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Abstract: 

This present study investigates the impact of social media and content on the ability of organizations to create interest and 

achieve profitability in a B2B(business-to-business) service context. Although corporations do not have control over certain 

influential variables that might impact their brand image, media attention, viva-voce, law, and eco-friendly concerns, they 

nonetheless have a considerable influence on it. The prevalence of uncertainty around the potential benefits provided by 

various social networking sites for corporations is a significant barrier to the mainstream adoption of social media (SM) in 

business-to-business (B2B) interactions. Social media (SM) possesses significant potential in facilitating business-to-

business (B2B) marketing efforts and acquiring valuable consumer information. Our analysis revealed that several 

business-to-business (B2B) enterprises are unable to fully harness the potential of digital media, in contrast to their B2C 

(business-to-customer) counterparts. Nevertheless, social media (SM) has the ability to assist business-to-business (B2B) 

marketers in establishing their brand's reputation and expanding their international presence. This, in turn, may facilitate 

the identification of prospective clients and foster connections with global supply chain suppliers.  The advent of social 

media has significantly transformed the manner in which companies engage with their intended audience by providing a 

platform for spontaneous communication and active involvement. The primary aim of this review article is to evaluate the 

influence of customer care provided through social media platforms on brand satisfaction and loyalty among clients. This 

research examines literature pertaining to the subject matter, doing an analysis of previous research that has investigated 

the correlation between customer service on social media platforms, brand loyalty, & consumer happiness. This work aims 

to elucidate significant discoveries, approaches utilised, and deficiencies in current scholarly investigations. Additionally, 

this paper examines the practical ramifications and offers ideas for firms seeking to improve customer satisfaction and 

cultivate brand loyalty by implementing successful tactics for social media customer care. 
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1. Introduction 

1.1 Basic concept of e-WOM 

A multitude of theoretical and empirical investigations have been undertaken to explore the phenomenon of (e-WOM). 

Prior research has indicated that (e-WOM) exerts a significant influence of 91 percent on sales, highlighting the substantial 

reliance of business-to-business (B2B) firms on e-WOM as a means to promote the advantages of their goods [1]. The 

subject of online social media marketing has received considerable scholarly interest in the field of marketing literature. 

The majority of previous research has been on the analysis of various aspects of digital platform and media marketing 

activities, including interaction, immediacy, information, entertainment, perceived risk, originality, and trendiness. 

Furthermore, researchers have conducted an analysis of the direct influence of social media marketing on customer 

behaviour and purchase intention. Nevertheless, the current body of empirical research is insufficient to substantiate the 

effect of elements on online social media in relation to consumer purchase intention. Previous research (2, 3) utilised the 

Pleasure-Arousal-Dominance (PAD) model in order to examine the purchasing intentions and behaviours of consumers. 

Assessing an organization's progress in social media outcomes becomes challenging because of the lack of industry 

standards or benchmarks that can be used to calculate the integration of digital platform media into business processes [4].  
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The complexity of B2B conversations is increasing due to the inclusion of many forms of media on social platforms. These 

forms of media extend beyond written language and encompass elements such as images, videos, audio recordings, spoken 

language, kinetic movement, and sound [5]. During the B2B buying process, individuals representing different roles within 

the organisation engage in communication and actively contribute to decision-making at different stages. The purchasing 

process, in contrast, exhibits distinct characteristics, characterised by enhanced structure, complexity, and a series of 

sequential stages [6,7]. Furthermore, due to the extended duration of the purchase cycle, B2B buyers allocate a greater 

amount of time towards doing risk-reduction research and sourcing [8,9]. Furthermore, B2B customers establish 

connections with several non-conventional entities either directly or indirectly through various channels and touchpoints 

during the process of reaching a purchasing determination [10]. Social media platforms have the potential to enhance 

organisational communication abilities by showcasing the knowledge of staff members and facilitating more engagement 

via the utilisation of advanced technological tools. Based on extensive research, it has been shown that organisations are 

effectively employing social media brand pages within the business-to-consumer (B2C) sector as a means to directly 

engage with customers and establish enduring connections, hence enhancing sales and bolstering brand visibility [11].  

