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Abstract:  

Social media provides a platform for communication between purchaser and seller, and more 

engagement via social media might increase productive outcomes for sales firms if 

salesperson use it to support their behaviors. From value creation perspective, this study 

examined the facilitating impacts of salespersoninteracting information behaviors among 

social media and client satisfaction. Utilizing seller-stated details, under business to 

businessframe, we empirically investigate a model using structural equation modeling. 

Seller’s utilization of social media has been found to influence information interacting 

behaviors, which increase seller response capacity and client satisfaction. In addition, seller 

response capacity has seen to have a productive coordination with client satisfaction. We 

recommend that social media performs a most significant responsibility in interacting 

information to client, but as a predecessor increasing seller attitudes to enhance client 

satisfaction instead of a direct factor. This helps managers to closely examine the objective 

regarding social media utilization of their sales force. 
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Introduction: 

The approach of our interaction and learning has 

been significantly changed by technologies 

(Haseeb, Hussain, Kot, Androniceanu, & 

Jermsittiparsert, 2019; Saengchai, 

Pattanapongthorn, & Jermsittiparsert, 2019; 

Wilkinson et al., 2019). Understanding social 

media typically means, among other things, to 

involve through distinct ways of sociality via 

internet under the view of society Fuchs (2017). 

Social media modifies the entire globe. Clients are 

often asked to like, follow and connect to an 

organization or firm on social media networks 

(such as Facebook, Twitter, LinkedIn). This 

enhance the client relationship with the firm and 

strengthenthe relationship among purchaser and 

seller.   

Technological evolvement has initiate important 

modifications to the way in which firms 

communicate with their existing and potential 

clients(Siamagka et al., 2015). Companies utilize 

social media to develop brand repute, hiring 

employee, to know about their employees, gain 
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knowledge, and market products. Employees 

utilize social media in order to approach others 

and create supportive networks(Schultz et al., 

2015). With increasing importance of latest media 

technologies in business, firms are now utilizing 

latest media tools efficiently with the intention to 

fulfill their several clients’ requirements 

(Jermsittiparsert, Sutduean, &Sriyakul, 2019). The 

growing abilities provided by latest media 

technologies, enable firms to facilitate their client 

with several new services(Go et al., 2016). By 

today’s focus on developing strong client 

relationship in the B2B sales environment, 

suitable management is essential to infuse ethical 

and ensure an appropriate direction between 

employees to ensure ethical decision- making and 

enhanced sales efficiency. 

It has been recognized that social media can 

beneficially facilitate individual selling and sales 

management, especially in B2B environment. 

Social media utilization have been explored by 

Keinänen et al. (2015)through business to 

business client perspective. Social media 

utilization may influence efficiency of salesperson 

through affecting their competitive understanding 

and versatile selling. To influence the 

collaborative and involvement dimensions of 

social media, increased numbers of marketers 

have modified their marketing goals, emphasizing 

on developing a desirable customer-brand 

relationship through social media 

interactionHudson et al. (2016).  

Therefore, we recommended two possible impacts 

of social media under the sales region. First, social 

media produce a manner of coordinate to client in 

a way that might possibly enable increased seller 

responsive capacity. Secondly, social media might 

possess implications on client satisfaction.Viio et 

al. (2016),suggested that, purchaser and seller 

have an influence on sales procedure adaption. 

Opportunism is acknowledged as a basic element 

that can impact the quality of relationship among 

purchaser and seller. According to Joshi (2018), 

client satisfaction is a key to success. To attain 

client contentment enhance client experience is 

essential (Saengchai, Siriattakul, & 

Jermsittiparsert, 2019). The experience might be 

intended or accidental, positive or negative, but 

emotions are always served as an outcome. Since 

social media might facilitate a way to enhance 

positive experiences that fulfill the client hopes.  

