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Social media technology usage and customer relationship

performance: A capabilities-based examination of social CRM

JolS o0 das,5 dlie degd gl cdblun das 3 3] iewd g5 L8 ol

Sole SIS lowo) cdllin LundSS) dinus b olyan (Giolys JsB) 359 Canyd b



http://iranarze.ir/social+media+technology+customer+capabilities+examination+crm

()

% JTd dIJ__ll

539-L1> sLaULS ol5ig 43

4.2. Limitations and future research

The study does have limitations, many of which highlight exciting
opportunities for future research. The study sample, for example, was
very broad and diverse. It is possible that although the research
results are generally true across industries, the relationships may be
less applicable to specific industries that may not see as much potential
or customer demand for social media use. Speaking to this issue, differ-
ences were found between B2B and B2C firms, particularly in the direct
relationship between customer-centric management systems and
social CRM capabilities. While an explanation for this result is outside
the purview of this study and we can only offer speculation on what
might be driving this result, this is certainly an interesting avenue for
future work.

Future research exploring the applicability of these findings to
different industries, contexts, and settings is certainly warranted and
encouraged. For example, the study did not consider other contingent
factors such as the competitive environment or the position of the
firm in its industry. It is conceivable that this study is capturing an effect
that is only applicable to firms that have aggressively undertaken initia-
tives in support of their customer orientation strategy. The findings
might, therefore, be less applicable to firms that are just beginning to
adopt social media or has a top management team that is less knowl-
edgeable on social media initiatives.
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