 (e-WOM) has been found to exert influence on the attitudes and behaviours of recipients within a business-to-consumer 

(B2C) context (12). Moreover, it has the potential to impact the efficacy of novel products [13], enhance sales performance 

[14], and influence customers' inclination to make purchases [15]. Buratti et al. (2018) suggest that (e-WOM) has the 

potential to aid companies in the business-to-business (B2B) context by attracting new clients [16]. Consequently, 

individuals may be viewed as being more approachable and authentic [17], hence facilitating the establishment of 

interpersonal and professional connections [18]. 

A substantial amount of scholarly research suggests that the primary challenge faced by business-to-business (B2B) 

enterprises in relation to social media pertains to a pervasive deficiency in understanding the strategic utilization of these 

platforms and their effective integration within a comprehensive marketing plan. The user provides a citation in the form 

of a numerical reference [19]. Hence, in light of the significant demand for further investigation into the effective utilization 

of digital platforms in a strategic means, as shown by scholarly research and empirical evidence, our study's results endorse 

the imperative to examine the strategic implementation of digital platforms inside B2B (business-to-business) organizations 

[20]. The precise literature review is directed by the following four research inquiries:  

• What is the current status of electronic word-of-mouth Electronic word-of-mouth research in the business-to-

business (B2B) setting?  

• What is the suitable conceptualization or definition of electronic word-of-mouth (e-WOM) in the context of 

business-to-business (B2B) interactions? 

• What are the possible applications and advantages of electronic word-of-mouth (e-WOM) in the context of 

B2B(business-to-business) interactions?  

The outcomes of the systematic literature examination acknowledged several forms of electronic word-of-mouth within 

the B2B (business-to-business) setting. Additionally, the research recognised the specific online platforms where B2B 

interactions occur and examined the potential consequences associated with these interactions. The primary purpose of this 

study is not to question or evaluate current B2C understanding, but rather to supplement it and encourage a constructive 

and thorough discussion aimed at enhancing academic understanding of e-WOM. This contribution significantly enhances 

the existing body of literature on electronic word-of-mouth by providing a critical analysis of previous studies, therefore 

offering insights into the present state of research on electronic word-of-mouth within the business-to-business sector. One 

further advantage is the provision of an advanced framework that acknowledges the complexity of business-to-business 

communication networks on the Internet, as well as the many forms of electronic word-of-mouth within this context. 

Furthermore, this study presents an innovative and comprehensive framework for electronic word-of-mouth, highlighting 

its adaptability to the unique characteristics of the business-to-business market and its applicability in other situations, 

including business-to-consumer (B2C) interactions. In conclusion, a future research priority for electronic word-of-mouth 

in B2B(business-to-business) situations is proposed, drawing upon an evaluation of the existing corpus of research. 
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Table 1 Several definitions related to digital media 

Term  Explanation References 

Digital Networking A website, app, platform, or electronic service that is utilized by people with 

similar interests, values, and social connections in real life. 

Wikipedia 

Social Networking Building long-lasting relationships with coworkers through direct, personal 

communication on social media. 

[21] 

Social Media Users of social media have more influence over others, can interact with more 

people, and can broadcast to more people. 

Wikipedia 

Social Media The creation and distribution of user-generated content within and between 

groups of administrations as well as between them is made possible by new 

technologies that promote interaction (e.g. customers, athletes and 

journalists) 

[31] 

Social Media Marketing The stakeholders in an organization can create, communicate, offer, and trade 

value services by utilizing social media technology, channels, and software. 

[23] 

 

2. Literature review 

2.1 Social Media Concept 

It is important to differentiate between the concepts of social media and social networking. As stated by Wikipedia (2016b), 

a social networking service refers to an electrical service, application, platform, or site that enables persons with mutual 

interests, views, manners, cultures, events, and real connections to establish and maintain connections. In contrast, the idea 

of social media as communication tools is examined by Wikipedia (2016b), emphasising their capacity to facilitate the 

dissemination of information to a broader audience and exert a higher degree of impact on them [21]. Social networking 

may be described as the purposeful involvement and communication with others via diverse social media platforms, either 

with pre-existing personal associations or with the aim of forming such associations. The use of social media has been 

extensively observed and implemented in several situations, as seen in Table 1. However, considering the unique scope of 

this research about the influence of social media on marketing, it is crucial to adopt a perspective that is centred around 

marketing [22]. Social media marketing refers to a type of interactive communication that is initiated by consumers or 

audiences, with the aim of sharing businesses, goods, or services among these parties in order to promote a meaningful 

exchange of promotional information. This interaction facilitates reciprocal learning through the sharing of usage and 

experiences, ultimately leading to advantages for all those engaged. The application of digital platforms technology, and 

software is designed with the purpose of enabling and streamlining the process of creating anything, sharing, distribution, 

and transaction of value services for the stakeholders of an organisation. The user has given a number reference without 

any associated content or context. 