Thus, this research focuses on the significance of 

social media in a B2B sale framework. To develop 

our hypothetical basis, we focus what we knew 

regarding social media communications in a B2C 

framework and extend on its basis in the business 

to business domain. Generally, we investigate 

either social media positively affects client 

satisfaction under the business to business 

framework. Many studies demand investigations 

in this area, but our evaluation of the literary 

works did not yield study in this domain.  

To understand the social media impacts on client 

satisfaction, we focus the sale relationship more 

comprehensively. Agnihotri et al. (2012)suggest a 

structure for seller social media utilization, 

evaluating how social media facilitate seller to 

maximize client worth. More, the study points out 

that the social media comprises a series of 

technologies; and technology utilization usually 

provide information interaction among purchaser 

and seller under the sales relationshipAgnihotri et 

al. (2009). Considering this investigation scope, 

this research paper try to further evaluate the 

relations through seller’s social media as a way to 

define interaction that provide response capacity 

and client satisfaction, as perceived by seller.  

Since, our study meets a particular research gap. 

Scholastic study thus far evaluate about how client 

satisfaction is influenced by the enforcement of 

social media in business to business sales 
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relationship. In addition, we have a small 

knowledge of the elements and the track to a 

prosperous way for social media to release client 

satisfaction. In a way that this investigation goal is 

to develop upon the information communication 

writings, further, latest academics enhances in the 

domain of social media utilization within 

industrial selling, to create and experimentally 

examine a model regarding seller’s social media 

utilization to client satisfaction; since it is 

necessary that seller utilize social media as a  

means to efficiently communicate information. 

This interaction increased response capacity as 

well as satisfaction. The outcomes of this study 

facilitate a basis for further evaluation, and there 

are also several practical implementations.  

Hypothetical Background: 

Information communication among purchaser 

and seller: 

For the construction of our theoretical framework, 

we consider the literary works regarding 

information communication under sales and 

business relationships with the literary work on 

sale technologies. The basic and first connection 

in our theoretical framework links information 

communication with client satisfaction and 

information communication with seller response 

capacity. 

An increased understanding between scholars and 

professionals are same that the foundation of the 

modern business rests in the efficiency of the 

mutual relationships among seller and 

purchaserLeonidou et al. (2014). International 

trade comprises creating and retaining 

relationships among purchaser and seller across 

bordersKamal et al. (2016). Information 

communication provides the capacity to contribute 

substantially to economic growth. Due to several 

advantages, large and small businesses are 

approving information communication to facilitate 

their competitiveness, production and revenue 

growth Taylor and P (2015). Firms assume 

information system, specifically information 

communication, as a tactical mechanism for the 

origination of competitive benefitsda Anunciação 

et al. (2018). An interaction of two or more 

individuals regarding facts, ideas, suggestions, 

reviews, information, or sentiments are called as 

communication.  

Purchaser expected more business wisdom, 

uniqueness, future directions, relationships for a 

long time and response capacity to their particular 

situation via sellerKaski et al. (2017). Purchasers 

possesses huge amount of expectations for the 

seller to be careful and aware about client 

requirements. From the seller’s perspective, 

expectations to develop client worth mainly 

originate from the solution the sell and via their 

attitudes and personal capabilitiesKaski et al. 

(2017). Seller required considering on production 

of important information in a rapid and receptive 

mode, as industrial client are likely force to 

deliver proficient business decision in a rapid 

approach. According toBush et al. (2015), within 

the procedure of decision- making, client depends 

on seller assistance due to their knowledge. 

Seller plays an essential role in their 

organizations’ attempt to support client 

solutionsPanagopoulos et al. (2017). Clients use 

their market relationships in a same way as seller 

to provide a useful and competent way of gaining 

information. The amount of seller’s information 

communication could facilitate a client with an 

effective supply of information that usually 

essential while buying a complex product or 

solution. Seller, who is responsible for giving this 

knowledge to client, might be able to generate 

rapidresponse timings and enhance client 

satisfaction. So, we evaluated that a powerful 

foundation exist to hypothetical connect 
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information communication to client satisfaction 

as well as response capacity.  

