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The radical growth of the internet is a factor affecting different sectors of the business
environment, including changes in the marketing sector. The importance of social media
communications in the marketing environment cannot go unnoticed. An important
element of social media communication greatly influencing marketing is electronic word
of mouth (€eWOM) - involving consumer to consumer communication about products
and brands- which influences consumer purchase decisions. Nevertheless, research
on the importance of eWOM in the marketing of oil and gas is limited. The purpose of
this research is to investigate the effects of social media in business to business (B2B)
marketing through an investigation of electronic word of mouth (eWOM) in the oil and
gas sector in Qatar. Possible solutions to the negative effects of eWOM will also be
determined.

Social Media, eWOM, Oil and Gas, B2B.

The definition and understanding of marketing has evolved over time. In broadening
the understanding of marketing, Kotler (1972) defines marketing in terms of value
creation and transaction leading to achievement of the desired goal for the parties
involved. A more recent definition of marketing is provided by Baines, Fill, and Page
(2013), who define marketing as both an activity and a process of management. The
intention of marketing involves meeting the needs of consumers and value creation
while at the same time attaining the goals of the organisation. Therefore, marketing
is carried out by an organisation with the intention of achieving their set goals while
meeting the needs of consumers. It is also important to consider the value that an
organisation seeks to create for their consumers in their marketing processes and
activities when defining marketing (Baines, Fill, & Page, 2013; Kotler & Armstrong,
2010).
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Traditional marketing strategies involved the use of traditional means of communi-
cation to pass information about products and brands from marketers to consumers.
According to Killian and McManus (2015), these methods gave marketers and business
firms the upper hand in deciding the information that reached consumers. The prac-
tices used in marketing involved the use of formal methods that were impersonal and
unidirectional, which limited the capacity of consumers to influence product develop-
ment or provide feedback to firms (Armstrong et al., 2015; Moran, Muzellec, & Nolan,
2014).

The traditional communication means are undergoing revolutionary changes, which
are not only affecting communication but also influencing marketing (Leite & Azevedo,
2017; Stone & Woodcock, 2014). Leeflang et al. (2014) argue that the internet is the main
factor fuelling changes in the marketing sector. The use of the internet is instrumental in
shifting control of information from the hands of the marketer and the firm to the hands
of the consumer. According to Mulhern (2009), digitalization plays an important role in
enhancing consumer communication while expanding the speed at which consumers
and marketers can transmit information about products to other users. As a result,
marketing efforts are changing to include and invest more in digital technologies and
digital marketing than before. The table below presents an illustration of the use and

penetration of the most used social media platforms in the United States.

TABLE 1: Social media use in the United States.

Social media platform Frequency of use per Individuals with access

day (percent)
Twitter 5 22
Facebook 8 63
Google plus 2 17
Instagram 6 27
Facebook messenger 3 47

Source: Chaffey (2016)

An important factor changing the marketing environment is the use of social media.
The use of social media to communicate is increasing leading to rapid changes in
transferring information from one user to another (Miller, 2013; Tuten & Solomon, 2017).
According to Ashley and Tuten (2015) and Miller (2013), using social media can be
beneficial to both the consumer and the marketer. Killian and McManus (2015) add
that marketers can use social media to expand communication with consumers through
enhancing feedback from these consumers about their products, which can be used to
enhance customer experience. One of the ways through which social media significantly

influence marketing is the use of word of mouth (Chu & Kim, 2011; Killian & McManus,
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2015; Sweeney, Soutar, & Mazzarol, 2014). With the internet, word of mouth has evolved
to include the use of electronic platforms to communicate, leading to the emergence

of electronic word of mouth eWOM.

Electronic word of mouth involves communication between consumers through the
use of digital technologies, which in marketing includes the transmission of information
on products and brands (Albogami et al., 2015; Breazeale, 2009; Cheung & Lee, 2012;
Doh & Hwang, 2009). Litvin, Goldsmith, and Pan (2008) add that eWOM is an informal
communication between consumers, which involves advice and information about the
features of a product and their personal experiences with these products. The informa-
tion and advice received through eWOM communications is used by consumers to make
purchase decisions (Park & Kim, 2008; You, Vadakkepatt, & Joshi, 2015). Therefore, the
importance of eWOM in marketing cannot be overlooked or overemphasised. Marketers
and firms are challenged by the use of electronic social communication by consumers,
which denies them the power to control the information that reaches consumers. This
often puts marketers in the defensive position with threats to customer loyalty (Cheung
& Thadani, 2012; Sotiriadis & Van Zyl, 2013).