The primary aim of this research is to improve and evaluate a theoretical framework that investigates the influence of 

digital platforms and media marketing, including sales, technical, and social posts, on sales performance. The 

aforementioned influence is enabled by an intermediary process, especially the act of visiting websites, and is further 

demonstrated by a social exchange result, specifically the gaining of new followers, as seen in Figure 1. The pervasive 

influence of digital platforms and media has brought about substantial variations to the business-to-business (B2B) 

transaction landscape, leading to considerable alterations in sales processes and interactions between buyers and sellers. 

Our study aims to establish a connection between business-to-business (B2B) marketing efforts and quantifiable financial 

results by examining the full engagement process inside the LinkedIn network. The main aim of this complete approach is 

to maximise sales revenue throughout the entire organisation by using the potential of Electronic Word of Mouth. (e-WOM) 

refers to the transmission of individuals' opinions, recommendations, and experiences on products or services through 

social media, online reviews, and forums. Strategy's comprehensive aspect is seen in its emphasis on the entirety of the 

organisation, as opposed to particular divisions or specific product lines. The main goal is to establish a corporate 

atmosphere that fosters positive customer experiences and advocacy, bolstering client loyalty and retention, as well as 

attracting new customers. 
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Fig. 1 Theoretical framework illustrating the impact of social media on B2B 

 

2.2 Phenomenon of Electronic Word of Mouth (e-WOM) 

The existing body of research on electronic word-of-mouth uncovers three noteworthy facts that underscore a widespread 

misconception about this concept. Prior studies have employed many terms, including user-generated content (UGC), 

information sharing, and digital referrals, in an interchangeable manner to describe (e-WOM) within the framework of 

business-to-business (B2B) interactions. Nevertheless, this phenomenon has led to a dearth of lucidity about the notion of 

(e-WOM) [24]. One instance of a business-specific application is (e-WOM), which possesses the capacity to provide 

economic ramifications rather than functioning only as a broad platform for disseminating information [25]. Moreover, a 

considerable proportion of research in the field of business-to-business (B2B) has predominantly concentrated on the 

utilisation of social media platforms for the examination of (e-WOM). This approach often leads to a lack of distinction 

between electronic word-of-mouth as a more comprehensive idea that can occur through various communication channels 

and digital platforms as a specific situation where it occurs. Within the existing corpus of B2B literature, a certain level of 

ambiguity may be observed about the distinction between e-WOM (electronic word-of-mouth) and B2B social media 

digital content marketing. Digital content marketing is a strategy method that involves the distribution of company-

generated and company-related material to existing or potential consumers using digital channels, such as social media. 

The main aim of this practice is to foster active engagement, build credibility, and promote positive connections [26]. 

Social media digital marketing is utilised as a strategic instrument by business-to-business (B2B) entities to efficiently 

engage with their intended customer base through the provision of pertinent material, with the aim of capturing their interest 

[27]. Nevertheless, it is crucial to acknowledge that this methodology should not be conflated with (e-WOM). In contrast 

to digital platforms marketing on digital media platforms, (e-WOM) refers to the generation of material by customers with 

the intention of reaching and influencing other consumers [28]. The utilisation of digital content marketing possesses the 

capacity to produce (e-WOM). One potential outcome of a seller's digital marketing endeavour is the response of 

stakeholders. The reactions indicated above possess the capacity to develop into significant engagements between 

stakeholders and clients, ultimately leading to the formation of shared (e-WOM). Business organisations have the capacity 

to encourage the production of (e-WOM) by capitalising on consumer motivation through various techniques, including 

outreach programmes, incentivization, and the cultivation of community involvement [29]. Organisations utilise several 

strategies, such as social listening, to proficiently oversee their own brand as well as other brands in the (e-WOM) 

predominantly created by their consumer base [30]. 
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2.3 BRAND LOYALTY 

The topic of loyalty has garnered considerable attention from marketing specialists for an extended duration [31,32]. 

