
(S\vera\')ah et al 20f% westerman ef al Jofy). web is deweloped from a fool used fo provide passive infor- mation into the collaborative web,

which  allows  and
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encouraqes active user engagement and contribution. € before social networks were used to provide the information about a company or brand,
r\owao\atjs businesses use social media in their rarketing aims and strateges to improve consumers' involvement, relationship with customers  and
gt useful con- sumers' ins\ghfs (Aalwan et al 20, Business-to-consumer (BAC) companies w\o\elﬁ use social media as part of their d’\sﬁral
transformation and enjpy its benefits such as an in- crease in salks, brand awareness, and customer engagement to name & few (Barreda et
al. 2045, chaﬂer\')ee and Kar 2029 Hérr'\jan et al 2020 Kamboj et al. 2off; Kapoor et &l 2oft). From & marketing and sales research perseective,
social media is defined as ‘'the ’rechnoloslcal component of the com- munication, transaction and relationship bu\ld’mg functions of a business which
leverages the network of customers and prospects to promote value co-creation' (Andzulis et al 2042 308 Industrial bugers use social media
for their pur- chase as +he3 compare eroducts, research the market and buid relationships with salesperson (tani et al 20fh). Sccial media
chanﬁeo\ the way how buyers and selers inferact (ﬁﬂn\ho’rr'\ et al 206 by enabling open and broad communications and cooperation between
them (Rossmann and Stei 2015). Social media is an important faciitator of relationships between a company and customers (Qﬂn\ho’rri et al 201y

Tedeschi 2006). Customers are more connected fo companies, which make them more kr\owleo\ﬁable about product selection and more  powerful in



buger—seller relationships (Qﬁr\iho‘rr'\ et al 2046). Social media also heles companies to increase business

exposure, traffic and prov\d\ng marketplace insight (93n‘|ho’rr'\ et al 206 Stelzner 20t As & resulf, the use of social media supports business
decision processes and helps to improve companies' performance (Rossmann and Stei 2045). Due to o\\ﬁ'\’féﬁsaﬂon customers are becoming more
in- formed and rely less on traditional seling initiatives (Ancilai et al. 2019, Buﬁers are relying more on o\BHaI re- sources and their buying
process more offen invohes the use of social media. For example, in the research Ba® buyer sur- vey 82% of buﬁers stated that social
media content has a s'\ﬁn\%can’r impact on the purchase decision (Ancilai et al. 201, Minsky and Quesenberrﬁ 2016). As a result, these chanﬂes in
consumer behaviour place hijh pressure on BB sakspeople and traditional sales companies (Ancilai et al 2049, By using evidence £rom major
B2B companies and consulfancy report some studies claim that social media can be applied in salks to establish effective o\'\élogues with buyers
(Ancilai et al. 2014 Kovac 2016 McKinsey and Com\zang 2015). Now, business-to-business (BAB) companies started using social media as part of
their o\\s\’ral transformation. 83% of BB companies use social media, which makes it the most common marketing tactic (Pulai and Hanc\leﬁ 201%
Sobal 201, More than #0% of BAB companies use af least one of the "b'\ﬂ Y social media sites such as Linkedin, Twitter, Facebook and
YouTube. ﬂo\diﬁoneiiﬁ, 50% of the companies stated that social media has improved their marketing optimi- 2ation and customer experience, while
25% stated that their revenue went up (aregorio 2of3; Sobal 201%). Even +hou3h B2B companies are bene?xﬁ'mﬂ {from social media used by
marketers, it is erﬁueo\ that research on that area is stil in the embrtjon'\c s+aﬂe and future research is needed (Salo 2o1% Siamnagka et al
2015; Juntunen et al. 2020, \annacci et al 2020). There is & limited uno\ersfar\c\\nﬁ of how BAB compa- nies need to chenﬁe to embrace recent
+echnoI03\caI innova- tions and how it can lkad to business and societal transforma- tion (Chen et al. 2043 Loebbecke and Picot 2045 Pappas et
al. 20f8). The topic of social media in the context of BAB companies has started ah‘racﬁr\j attention from both academics and perac- fitioners.
This is evidenced ba the growing number of research output within academic Journals and conference Proceeo\\njs. Some  studies erovided a
comprehensive literature review on social media use by BB companies (Pascucci et al oM Salo 201B), but focused only on adoption of social
media by B2B or social media influence, without ‘::rov’\o\'mﬂ the whole picture of the use of social media by BB companies. Thus, this s’ruo\kj
aims to close this g 0 the literature \a\:) cono\uchn3 a comprehensive analysis of the use of social media b\j BIB companies and discuss its
role in the o\’\j&‘ral transformation of BAB companies. The ?mo\’mss of this S’fb\dg can provide an informative framework for research on social

media in the context of BAB companies for academics and eractitioners.

The remaining sections of the s’mc\:j are orﬁanisec\ as Lol lows., Section 2 offers a brief overview of the methods used to '|c\enﬂ€3 relevant
studies to be included in this review., Section 3 33n+hes\ses. the studies identified in the previous section and provides a detailed overview.
Section 4 presents we'lﬂhf analysis and its F\nc\'\nﬁs. Next section discusses the keﬂ aspects of the research, h‘\ﬂhl’\ﬁh’rs any limitations within

ex\sﬂnﬁ studies and explores the potential directions for future research. ﬁnell&, the peaper is concluded in Section 6.
2 Llterature Search Method

The approach utiised in this s’ruc\tj aligns with the recommen- dations in webster and watson (2002). This sfuo\3 used a keﬁword search-based
approach for \denf'x?tj\nﬁ relevant arti- cles (Dwivedi et al. 20l lsmagiova et al. ol0g; lemagiova et al 201 \)e:jara\‘s and Dwivedi 2020 Wiliams et
3l 2015). Keywords such as 'Adverfising' OR ‘Marketing' oR 'Seles’ ALD TTE ('Social Media' oR 'Wweb 20" oR “Facebook’ oR 'Linkedn' oR
‘nstagram’ oR "Twitter' oR "Snapchat' oR "Pinterest’ oR ‘Whatsfpe' oR 'Social Metworking Sitesh AVD TME- ABSKEY (BB’ oR "B fo B' oR
"Business to Business' oR ‘Business 2 Business’) were searched via the Scopus database. Scopus database was chosen to ensure the
inclusion of only h’\jh qualﬁg studies, Use of online databases for cono\uc’r\n3 a sgs’remaﬂc iterature review became an emerging culture  used 53
a number of information sx:jsdeme. research studies (Dwivedi et al. 2ofly Gupta et al. 2o 1smagilova et al 2020t Muhammad et al. 2048 Rana
et al 2019, The search resuted in 8o articks. Al studies were processed bfj the authors in order to ensure relevance and that the research
offered a contribution to the social media in the context BAB® discussion. The search and review resuited in Fo artficles and conference papers
that formed the literature review for this s.‘ruo\\:j‘ The selected studies appeared in 33 separate Journals and conference Proceec\\nﬁs, 'mcluo\'ma

Jjournals such as Industrial Marketing Management, Journal of Business and ndustrial Marketing and Journal of Business Research.
3 Literature Sﬁr\’rhes\s

The studies on social media research in the context of BB companies were divided into the ?ollowins themes: effect of social media, adoption
of social media, social media strategies, social media use, roeasuring the effec- fiveness of use of social media, and social media tools (see

Table 4). The &‘ollowins subsections provide an overview of each theme.

Table 41 Themes in social media research (BaB® context) Theme Sources
34 Effect of Social Media

Some studies focus on the effect of social media for BAB companies, which include customer satisfaction, value crea- fion, intention to buy and
sales, bu\lc\'\nﬁ relationships with customers, brand awareness, kr\owleo\ﬁe creation, perceived corporate creo\\b\l\‘r& acquiring of new customers,

salesperson performance, employee brand enﬁaﬁemer\’r, and susfa’mab’xl’x‘rj (Table 2.

Table 2 Effect of social media



Theme Source(s)

Customer satisfaction ﬁjn\hoﬁ'\ et al 2016 Ancilai et al 2014 Rossmann and Stei 2045

value Creation Hﬁn’\ho‘rﬂ et al, 204y F\sn’uhom et al. 20f*

Infention to buy and Sales Ancilai et al 2014 Hsiao et al 2020, Mtani et al 2of% Mahrous 2013, Salo Jof?

Customer  relationshies Bhaﬁachar&ja and Elison 2045; G&ti et al. 2018 Gruner and Power J2ofg; Hollebeek 2043 lankova et al 2ofg Jussia et al

2014, Kho 2008 Niedermeier et al. 2016; ogivie et al. 20f8

Brand awareness Ancilai et al 201 Hsiao et al 2020

Knowlec\ge creation Karkkdinen et al Jo#

Corporate creo\‘l\a\l'\fa Kho 2008

chu’xr\nﬁ new customers Meire et al. 20f%

Salesperson performance Moncrief et al 2015, ?od\"\guez et al 2012
Employee brand management Pitt et &l Jof Pitt et al Jof
Sus+a\nab\|\+3 S‘xvara\'sah et al 201 Kasper et al 2015

Effect of social media Qﬂr\'\ho’r\‘l et al 2016 Ancilai et al 2019 Rossmann and Stei 2045; ﬁﬁmho’rr\ et al 201y er\'\ho’r\"\ et al 204% ‘tani et al 0%
Salo  201% %heﬁechar\'ba and Elison 2015, Gati et al. 2018 Gruner and Power 2018 Hollebeek 2044 \ankova et al 2048 Jussila et al 2044 Kho 2008;
Niedermeier et al. 2016 ogivie et al. Jofg; Hsiao et al 2020; Mahrous 2043 Karkkdinen et al Joff, Meire et al. 20f% Moncrief et al 2045 ?odrBuez

et al 204y Pitt et al 2of; Pitt et al 2043 S\vara\}éh et al 20M

Adoption of social media Buratti et al 2of; Gt et al. 2of% Gazal et al Jof6 ani et al Jof Kumar and Maler Jofg; Lacka and Chonﬁ 2016;
Lashﬂar\ et al 20M Michaelidou et al 2o Mller et al 2018 Munan et al. 2018 Pascucci et al 208 Rossmann and Stei 2045; Shaltoni 2013

S\amajka et al 2015 wang et al 20t

Social media s+ra+e3\es. Caws.ea and Row!ea 2016; Huotari et al. 2015 Kasper et al 2015 McShane et al. 2off Mudambi et al. 204 Swani et al

2013; Swani et al 2014 Swani et al 2ofF watt oMo

Social media use Andersson et al. 2013, Bernard 2045 Bolat et al 2045 Denktag-Sakar and SUrlch 204, Dyck 200, Guesalags 016, Habibi et al
2015; Katona and Sarvary Jofy, Moore et al. Jof; Moore et al 2015, MUller et al. 2013; Miedermeier et al. 2016 Sukowski and Kaczorowska-

S(s:jchalska 2016; Vasudevan and Kumar 2018 Vukanovic 2013
Measuring effectiveness of social media Gazal et al 2046 Michaelidou et al 2044 Vasudevan and Kumar 2018

Social media tools Keindnen and Kuivalainen 2045 Mehmet and Clarke 2046, YarB et al 2012
344 Customer Satisfaction

Some studies investigated how the use of social media affect- ed customer satisfaction (ﬁﬁn\ho’rr\ et al 2016 Ancilai et al 2019 Rossmann and
Stei 2045). For example, Qgr\'\ho’r\‘l et al (2016) invesﬂﬁafed how the implementation of social media by B2B salsperson affects consumer

satfisfaction. Salesperson's social media use is defined as a "salesPersor\'s utilization and '\n’reﬂraﬁon of social media ’rechr\oio\cw to