Several factors have been established to influence the use of electronic word of
mouth by consumers. According to Goldsmith (2008), the two main social communi-
cation features of eWOM are information and advice. Consumers in eWOM seek for
information pertaining to particular products and brands from other consumers. In addi-
tion, consumers with experience with different products can help other consumers by
providing advice to them on the features of products. This kind of advice highlights the
positive and negative characteristics of products, which is intended to either encourage
or discourage other consumers from making purchases (Hung & Li, 2007; Park & Kim,
2008; Phelps et al., 2004).

The effects of eWOM on different measures of marketing have been established
by several authors in different business areas (Park & Kim, 2008; Torlak et al., 2014;
Yoo, Kim, & Sanders, 2015). A study by Park and Kim (2008) sought to establish
the association between eWOM and knowledge processing among consumers. Their
results indicate that consumers with more expertise with reviews from other consumers
were significantly affected by eWOM. The information they received was instrumental
in affecting their decision to purchase a given product. A different study by Cheung
and Thadani (2012) assessed the effects of eWOM on consumers and found that
electronic word of mouth was essential in affecting the attitudes of consumers towards
products and brands. As a result of the effect on consumer attitude, eWOM affected

their intentions to purchase a product. These studies and other research have been
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instrumental in illustrating the important impact of eWOM in changing the intentions of
consumers to purchase products from different firms (Baber et al., 2016; Chen et al,,
2015; Fan et al., 2013; Sotiriadis & Van Zyl, 2013).

An important aspect that has been investigated- and is essential for marketers- is how
eWOM affects a brand and the components of branding. Torlak et al. (2014) argue that
communication between consumers is a factor that significantly influences consumer
factors that are related to marketing a brand. Specifically, eWOM affects brand image
leading to an eventual effect on the intentions of consumers to purchase a specific
brand (Kim, Sung, & Kang, 2014; Pauwels, Aksehirli, & Lackman, 2016). In agreement
to these findings, the results of a study by Severi, Ling, and Nasermoadeli (2014)
indicate a correlation between eWOM and measures of brand equity, including brand
loyalty, brand awareness, brand image, brand association, and quality perceptions. In
summary, electronic word of mouth can positively or negatively affect brand perceptions
of consumers leading to an effect on their association with that particular brand (Beneke
et al., 2015; Eisingerich et al., 2015; Kietzmann & Canhoto, 2013; Lin, Wu, & Chen, 2013).

A different relationship important to this study is the influence of eWOM on sales
and revenues. Babi¢ Rosario et al., (2016) investigated how eWOM affects the sales of a
company. Their results indicate a positive association between positive eWOM and sales
for a company. These findings are supported by results from other studies, which relate
sales to eWOM (Baek et al., 2014; Lu, Ye, & Law, 2014). The spread of positive sentiments
about a product or service using electronic communication platforms can enhance the
sales of a company leading to increases in their revenues. On the other hand, negative
eWOM can reduce sales and revenues for a company unless redemptive measures
are put in place to rectify the problem created (Kim, Lim, & Brymer, 2015; Marchand,
Hennig-Thurau, & Wiertz, 2017; Tang et al., 2016).

The discussion above highlights the importance of eWOM in marketing. It also details
previous research on the effects of eWOM on different aspects of a business. However,
the findings discussed are based on studies carried out in sectors that are not the oil
and gas industry. Therefore, it is imperative to explore how previous researchers have
investigated eWOM in the oil and gas industry, as well as Qatar in general. An interesting
finding is that there is a limitation in the number of studies that have explored electronic
word of mouth in the oil and gas industry, and particularly in the context of Qatar. Studies
that have explored the oil and gas industry have considered social media in general
and have not been specific in eWOM. In addition, these studies have explored crisis

management and public relations from the perspective of the company and not from the
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consumer’s perspective (e.g. Chewning, 2015; Choi, 2012; Harlow, Brantley, & Harlow,
2011; Maresh & Williams, 2010; Muralidharan, Dillistone, & Shin, 2011).