Loyalty describes the emotional connection or affinity that a customer has for a product, service, or organisation [33; 34]. 

According to Oliver (35), brand loyalty may be defined as a deeply held dedication to consistently engage in the recurrent 

purchase or patronage of a preferred product or service. The phenomenon of recurrent purchasing behaviour characterised 

by a conscious decision to consistently choose and purchase a particular brand is commonly referred to as BL, as widely 

utilised in literature [36]. When individuals select a certain brand as their preferred choice, BL is replicated (37). The term 

"brand loyalty" encompasses the customer's motivation to maintain a steadfast commitment to a certain brand. Therefore, 

the concept of BL is built on a theoretical structure consisting of 3 mechanisms: behavioural [38;39], attitudinal [40], and 

a combination of behavioural and attitudinal [41]. Attitudinal loyalty may be described as the inclination of a customer 

towards a certain brand, which arises from a psychological trigger. In contrast, behavioural loyalty pertains to the 

repurchase process, when a consumer is enticed and develops a sense of dedication towards a certain brand. Rauyruen and 

Miller [44] define attitudinal loyalty as the degree to which a consumer exhibits psychological connection and advocacy 

for an assistance distributor or vendor. Composite loyalty, which encompasses both behavioural and attitudinal elements, 

is the third kind of loyalty. The model proposed by Dick and Basu (45) is widely recognised for its ability to elucidate the 

correlation between thoughts and behavioural faithfulness. The study presented a theoretical framework for understanding 

the idea of loyalty and posited that constant support and a very favourable attitude are essential determinants in identifying 

authentic devotion. This study utilises a paradigm that integrates all three of these factors in order to evaluate BL. 

2.4 Customer Satisfaction 

The concept of contentment has gained significant prominence in the field of marketing literature and serves as a crucial 

revenue generator for market research organisations [35]. Customer satisfaction has been modelled using both emotive and 

cognitive states. According to researchers who perceive pleasure as a cognitive state, consumers often evaluate the worth 

of the services they get by quantifying the advantages they have obtained in relation to the sacrifices they have made. 

Subsequently, utilising the aforementioned computations, clients will ascertain their level of satisfaction by evaluating if 

they see that the value, they obtained exceeds the monetary amount they expended. However, satisfaction is described by 

some researchers as an emotional state, since they argue that consumers' sentiments and emotions are included in assessing 

the quality of service provision. Customer satisfaction may be influenced by several aspects, such as favourable encounters 

with service providers and personnel, the ambience of the store, brand preferences, and other intangible elements that 

cannot be measured just regarding the value that customers obtain from the expenditures they incur. 

According to Oliver (35), the prevailing consensus among experts is to categorise satisfaction as an emotional phenomenon. 

The concept of customer satisfaction was initially defined by [35] as the delightful fulfilment experienced by customers. 

This study adopts and implements this definition in its analysis.  

2.5 Commitment 

The research on relationship marketing recognises commitment to a relationship as an additional aspect that may influence 

client loyalty [46]. In the literature on relationship commitment, it is imperative to include affective commitment and 

calculative commitment as two essential components, despite the existence of several definitions for customer commitment 

[46]. Affective commitment refers to a heightened emotional aspect that arises from the level of reciprocity or personal 

engagement that a consumer experiences with a firm. This emotional connection leads to an increased level of trust and 

commitment. Calculative commitment is a type of economic-oriented reliance on the benefits of a product, which is 

distinguished by a practical and less affective perspective. This type of commitment arises when individuals have limited 

alternatives or face significant expenses associated with switching to other products. This research employs a set of 46 

variables to evaluate the level of commitment exhibited by clients towards their current indemnity insurance providers. 