Theme Sources

Effect of social media Agnihotri et al. 2016; Ancillai et al. 2019; Rossmann and Stei 2015; Agnihotri
et al. 2012; Agnihotri et al. 2017, Itani et al. 2017; Salo 2017, Bhattacharjya
and Ellison 2015; Gati et al. 2018; Gruner and Power 2018; Hollebeek 2019:
Iankova et al. 2018; Jussila et al. 2011; Kho 2008; Niedermeier et al. 2016;
Ogilvie et al. 2018; Hsiao et al. 2020; Mahrous 2013; Kérkkdinen et al. 2011;
Meire et al. 2017; Moncrief et al. 2015; Rodriguez et al. 2012; Pitt et al.
2018; Pitt et al. 2017; Sivarajah et al. 2019

Adoption of social media Buratti et al. 2018; Gati et al. 2018; Gazal et al. 2016; [tani et al. 2017; Kumar
and Moller 2018; Lacka and Chong 2016; Lashgari et al. 2018; Michaelidou
et al. 201 1; Miiller et al. 2018; Nunan et al. 2018; Pascucci et al. 2018;
Rossmann and Stei 2015; Shaltoni 2017, Siamagka et al. 2015; Wang et al.
2017

Social media strategies Cawsey and Rowley 2016; Huotari et al. 2015; Kasper et al. 2015; McShane
et al. 2019; Mudambi et al. 2019; Swani et al. 2013; Swani et al. 2014: Swani
et al. 2017; Watt 2010

Social media use Andersson et al. 2013; Bernard 2016; Bolat et al. 2016; Denktas-Sakar and
Stirticii 2018; Dyck 2010; Guesalaga 2016; Habibi et al. 2015; Katona and
Sarvary 2014; Moore et al. 2013; Moore et al. 2015; Miiller et al. 2013,
Niedermeier et al. 2016; Sutkowski and Kaczorowska-Spychalska 2016,
Vasudevan and Kumar 2018; Vukanovic 2013

Measuring effectiveness of Gazal et al. 2016; Michaelidou et al. 2011; Vasudevan and Kumar 2018
social media

Social media tools Keinidnen and Kuivalainen 2015; Mehmet and Clarke 2016; Yang et al. 2012
Lneme »ource(s)
“ustomer satisfaction Agnihotri et al. 2016; Ancillai et al. 2019; Rossmann and Stei 2015
Value Creation Agnihotri et al. 2012; Agnihotri et al. 2017
ntention to buy and Sales Ancillai et al. 2019; Hsiao et al. 2020; Itani et al. 2017; Mahrous 2013; Salo 2017
“ustomer relationships Bhattacharjya and Ellison 2015; Gati et al. 2018; Gruner and Power 2018;

Hollebeek 2019; Iankova et al. 2018; Jussila et al. 2011; Kho 2008; Niedermeier et al. 2016; Ogilvie et al. 201§

3rand awareness Ancillai et al. 2019; Hsiao et al. 2020
{nowledge creation Karkkiinen et al. 2011
“orporate credibility Kho 2008
Acquiring new customers Meire et al. 2017
salesperson performance Moncrief et al. 2015; Rodriguez et al. 2012

Zmployee brand management Pitt et al. 2018; Pitt et al. 2017
sustainability Sivarajah et al. 2019; Kasper et al. 2015

perform his or her \'job" (Qﬂr\'&ho’rr’l et al 2016 p.2). The s+uo\3 used data from 44 sales professionals involved in BABR in- dustrial seling to test
the  eroposed htj‘:ao’rheses.. it was found that & salesperson's use of social media wil have a positive effect on information communication, which
wil, 0 turn, lead to improved customer satisfaction with the salesperson. Aiso, it was ians’rBé’ch\ that information communication wil be positively
related to responsiveness, which impacts customer satisfaction. Another 3’ruo\3 \33 Rossmann and Stei (2045) looked at the antecedents of social
media use, social media use by B2B companies and their effect on customers. Ea using data from 362 chief information officers of BIB®

companies the s’ruo\g found the @ollomins. Social media usage of salks representa- tive has a positive impact on customer satisfaction. Hje has
a neﬂaﬂve effect on content genecation. it seems that older sales- people use social media in passive ways or in‘rerac’r\nﬁ with the customer

rather than creating their own content, t was found that the quality of corporate social media strateqy has a posi- tive impact on social media
usage in ferms of the consumption of information, content Seneraﬂon, and active inferaction with customers, fiso, the experfise of & salesperson

in the area of social media has a positive impact on social media usaqe.

34,2 value Creation



Research in BB found that social media can create value for customers and salksperson (Qﬁr\'\hoﬁl et al. 204y ﬂﬁn\hofr'\ et al 2019 ﬁsn\hoﬁ'\ et
al. (2012) proposed a theoretical framework to explain the mechanisms +hrou3h which sales- people’s use of social media operates to create
value and pro- pose a strategic approach to social media use to achieve com- pefitive godis. The s.‘ruc\:j draws on the existing fterature on
relationship marke‘r'\nﬁ +as\<“rechnolos\j £t +heor3, and salks service behavior to sketch a social media 3+ra+633 for business- to-business salks
organizations with relational seling objec- fives. The peroposed framework describes how social media tools can help salespeople perform service
behaviors  (information Shé(‘\nﬁ, customer service, and ‘rrus.‘r—bu\lo\’\nﬂ) Ieao\’mj to value creation. Some researchers invesﬁﬂa’red the role of the
salesperson in the value creation erocess after closing the sale. B\j employing salesperson-customer data within @ business-to-business con- text,
H\cjn'xho’rr'l et al (20ih) analgsed the direct effects of sales- based CRM +echnolo\cj\j on the post-sale service behaviors: d\lgence, information
communication, inducements, empa- +h3‘ and  sportsmanshie. Ho\d’x‘r'&or\alhj, the Sﬂ"dtj examines the interactive effects of sales-based (CRM ‘rechnolo&j
and social media on these behaviors. The results indicate that sales-based CRM +echno|03~j has a positive influence on salesperson service
behaviors and that salespeople \AS]F\S CRM ‘rechnolo&j in conjunction with social media are more I’\keltj to exhibit hiﬂher levels of SSBs than their

coun‘rer(aar‘rs

with low social media +echr\o|033 use. Data were colected from 162 salespeople from India. SmartPLS was used to ana- lyse the data.
3.3 \nfention to Bux:j and Sales

Another goup of studies investigated the effect of social me- dia on the level of sakks and consumer purchase intention (Ancilai et al. 201,
tani et al. 2of% Salo 2of} Hsido et al 2020, Mahrous 2043). For example, itani et al (20fh) used the +heor3 of reasoned actions to develop &
model that tests the factors a@?ecﬂnﬁ the use of social media by salesperson and its impact. %3 collecting data {from 420 salespersons from
different industries and using SmartPLS to analyse the data, it was found that attitude towards social media usefuiness did not affect the use
of social media. 't was found that social media use positively affects competitive infeligence  collection, adaptive seling behaviour, which in turn
influenced sales performance. Another s’ruda by Ancilai et al. (2019 used in-depth inferviews with social seling professionals. The ?\nd\nﬁs sugqest
that the use of so- cial media improves not only the level of sales but also affects relationship and customer peerformance (trust, customer
satis- faction, customer referrals), and organisational performance Corganisational seling performance and brand performance). 1t was '\nves+'\3a+ed
that social media has a positive effect on the intention to purchase (Hsiao et al. 2020, Mahrous 2013). For instance, Mahrous (2043) bﬁ reviewing

the fiterature on BB and BAC companies concluded that social media has a s‘nﬁn\?\car\f influence on consumer buying behaviour.
344 Customer ?ela’r\onsh'nps

Another Fove of studies focused on the effect of social media on customer relationships (%ha’r‘racharwa and Elison 2045; G&ti et al. 2018 Gruner
and Power oM Hollebeek 2043 \ankova et al J2ofg; Jussia et al 2044 Kho 2008 Niedermeier et al 2016 Ogivie et al. Jof8). For example,
%haﬂachar&ja and Elison (2015) 'mves.’r'nﬁaeo\ the way com- panies build relationships with customers b3 using responsive  customer relationship
rnanagement. The s‘mo\tj ar\alﬁseo\ cus- tomer relationship ranagement  activities from Twitter ac- count of a Canadian cornpany Shopx&y (B2B
service provid- er). The company uses Tuitter fo engage with small business customers, develops and consumers, Jussia et al. (2oM), by
reviewing the literature, found that social media leads to in- creased customer focus and undererand’mj, increased level of customer service and
decreased time-to-market. Gati et al. (20#%) focused their research efforts on social media use in customer relationship performance, particularly
in customer relations. The 5““0\3 \nvesﬁja'reo\ the adoption and impact of social media by salespeople of BB companies. By using data of #2

salespeople from several industries the s’rudﬁ

found that the 'm+ens|+3 of ‘rechnolo&ﬁ use Pos\‘r\velg affects attitude towards social media, which POS‘ﬁ"e'ﬁ affects social media use. ntensive
+echr\olc>33 use in tumn Pos\ﬂvelﬂ affects customer relationship performance (customer retention). PLS- SEM was applied for analt‘js’ls. Another e.‘ruo\\:j
53 Gruner and Power (2018) mvesﬁﬂa’reo\ the effectiveness of the use of multiple social media platforms in communications with customers, %\j
using data from 208 large Australian organisations, the paper explores how com- panies' investment in one form of social media impacts activ- ity
on another form of social media. A regression analysis was performed to analyse the data, it was found that widespread activities on Linkedin,
Twitter and YouTube have a negative effect on a comPantj's marketing activity on Facebook. Thus, hams it is more effective for the company to
focus on & specific social media platform in ?orm\nj successful inter- orsanisaﬂonal relationships  with customers. Hollebeek (2019 proposed an
1r\+e3ra+’\ve S-D Ios\c/ resource-based view (RBV) model of customer engagement. The peroposed model considers business customer actors and
resources in o\r\v’mﬁ business customer resource \n’rejraﬁon, business customer resource \n+ejra+ion eflectiveness and busi- ness customer
resource \n’regraﬁon e?@cler\ctj, which are ante- cedents of business customer enﬁajement Business customer enjagemenf, in turn, results in
business customer co-creation and relationshie Proo\ucﬁv\ftj. Viedermeier et al (2016) 'mves’r'lﬁé’reo\ fhe use of social media among salespeople i
the  pharmaceutical ir\d\ASf(“j in China. Also, the sfuo\3 ’\nvesﬂga’reo\ the impact of social media on bu\lo\\nj cutturaly specific Guanxi relationships-it in-
vohes the exchénﬁe of factors to buid trust and connection for business purpose. Ba using in-depth interviews with 3 sales ranagers and a
survey of 42 pharmaceutical sales rep- resentatives that Smdij found that weChat is the most common social media platform used by
businesses. Aiso, it was found to be an important tool in bu\lo\\nj Guanxi, Future studies should focus on other industries and other types of
cuttural features in o\o'\nﬂ business, ogivie et al. (2018 \nvesﬂja’red the effect of social media technologies on customer relationship performance
and objec- tive saks performance by using two empirical studies con- ducted in the United States. The first s’mo\tj used 315 salespeo- ple
from 4200 BAB companies, The second sfuo\3 used 184 respondents from the energy solution company, It was found that social media

siﬂn\?\canﬂﬁ affects salesperson product in- formation communication, d\l'\ﬂer\ce, product knowledﬁe, and ada(a’ré\o\lﬁtj, which in turn affect customer



relationship perfor- mance. It was also found that the use of social media technol- oges without ’rre\r\\nﬁ on ’rechr\olo&j wil not lead to 3000\
results, Thus, the results propose that companies should allo- cate the resources required for the proper implementation of social media

strategies. Future research should examine how

the personality traits of a salesperson can moderate the imple- mentation of social media technologies. while most of the studies focused on a
singe country lankova et &l (201 '\r\vesﬂﬂa’red the perceived effectiveness of social media by diferent types of businesses in two coun- fries.
33 using Y4t respondents from the US and the UK businesses, it was found that social media is potentialy less important, at the eresent time,
Lor rmanaging ongoing  relation- ships in BB organizations than for BAC, Mixed or BaBaC organizations. A types of businesses ascribe  similar
impor- tance to social media for acquisition-related activities. Also it was found that BaB organizations see  social media as a less effective

communication channe) and to have less potential as a channel for the business.
34.5 Brand Awareness

