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ABSTRACT

Socialmediausagekeepsexplodingallovertheworldwhichmakesitanincrementallyimportant
resourcetobemorecompetitiveinbothbusiness-to-customerandbusiness-to-businessmarketing.
However,eventhoughsocialmediahasbeenwidelyusedinB-to-B,previousresearchesstillclaimthat
B-to-BmarketersarefarbehindB-to-Cmarketerseitherinthelevelofuseorinthesophisticationfor
socialmedia.Buildingontheelectronicmarketingorientation(EMO)propositionandmediarichness
theory,thisresearchconductedaseriesofin-depthinterviewtounderstandinter-relationshipsbetween
researchconstructsinaB-to-Bcontext.Usingasurveyapproach,thestudyshowsthatorganizational
cultural and cross-department coordination have significant influence on the implementations,
adoptionandbusinessperformanceofB-to-Bsocialmedia.Theseresultsof103respondentscan
provetheimportantreferencesforacademicianstoconductfurtherempiricalvalidations,andhelpful
forprofessionalstoidentifytheirmarketingstrategiestofacilitateB-to-Bbusiness.
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INTROdUCTION

Inthisinformationage,mostofthesocialmediaaremainlywellimplementedinB-to-Cmarkets
andB-to-Ccompaniesalreadyhavesophisticatedknowledgeinmanagingsocialmedia(Dessart,
Veloutsou&Morgan-Thomas,2015;Hsiaoetal,2019;Kaplan&Haenlein,2010).Eventhough
B-to-Bmarketersusesocialmediainmanyoccasions,previousresearchesstillclaimedthatB-to-B
marketersarefarbehindB-to-Cmarketerseitherinthelevelofusingandorthelevelofsophistication
for social media (Itani, Agnihotri & Dingu, 2017; Salo, 2017). However, many evidences have
indicated that incorporatingwithsocialmedia intoB-to-Bsalesareveryeffective.For instance,
MolexInc.,amanufacturerofelectronicconnectors,utilizedTwitter,YouTube,andBlogstoextend
itssalesopportunitiesabroad;orIBMsuccessfullyexploredITbuyers’accuratelanguagetosearch
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forsoftwaretopicssothattheycanaccordinglycustomizedinstructionalvideoswhichleadtosales
leads(Heller,Baird&Parasnis,2011).

In general, organizations differ the way in doing business when they have different
orientation.KohliandJaworsk(1990)arguedthatmarketorientationisgenerating,dissemination
organization-wideinformationandrespondingappropriatelytopresentandfuturecustomer
demandsandpreference.However,marketorientationisdesignedfor traditionalmarketing
activities without considering B-to-B issues. This study thus adopts Electronic Marketing
Orientation(EMO)tothephenomenonofB-to-B.ElectronicMarketingOrientation(EMO)not
onlycontainsaphilosophicalcomponentaboutMarketingOrientation,butalsomovesalong
withelectronicanddigitalmarketingwhichismoreproperfortheimplementationofB-to-B
socialmediamarketing(Habibietal.,2015).DevelopedintheB-to-Bcontext,EMObrings
afurtherbenefitwhichenablesit toappraisee-marketing(Anche,Hozouri&Mehdizadeh,
2014).Otherstudies,suchasJussila,KärkkäinenandAramo-Immonen(2014)andShaltoniand
West(2010)alsosuggestedastrongcaseforfirmstodevelopEMOinthecontextofB-to-B.
Hence,socialmediamarketinghadbeguntobeassociatedwithorganizationorientation,and
furtherregardedEMOasabasicframeworktodiscussB-to-Bsocialmediamarketing.This
studyintendstofill theresearchgapandintegraterelevantvariableofEMOtoexplainthe
practicesofB-to-Bsocialmediamarketing.

Firstofall,previousresearchhasdemonstratedtherelationshipbetweenEMOonB-to-B
socialmediaimplementation(Habibietal.,2015),however,thevariablesunderlyingeach
EMOcomponentsarestillquiteconceptualwithnoempiricalvalidation.Theambiguitymay
resultinunclearlyandineffectivelyimplementofsocialmediamarketing,thisstudyaims
to acquire practical variables underlying EMO model through the interview with B-to-B
experienced marketers. Secondly, the inter-relationship between components of EMO in
differentlevelhasnotbeencompletelyexplored(Shaltoni&West,2010).Moreover,thelink
betweenEMOandbusinessperformanceisalsonotwelldeveloped(Habibietal.,2015).
Itissuggestedthattheintegrationbetweentheinter-relationshipofEMOcomponentsand
successfulbusinessperformancedeservesmoreevaluation.Thirdly,somemeasurementitems
inB-to-Bsocialmediaarestillquitenewwhichhavenotbeenstudiedfromliteraturereview.
Thisstudycreatesthemeasurementitemssuchasbrandexposure,inquiry,callvolume,fan
number,clickrateandbrandidentity.

MediaRichnessTheory(Daft&Lengel,1986)statedthatmediadiffersinthedegreeofrichness
theypossess,thatistheamountofinformationtheycantransmitandenableuserstocommunicate
andexchangeunderstanding.Consequently,receivers’understandingwilldifferentlyaffectedasthe
capacityofthemediatotransmitinformationvaries(Alamäki,Pesonen,&Dirin,2019).Bycombing
e-marketingorientationmodelandmediarichnesstheory,thispaperaimsatinvestigatingwhatand
howsocialmediaactivitiesbasedonEMOcanenhanceB-to-Bbusinessperformanceefficientlyand
effectively.Theobjectivesofthisstudyare:(1)toidentifythepracticalvariablesunderlyingEMO
modeloffourcomponents(Philosophical,Initiation,ImplementationandAdoption)andsuccessful
businessperformanceinB-to-Bsocialmedia;and(2)tostudytheinfluenceoffourcomponents
(Philosophical, Initiation, Implementation and Adoption) on successful business performance in
B-to-Bsocialmedia.

This paper is proceeded as follows: first, it introduces the theoretical background of
Electronic Marketing Orientation and Media Richness Theory in relation to B-to-B social
media; 5 qualitative in-depth interviews are then used to develop our research model and
hypothesizingrelationships.Themodelisthentestedusingtherespondentofconfirmatory
factoranalysisandpartialleastsquares(smartPLS)areadopted;and,finally,theresultsare
presented and the conclusion, implication, contributions, limitations, and future research
directionsarehighlighted.
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