Customer commitment may be defined as encompassing both emotional attachment and rational evaluation. This research 

incorporates both the elements of attachment and calculation. This study examines the extent to which consumers 

demonstrate commitment, considering both a rational and an emotional standpoint. 
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Research Methodology 

The authors utilised a three-stage method, consisting of planning, conducting, and reporting, in order to get a thorough 

synthesis of this continuously expanding subject matter. The approach utilised in our study closely mirrored that of other 

researchers, with the intention of furthering the field [47-50]. In the first stage, it is essential to determine the necessity of 

undertaking a thorough analysis of current academic literature concerning the field of business-to-business (B2B) social 

media marketing. Furthermore, we explicate the suggested research framework and provide an overview of the future 

course of action.  

Utilising the vast array of scholarly literature and building upon the theoretical framework put forward by Yogesh et al. 

(51), Figure 2 graphical depiction demonstrates how the sustainability model and digital transformation are integrated 

within the particular context of B2B (business-to-business) enterprises. The present conceptual framework integrates the 

interdependent systems of social media and underscores the collaborative interplay of several elements essential for 

facilitating the effective utilisation of social media platforms. The main goal of this collaborative venture is to enhance the 

digital transformation process and foster the development of ecologically and socially sustainable communities. The model 

incorporates many players within the area of digital platforms and media, investigates the utilisation of social media by 

business-to-business (B2B) enterprises, and analyses the resulting impacts of social media on both the corporate landscape 

and society as a whole. 

 

Fig. 2 Social media's effects on the creation of sustainable societies and the digital transformation process. 

In succeeding phase, a thorough investigation was carried out on four significant databases, specifically EBSCO, Emerald, 

Elsevier, and Scopus. The objective of this inquiry was to locate academic works that through a peer-review process, were 

officially published, and centred on the analysis of digital platforms in the context of (B2B) transactions. The process of 

selecting keywords in our study was determined by the research objectives we had established. The authors utilised these 

specific keywords in order to systematically gather data on all previous studies completed on B2B digital platform 

marketing [52]. In light of the restricted understanding of strategic digital platform marketing for business-to-business 

(B2B) settings, we have chosen to utilise inclusive terminology [53]. The convergence of B2B and industrial marketing, 

with digital media, encompassing digital platforms and Web 2.0, was achieved by the use of a Boolean search methodology 

incorporating two distinct sets of terms [54]. To improve the process of identifying pertinent academic articles, a thorough 

investigation was carried out, comprising the title, keywords, and abstract sections [55].  

The efficacy of our protocol-based search was proved (Reference 56), as well as its use in demonstrating a thorough 

understanding of the core ideas and their interrelationships. Nevertheless, it is crucial to recognise that the employment of 

keyword-based selection necessarily poses the potential of disregarding particular publications [57]. The evaluation, 

documentation, and distribution of the chosen articles take place in stage three, as evidenced by the existing data [51]. Prior 

to being recorded in the Mendeley database, the pertinent information concerning the articles was originally inputted into 
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an Excel file. The spreadsheet had extensive details for each paper, including the utilised approach, utilised theoretical 

framework, and significant results derived. Furthermore, it encompassed crucial information such the title, authors, journal, 

and publication date for each individual item. Following the entry of the aforementioned data, a methodical methodology 

was utilised to ascertain the repeating themes that were found within the sample [58]. In our review, we deployed theme 

analysis in a manner similar to the technique adopted by [59]. The process of subject selection was a joint endeavour 

undertaken by the two researchers, who individually evaluated the papers before arriving at their ultimate determination. 

To do this, the researchers performed a thorough examination of the notable findings given in each article and then 

determined its main emphasis. The two researchers subsequently conducted an analysis of the discovered themes, resulting 

in an agreement about their acceptability, interconnection, and potential modifications [60]. The systematic literature 

review (SLR) revealed the emergence of three prominent issues, which is evidenced by the substantial unanimity seen 

across several articles [51]. These three concepts establish digital platforms as a medium for: The prioritisation of sales 

facilitation plays a crucial role in fostering client interactions within the sales industry. The notion of integrated 

communication comprises the many procedures entailed in the development and sustenance of content while engaging with 

certain target audiences. The notion of employee engagement is the deliberate cultivation of relationships with employees 

to optimise organisational advantages. 

The three themes exhibit unique characteristics, yet there were discernible small similarities present. The centrality of 

connection in B2B marketing is evident in all three areas. However, it is crucial to critically evaluate and study these 

interpersonal interactions within the framework of many social media platforms and methods of engagement and 

communication. In light of the fact that the data has been classified into three unique thematic categories, it is essential to 

do customised examination and analysis for each respective subject. 