Some  researchers arﬁueo\ fhat social media can infuence brand awareness (Ancilai et al. 2014 Hsiao et al 2020). For instance, Hsiao et al
(2020) \r\vesﬂsa’red the effect of social media in the fashion 'mo\ustj. Bﬁj collecﬂnﬁ 1315 posts from  lookbook.nu and emplotjing reﬁresslon analtjsls
it was found that the inclusion of national brand and erivate fashion brands in the post increased the level of popularity which leads to

purchas\nﬁ interest and brand awareness.
346 Knowleo\ﬁe Creation

Multiple +3(ses of collaborative web tools can hele and s’\gn\?— '\can’rltj increase the collaboration and the use of the distributed knowlec\ﬂe inside and
outside of the company (McPAfee 2006). Karkkdinen et al. (2o b:j 5“5'33‘“3 previous fitera- ture on social media proposed that social media use

has a positive effect on shar\nﬁ and creation of customer informa- tion and knowleo\ﬂe in the case of BAB companies.
34:# Corporate Creo\\b\n’rxj

Another s‘ruo\& by Kho (2008) states the ao\van’rajes of using social media by BB companies, which include faster and more personalised
communications between customer and vendor, which can improve corporate creo\lbil\‘r& and s’rren3+hen the relationships. Thanks to social media
companies can provide more detailed information about their eroducts and services. kho (2008) also mentions that customer forums and blog
comments in the BAB® enviconment should be care?ullx:j monitored in order to make sure that in- appropriate discussions are taken offine and

neﬁaﬁve eWoM communications should be addressed in & ﬁmehj manner,
348 ﬁcqu\r\nﬁ New Customers

Meire et al. (201%) 'mvesﬂﬁamd the impact of social media on acquiring B2B customers. Bﬁ using commercially purchased prospecting data, website
data and Facebook data from bev- erage companies the smo\3 conducted an experiment and found that social media us an effective tool in
acquiring BAB customers. Future work mlﬁh’r assess the added value of social media pages Lor Pro?ﬁabuﬁ:j prediction instead of prospect

conversion. when a longer timeframe becomes avaiable e, after one yean), the \o\‘o?t'rabiliy of the convert- ed prospects can be assessed.
349 Salesperson Performance

Moncrief et al. (2015) \nvesﬁaa’red the impact of social media +echnolosies on the role of salksperson position. 't was found that social media
atlects sales ranagement functions  (super- vision, selection, training  compensation, and o\eplotjmen‘o and salesperson performance (role, skil, and
motivation). Another Swdﬁ \:3 Eodr'lﬁue’r_' et al (2012) examines the effect of social media on BIAB® salks performance \;3 using social capital
+heor3 and collecting data from 461 BAB salespeople from over 25 different industries. %5 employing SEM AMos, the s’ruo\ﬂ found that social
media usage has & posifive signit- icant relationship with seling companies' abiity to create op- portunities and manage  relationships., The s’ruo\3
also found that social media usaqe has & positive and significant relation- ship with sales performance (based on relational measurers of sales
that focus on behaviours that s’rrenj‘rhen the relationship between buyers and sellers), but not with outcome-based sales performance (reflected

by quota achievement, jroufrh in aver- age biling sie, and overall revenue g2
3o Em(alo:jee Brand Hanaﬂemerﬁ

The s‘ruo\ﬂ 53 Pitt et al (2018) focuses on employee engage- ment with BAB companies on social media. B{j using results from @assdoor (2345
five-star and 183 one-star reviews for the hgheﬁ—ranked firms, and 1013 €five star and 4025 one-star reviews for lowest ranked firms) on
employee brand engaqe- ment on social media, two key drivers of employee brand ensaﬁemen‘r 53 using the content analysis tool DICTION were
identified-optimism and commonal'\’rtj. ndividuals working in top-ranked companies expressed a hif)her level of optimism and commonali’rg in
comparison with individuals working i low-ranked companies. As a resulf, & 2 x 2 matrix was con- structed which can help managers to choose
strateges in order to increase and improve employee brand engagement. Another Sfuo\g by Pitt et al (20fh focused on employee en- gagement
of BB companies on social media. '\’33 using & conceptual framework based on a ‘rheor\:j of word choice and verbal fone and 6300 reviews

collected from @Glassdoor and



c\,r\alasec\ using DCToN. The siuc\tj found that employees of h’\jh!ﬁ ranked BABR companies are more positive about their employer brand and tak
more oP‘r'\m'xs.ﬂca“ﬁ about these brands. For low ranked BAB companies it was found that employees express & ﬂrea’rer level of ac‘rlv’n‘ﬁ, cer‘ra'\n‘r&

and realism. Also, it was found that +he3 used more aqgressive  languaqe.
34 Sus+a‘\nab‘\l'|+3

Sustainability refers to the strateqy that helps a business 'to meet its current requirements  without compromising its abiity to meet Lfuture
needs' (world Commission Report on Environment and Development 1183, p 4D Two studies out of %o focused on the role of social media for
BIAB sustainabi- ity (S\vara\')ah et al 2o} Kasper et al 2045). For example, S‘wara\‘)ah et al (2019 arﬂueo\ that big data and social media within a
participatory web environment to enable BAB orga- nisations to become profitable and remain sustainable ’rhrouﬁh strategic operations and
rarketing related business activities, Another S’f\»\o\tj by Kasper et al (2015) proposed the Social Media Matrix which helps companies to decide
which social media activities fo execute based on their corporate and com- munication godls. The matrix includes three parts. The first part is
Focus\ng on social media goals and task areas, which were identi€ied and matched. The second part consists of £ve types of social media
activities  (content, \r\’revac’r'\on/d\alo& listening and analysing  application and networking). The third part provides a structure to assess the suitabllity
of each activity fype on each social media platform for each goah The matrix was success?uuxj tested by assessing the German BAB sector by
using expert inferviews with practitioners. Based on the reviewed studies, it can be seen that i€ used appropriately social media have positive
effect on B2B com- panies before and after sales, such as customer satisfaction, value creation, intention to buy and sales, customer relation-
ships, brand awareness, kr\owledﬁe creation, corporate credi- bilty, acquiring new customers, salesperson performance, employee brand rmanagement,

and sustainability, However, limited research is done on the negative effect of social media on blb companies.
3.2 Adoption of Social Media

Some  scholars \nves+\3a+eo\ factors affecting the adoption of social media by BIB companies (Buratti et al Joff; Gt et al 2off; Gazal et al
2016, \tani et al. 20f% Kumar and Msller 2048 Lacka and Chonﬁ 2046). For instance, Lacka and Chor\3 (2016) \nves’r\ﬁa’reo\ factors a??ecﬁrxj the
adoption of social media by BB companies from different industries in China, The s’ruo\\j collected the data £rom 44 respondents and used the

Jrechr\oI033 acceptance model with Mielsen's model of attributes of system accep‘ra\a'\lﬁﬁ as a theoretical

Lramework. B:j using SEM AMoS  for analysis the s.fuo\tj found that perceived usabiity perceied usefuiness, and per- ceived utiity - positively
affect adoption and use of social me- dia bg BB markeﬁns professionals. The usefuiness is subject fo the assessment of whether social
media sites are suitable means ’rhroush which markeﬁns activities can be conducted. The ab’u'x+3 to use social media sites for BAB marke+’|n3
pur- poses, in tum, is due to those sites learnability and memora- biity - aftributes, Another Sfb\d&j by Muler et al. (208) 'mv&s.ﬁ\c,&’r&d factors
a(:?ec‘r'mﬁ the usage of social media. Ba using survey data from 4oo Polish and 31 German sensor suppliers, it was found that buying Frequenca,
the function of a butjer, the 'xno\ue.‘rr:, sector and the coun‘mj does not affect the usaqe of social media in the context of sensor ‘rechnolo&j
from Poland and Germany. The s+ud3 used correlation analysis and AnovA. Lashgari et al. (2018) studied the adoption and use of social media
\:»j using face-to-face inferviews with key managers of four multinational corporations and observations from com- panies' websites and social
media platforms. 't was found that that the elements essential in ?ormins the BaB Lirm's social media adoption strateges are content (depth
and o\'xvers‘n*r&), corres(aor\o\'ma social media platform, the structure of social media channels, the role of moderators, information accessi- bility
approaches (public ve. 3afeo\—con’rer\’r), and online com- munities, These elements are customized to the goals and target group the firm sets to
pursue. Similarly integration of social media into other promotional channels can fal under an ad-hoc or continuous approach o\eper\o\\nj on the
scope and the breadth of the communication plan, derived from the o2 Similar to Lashﬁar\ et al (20M#8), Shaltoni (2011 used data {rom
ranagers, The smo\ﬁ applied technology organisational environmental framework and diffusion of innovations to in- vestigate factors affecting the
adoption of social media by B2B companies. %3 using data £rom marketing managers or business owners of Wo SMEs, the s‘mc\ﬁ found that
perceived relative advance, perceive compatibiity, organizational inno- vativeness, competitor pressure, and customer pressure indu- ence the
adoption of social media by B2B companies. The ?Ano\\nﬁs also sugqest that rany decision-makers in BIAB® com- panies think that Internet
rnarketing is not beneficial as it is not compatible with the nature of BAD markets, Buratti et al. (2010) \nvesﬂﬁa’red the adoption of social
media by tanker shi(apins companies and ocean carriers. Bﬁ using data {from 6o companies the ?ollow\nﬂ was found. Linkedin is the most used
too, with & ®.3% adoption rate. Firm size emerges as & predictor of Twitter's adoption: big companies unvell & hiﬂher attitude fo use it Finally
the country of orign is not a strong influential factor in the adoption rate. Monetheless, Asian firms clearly show a lower attitude to Join SM
tools such as Facebook (F0%) and Linkedin (86.3%), probably also due to gevernmental web restrictions imposed in China, External di- mensions

such as the core business, the firm size, the

ﬁeoﬁraph\c area of orign, etc, seem to affect network wide- ness. Firm size, also, discriminates the capacity of firms to buid relational networks.
B‘ﬂﬂe“ firns  create networks larger than small firms  do. Looking &t 3€Oﬁféph\€é| dimensions, Asian firms confirm to be far less active on SM
respect to European and North American firms, Finaly, the. sfuo\ﬁ analﬁzeo\ the for- mat of the contents disclosed by sample firrns, observing
quite fimited use of photos and videos: in the sample industries, in- formational contents seem more appropriste for activating & dislogue with
stakeholders and communication stil appears formulated in a very traditional manner. Preliminary ?mo\\nﬁs sugqest that companies operating in
conservative BIABR services pursue different strategic approaches toward SMM and dewvelop ad hoc communication tactics. Monetheless, to be
successful in managing S tools, & h\ﬁh o\esree of commitment and a clear vision concerning the role of SM within communication and marketing

strategy is necessary Gazal et al (2016 \nv@sﬂgé’r@d the adoption and measuring of the effectiveness of social media in the context of the US