The study by Harlow, Brantley, and Harlow (2011) highlight the Deepwater Horizon
oil spill, which led to public condemnation of British Petroleum Company. The author
argues that the use of social media by BP was not significant in the management of
the crisis as expected by the company. On the other hand, Muralidharan, Dillistone,
and Shin (2011) used content analysis to assess the use of social media in the BP oil
spill crisis and how it worked in repairing its image. Their conclusions suggest that the
use of social media by the company were not effective in maintaining or elevating the
company’s image. Consequently, these studies postulate that social media use might
not be an important tool in crisis management in the context of oil and gas companies.

Despite inadequacies in previous research in examining social media use and eWOM
effects in the oil and gas industry, other researchers have been effective in establishing
eWOM in other sectors. For instance, several researchers have determined the positive
and negative results of eWOM in the tourism and hospitality sectors (Bronner & De
Hoog, 2011; Cantallops & Salvi, 2014; Jalilvand & Samiei, 2012b; Jalilvand et al., 2012;
Jeong & Jang, 2011; Ladhari & Michaud, 2015). Researchers have also explored eWOM
in the finance and education sectors in details (Alexandra, 2015; Bataineh, 2015; Yang &
Mutum, 2015). These researches increase the need for further research in other sectors
to determine whether eWOM has the same effects in these sectors and the possible

solutions to these effects- when the effects are negative.

11. eWOM and it is effect in B2B marketing

Many individuals around the world are increasing the amount of time they spend in the
cyberspace searching for information and connecting with friends and acquaintances
among others. The social media such as microblogging sites, video sharing sites, and
social networking sites, undeniably, have altered the manner in which individuals around
the world undertake their routine activities. eWOM, as part of social media, has attained
increased academic and managerial attention among researchers who have sought
to investigate its various effects in different contexts — hence demonstrating eWOM'’s
significance in business (Cheung & Lee, 2012; Lee, Noh, & Kim, 2013; Thoumrungroje,
2014; Zhang, Craciun, & Shin, 2010).

Cheung and Lee (2012) investigated the motives behind consumers’ use of eWOM
and found three drivers namely sense of belonging, repute, and delight in assisting other

consumers. Chu and Kim (2011) sought to find out the factors determining consumers’
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use of eWOM and found that trust, social capital, and vulnerability to interpersonal
influence determined eWOMs use. An investigation on product reviews posted by
consumers online also revealed both negative and positive biases with regard to
reviews made on products related to promotion consumption goals (Zhang, Craciun,
& Shin, 2010). Various aspects of brand, in relation to eWOM, such as brand image
and brand equity have also received much attention in research. Jalilvand and Samiei
(2012a) investigated the eWOMs impacts on purchase intention as well as brand image
and found that eWOM has significant impacts on brand image and further possesses
direct effects on purchase intention in the Iranian automobile business. In addition, the
same latter study finds that eWOM indirectly facilitates consumers’ intention to procure
goods and services. A study conducted by Severi, Ling and Nasermoadeli (2014) on
the mediatory role of eWOM on brand equity dimensions such as brand association,
loyalty, and awareness among others in Malaysia found that eWOM significantly affects
perceived quality of products, and brand image. Brand image also mediated the rela-

tionship between perceived quality and eWOM.

Significant amount of research have been undertaken on eWOM in different sectors
such as education, finance, and tourism. An investigation into eWOMs potential in
influencing consumer behaviour in the tourism sector demonstrates that much can
be revealed about tourist consumer behaviour in the modern setting (Harris & Prideaux,
2017). In addition, eWOM provides both archived and real-time data about tourists.
Moreover, through eWOM, rising significance in electronic proximity is emphasised
(Harris & Prideaux, 2017). While reviewing the effects of eWOM in tourism and hospitality,
Litvin, Goldsmith, and Pan (2017) found eWOM as a key influence in the hospitality and
tourism sectors and will remain to play a vital role in marketing in the same sectors.
Sotiriadis and van Zyl (2013), while examining the influencers of consumer behaviour
among the tourists, found three critical factors impacting tourists’ decision-making in
relation to eWOM use, and they include reliability, expertise, and extent of involvement
in the social media platform used. In the education sector, various eWOM studies have
focused on students’ purchase decisions and academic achievement among others.
Themba and Mulala (2013) sought to investigate social media brand-associated eWOM
and its impacts on decisions to procure goods and services among Botswana students.
The study revealed that opinion and brand-related eWOM contributed significantly to
students’ decision to procure goods and services. In addition, engagement in the latter
was also found to be relatively low. Moreover, eWOM was depicted as a credible
source of information pertaining to brands and products. An investigation into the