Information technology:  

With the correspondent stream, focusing on an 

impact regarding technology on information 

communication, investigators contend that seller 

must be attentive to the rising technologies that 

could allow the exchange procedure to become 

more useful and competentMarshal et al. (2012). 

Past study has promoted the utilization of sales 

technology across sales force as it reinforces the 

information communication procedure.  

In a view of technology in sales domain, present 

study recognized the evolvement of CRM and 

further, social media as a means to enhance 

relationships under the social customer 

relationship management (CRM). In past few 

years, the Customer Relationship Management 

(CRM) concept has experienced a significant 

modification from being a mechanism that mainly 

based on developing financial bonds with clients 

to one that enhance both transactional and 

interactional relationships with clients. This rises a 

new form of Customer relationship management 

which is called as (SCRM) social customer 

relationship managementDewnarain et al. (2019). 

SCRM provides both employee to client 

communication and client to client 

communication, it also support in forming 

communitiesRathore et al. (2016). SCRM utilizes 

technologies in different way as compare to 

traditional way of technology utilization such that 

it also engaged client.  

In this research, we use the seller’s utilization of 

social media as the antecedent to information 

technology. Sales technology acknowledges seller 

training to the extent to which the seller has been 

trained to use tools regarding sale 

technologyOgilvie et al. (2018). The research 

about sales technology has basically consider on 

the impacts of predecessors on sales technology 

utilization and how technology facilitates a seller 

to protect the sale and increase performance 

efficiencyAgnihotri et al. (2017). Thus, social 

media works as a technology tool that can be 

utilize by sales force to create networks and to 

enhance information communication.  

Social media provides a new means for interactive 

communication and develop opportunities for 

increased productive interactions among 

purchaser and seller if utilized in a proper way. 

With the expansion of two-way sale 

communication in a manner that welcomes 

interactions, non-selling functions and 

communication factors for example exploration 

and tracking after sale are supported via social 

media utilization. Within the potential client view, 

it is easy to inquire or convey requirements during 

design.It is more natural for seller to discover 

further sale possibilities, follow-up client 

activities, and transmit achievement 

reports(Andzulis et al., 2012).  

The research enhances the significance of the 

connection among seller’s utilization of social 

media as well as information communication. The 

research argue about the utilization of 

technologies under the sales force provides only 

essential , but not sufficient, standards for 

efficiency and it has to be consider that the 

mediating role of the mechanism of utilization is 

also important. As an illustration, exchanging 

information regarding market will mediate the 

effect of sales technologies and efficiency results. 

So, it has to be noted to focus on seller attitude 

and other objectives of social media 

communication when evaluating client 

satisfaction.  

For the purpose of client satisfaction, information 

communication is the basic attitude that should be 

retained. Past study recognized this matter about 
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purchaser’s expectation expansion, higher level of 

knowledge that sellers have, and the problems that 

have been faced by sellers in supplying important 

information. By supplying this information to 

clients, seller can enhance interactions and 

increased client satisfaction. Client looking for a 

response with high expectations, thus we can 

evaluate that; response convenience is very 

important and necessary while ensuring client 

satisfaction.  

Model development 

In this research evaluation we construct on the 

basis of past study about seller social media 

utilization, by focusing on information 

communication, to determine the influence of 

seller- perceived value (client satisfaction) and 

client- perceived value (seller response capacity).  

We consider especially on  

a) Sellers impact of social media utilization 

on seller information communication. 

b) Mediating role played by information 

communication among client satisfaction 

and social media utilization. 

c) Influence of sellers response capacity on 

client satisfaction. 

The suggested model inFigure 1, give a collection 

of hypothetical relationships. Particularly, the 

model suggested that seller social media 

utilization will impact productively on 

information communication, which will, in 

response, direct to enhance client satisfaction with 

seller. Further, we suggested that information 

communication will be productively linked to 

response capacity, which influence client 

satisfaction. In the following part of paper, 

hypotheses are proposed to represent the 

recommended relationships between constructs. 

