NI ST ] &

63g-Ll> gLaULS a5 g 49

*»

el gls by (a1l dunlis
bolse gyl gld Jue 9B2C ¢ B2Bywo
e undSO) lgie
A comparison of social media marketing

between B2B, B2C and mixed business models
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6. Conclusion, limitations and future research

In summary, this paper confirms the (previously assumed) pro- pensity of the extant B2B
literature to treat social media usage as a different phenomenon to B2C social media
usage. Drawing on a survey of 449 UK and US business, we have been able to show that
B2B or-ganizations use different social media channels, to serve different pur-poses, and
with different perceived results. In particular, our final model suggests the use of social
media, in terms of customer manage-ment at the new acquisition and ongoing relationship
management stage, will be fundamentally different. A key contribution, of both
theoretical and practical importance, is the somewhat surprising finding that B2B firms do
not place as much importance on SMM as a strategy to develop relationships with their
existing customers com-pared to other business models. This is born out by the Volvo
Trucks example outlined at the start of this paper. Given the ability of social media
platforms to facilitate one-to-one and one-to-many communica-tions, this would seem an
obvious opportunity to embed direct com-munications with members of client teams. We
can speculate that the relationship between the importance with which SMM is viewed is
an important factor in perception of effectiveness, and the value it may bring across a
range of tangible and intangible measures.
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