role played by eWOM communication in facilitating connections and further enhancing
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student academic standings revealed that eWOM communication positively impacted
students’ motivation to accomplish tasks through the enhancement of self-efficacy
(Vivekananthamoorthy, Naganathan, & Rajkumar, 2016).

Various studies have, further, focused on the impacts of social media on the oil
and gas industry. Yin, Feng, and Wang (2015) investigated the social media commu-
nication impacts on an oil spill by a multinational firm and found that the negative
online exchanges made by consumers contributed significantly to the firm’s productivity.
Rauschnabel, Kammerlander, and Ivens (2016) also found that negative communications
facilitated on the online platform by consumers can lead to adverse effects on the firm’s
sales and customer attraction. Moreover, Ye (2014) also found the same results through
his study of the Facebook impacts on a British oil company oil spill. The negative online
feedback resulted in reduced revenues and stock prices for the gas company (Ye,
2014). Omar, Dahalan, and Yusoff (2016) study of social media impacts on knowledge
sharing behaviour in a Malaysian oil and gas company found that social media advanced
knowledge sharing behaviour in the organisation.

In as much as eWOM has attained significant attention in research in different sectors
and contexts, limited exploration of eWOM in the gas and oil industry is evident.
Moreover, research that focus on eWOM in Qatar’s oil and gas industry are limited
— if not lacking. The current study, therefore, seeks to fill in the gap generated through
the limited research conducted in Qatar and in the oil and gas industry. The current
study will, hence, investigate the effects of social media in B2B Marketing. Emphasis
shall be placed on examining the effects of electronic world of mouth on Qatar’s oil
and gas industry. The study will also provide the possible solutions for mitigating the

negative impacts of eWOM in Qatar’s oil and gas industry.

The purpose of the current research is to investigate the effects of social media in
business to business (B2B) marketing through an investigation of electronic word of

mouth (eWOM) in the oil and gas sector in Qatar.

21. Objectives of the Research

1. To determine the positive effects of electronic word of mouth in the oil and gas

industry in Qatar.
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2. To find out the negative effects of nhegative electronic word of mouth in the oil and

gas industry in Qatar.

3. To establish the possible solution to the negative effects of electronic word of

mouth in the oil and gas industry in Qatar.

2.2. Research Questions

1. What are the positive impacts of electronic word of mouth on B2B marketing in

the oil and gas industry in Qatar?

2. What negative effects does negative electronic word of mouth have on B2B

marketing in the oil and gas industry in Qatar?

3. How can the negative effects of negative electronic word of mouth on B2B

marketing in the oil and gas industry in Qatar be solved?

4. How could ewom effect the relationship between Qatar Petroleum and it is Joint

Ventures?

Marketing has traditionally involved the use of strategies that are impersonal, formal, and
one-sided. These strategies have included advertisements, promotions, and publicity
campaigns that have been developed to inform the consumer about the product of
a given organisation. Currently, advances in technology and communication have led
to the evolution of marketing efforts to include consumers as active participants. As a
result, social media and platforms have become important elements in marketing the
products and services of firms, organisations, and industries. An important element of
social media marketing is the use of electronic word of mouth (eWOM) to communi-
cate issue pertaining to a given product. Electronic word of mouth involves two-way
communication between consumers and can influence the purchasing decisions of
the client. This review of literature aims at presenting an understanding of social media
marketing and its advantages. More importantly, the review discusses previous research
on electronic word of mouth, its benefits, and its disadvantages for a business. A deeper
analysis of the effects of electronic word of mouth in the oil and gas industry in Qatar
and worldwide is presented. Finally, recommended solutions to the negative effects of

eWOM on the oil and gas industry are discussed based on previous literature.
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3.1. Social Media