Lorest '\ndusfr:j bﬁ using orﬂan'xs.éﬂonal—level adoption frame- work and TAM. Ba using data from 466 companies and Per?orm\nﬁ regression analysis,
the @ollow\nﬁ resufs were re- ceived. Years in business, new salks revenue, eroduct type, amount of avallable information on a company  website,
per- ceived importance of e-commerce and perceived ease of use of social media slﬁr\’\?lcén’rlﬂ affected social media use. Alzo, it was found
that companies' strategies and internal resources and capabiities and infuence a comPanﬁ's decision to adopt social media. Also, it was found
that W of respondents do not measure the Rol from social media use. The reason is that the use of social media in marketing is relatively
new and com- panies do not possess the knowledge of measuring ROl from the use of social media, Companies mostly use quantitative metrics
(number of site visits, number of social network friends, number of comments and profie views) and qualita- tive metrics (jroun‘h of relationships
with the key audience, audience  participation, moving £rom monologue. to o\\alogue with consumers, Facebook was found to be the most effective
social media platform reeorted by the US forest '\ndusfrﬁ. The smdg by Kumar and Maller (201%) '\nvesf\ﬂa’red the role of social media for BAB
companies in their recruitment peractices. %3 using data £rom international Ba® company with headguarter in Helsinki, Finland comprised of 439 re-
spondents it was found that brand ?ammarﬁg encourages them fo adopt social media platforms for a Job search; however, the effect of the
persuasiveness of recruitment mMessages on users' adoption of social media platforms for their Jjob search behav- ior s negative, The sfudxj
used correlation analysis and de- scriptive analysis fo analyse the data. bunan et al (2018) identified areas for future research such as

patterns of social media adoption, the role of social media platforms within the sales process, BAB® consumer

enﬁaﬂemen‘r and social media, moo\el\nﬁ the Rol of social media, and the risks of social media within BB sales relationships. The 3‘ruc\3 b3
Pascucci et al (20f%) conducted a 533’remaﬁc iterature review on antecedents a@ecﬂnﬂ the adoption and use of social media 53 BB
companies. TS& reviewing 29 studies published in academic Journal and conkerences £from 2001 to 204% the s‘mo\g identified external (pressure from
customers, competitors, availab'\l’\’r\:j of external information about social media) and internal factors (personal characteristics - ranaqers aqe,
individual commitment, percections of social media-perceived ease of use, perceived usefulness, perceived Uiy, which can affect adoption of
social media., The 3+uo\3 \a\j Siamagka et al (2015) aims to 1nves+ifja+e factors a(:?ec‘r'mﬂ the adoption of social media 53 BB organi- sations.
The conceptual model was based on the +echnoI033 acceptance model and the resource-based ‘rheorg. AMoS soft- ware and Structural equation
moo\ell\ns were emploijeo\ to test the eroposed htj‘:o‘rheses. Bﬁj using & sample of 405 UK com- panies, the s‘ruo\g found that perceived
usefuiness of social media is influenced by Imaqe, perceived ease of use and per- ceived barriers, flso, it was found that social media
adoption is s’l\o’n’\&‘tcanﬂﬁ determined by organisational innovativeness and perceived usefuiness. F\o\o\’\’r’\onalltj, the S’ng tested the modera‘r’\ns role of
organisational innovativeness and found that it does not affect the adoption of social media by BaB® organisations. The s’ruc\j also identified that
perceived barriers fo SMS Cuncertainty  about how to use SMS to achieve objec- fives, em(alo&ee‘s lack of knowleo\ge about SN, h\ﬁh cost of
investment needed to adopt the ’rechnologj) have a negative impact on perceived usefuness of social media bﬁj BaB® orga- nisations. The 5+ud3
also used nine in-depth interviews with BA® senior ranagers and social media specidlists about adop- tion of social media by BIB. 1 was
found that perceived pressure £from stakeholders influences BaB® oraan\saﬁons‘ adoption intention of social media. Future research should test it
by using quantitative methods. whie most of the studies focused on the antecedents of social media adoption by BB companies, Hichaelidou et
al, (201 \nvesﬂﬁa’reo\ the usage, perceived barriers and measur- ing the effectiveness of social media. Bﬁ using data from 92 SMEs the s’ruo\3
found that over a quarter of BIR SMEs in the UK are currently using SMS to achieve brand objectives, the most popular of which is to attract
new customers, The bar- riers that prevent SMEs from using social media to support their brands were lack of staff familiarity and technical
skils. \nnovativeness of & company determined the adoption of so- cial media. it was found that most of the companies do not evaluate the
effectiveness of their SOS in supporting their brand, The most popular measures were the number of users Joining the Sroups/d\scuss\on and
the number of comments made. The ?\r\o\\nﬂs showed that the size of the company does not influence the usage of social media for smal and

medium-

sized companies. Future research shoud investigate the usage of social media in large  companies and determine i€ the size can have and
influence on the use. The benefits of using social media include increasing awareness and communicating the brand online. BA® companies can
employ  social media to create customer value in the form of inferacting with cus- tomers, as well as bu'xlo\\nﬁ and ?oerer’mj customer relation-
ships. Future research should investigate the reasons Whﬁj most of the users do not assess the effectiveness of their SMS. Future research
should also investigate how the atfitude towards technology can influence the adoption of social media. Based on the reviewed studies it can be
seen that the main factors a@?ecﬂnj the adoption of social media by BIB compa- nies are perceived usablity, technical skils of employees,

pressure from stakeholders, perceived usefuiness and innovativeness.
3.3 Social Media Strateges

Another ove of studies 'mves.ﬂﬁefeo\ f:j‘oes of s’rraes'xes BB companies 2pply (Caws.e:j and Eowle:j 2016, Huotari et al. 2015, Kasper et al. 2015
HeShane et al 20ff Hudambi et al. 2off Swani et al. 2013 Swani et al o4 Swani et al 20f% watt 2ofo). For example, Cewsea and ?owlea
(2016) fo- cused on the social media strateges of BaB companies. Bg cono\ucﬁn3 semi-structured interviews  with roarketing profes- sionals from
France, \reland, the UK and the USA it was found that er\hanc’\nﬁ brand image, bdeno\inﬂ brand aware- ness and ?ac'xl'\’raﬂnﬂ custormer enjasemem
were considered the most common social media objective, The smd& proposed the BB social media strateqy framework, which includes  six
components of a social media strateqy 4 monitoring and listening 2 empowering and engaging employees 3) creating compeling content &)
stimulating ewott 5 evaluating and selecting channels 6) enhanc'mﬂ brand presence ’rhrough inte- grating social media., Chirumalla et al. (2018) focused
on the social media en- 3aﬁemen+ s‘rra‘reﬁ\ee. of manu?adur’ms companies. %3 using semi-structured interviews (36), observations (W), focus grove

meetings (6), and documentation, the s‘ruo\tj developed the process of social media adoption +hrou3h a three-phase en- gegement strateqy which



includes  coordination, cooperation, and co-production. McShane et al. (2019 peroposed social media 5+ra+eﬂ'\es. to influence online users' ensaﬁemer\’r
with B2B companies. Tak’\nﬁ info consideration Quenca lens the s‘ruo\:j anelgsed Twitter feeds of top So social BaB brands to examine the
influence of hash’raﬁs, text o\’l@?\cul‘r& embedded media and messaqe ﬂm’mj on user enﬁajement which was evauated in terms of lkes and

retweets, t was found that has.h’raﬁs. and fext o\'&??&cul‘rﬁ are connected to lower levels of enﬁaﬂemenf while

embedded media such as iMages and videos improve the level of engagement. Swani et al. (201 investigate the use of Tuwitter by BaB and
BAC companies and peredict factors that infuence mes- sage strateges. The s’ruo\ﬁ conducted a lor\ﬁl’rud\nél content analysis b:j collecting 3000
tweets from Fortune Soo compa- nies. It was found that BAB and BAC companies used ditkerent mMeesaqe dppeadls, cues, finks and hash’rass.
B2B companies tend to use more emotional than functional appeadls. It was found that Ba® and BAC companies do not use hard-sel mes-
saqe strateges. Another S’Nc\tj by Swani et al (2013) aimed to investigate messaqe strateges that can hele in promoting ewoM  activity for BaB
companies. 33 3pplying content analysis and hierar- chical linear moc\el'mﬂ the s’ruo\tj éneltjsed M3 wall post mes- sages from 493 Lortune Soo
Facebook accounts., The s’ruo\tj found that BB account posts wil be more effective i ’rhetj include  corporate brand names and avoid hard sell
or exeplic- HI3 commercial statement, Aiso, companies should use emo- tional sentiment in Facebook poste. Huotari et al (2045) aimed to
investigate how BAB mar- keters can influence content creation in social media. Xss cono\ucﬂnﬂ four face-to-face interviews with BAB® marketers,
it was found that a B2DB company can influence content crea- tion in social media c\’\rec’rltj b:j ao\c\inﬁ new content, peartici- Pdﬂ"‘j in a discussion
and rernoving content ‘rhrough corporate user accounts and confroll'mj employees  social media behav- iour. Aiso, it can influence it 1r\d’xrecﬂ3 \:,3
ﬁa’xn’lr\j employees to create desired content and PerQum\nﬁ markeﬂnﬂ activities that influence other users to create content that is favorable for
the company, Most of the studies '\nvesﬂga‘reo\ the s‘fra‘reﬂies. and con- tent of social media communications of BAB companies. However, the
limited number of studies \nves*riﬂaw‘eo\ the importance of CEo engaqement on social media in the compan:ﬁé strateges. Mudambi et al. (201%
emphasise the importance of the CEo of BB companies to be present and active on social media. The s‘ruo\tj discusses the advan- +aaes of
social media presence for the CEo and how it wil benefit the company. For example, one of the benefits for the CEo can be percened as
being more ‘rrug‘rwor’rhg and effective than non-social CEos, which wil benefit the company i increased customer trust, Mudambi et al. (2049 also
discussed the platforms the CEo should use and Pos‘r’\nﬁ frequencies c\epeno\ins on the content of the post. From the above review of the
studies, it can be seen that BIB companies social media strategies include enhanc’m\cj brand image, e><+eno\‘m3 brand awareness and ?acil’l‘ra’r'lnﬁ
cus- fomer ensaﬁew\enf. Companies use various message strate- ges such as using emotional appeal use of brand names, and use of has.h’raﬂs.

Ha\'\or\’rtj of the companies avoid hard sel or exel’\ci’rltj commercial statement,
34 Social Media Use

Studies \nvesﬂﬂe'rec\ the way how companies used social me- dia and factors a@?ecﬂnﬂ the use of social media by B2B® (Andersson et al. 2013
Bernard 2016, Bolat et al. 2046 Denktag-Sakar and SUrlch 2o4g; Dyck Jofo; Guesalaga Jof6; Habibi et al. 2045). For example, vasudevan and
Kumar (201%) \nve3+\3<3’red how BAB companies use social media by analysing 325 brand posts of Canon India, Epson India, and HP India on
Linkedin, Facebook, and Twitter, Btj employing content analysis the s’mc\:j found that most of the posts had a combination of text and resSaqe.
More than So0% of the posts were about eroduct or brand-centric. The s.’ruc\tj érﬁueo\ that likes proved fo be an unrelidble measure of en-
3asemen+, while shares were considered a more reliable met- ric, The reason was that lkes had h'\ﬁh spkes when brand posts were boosted
o\ur\nﬁ eromotional activities, fndersson and Wiketrém (2041 used case studies of three BIB® companies to investigate reasons Lor using social
media, 't was found that companies use social media fo enhance cus- tomer relationships, support sales and buid their brands. Also, social
media is used as a recru\ﬁnj tool, a seeking tool and a product information and service tool Bell and Shirzad (2013) aimed to conduct social
media use analysis in the context of pharmaceutical companies. The s‘ruo\& anal&seo\ 54365 tweets from the top £ve pharmaceutical companies.
The e.‘ruo\\:j analgs.eo\ the popular time  slots, the average number of positive and negative tweets and its content by using Mvivol. Bernard (2016)
aims to examine how chief rnarketing offi- cers use social media. 33 using case studies from \BM expe- rience with social media it was found
that BaB® (Mo's are not readﬁ to make use of social media. Wt was peroposed that social media can be used for affer-sales service, 3e’rhr\3
sales leads, engaqing with key influencers, builo\'mﬁ the com‘:aantj's repu- tation and enhanc\nﬁ the ino\us’rry status of key individuals, B2B firms
need to exploit the capabiities of processing mas- sive amounts of data to get the most from social media. Bolat et al. (2016) explore how
companies apply mobie  social media, \53 employing & 3rouno\eo\ +heor3 approach to analyse interviews from 26 BADB company representatives £rom
UK ao\verﬂs\rxj and rarketing sector companies. \t was found that companies use social media for \arano\in& sensing market, managing relationships,
and o\evelo(;\nj content. Denktag-Sakar and SGrlel (201) ’ur\ves+5a+ed how social media usaqe influence  stakeholder engaqerent fo- cusing on the
corporate  Facebook P of 30 3Pls com- panies. n total 4532 Facebook posts were analtjseo\. it was found that the number of followers, eost
sharing £requency, negatively affect stakeholder engaqement. It was found that content 'mcluo\'mﬁ photos  faciitates more  stakeholder engagement