 

4. Findings from Literature and Future research direction 

The results obtained from the descriptive analysis reveal that a significant proportion of scholarly articles are published in 

a limited number of journals that predominantly focus on business-to-business (B2B) marketing. Moreover, there has been 

a discernible surge in the dissemination of B2B social media research, an emerging field that has gained significant 

momentum in recent years. Moreover, this discovery offers empirical evidence to support the concept that there is a lack 

of comprehension of the consequences of digital platforms for B2B (business-to-business) entities within the wider 

marketing field. 

The initial examination of individuals' regular use of social media platforms utilises behavioural theories, such as the 

Theory of Reasoned Action and the Theory of Planned Behaviour, to clarify the main reasons that drive the acceptance of 

social media. Conversely, articles falling within this category may use concepts from the field of social psychology, such 

as Theories of Social Identity and Comparative Theory, to underscore the underlying motives and challenges that users and 

organisations encounter while utilising social media platforms. Social networking is often seen as a significant 

technological innovation that falls into the second category, emphasising the operational aspects of the platform. Academic 

research frequently investigates the effectiveness of utilising social media in the business-to-business (B2B) setting by 

employing technology-related theories, such as the Task-Technology Fit Model and the Technology Acceptance Model. 

The articles under the third category highlight the importance of cultivating connections in the context of B2B(business-

to-business) promotion, with specific attention on the digital connectivity provided by social media platforms. The fourth 

category of research pertains to studies that adopt a managerial or strategic standpoint. These studies argue that the 

utilisation of digital platforms for B2B (business-to-business) organisations has an influence on the generation, acquisition, 

and mobilisation of resources, ultimately impacting the performance of these firms. Within this particular context, theories 

that are frequently employed encompass those that revolve around the foundational aspects of an organization's resources 

and capabilities. The fourth domain of study concerns organisational orientations, namely the digital marketing approach 

and the Innovation approach. These orientations serve to demonstrate the influence of culture and circumstances on the 

efficacy of digital platform utilisation inside B2B (business-to-business) businesses. 

Through the examination of the chosen scholarly papers, we were able to identify and differentiate the unique social media 

"voice" present in each research. The phrase "voice" pertains to the means of communication employed by individuals or 

entities, such as commercial organisations, sales representatives, or staff members, while engaging with the audience on 

social media platforms. The significance of this phenomenon stems from the observation that different modes of expression 
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on social media platforms, commonly referred to as "voice," reflect unique dynamics related to communication, relationship 

management, and commercial transactions.  

In relation to the diverse array of platform categories within the domain of social media, as demonstrated by prominent 

platforms. In relation to the specific social media platforms utilised by business-to-business (B2B) marketers, three articles, 

constituting around 4% of the sample, focused on social networking sites. These platforms are distinguished by their 

primary focus on facilitating social connections. Furthermore, two articles, constituting around 3% of the sample, examined 

the phenomenon of corporate blogs, which are blogs that are administered by companies. Out of the total number of studies 

conducted, Twitter was found to be the most thoroughly researched platform, with a representation of 7.2% (5 out of 69 

studies) solely dedicated to its examination. Concurrently, two distinct research studies were undertaken, each centring on 

the social networking platforms LinkedIn and Glassdoor, both of which fall under the category of business-to-business 

(B2B) networks. It is important to acknowledge the research context when presenting facts on the worldwide proliferation 

of digital platforms and media utilisation in (B2B) presentations.  

Quantitative study methodologies frequently generate valuable insights. However, it is crucial to supplement these findings 

with thorough qualitative research in order to elucidate unforeseen attributes and capture the perspectives of industry 

experts. On the other hand, it is worth noting that qualitative research projects conducted in isolation have the capacity to 

make unique and influential contributions to scholarly discussions and organisational environments, both in terms of their 

social significance and theoretical implications (Author, Year, p. 62). The lack of cohesion in B2B social media marketing 

research is intensified by the prevailing emphasis on a solitary "voice," Scholarly studies sometimes lack specific contextual 

details and do not explicitly mention the names of social media networks, although employing various research approaches. 