The term social media is a combination of two words. The term social refers to devoted
to, pertaining to or characterized by the friendly relationship or companionship (Kietz-
mann et al., 2011; Mangold & Faulds, 2009). Media, on the other hand, refers to an avenue
of communication such as the television, magazines, newspapers, and radios among
others that reach individuals widely (Kietzmann et al., 2011; Reuben, 2008). Social media
can, therefore, be a social instrument for facilitating communication (Correa, Hinsley,
& De Zuniga, 2010). In addition, it can be an internet platform used for discussing and
sharing information among individuals (Kaplan, & Haenlein, 2010). Social media provides
an avenue for networking in a manner that promotes trust among communities and
parties involved. Any platform, therefore, that allows the users to share their opinions,
contents, views, and further facilitates interactions can be categorized as social media
(Leonardi, Huysman, & Steinfield, 2013). Many quotas have confused social media with
other related terms such as social news, social networking, wikis, and web 2.0 among
others (Correa, Hinsley, & De Zuniga, 2010; Mangold & Faulds, 2009).

Social media exists in various forms (Xiang & Gretzel, 2010). Microblogging is a type
of social media, content-based in nature, that limits the characters any user can publish
or type in each entry. The most popular network for microblogging is the Twitter. It is
also ranked as the fourth worldwide in traffic volume. The user profile for Twitter users
is between 21 and 35 years and incorporates users who are highly interested in new

technologies (Ramos, 2013).

Social news sites are also part of social media platform that enables any user,
registered on the site, to vote for and send articles or news. The most popular social
news sites encompass Technorati, Digg, and Reddit. Articles or news that are mostly
voted for may appear on the website’s homepage and can further generate a large
volume of traffic to the original source (Ramos, 2013).

Users can save web links through the social bookmarking sites. The latter type of
social media platform organizes the same web links by categories or tags. The most
popular bookmarking sites include StumbleUpon and Delicious (Ramos, 2013). Xiang
and Gretzel (2010) posit that some social networks are also considered to be mainstream
as opposed to others. A social network allows for virtual interaction as well as private
and public communications between individuals. They also facilitate both content and
information sharing between people. Some of the mainstream social media include

Facebook, Google+, and Twitter (Ramos, 2013).
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Professional network is also another category of social media platforms that facilitate
both professional and business networking. The most popular social networks under the
professional network category encompass LinkedIn, Xing, Viadeo, and Yammer (Ramos,
2013). Multimedia social networks are also another category of social media that permits
users to create and share visual contents such as video, photos, and audios. The major

potential in the latter contents is the viral nature of the shared content (Ramos, 2013).

3.2. Social Media Marketing

According to Saravanakumar and SuganthalLakshmi (2012), social media is a platform
for pursuing marketing over the internet to attain branding and social marketing com-
munication goals. Social media marketing mainly encompasses activities that focus
on sharing videos, contents, and images for marketing purpose. It is, therefore, a
simple way in which businesses reach out to customers. In simple terms, social media
marketing can be referred to as the utilization of social media avenues and channels to
facilitate product promotion (Safko, 2010). Social media marketing is, therefore, a type of
marketing that can be categorised under online marketing activities, which compete with
the traditional web-centred strategies for promotion such as the online advertisement
campaign and email newsletters (Heymann-Reder, 2012; Kaur, 2016; Saravanakumar &
SuganthalLakshmi, 2012).

3.3. Strategic opportunity and social media marketing

Consumers have become more sophisticated and have adopted new techniques and
tactics for undertaking searches, choosing, and evaluating their purchase action for
services and goods (Heymann-Reder, 2012). Research has revealed new trends among
customers entrenched on the use of social media. For instance, the demand for tailored
products and customers’ willingness to be actively involved in the product development
process are increasing. Furthermore, clients’ interest in presenting their say at different

stages of the business process is increasing (Safko, 2010).