(lkes, comment, share) in com- parison with other forms. Vivid posts and seecial o\aﬁ

celebration posts s.‘rrerxﬁ‘rhen relationships  with stakeholders. Dyck (2010) discussed the ao\van‘raﬁes of using social me- dia for the device \r\dus’rr3.
Social media can be used for prod- uct innovation and development, fo buid & team and colldbo- rate gobaly, Alzo, there is an opportunity to
connect with al of the stakeholders needed in order to deliver the device to the market. Ho\d\ﬂonau\j, it provides to receive feedback from
customers (doctors, hospitale) in reaktime. The 3‘ruo\3 by Guesalags (2046) draws on interactional Sy cholo\cw ‘rheoﬂj fo propose and test a
model of usaqe of social media in sales, analysing individual, organizationa, and customer-related factors. 't was found that organizational
competence and commitment to social media are key determi- nants of social media usaqe in saks, as wel as individual commitment. Customer

engagement with social media also peredicts social media usaqe in saks, both o\\rec’rla and (rosty ‘rhrouﬁh the individual and organizational factors



a,r\alasec\, especialy orﬁémzaﬂor\al competence and commit- ment. Finally the s’ruo\ﬁ found evidence of 33ner3\sﬂc effects between individual
competence and commitment, which is not found at the orﬂan’nzaﬂonal level, The data obtained 53 suneying 220 saks executives in the United
States were analﬂsec\ using regression analysie, Habibi et al. (2015) proposed a conceptual model for the implementation of social media by BB
companies. Based on existing BaB® marketing  social media and organisational ori- entational literature the s‘ruo\ﬁ proposed that four components of
electronic market orientation (philosophica) initiation, im- clementation and adoption) address different implementation issues faced in implementing
social media. Katona and Sarvary (2044 presented a case of using social media by Maersk-the largest container s.hipp’ms company i the  world.
The case provided details on the program launch and the infegration strateqy which focused on integrating the largest independent social media
operation info the com‘:aana's broader marketing efforts, Moore et al. (2013) provided \nsi\cjh‘rs. info the understand- inq of the use of social media
by salespersons. 315 salespeople in BIAB and BAC markets, utiization of relationship-oriented social media applications are eresented and
examined, overal, Qno\’\n\cjs show that BAB practitioners tend to use me- dia +ar3e+eo\ at professionals whereas their BAC counterparts tend to
utiize more sites ‘rarﬁe‘reo\ to the general public for engaging in one-on-one d\alosue with their customers. Moreover, BAB professionals tend to use
relationship- oriented social media fechnolos\es more than BAC erofes- sionals for the purpose of prospecting handlins objections, and  after-sale
follow-up. Moore et al. (2015 1r\vesﬁﬂafeo\ the use of social media between BB and BAC salespeople. %\j using survey data from 395 sales

professionals from difkerent industries Jrheﬁj found that BAB salkes managers use social sell'lnj tools

sljn'l?\canﬂﬁ more ?requen’rltj than BaC ranaqers and BAC sales representatives whie cono\uc‘r'mﬂ sales peresentations. Also, it was found that BAB
mManagers used social seling tools s'\ﬁr\\(\canﬂﬁ more ?requem‘lﬁ than all sales representatives while closing sales. Muler et al. (203) \nveS‘Hja‘reo\
social media use in the German automotive market. Bg using online  analysis of 4o most popular car manufacturers online  social net- works and
surveys of six manufacturers, 42 car dealers, 49 buyers the s’ruo\g found that social media communi- cation relations are Lu'\dQH established
between manufac- turers and (prospective) bw:jevs and only Parﬁallg established between car dealkrs and perospective bu\jers.. In contrast to that,
on the BADB side, social media com- munication is rarely used. Social online Metworks (Sols) are the most popular social media channels
emplot,eo\ bg buginesses, Manufacturers and car dealers focus their social media enﬂasemenf, especialy on Facebook. From the eerspective of
prospective butjers, however, forums are the most important source of information. Sukowski and Kaczovomska—Schhalska (2016) investi- 3a+ed the
adoption of social media by companies in the Polish ‘rexhle—clo’rh'mﬂ 'mo\ue.‘rra. Bﬁ inferviewing seven companies representatives of smal and
medium-sized en- terprises the s‘ruo\3 found that companies started implementing  social media activities in their rnarketing activities. ukanovie
(2013) by reviewing previous fiterature on so- cial media outined ao\van'rases of using social media for BAB companies, which include: increase
customer Iotjal‘r\j and trust, bu’\lo\irB and improv'mj corporate  reputation, ’r‘acil\‘ra‘r'mj open communications, improvement in customer enﬁaﬁemen‘r to
name a few. Keindnen and Kuivalainen (2045) \nveerBaJreo\ factors af- ?ecﬂnj the use of social media by BAB customers by cono\uc’r'\nﬁ an online
survey among 82 key customer accounts of an information technology service company, Partial least squares path moo\ell‘nn3 was used to analgseo\
the peroposed hﬁpofheses. it was found that social media private use, col- leaque  support for using SM, aqe, job position affected the use of
social media by B2B customers. The s’ruo\ﬁ also found that corporate culture, 3eno\er, easiness fo use, and perception of usabiity did not affect
the use of social media by B2B customers. Bﬁ using interviews and survey social media research found that rosty BB companies use social
media to enhance customer relationships, support sales, buid their brands, sense market, managqe relationships, and develop content. ﬁo\d'\ﬂonéllﬁ,
some companies use it social media as a recruit- ment tool The main difference between BAB® and BAC was that BaB saks MAanagers  use

social seling tools significantly more frequently than BAC managers.
3.5 Measuring the Effectiveness of Social Media

it is important for a business to be able to measure the effec- tiveness of social media b& calcula‘r'\nﬂ return on investment (Rob. ROl is the
relationship between profit and the invest- ment that Senera‘re that erofit. Some studies focused on the waye B2B companies can measure RO
and the challen3e3 +he3 face (gazal et al 2046 Michaelidou et al. 2ot vasudevan and Kumar 208). For example, Gazal et al. (2016) 1nves+1f]a+ed
the  adoption and reasuring of the effec- tiveness of social media in the context of the US forest indus- ‘rﬂj 53 using organ’tsaﬂonal—level
adoption £framework and TAM. B&j using data from 466 companies it was found that Y% of respondents do not measure the Rol from social
me- dia use. The reason iz that the use of social media in marke‘r\nﬁ i relaﬂveH new and companies do not possess the knowleo\ﬂe of
rneasuring ROl from the use of social media. Companies mostly use quantitative metrics (number of site visits, number of social network £riends,
number of comments and profie views) and qualitative metrics (Srow‘rh of relationships with the key audience, audience  participation, rnoving {rom
rnono- logue to o\’\alosue with consumers). Another s‘rudtj \33 Michaelidou et al. (20#) found that most of the companies do not evaluate the
effectiveness of their SMS in supporting their brand, The most popular measures were the number of users Joining the sroups/discuss\on and
the number of comments made. vasudevan and Kumar (2018) \nvesﬂga’reo\ how BIB com- panies use social media and measure Rol from social
media by analysing 325 brand posts of Canon India, Epson India, and HP India on Linkedin, Facebook, and Twitter. %3 employing content analysis
the Sh“dﬁﬂ found that most of the post has a combination of text and message. More than So% of the posts were about product or brand-
centric. The sfuo\ﬂ ar- ﬁueo\ that likes proved to be an unreliable measure of engagqe- ment, while shares were considered a more reliable metric.
The reason was that lkes had h\ﬁh spikes when brand posts were boosted dur\nﬁ promotional activities., Future research should conduct
|on3\mo\\na| studies. Bﬁ reviewing the above studies, it can be concluded that companies stil strugge to £ind ways of rmeasuring ROl and applying
correct metrics. 163 gaining knowlec\je in how to measure ROl from social media activities, BIB companies wil be able fo produce valuable

‘ms\ghts |eao\‘\n3 to better marketing strateges (lal et al. 200

3.6 Social Media Tools



Some  studies peroposed tools that coud be emplotjec\ by com- panies to advance their use of social media. For example, Mehmet and Clarke
(2016) proposed a social semiotic multi- modal (SSMM) £ramework that imeroved the analysis of so- cial media communications. This framework

emplo:js

multimodal extensions to sgs&m\c Lunctional I\ngu\sﬂcs en- a‘ol'mﬁ it to be aPP'Ej"“j to anelgs\nﬁ non—lansuaﬁe as wel as Ianguase constituents of
social media ressaqes, Furthermore, the framework also utiises expansion ﬂneor3 to \o\enﬂ?ﬁ, cat- egorise and analyse  various marketing
communication re- sources associated with marketing messaqes and also to reveal how comversations are chained +ose%her to form extended on-
line marketing conversations. This semantic approach is ex- emplified using & Fairtrade Australia BIB case s’rudﬂ demon- strating how marketing
conversations can be mapped and er\altjsed. The {ramework emphasiees the importance of ac- knowledﬁir\ﬁ the impact of all stakeholders,
particularly mes- sages that ray distract or confuse the orignal purpose of the conversation. Yanﬂ et al (2012) proposed the temporal analysis
tech- nique to 'xdenﬂ’?g user relationships on social media platforme. The experiment was conducted by using data £rom Diggcom. The results
showed that the eroposed techniques achieved substantialy h'\ﬁher recal but not very 3000\ at precision. This technique wil hele companies to
lc\enﬂ?t} their future consumers based on their user relationships. Based on the literature review, it can be seen that BAR companies can
benefit by using the discussed toole. However, it is important to consider that employee should have some technical skils and knowlec\ﬁe to use

these tools S\Access?ullﬁ. As a resut companies wil need to invest some resources in stafd ‘rreir\’\nﬁ.
4 weight Qnaltjs\s

we'lﬂh’r analysis enables scrufing of the peredictive power of in- dependent variables in studied relationships and the c\eﬂree of effectiveness of
the relationships (detjara\‘) et al 2006 Rana et al 2015; \smagiova et al. 20J0). The results of weBh’r anak ysis are depicted in Table 3 Prov‘xc\\nﬁ
information about an in- dependent variable, dependent variable, number of s’lﬂr\'\?ucenf relationships, number of r\on—siﬂnlﬁcanf relationships, the total
number of relationships and we'\\c,ht To perkorm weiﬁh’r analysis, the number of S\\c,n\?\canf relationships was  divided b3 the total number of
ér\altjsec\ relationships between the independent vari- able and the dependent variable (\)eﬁava\') et al 2006 Rana et al 2045). For example, the
we’\j\ﬁ for the relationshio between attitude towards social media and social media is calculated b3 c\iv\o\'\n3 4 (the number of S\ﬁn'x?\can‘r
relationships) 53 2 (the fotal number of relationships) which equals 0.5, A predictor is defined as wel-utiised € it was examined £ve or more
times, otherwise, it is defined as experimental. It can be seen from Table 3 that al relationships were examined less than five times. Thus al
studied predictors are experimen- tal. The predictor is defined as promising when it has been examined less than five times bg @(\e.ﬂna studies

but has a weiah‘r equal to 'f (\)etjara\') et al 2006). From the peredictors

Table 3 Results of me'\ﬁh’r analysis

\ndependent variable Dependent variable Mumber of s\gn\?xcant results Dumber of non—s‘xﬁr\\?ncanf re- sults Total number of tests we'nﬁh'r
Innovativeness Qo\o‘aﬁon of social media 3 1 Y 0#5 Technical skils of employees 2 o 2 1