Therefore, it is crucial to expand the scope of the research and anchor it within relevant theoretical frameworks. Without a 

doubt, the creation of theory poses a significant problem in current research on business-to-business social media [61]. The 

strategic examination of social media in the business-to-business (B2B) context can be enriched by incorporating 

relationship marketing theory the interaction model proposed by the Industries Marketing and Administration Group [63], 

customer engagement [64], and network-based relationship marketing. Table 2 displays the key five noteworthy findings 

and recommended directions for further research. 

Table 2: Important findings from the literature 

Finding Study Gap Future Research  

Finding 1 

Inadequate progress in advancing 

B2B digital platform marketing 

theories. 

Enhance B2B digital platform marketing theories through 

comprehensive qualitative research, analyzing diverse social 

media platforms and their interaction dynamics in various 

contexts. 

Finding 2 
Employee involvement in social 

media utilization. 

Investigate the contributions of employees to the formulation 

and management of social media strategies. Explore barriers 

related to motivation and engagement in this context. 

Finding 3 
Insufficient strategic research 

focusing on B2B social media. 

Recognize disparities between B2B and B2C markets. 

Explore shared and context-specific social media strategies in 

both B2B and B2C scenarios. 

Finding 4 
Importance of making material for 

social media sites. 

Examine the process of generating business-to-business 

(B2B) digital platform content. Assess the impact of subpar 

content and its association with negative electronic word of 

mouth (e-WOM). 

Finding 5 
Sales department benefits from 

social media utilization. 

Investigate the extent to which social media enhances B2B 

sales endeavors. Analyze social media interactions between 

salespeople and current/past clients. 

 

5. Conclusion  
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The main objective of this study was to conduct a complete systematic analysis of the current literature about the 

importance of social media in the context of business-to-business (B2B) enterprises. The main aim of this study was 

to present a theoretical framework that delineates the importance of social media in enabling the digital transformation 

of business-to-business (B2B) enterprises. The efficacy of social media platforms in facilitating business-to-consumer 

(B2C) marketing has been demonstrated, whereas their function and influence in business-to-business (B2B) 

marketing remain questionable. The present literature review has identified deficiencies in scholarly investigations and 

put forward methodological approaches for doing research on the utilisation of social media (SM) in business-to-

business (B2B) contexts. The user's text does not include any substantive information. 

❖ The study conducted has the ability to provide assistance to organisations in the achievement of their objectives. 

This assistance is achieved via a thorough analysis and organisation of existing literature, as well as the 

identification of successful techniques for the utilisation of social media platforms. 

❖ The user's text does not contain any information to rewrite in an academic manner. The user's content does not 

contain any information to be rewritten in an academic style. From a comprehensive perspective, it is crucial for 

organisations to guarantee that their activities encompass the subsequent elements: firstly, the effective utilisation 

of social media by sales professionals, which entails the establishment and cultivation of relationships between 

buyers and sellers; secondly, the creation and distribution of the most relevant content by personnel; and lastly, 

the active engagement of employees in the overarching social media strategy. 

❖ The user's text is already academic in nature. The user's material is already written in an academic style. The 

existing study indicates that there is an increasing volume of scholarly research focused on digital media platforms 

in the business-to-business (B2B) context, but it is also evident that there is a lack of strategic focus in this area. 

Despite the growing proliferation of scholarly publications and the mounting demand for dedicated journal issues, 

the field of social media research has substantial promise. 

❖ The user's material is already written in an academic style.B2B firms widely utilise Twitter, Facebook, and 

LinkedIn as the primary social media channels. 

❖ The user's text is already academic and does not require any rewriting.The user's content does not include any 

information to be rewritten. Social media platforms offer several benefits across different dimensions of corporate 

operations, encompassing consumer engagement, sales effectiveness, stakeholder engagement, customer 

satisfaction, and client acquisition. The influence of social media extends beyond economic companies and 

encompasses a wide range of societal dimensions. 

❖ The user's content does not include any substantive material to be rewritten in an academic manner. The use of 

social media platforms is accompanied by a variety of unpleasant phenomena, such as the widespread 

dissemination of faked online assessments, an excessive number of promotional appeals, the dissemination of 

incorrect information, and the spreading of negative  (e-WOM). However, it is crucial to acknowledge that the 

integration of social media platforms by companies also yields positive results in relation to sustainability. 
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