Such revelations impact the manner in which marketers operate and adopt marketing
practices on tactical and strategic levels, hence, exposing the same marketers to
different challenges and choices (Winer, 2009). Marketers, therefore, adopt the idea
of providing consumers with the products and services that are customized in line
with their desires and wishes. In addition, the same marketers become open to the

idea of co-creation with customers. In this case, the marketers develop conditions that
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permit co-operation with consumers in the development and testing of new products
(Safko, 2010). Moreover, many businesses have embarked on heavy investment in the
social media due to the increased competitive pressure and the acknowledgement by
marketers that they need to acquire some control over the consumer-controlled social

media space (Heymann-Reder, 2012; Kaplan & Haenlein, 2010).

3.4. Benefits of social media marketing

Various social media marketing merits have been brought forward through research and
they take into consideration the different areas of easing business. First, social media
marketing benefits businesses since its cost consequences are favourable. The financial
barriers associated with the same online marketing type are low when compared with
other forms of marketing. Most of the social media platforms are free to access and
business entities can post information they find relevant to their customers and can
increase traffic to their business enterprises (Hensel & Deis, 2010; Saravanakumar &
SuganthalLakshmi, 2012).

Second, one of the most apparent features of any new media is its ability to create
and increase new platforms for social interaction. Social interactions allow individuals
to engage in chatting, sending emails, and creating social networks among others.
Evidence from market research reveals that social media is used for establishing relation-
ships with customers, identify new opportunities in business, and creating communities
with the aim of advancing their brand. Social media marketing will, therefore, provide a
platform where marketers can collect feedback and relevant information from perceived
customers in a manner that facilitates interaction and relationship development (Kaplan
& Haenlein, 2010; Sashi, 2012).

Third, social media marketing facilitates interactivity, which in this case refers to user
engagement with the messages, machines, and other users. In a social networking
context on an online platform, interactivity is one of the vital features of any new media
technology. Interactivity increases access to information and further supports improved
user engagement and control with social media content (Hensel & Deis, 2010; Heymann-
Reder, 2012).

Fourth, social media provides an avenue for marketers to target consumers and
audiences while focusing on their personal interests. Advertisements will, therefore,
be channelled to customers based on their likings. Fifth, innovation and technological
progress have changed the nature of social networks. Specifically, there is a significant

departure from traditional social networks. More complex computer-mediated networks
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have been established on the online platform and further encompass a greater degree of
heterogeneity. Problems associated with geographical location and time have, therefore,
become less important with the emergence and use of the computer-mediated social

networks (Heymann-Reder, 2012; Saravanakumar & SuganthaLakshmi, 2012).

3.5. Disadvantages of social media marketing

Social media being an interactive process entails exchange between two parties. Such
exchange between parties requires time commitment. Since focus on social media
marketing has been changing over time and is channelled towards advancing long-
term relationship, a significant time investment is apparent, which businesses may not
be willing to undertake. Businesses that market their products on social media utilize
their trademarks to enhance the authenticity of the same product. Copyright issues in
most cases may arise when businesses promote their products and brands or when they
use their trademarks through third-party outlets. Marketers, therefore, regularly engage
in a continuous process of monitoring the use of their copyrights and trademarks (Kaur,
2016).

The receipt of negative feedback from the clients also poses a significant demerit of
social media marketing. The same platform provides the customers with an avenue to
present their views about the quality of the product and service as well as the image
of the companies. In the event that a company receives negative feedback from its
clients, the same company will be subjected to intense market pressure, which may
work towards elevating its competitors. Social media, therefore, keeps the image of
companies at stake in their day to day dealings with clients (Nadaraja & Yazdanifard,
2013).

Furthermore, being a new technology, B2B firms may find social media marketing
unattractive. Previous research has found barriers, both external and internal, to the
acceptance of new technologies by B2B firms (Jarvinen et al., 2012; Keinanen & Kuiv-
alainen, 2015; Leek & Christodoulides, 2011). A significant portion of firms have been
found to be slow in new technology adoption because of perceived barriers such as
negative perceptions about social media usefulness, lack of funds and time resource to
facilitate training, and unfamiliarity with a specific technology. The adoption of any social
media technology will, therefore, depend on the perception of the firm with regard to
the specific technology in question (Okazaki & Taylor, 2013). In addition, the adoption
of social media marketing is also dependent on the personal innovativeness of the

chief executive officer of the firm as well as the level of innovativeness of the specific
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organisation. Studies have also suggested that the size of a firm significantly determines
the adoption decision of social media marketing. In addition, smaller firms have been
found to be more receptive to new technologies for brand improvement as opposed to
their larger counterparts. On the latter basis, therefore, early adoption of social media

marketing can be achieved by small and medium B2B firms that are innovative.