Pressure from stakeholders 3 o 3 41 Perceived usefuiness 2 1 3 061 Perceived usab‘u'\'rtj 2 1 3 06% Social media usage Customer relationships 3

14 035 chu\r'\nﬁ new customers 3 o 3 1

Sales 2 0 2 1

Stakeholder enjajemen*r 3 0 3 41 Customer satisfaction Y4 o Y 41 Perceived ease of use Social media usdge 3 o 3 4 Hje of saksperson 2 o 2 1
Attitude towards social media 1 41 2 0.5

a@?ecﬂna the adoption of social media, it can be seen that two are promising technical skils of employees and pressure from stakeholders.
Social media usage is & promising eredictor for acquiring new customers, sakes, stakeholder engagerent and customer satisfaction. Perceived ease
of use and age of sales- person are promising predictors of social media usaqe. Even +hou3h this relationship was found to be s\gn\?&canf every
time it was examined, it is suaﬂes‘reo\ that this variable, which can also be referred to as experimenta wil need to be further tested in order
to quaiify as the best predictor. Another ere- dictor, average rating of product/service, was examined kss than fve times with & weight equal to
035, thus it is consid- ered as an experimental eredictor. Figure 4 shows the d\éjrammaﬂc representation of the fac- tors a??ecﬂnj different
relationships in BB social media with their corresPono\'\nﬁ welﬁhfs, based on the results of melﬁm analysis. The ?mo\\nﬁs sugqest that promising
predictors should be included in further empirical studies fo determine their overal performance. It can be seen from g, 1 that social media
usage is affected by internal (eq, attitude towards social media, technical skils of employees) and external factors (e pressure from stake-
holders) of the cornpany. Alzo, the €Bure depicts the effect of social media on the business (eg salks) and society (e, cus- fomer

satisfaction).
5 TDiscussion

In reviewing the  publications Sa’rhereo\ for this paper, the <ok lowing themes were identified, Some studies '\r\vesﬂﬁafed the



effect of social media use btj BB companies. B:j using mosﬂ:j survey fo collect the data from salespeople and mManagers, the studies found
that social media has a positive effect on number of oufcomes important for the business such as customer sat- isfaction, value creation,
intention to bu3 and sales, customer relationships, brand awareness, knowlec\ﬂe creation, corporate credib\l\+3, acquiring new customers, salkspersons
perfor- mance, employee brand mar\asemen’r, and sus’ra'\nab'\l’\’rﬁ. Most of the outcomes are similar to the research on social media in the context
of BAC companies. However, some of the outcomes are unique for BAB context (eq employee brand rnanagement; company crec\\b’xl\‘rﬁ). Just
recentiy, stud- ies started investigating the impact of the use of social media on sustainability, Another ovp of studies looked at the adoption
of social media 53 BIAB companies (Buratti et al 203 Gati et al 208 Gazal et al lofg tani et al 20f% Kumar and Moler 2of8). The studies
1nvesﬂ\cja’reo\ it mostiy from the perspectives of salespersons and '|o\enﬂ€3 some of the key factors which affect the adoption, such as
innovativeness, technical skils of em- ployees, pressure from stakeholders, perceived usefulness, and perceived usability, As these factors are
derived rosty £rom surveys conducted with saleseersons Qr\d’mﬂs can be different for other individuals working in the organisation. This it is
important to conduct studies that wil examine fac- tors a’r‘(—‘ecﬂr\s the adoption of social media across the entire organisation, in diferent
departments. Using social media as part of the dBﬁal transformation is much bigger than salks and marketing it encompasses the entire

company. ﬁo\o\iﬂonallﬂ, most of the studies were cross-sectional, which limite the un- dersfano\’\nﬁ of the adoption of social media by B2 over

timme
ndependent variable Dependent variable Number of significant Number of non-significant re-  Total number of Weigh
results sults tests
nnovativeness Adoption of social 3 1 4 0.75
lechnical skills of media 2 0 2 |
employees
’ressure from stakeholders 3 0 3 1
Yerceived usefulness 2 3 0.67
Yerceived usability 2 1 3 0.67
social media usage Customer relationships 3 1 4 0.75
Acquiring new 3 0 3 1
customers
Sales 2 0 2 1
Stakeholder engagement 3 0 3 1
Customer satisfaction 4 0 4 1
Yerceived ease of use Social media usage E 0 3 1
\ge of salesperson 2 0 2 1
Attitude towards social 1 1 2 0.5

\nnovaveness

Technical skils of employees

Pressure from stakeholders

Perceived usefuiness

Perceived usability

F‘ﬂ' 1 'Diaﬂrammaﬂc representation of resuits of we'\gh’r ana!tjs\s. Note: experimental predictors

c\e(oeno\'mﬂ on the outcomes and environment (eg competitors using social media), Some studies looked at social media strateges of B2B
compa- nies (Cawsetj and Rowley  2016; Huotari et al. 2015, Kasper et al 2045 McShane et al 20ff Mudambi et al. 2049 %3 employing
lr\ferv\ewswi’rhcorn(oame3'mér\asevsér\o\er\elxjsinﬁl’rssodalme— d’\a\de’r?orms(e.3.Twi’r’rer)’x’rmas?ouno\’rhafmos+o?+hecompén\es Lollow  the ?ollow\nﬁ strategies: 4)
rronitoring and listening 2 emPower'mﬂanc\ensag'mﬂem‘sloﬂeeS3)creaﬂn3comPell'\n3con— +enﬂ)sﬂmulaﬂnﬂeonS)evéluéﬂnﬂanc\seIecﬂnﬁchaanISG) enhanc'\nﬂ brand
presence ’rhrouﬁh \n+eﬂra,ﬂr\3 social media (Cawseﬂanc\?owleg.lo%).&omes‘ruo\leS\nves‘r'\\clafedfhedl@er—
encebe*rweer\soc\almeo\\a3’rra,+e31eso(‘%.z%and%_mcompames. For exampk, a 5*"‘0\3 53 Swani et al. (201} focused on effective
soc'xalmed’xasﬁafeﬁies.%3699l3\r\ﬁpsacholoa\caImoﬁvaﬂon’rhe- orﬁ’rhes’ruo\&exam\ned’rhekeﬁd'@?erencesin%.l%and%leoc\al media rmessage s’rra+eﬁ'xes in terms
of brano\'\nﬁ, message appeals, 3ell\nﬂ,and'xn?ormaﬂonsearch.Thes+ud3useo\1—‘acebook‘sos’rsor\ brand pagee of 28 Fortune companies. In total, 4463 posts
were anal&e.eo\. 1’53 using Ea&eslan models, the results showed that the inclusion of corporate brand names, functional and emotional ap-
Pealsane\\n?ormahonsearchcuesincreas.esﬂwepoPular\‘r&o?%i% messages In comparison with BaC ressages, Alzo, it was found
+ha‘rreao\erso€%.2?>con‘renfshowahi:)hermese.aselik\nﬁr&eano\ lower message commen‘r'ma rate in comparison with readers of BaC messaqes. The next
grove of studies looked at social media use bg BB companies (Andersson et al 2013, Bemard 2016, Bolat et al. 206 Denktag-Sakar and
SGrGch  2018; 'Dt,ck 2ofo; Guesalaga 2016, Habibi et al. 2015). BIB companies use social media for enhanc’mﬁ and manaﬁ’\nﬁ customer relation- shies

(Andersson and wikstrem 201% Bolat et al. (2016 brano\’\n\cj (Andersson and Wikstram 2013 Bolat et al. 2046), sensing market (Bolat et al 2016)



and co-production (Chirumala et al. 2048). ﬁc\o\'xf'xor\alltj, it was mentioned that some of the BAB companies use social media as a recm’lﬂnj
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0.50

1.00

tool and tool which helps to collaborate gobaly (Andersson and wikstrém 2013 Dyck 20f0). Wt s important for companies to not only use social
media to achieve positive business outcomes but also it is important to measure their achievements. As a result, some of the studies focused
on the rmeasuring effectiveness of social media (Gazal et al. 2016 Michaelidou et al 2044 vasudevan and Kumar 2042). Surprisingly it was found
that not so many companies measure ROl from social media (Gazal et al. 2016 Michaelidou et al 204). The ones who do it mosty use
quantitative metrics (number of site visits, number of social network {riends, number of comments and profile views) and qualitative metrics
(ﬂrow'rh of relationships  with key audience, audience  participation, rroving £rom monologue  to o\\alogue with consumers) (Ggazal et al. 2046). Some
future  studies  should investigate how Rol infuences the strateqy of BB companies owver period of time. The last Jove of studies focused on
social media tools used by BB companies (Keindnen and Kuivalainen 2045; Mehmet and Clarke 2ofe; ‘/ér\ﬁ et al 2012, %3 using number of social
media tools (Social Semiotic Multimodal) companies are able to improve their analysis of social media communications and \o\er\ﬂ% their future
consumers based on their user relation- ships. Studies investigating barriers and factors adoption of various social media tools by BB
companies are needed. Atter reviewing studies on baB® social media, welﬁh‘r anak ysis was performed. Based on the resuits of weif]hf analysis
the conceptual model for future studies was peroposed Fg 2. it is important to note that a limited number of studies focused and empiricaly
tested factors a’??ecﬂnj the adoption, use, and effect of social media. As & result, identified factors were considered as experimental (examined
less than £five times). Wt is too early to label these experimental predictors as worst or best, thus their further '\nves‘r'\saﬂon is encouraﬁeo\.