 

Social media utilization and information 

communication 

First hypothesis is about the relationship among 

social media utilization and information 

communication. It contains both conventional and 

latest technologies among social media utilization, 

which is an approach to deliver give efficiencies 

in information communication Litondo O. K. 

(2013). Information communication enhances the 

products and firm’s services, and permit new 

ways of making relationship among several clients 

and seller through different internet toolsWaseem-

Ul-Hameed et al. (2018). It is an attitude where 

seller facilitate client with product details in a 

brief way. Since with the utilization of latest kind 

of communication in sales relationship, social 

media expand the capability to which seller can 

facilitate purchaser. Andzulis et al. (2012)give an 

extensive list about potential role of social media 

in sales procedure. For mentioning few, firms can 

collect information through particular purpose 

LinkedIn communities, developing reliability by 

constructing brand among networks, giving 

knowledge via videos published on YouTube, or 

utilize Facebook pages to direct customers to sales 

channel.  

The interaction among seller and their client 

retains a significant aspect of purchaser-seller 

communication. Although information 

communication, response capacity, along with 

social media utilization could be directly self-

monitored by facilitating seller, but client 

satisfaction can’t beNunan et al. (2018). In recent 

years, growing utilization of technologies has 

modified the way of information sharing. Social 

media implementation has the capability to serve 

as an appropriate model for virtual purchaser-

seller relationshipFavia et al. (2015).  

One of the significant features regarding sales 

procedure is a seller’s capability to efficiently 
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exchange information. Although, seller has the 

appropriate and essential information, client 

would not be gratified with their communication, 

if the knowledge is not exchanged properly. With 

a broad availability of communication choices and 

continued accessibility, social media provide 

suitable prospects for seller to improve their entire 

information communication with client. We 

anticipate that, if seller incorporates the social 

media utilization to their work, the benefits 

regarding this medium give an mechanism where 

seller can communicate to purchasers for 

exchanging information. Thus we can evaluate 

that the social media utilization will be 

advantageous to communication. 

H1: seller’s social media utilization will positively 

impact information communication. 

Client Satisfaction: 

Regardless the adoption of social media as a 

business issue and the detailed past study on client 

satisfaction, a relationship connecting seller 

utilization of social media and client satisfaction 

have not been examined so far in the research. 

Our model suggests that information 

communication provides a connection among 

these constructs. Client satisfaction is the basic 

functional approach for several firmsHill et al. 

(2017). Influence of client satisfaction on true 

behavior is conditional on different client input 

levels. In addition, satisfaction impact client input, 

which eventually leads to increased client buying 

from an organizationEisingerich et al. (2016). 

Social media is constantly accessible to connect 

purchaser and seller, this communication 

appearing from this technology are responsible to 

affect a seller interaction with client. Since, it is 

essential that exact is conveyed through the 

suitable means. To fulfill this, seller should be 

capable to exchange latest information and to 

efficiently examine which information would be 

most beneficial to the client.  

The function of information communication 

among seller proficiency and client satisfaction 

has already been determined in the research 

byAgnihotri et al. (2009). Their research focused 

on seller information and technology utilization, 

and assumesa justification, that providing a huge 

amount of seller abilities and utilization of 

technology, client satisfaction relies on 

information communication. Purchasers depend 

on seller to exchange information that is 

appropriate and significant, which later becomes 

the basic reason to their satisfaction. In addition, 

they evaluated that, seller information 

communication has a positive impact on client 

satisfaction, we intent to repeat this attribute given 

its role among utilization of social media and 

client satisfaction in our model.  

H2: Seller’s information communication would 

positively impact client’s satisfaction with the 

seller. 

 

Figure 1: Framework 
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Seller Response Capacity: 

Response capacity is the operating factor that 

comprises of several significant qualities that 

describe satisfying, healthy relationshipsReis et al. 