3.6. The Role of the Internet and Social Media in B2B Branding

Previous studies have established the significance of branding for B2B firms (Lindgreen,
Beberland & Farrelly, 2010; Leek & Christodoulides, 2011). In the current era of increased
commoditization, branding works for B2B firms in a manner that facilitates product
differentiation by creating consistent identity and uniqueness. The strength of B2B
brand, therefore, enhances a firm’s perception of quality in the market and further allows
firms to extend brand equity to its other categories. Such extensions increase the
barriers to entry and further leads to higher demand, which enables firms to command a
premium price (Ohnnemus, 2009). In scenarios where competitive biddings is the norm,
especially in industrial markets, the consensus in decision-making units can be attained
through branded products (Wise & Zendnickova, 2009). In addition, a strong B2B brand
in the distribution channel will improve a firm’s negotiating power and further open up
licensing opportunities (Ohnnemus, 2009). Moreover, higher loyalty from buyers is also
likely to be associated with a strong B2B brand, which will further initiate more referrals

from customers.

With the emergence of the internet and social media use in business, the same
enterprises have appreciated the tools as avenues or channels that add value and allow
firms to accommodate connectivity, transactions, circulation of information, and further
the reduction of communication costs (Karkkainen, Jussila, & Vaisdnen, 2010). Since
the internet has become the most crucial avenue for global B2B commerce, marketers
have resorted to the use of the internet for value generation for their brands through a
consistent effort to improve conversations, knowledge, e-commerce, and relationships
(Jarvinen et al.,, 2012; Keindnen & Kuivalainen, 2015). In the use of the internet to
advance B2B commerce, three value addition strategies are advocated for and they
include relational exchange, rich strategy, and joint learning strategy. Studies that have
examined the vital role played by the internet developing customer relationships in a
B2B context have found the internet as an important avenue for advancing relationship

marketing (Jarvinen et al., 2012; Keindnen & Kuivalainen, 2015; Steyn et al., 2010).
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In general, network participants significantly benefit from social networks to advance
the use of resources and promote their activities. Social networks, therefore, in a
commercial context, provide enormous benefits that seek to enhance the economic
value of a firm (Stephen & Toubia, 2010). Studies that have investigated the links
between the social networks and B2B firms have found that social networks are crucial
in facilitating competition among large firms. In addition, the social media link was found
to be crucial for the survival of smaller firms (Brennan & Croft, 2012; Karkkainen, Jussila,
& Vaisanen, 2010; Stephen & Toubia, 2010).

Technological innovation and progress have developed the social media networks
through the use of the computer, which has been vital in addressing the challenges
posed by geographical locations and time (Saravanakumar & SuganthaLakshmi, 2012).
Various solutions from different locations globally can, therefore, be sought through the
availed social networks. In light of the significance of the internet and social networks,
which enhances direct unmediated inter-firms communication, different studies have
argued that social media marketing supports brands by establishing and maintaining
relationships in a B2B context. New sources of online information such as photo and
video sharing podcasts and websites, blogs, and social networking sites among others
have provided an education platform for brands and products. Specifically, Facebook
has been considered as the most popular social media platform, which marketers have
come to appreciate their potential in assisting the achievement of brand objectives.
Michaelidou, Siamagka, and Christodoulides (2011) argue that given the wide accep-
tance of social media by the general public, it has become a vital internet marketing
tool. Research, however, in social network sites and social media is still in the embryonic
phase and much focus has been directed to the B2C context. In the same context,
social media research has focused on ethics and privacy issues, social networking
sites’ prevalence among groups, drivers to the use of social media, and revenue
generation through the same platform among others. Furthermore, B2C firms seem
to have acknowledged the social media potential in brand promotion much earlier than
B2B firms.
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