Qo\o\’\ﬁonallg, our review of the literature on BAB social media identified dominant research methods used \33 scholars.
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Fig. 2 Social media impact on o\B‘Hral transformation and sustainable societies

Qualitative and quantitative techniques were used \33 most of these studies. Closer ar\alﬁs{ls of %o publications reviewed in this s*ruo\\j revealed the
multiple - techniques aPF.I\ed Lor 3a+her\n3 data. Quantitative methods used in the studies mos+|3 used suneys (see Table ), The data was mos.‘rl\j
3a’rheveo\ from salespersons, rnanaqers and data from social media platforms (g Tuwitter, Facebook). Just & limited number of studies em(alotjeo\
consumer reported data (see Table 5). on the other hand, publications using qualitative methods mainly used inferviews and web scraping for the

collection of the required data. To analyse the data studies used a variety of

Table 4 Data colection methods used in studies on social media in BaB® context Data collection methods Source(s)
use of Social media by bib companies

Antecedents/Barriers of social media adopon

Social Media tools

Social media strateges

Measuring effecveness of use of social media

Digital transformaon and sustainable sociees

Survey aniho‘rr’\ et al 204y ﬂﬂn\hom et al 2016 Hsn’\hofrl et al Jof% G&f et al Jofy Gazal et al Jof6 Guesalaga 2046 lankova et al Jofg itani et
al. 201% Keindnen and Kuivalainen 2045; Kumar and Msller 204 Lacka and Chor\3 2016, Michaelidou et al. J2of, Moore et al. 2043 Moore et al 2045,

Mller et al 2043, Miler et al 208 MNiedermeier et al. 2016, ?oo\r'\juez et al 2013 Rossmann and Stei 2045, Shaltoni 201% Siamaga et al. 2015

nterviews Ancilai et al 2019 Andersson and wikstrdm 204% Bolat et al. 2046, Cawseﬁ and Rowley 2016, Chircumalla et al. 2018, Huotari et al. 2015

Kasper et al. 2015 Las.hﬂar\ et al 20Mg MNiedermeier et al. 2016 Siamagka et al 2015, Sukowski and Kaczorowska—spﬂchalska 2016

web  scrubbing Bel and Shirzad  2013; %heﬁachar&ja and Elison 2015, Buratti et al. 2018 Denktag-Sakar and SUrlch 2018 Gruner and Power 2048
Hsiao et al 2020; McShane et al 2014 Mehmet and Clarke 2016, Meire et al. 2of% Pitt et al 204% Pitt et al 2048 Swani et al 2043 Swani et al

2014 Swani et al 2of} vVasudevan and Kumar 2018

Experiment ‘/anj et al 2012

techniques '\ncluc\'\nﬁ SEM, regression analysis and content analysis be’\nﬁ one of the most used (see Table 6).
54 'D\3\+al Transformation and Sus+a‘\nab‘\l'|+\j Model

Based on the conducted literature review and ada‘oﬂnﬁ the model bg Pappas et al (2018 1—‘5. 2 peresents the o\iﬂﬁal trans- formation and

sustainability model in the context of BAR com- panies, which conceptualise the social media ecosystems, and the factors that need to



collaborate to enable the use of social media towards the achievement of c\'\j\fal transformation and the creation of sustainable societies., The

model comerises of

Effect of social media

Business chanse

Soc'\e+3 chanﬂe

Social media

stakeholdars Antecedents/Barriers of BliSEsSERangE
Company N social media adoption N
< < > Society change
Society N |/ Social Media tools N

Use of Social media by

b2b companies Effect of social media

Social media strategies

Measuring effectiveness
of use of social media

Ry

W

Digital transformation and sustainable societies

urvey

terviews

veb scrubbing

Xperiment

Agnihotri et al. 2012; Agnihotri et al. 2016; Agnihotri et al. 2017; Gati et al. 2018; Gazal
et al. 2016; Guesalaga 2016; lankova et al. 2018; [tani et al. 2017; Keiniinen and
Kuivalainen 2015; Kumar and Moller 2018; Lacka and Chong 2016; Michaelidou
et al. 201 1; Moore et al. 2013; Moore et al. 2015; Miiller et al. 2013; Miiller et al.
2018; Niedermeier et al. 2016; Rodriguez et al. 2012; Rossmann and Stei 2015;
Shaltoni 2017; Siamagka et al. 2015

Ancillai et al. 2019; Andersson and Wikstrom 2017; Bolat et al. 2016; Cawsey and
Rowley 2016; Chirumalla et al. 2018; Huotari et al. 2015; Kasper et al. 2015; Lashgari
et al. 2018; Niedermeier et al. 2016; Siamagka et al. 2015; Sutkowski and
Kaczorowska-Spychalska 2016

Bell and Shirzad 2013; Bhattacharjya and Ellison 2015; Buratti et al. 2018;
Denktas-Sakar and Stirticii 2018; Gruner and Power 2018; Hsiao et al. 2020; McShane
et al. 2019; Mehmet and Clarke 2016; Meire et al. 2017; Pitt et al. 2017; Pitt et al.
2018; Swani et al. 2013; Swani et al. 2014: Swani et al. 2017; Vasudevan and
Kumar 2018

Yang et al. 2012

Table 5 Types of data used in studies on social media in BaB® context

Tt,‘:’e of data Source(s)

Salesperson reported data ﬁﬁn\ho’rrl et al 2016 Gati et al 201} ‘tani et al 201 Moore et al 2043 Moore et al 2045, Mller et al 2013

Nviedermeier et al. 2016; ogivie et al. Jof; ?oc\r'\ﬂuez et al 2012 Rossmann and Stei 2045 Sukowski and Kacaorowska—swchalska 2016

Custorers reported data Miller et al 2043, Rossmann and Stei 2045



Henaﬁer reported data Andersson and wikstrem 2013 Rolat et al 2046 Cawse:j and ?owletj 2016, Guesalags 2ot Huotari et al. 2015, ‘tani et al

2013 Kasper et al 2045 Keindnen and Kuivaldinen 2045 Lashﬁarl et al. 2ofg; Moore et al 2045 Miler et al 2043 Shaltoni 201%

Data from social media platforms Bel and Shirzad 2013, %héﬂéchar\'bé and Elison 2015, Buratti et al. 2ofg Denktag-Sakar and SGrlcl 2ofg;
Gruner and Power 201§ Hsiao et al. 2020, McShane et al 2019 Mehmet and Clarke 2046 Meire et al. 204% Pitt et al 2043 Pitt et al 201 Swani

et al 2013 Swani et al 20f4 Swani et al 20f% vasudevan and Kumar 2048
website data Yang et al. Jotd
Case S’ruo\& Bernard 2046, Chirumalla et al. 2048 Katona and Sarvary oty

social media stakeholders, the use of social media by BIB companies, and effect of social media on business and society,
544 Social Media Stakeholders

%u'xle\’mﬁ on the discussion and model erovided \33 Pappas et al (208) this paper posits that the social media ecoe.ag’rem comprises of the

data stakeholders (company, society, who engaqe on social media (posting reao\ing using information

Table 6 Methods of analysis used in studies on social media in BAB context Methods of analysie  Source(s)

SEM using EQS ﬁjn\hofr\ et al. 2016

SEM using USREL Rossmann and Stei 2015

SEM us\nﬁ Smart PLS ﬂﬁn\ho’rr\ et al 20} GAti et al 2018 \ankova et al 2018 \tani et al 204% Keindnen and Kuvaldinen 2015
SEM AMoS Lacka and Chonﬁ 2016; Roo\rijuez et al 2oty Siamaga et al 2015

Content analysis Ancilai et al 2014 Bel and Shirzad 2013, Bolat et al 2046 Denktag-Sakar and SGrich 2018 McShane et al. 2of% Pitt et al 2o

Pitt et al 2018 Swani et al 2013 Swani et al 20f4 vasudevan and Kumar 2018
Sentiment analysis Bha’r’rachar\'wa and Elison 2015

Reﬁress\on analﬁs\s Gazal et al 2016 Gruner and Power J2ofg; auesalaga 2016, Hsiao et al 2020, Meire et al 201 Swani et al 204 Swani et al

Q01+

Descriptive analysis Buratti et al 2018 Kumar and Moller 2018 Mdler et al J2of3; Miedermeier et al
2016, Shaltoni 201% Sukowski and Kaczorowské—SPﬂchélska 2016

Themed cluster analysis Mehmet and Clarke 2016

Temporal coherence analysis ‘/er\S et al 2012

Andersson and wikstrem  201#

\n+e3ra+ed comparative  and

within  case analysis

Correlation Kumar and Moller 2048 Michaelidou et al. 2ot Moore et al. 2043, Moore et al
2015; MUler et al. 2018

HMANOVA Moore et al 2045

Thematic analysis  Cawsey and Rowley 2016, Chirumalla et al. 2018

AvovA Miller et al 2018

from social media). The use of social media by different stake- holders wil lead to different effects e??ec’r'mﬁ companies, cus- tomers and
society, This is an iterative perocess based on which the stakeholders use their experience to constantly improve and evohe their use of social
media, which has impacts on both, business and society, The successful implementation of this perocess is key to d’\ﬁ'\'fal transformation and the

creation of sustainable societies, Most of the current studies (Andersson et al. 2of3 Bernard 2046 Bolat et al 2046 Denktas-Sakar



SEM using EQS

Agnihotri et al. 2016

SEM using LISREL Rossmann and Stei 2015

SEM using Smart PLS ~ Agnihotri et al. 2017; Gati et al. 2018; lankova et al. 2018; Itani et al. 2017; Keiniéiner
and Kuivalainen 2015

sSEM AMOS Lacka and Chong 2016; Rodriguez et al. 2012; Siamagka et al. 2015

Zontent analysis

sentiment analysis

Regression analysis

Descriptive analysis

[hemed cluster
analysis

[emporal coherence

analysis
ntegrated

comparative and

Ancillai et al. 2019; Bell and Shirzad 2013; Bolat et al. 2016; Denktas-Sakar and
Striici 2018; McShane et al. 2019; Pitt et al. 2017: Pitt et al. 2018; Swani et al.
2013; Swani et al. 2014; Vasudevan and Kumar 2018

Bhattacharjya and Ellison 2015

Gazal et al. 2016; Gruner and Power 2018; Guesalaga 2016; Hsiao et al. 2020; Meire
et al. 2017; Swani et al. 2014; Swani et al. 2017
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Kaczorowska-Spychalska 2016
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Andersson and Wikstrom 2017; Bolat et al. 2016; Cawsey and Rowley 2016; Guesalaga 2016; Huotari et al. 2015; Itani
et al. 2017; Kasper et al. 2015; Keindinen and Kuivalainen 2015; Lashgari et al. 2018; Moore et al. 2015; Miiller et al.
2013; Shaltoni 2017

Bell and Shirzad 2013; Bhattacharjya and Ellison 2015; Buratti et al. 2018; Denktas-Sakar and Siiriicii 2018; Gruner and
Power 2018; Hsiao et al. 2020; McShane et al. 2019; Mehmet and Clarke 2016; Meire et al. 2017; Pitt et al. 2017; Pitt
et al. 2018; Swani et al. 2013; Swani et al. 2014; Swani et al. 2017; Vasudevan and Kumar 2018

Yang et al. 2012
Bernard 2016; Chirumalla et al. 2018 Katona and Sarvary 2014

and  Surlict 2018, Dyck dofo; Guesalaga 2016) focus rosty on the. company as a stakeholder. However, more research is needed on other types

of stakeholders (eq society.
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Social media affects not only ways how companies connect with their clients, but it is also chenj'\nﬂ their business models, the way how the

value is delivered and erofit is made. To succes.s?ullﬂ implement and use social media, B2B companies need to consider various social media

fools, antecedents/ barriers of its adoption, 'xo\enﬁ?\j suitable social media strate- ges which are in line with the com\santj's overal s‘rra+ejxj, and



measure effectiveness of the use of social media. There are various factors that affect the use of social media by BB companies. The
3+uo\3 found that social media usage is infu- enced b\j perceived ease of use, adoption of social mediy attitude towards social media and aqe
of salesperson. The ma\‘)ori‘rtj of the studies focus on the manajemenf of the markeﬁnﬁ department. However, c\'\ﬁl‘ral transformation is much b’xﬁﬁer
than Just markeﬂnj as it encompasses the entire orﬁanisaﬂon. As a resut, future studies should look like the entire orﬁanisaﬂon and '\nvesﬂﬁa‘re
barriers and factors affect- ing the use of social media. It is crucial for companies to o\es.Bn content which wil be noticed on social media by
their potential, actual and former customers. Social media content should be 'm’reree.‘r'mﬂ and offer some beneficial information, rather than Just
focus on services the company provides, Companies could use 4resh views on relevant \r\o\us’rrg news, provide information how J‘heﬂ are
con‘rr\buﬁng to e.oc\e’r\j and environment, include hu- mour in their posts, share information about the team, make it more peersonal It is also
useful to use iMages, in?osraphics, and video content. It is also important for companies to measure o\’\\cjﬁal roar- keting actions. More studies are
needed on how to isclate the impact of specific media marketing actions to demonstrate their impact on the desired business outcomes (Salo
2011, Thus, future studies can consider how particular social media channels (eq Facebook, Linkedin) in & campaign of & mew product/ service
influence brand awareness and sales level Also, a fimited number of studies discussed the way BIB companies can measure Rol. Future
research should investi- gete how companies can measure intangible Ro such as ewoM, brand awareness, and customer engaqerent  (Kumar and
Mirchandani 2042). Aiso, future research should investigate the reasons wh\j most of the users do not assess the effectiveness of their SMS.
Furthermore, most of the studies focused on lkes, shares, and comments to evaluate social media engaqement. Future research should focus on
other types of measures, More research needs cons’\o\ering the im- pact of legisiation on the use of social media by companies. Recent B2B