(2015). Sellers who are quickly call back, fulfill 

commitments, satisfy client needs, and ensure 

availability when needed. For sellers to acquire 

opportunities where client inquires and providing 

requirements, information communication has to 

be placed properly. Information communication 

would not only have a productive influence on a 

service provider’s efficiency as assumed by the 

client, but it would also have a productive impact 

on service provider’s response capacity.  

By social media presence, sales firms are capable 

to utilize ‘pull’ strategiesRodriguez et al. (2012). 

In a way that information is usually demanded by 

client and expected via web based interactions. 

Social media provides a new approach for client 

to link with the sale force and permit for 

communication through beneficial content. Social 

media utilization regarding transaction-precise 

information communication gives an approach for 

client to be connected to their seller. Seller having 

information communication attitudes would feel 

invested and will be efficient and rapid in 

responding to client calls. By improved 

interaction, there is a feeling of association where 

purchaser feel encouraged inquiring and or 

making special requests. Because of this, they 

hope that seller will facilitate quick assistance. 

H3: Seller information communications positively 

affect response capacity.  

Client satisfaction usually emerged from 

communication with their sellers. When the 

seller’s attitude is appropriate with the purchaser’s 

expectations, the chances of purchaser 

satisfactionare high. Such as, a seller with rapid 

response can facilitate quick reply and response to 

client requirements. Client satisfaction is one of 

the finest-evaluated marketing domains, because it 

has now become a fundamental element for 

company achievement, and is determine as the 

basic model of performance and an approachable 

standard of success for any businessHussain et al. 

(2015). Efficiently supervising client satisfaction 

service and encouraging client loyalty have been 

acknowledged by marketing professionals and 

researchersBlut et al. (2015). Client waits for 

seller’s response when connection among them 

begins. If purchasers sense that seller is not taking 

out time to respond them, they might seek for 

some other choices.  

The effect of response capacity on client 

satisfaction is continuously found in sales domain. 

Such as, the research on business to client store 

environment determine that the customer have 

many enhanced perceptions of seller, as an 

outcome of their responsiveness. In the same way, 

responsiveness assists as an essential driver of 

client satisfaction. Thus, we proposed a 

productive connection among response capacity 

and client satisfaction.  

H4: seller’s response capacity to client satisfaction 

will positively affect client satisfaction with the 

seller.  

Method: 

Data Sampling: 

The data was collected from a sales experts group 

involved in business to business industrial market. 

We setup a firms list and seller attached to a 

respectable sales center in Bangkok University, 

Thailand. Besides from undergraduate marketing 

and sales study, this university provides training 

and educational courses for industrial marketing 

experts and then, creates a database of sellers. A 

survey has taken out through forwarding survey 

foam to 1240 sales experts, 150 out of total fill the 

survey foam, out of which 112 responses were 
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filled properly and are utilizable. Marketing 

experts was told that they have to complete survey 

foams for the research objective. Participants 

belong to several different firms and 

organizations. Table 1contains sampling features.  

Measurements 

For this research, we consider past validation 

calculations from the literary work. All scale 

utilizes 5-point layout, in which anchor of 1 

represent “highly disagree” and five represent 

“highly agree”, and they were taken from the 

literary work (seeAppendix A). 

Utilization of social media has been self-evaluated 

by every participant. We recognized that 

participants will have varying ways to social 

media, thus, we requested them to respond 

according to their relevant self-evaluated 

utilization of social media. Participants were 

asked to focus the social media utilization as their 

usual possible social media forum.  

Every marketing expert’s utilization of social 

media on duty was calculated on the basis of 3- 

scale elements (such as, I take advantage in my 

job through social media utilization). As the sale 

literary work do not provide any valid scale for 

utilization of social media, elements of scale were 

taken in part via technology utilization range of 

Agnihotri et al. (2009)and show high credibility(α 

=0.86).  