studies did not consider recent legisiation

(General Data Protection Regu!aﬂon 2012) in the context BAB (S\vava\']ah et al 201,
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Social media playe an important part in the com\oénﬁ's dec\s\on—ma\dr\j process, Social media can br\r\3 posi- tive chanjes info company, which  wil
result in improv- ing customer satisfaction, value creation, increase in sales, bu\ld\nﬁ relationships  with customers, \mowledﬁe creation, imerove  the
perception of corporate cred\‘o\lﬁtj, acquisition of new customers, and improve employment brand engagement. Using information collected from so-
cial media can helo companies fo have a set of reliable attributes that comprise socia) economic and environ- mental aspects in their decision-
making process (Tseng 2013 ﬁc\d\ﬂor\allg, b&j using social redia BB compa- nies can provide information to other stakeholders on their
sustainablity activities, By using data from social media companies wil be able to provide peroducts and services which are demanded by society.
Wt wil improve the quality of I and result in lkss waste. Additionally social media can be considered as & tool that helps managers fo integrate
business peractices with sustain- ability (Swara\')ah et al 201D, As a result, social media use by B2D companies can lead to business and
societal chanﬁes. A limited number of studies \nvesflf]afed the effect of social media on word of mouth communications in the BAB® context.
Future research should investigate the differences and simiar- ities between BAC and BIAB ewoM communications. Aiso, studies should investigate
how these types of communications can be improved and ways to deal with negative ewoM. It is important for companies to respond fo
comments on social media. Hc\c\\ﬁonallﬁ, future research should investigate its per- ceived helefuiness by customers, Majority of studies (Hjnihofri
et al 2016 Ancilai et al 2019, Rossmann and Stei 2045; ﬂjn\hofri et al 201y ﬁﬂn\ho’rrl et al 20f% Wtani et al 2043 Salo 204% Bhéﬁéchar\'we and
Elison 2045; G&ti et al. 201 Gruner and Power Jofg; Hollebeek 2019 'mves‘r'gafeo\ positive effect of social media such consumer satisfaction,
consumer engaqe- ment, and brand awareness. However, it wil be ’\n‘reresﬂn3 to consider the dark side of social media use such as an ex-
cessive number of requests on social media fo salespeople (Qﬁr\'\ho’rr] et al 2016), which can resuit in the reduction of the responsiveness;
spread of misinformation which can dam- aqe the reputation of the company, Studies were performed in China (Lacka and Chonﬂ 2016;
Nviedermeier et al. 2046), the USA (Guesalaga Jof6; lankova et al 2ofg; Ogivie et al 20M8), \ndia (P\sn\ho‘rr\ et al 2013 vasudevan and Kumar 204%),

the UK (Bolat et al. 2016, \ankova et al. 2018 Michaelidou et al 20M). t is s’rron3|3

advised that future studies conduct research in other countries as ?mc\'mﬁs can be different due to the culture and social media adoption rates.
Future studies should P3y particular attention to other emergng markets (such as Russia, Brazi, and South Africa) as ’rheﬁ suffer £from the
slow adoption rate of social media markefing. Some companies in these countries sl rely more on traditional media for ao\verhs'\nﬁ of their
eroducts and services, as ’rhe:j are more trusted in comparison with social media channels (Olotewo 2016). The rmajority of studies in- vestigate
the effect of social media in B2aB® or BAC context, Future studies should pay attention to other contexts eq BaB2B, B2BAC). Another
limitation of the current research on BAB companies is that most of the studies on social media in the context of BAB focus on the efkect
of social media use only on business outcomes. It is important for future research to focus on societal outcomes. Lasﬂﬁ, most of the studies
on social media in the context of BAB companies use a cross-sectional approach to collect the data. Future research can use the lor\ﬁ'\’ruo\inal

approach in order to advance uno\ers’ranc\'\nﬁ of social media use and its impact over time.
5.2 Research Propositions

Based on the social media research in the context of BAB companies and the discussion above the ?ollow\nj is pro- posed, which could serve
as a foundation for future empirical work. Social media is & powerful tool fo deliver information fo customers, However, social media can be

used to get consum- er and market \r\SBhfs (Kazienko et al. 2013). A number of studies h'\ﬂhnﬁhfeo\ how information obtained from a number of
social media platforms could be used for various marketing purposes, such as uno\ers’rano\\nﬂ the needs and preferences of consumers, marketing

potential for new products/services, and current market trends (ﬂﬁn\ho’fr\ et al 2016 Constantinides et al 2008). Wt is advised that future research



employe & lor\s'\’ruo\'mal approach to siuc\tj the impact of social media use on uno\ers&er\o\\nﬁ customers, Therefore, the <follow- ing proposition can

be formulated:

Proposition 1 Social media usage of BaB® companies has a positive influence on uno\ers’rar\o\\nﬁ its customers. Bﬁ using social redia companies
can examiner valuable information on competitors. Wt can help to understand com- petitors’ habits and strategies, which can lkad to the com-
petitive ac\van’raﬁe and help strategic planning (Dey et &l 2o Eid et al 2014 Teo and Choo 200M). t is advised that future research employe &
lonﬁi’md\nal approach to s’rudxj the impact of social media use on uno\ers'rand'\nﬁ its competitors. As & resuf, using social media to understand

customers and competitors can create business value (Mikalef et al. 2020a) for key stakeholders and lead to
positive charxges in the business and societies, The abowve discussion leads to the {—‘ollow’ma proposition:
Proposition 2 Social media usaqe of BAB companies has a positive influence on uno\ers&ar\o\ing its competitors.

Proposition 3 Cuture influences the adoption and use of so- cial media by BIB companies. Usage of social media can result in some  positive
rnarket- ing outcomes such as bu‘uo\'m3 new customer relationships, increasing brand awareness, and level of salks to name a few (ﬁﬁmhoh‘\ et al
2016, Ancilai et al. 2019 Dwivedi et al 2020, Rossmann and Stei 2045). However, when social media is not used appropriately it can lead to
negative consequences. € a company does not have enouﬁh resources to implement social media tools the burden usualy comes on a
salesperson. A h\Sh number of customer inquiries, the eressure to engaqe with customers on social media, and monitor communications ha\zpen'\ng
on various social media platforms can result in the increased workload of a salesperson putting extra pressure (ﬂﬂmho’rri et al 20146). As a
result, a salksperson mlﬁh’r not have enouﬁh time to engaqe with al the customers online promptly or engage in reactive and proactive web care.
As a result, customer satisfaction can be affected as wel as compa- ny reputation. To investigate the negative impact of social media research
could apply novel methods for data colection and analﬁs'\s such as £=aCh (Pappas et al. 2020) or \m@ﬁir\ﬁ ege—frack’xnﬂ (Mikalef et al. 2020b).

This leads to the <follow- '\nﬂ proposition:

Proposition U Inappropriate use of social media ‘03 B2B com- panies has a negative effect on &) customer satisfaction and b) company
reputation. ﬁccoro\\nﬂ to Technolo\%—orﬂan\saﬂor\—Er\v\ror\men’r (ToBE) framework environmental context s'\ﬁn'\’?xcan’rlﬁ af- fects a comeantj's use of
innovations  (Abed 2020, oliveira and Martins 20#). Enwironment refers to the factors which affect companies from oufside, '\r\cluo\\nj compefitors  and
customers, Qo\oPﬂnﬁ innovation can hele companies to chanﬁe the rules of the competition and reach a competitive ac\van%aje (Porter and Milar
185). In & competitive envi- ronment, companies have a ’r@no\&nc& fo adopt an innova-  tion. ﬁlSharJ\ et al (201) érﬁueo\ that the adoption of
innovation can be extended to social media use by compa- nies. A s’rudtj by ﬁlShar\')\ et al (208) by using data from 4100 SMEs operating in
the United Arab Emirates found that compeftitive pressure SBn'chanﬂ:j affects the use of social media by SMEs. it can be explained by the fact
that companies could feel pressure when other companies in the 'mc\us’rrj start adoPﬂnﬁ a particular 'rechnolo\% and as a result adopt it to

remain competitive (Kuan and Chau 200f). Based on the abowve discussion, the ?ollomir\g prop- osition can be formulated:

Proposition 5 Competitive pressure positively affects the adoption of social media by BIB companies. Companies m\ﬁh‘f‘ feel that +he3 are forced
fo adopt and use T innovations because their customers would expect them to do so. Meeting customers’ expectations could result in adop-
tion of new +echr\o|03'\es by BIB companies. Some research studies \nves’rga’red the impact of customer pressure on com- panies Cﬁlshar\’)\ et
al. 201 Maduku et al 2046). For exam- cle, a s+ud3 by Maduku et al (2016) found that customer pressure has a positive effect on SHEs
adoption of mobile marketing in the context of South Africa. Future research coud implement lor\jh‘uo\'mél approach to investigate how environment

affects adoption of social media 53 BIB® compa- nies. This leads to the formulation of the ?ollow\ns proposition:

Proposition 6 Customer eressure Pos\ﬁvehj affects the adop- tion of social media \33 B2B companies.
6 Conclusion

The aim of this research was to perovide a comprehensive 533’remaﬁc review of the literature on social media in the con- text of BaB
companies and propose the framework outlining the role of social media in the o\’\s\’ral transformation of BAB companies. 1t was found that BIB
companies use socidl me- dia, but not al companies consider it as part of their rarketing strateges. The studies on social media in the BaB
context focused on the effect of social media, antecedents, and barriers of adoption of social media, social media strateges, social media use,
and reasuring the effectiveness of social media. Academics and practitioners can employ the current SJr“dij as an informative {ramework for
research on the use of social media btj BIB companies. The summary of the key observa- tions provided from this literature review is the
following i) Facebook, Twitter, and Linkedin are the most famous social media platforms used by B2B® companies, Gi) Social media has a
positive effect on customer satisfaction, acquisition of new customers, sales, stakeholder engagement, and customer relationships, Gii) o
systematicaly reviewing o publications on social media in the context of BB companies it was ob- served that most of the studies use onine
suneye and oniine content analysis, Cv] Companies sfil look for ways to evalu- ate the effectiveness of social media, ) ‘nnovativeness, pres-
sure {rom stakeholders, perceived usefuness, and perceived usabllity have a s\gn\?xcan‘r positive effect on companies’ adoption fo use social media,
[vi Lack of staff familiarity and technical skils are the main barriers that affect the adop- fion of social media by BB, vii] Social media has
an impact not only on business but also on society, Qviil] There is a dark side of social media £ake online reviews, an excessive number of

requests on social media to salkspeople, distribution of



misinformation, r\eﬁéﬂve ewoM, [ix] Use of social media b& companies has a positive effect on sus’ra\r\ablli‘rﬁ, and [x] For successful dlﬁifa,l
transformation social media should chanﬁe not only the way how companies in’reﬁrafe it into their markeﬂng s’rra+es'xes but the way how companies
deliver values to their customers and conduct their business. This research has a number of limitations. First, only publications from the Scopus
database were included in literature analysis and sgnfhesls. Second, this research did not use me+a—anal33’xs.. To provide & broader picture of
the research on social media in the BAB context and reconcile con(]'xc‘r'mﬂ ?\r\o\\nﬁs of the ex’xs.ﬁnﬂ studies future research shoud conduct a meta-

anahjs\s (\smaﬁuova et al 20200) t wil advance knomleo\se of the social media domain.
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