Information communication was employed as 

exchange of relevant and suitable knowledge 

(such as, I convey information to client in an 

apparent and brief way). A seller’s exchange of 

information regarding product was evaluated by 

considering 3-scale elements (α =0.75) 

fromAhearne et al. (1999). Client satisfaction was 

tested utilizing 3-scale elements (such as, overall, 

I think that my client are contended with my 

performance) with high credibility (α = .85) that 

describe seller’s view of how happy their client 

areJames et al. (1984). Response capacity was 

calculated by 3-scale elements (such as, I always 

available to rapidly response to special requests) 

taken from Ahearne et al. (2007)(α = .72).  

To decrease the impact of other variables to effect 

information communication as well as client 

satisfaction, we monitored for 5 variables 

retaining to the person, for example qualification, 

gender, and marketing experience, along with 2 

variables retaining to the firms, such as company 

extent and industry. In order to decrease 

dependent evaluations of model, we introduce 

monitored variables in the model. The outcome 

shows that the sample behaves more 

homogeneous, which directs to higher accuracy in 

evaluations. On the basis of past investigations, 

we have decided to add these monitored variables 

in the modelDwyer et al. (1998). Furthermore, 

scholars have also discussed the effect of these 

individual factors on seller behavioral 

resultsYilmaz et al. (2001). Thus, we also 

monitored the impacts of these variables on 

information communication attitudes.  

Table 1: Sampling Elements 

Business to Business industrial area 

representation (incidence) 

Assistance  54 

Technics 13 

Financing 14 

Essential commodities 10 

Retailing 9 

Medical assistance 4 

Expend products 5 

Production 1 

Wholesale 3 

Participant’s demographics (%) 

Age in years  

Twenty-twenty five 6.9% 

Twenty six –thirty  11% 
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Thirty one – thirty five 12.9% 

Thirty six- forty 11.9% 

Forty one- forty five 8.9% 

Forty six-fifty 9.9% 

Fifty one –more than 

fifty one 

21.2% 

Experience  

One –five 17.2% 

Six-ten 16.3% 

Eleven-fifteen 17.9% 

Sixteen-twenty 16.4% 

Twenty one-twenty five 12% 

Twenty six-more than 

twenty six 

21.1% 

Qualifications  

Secondary school 

education 

2.8% 

Diploma course 5.5% 

Degree of Graduate 54.1% 

Degree of Masters  35% 

Degree of doctor 4.6% 

Total participants  112 

 

Analysis and Result: 

By the compilation of data, response tendency 

examine utilizing t-test to evaluate variance 

among quick and delay response. Participants who 

response after the beginning messages were titled 

as “quick’, while participants  who respond after 

beginning message were title as ‘delay’ 

respondents. The outcomes of the evaluation are 

not statistically important, thus suggesting that the 

non-response tendency is not a matter of concern 

with our data. Several preparatory evaluations 

were done; confirm that the construct had suitable 

psychometric characteristics. An investigative 

elements evaluation recommends that individual 

elements ensuring that latent constructs were 

loaded properly and there is no cross-loading 

seen. The credibility statistics, Cronbach’s alpha 

(α) of every single latent variable and 

correspondence between all variables of model 

has been evaluated.  

Results measures are fit to the measurement 

model was appropriate (χ2 = 63.724 (48), 

p b 0.1; CFI=0.98; NNFI=.99; RMSEA=0.05). 

Evaluations recommend the importance of all 

elements loading (p b 0.05) and the approval of 

combined credibility (greater than the 0.60 

benchmark)  

Average variance extracted (AVE) has also tested. 

Every construct, only information communication 

constructs are not included, reach to the .5 range 

suggested for all scales. Since information 

communication constructs has already created in 

the literary workAgnihotri et al. (2009), by 

considering Fornell et al. (1981)approximation, 

AVE from every element pair was compared with 

their squared factor inter-collaboration, 

determining more information of discrimination 

validation. In accordance with construct 

credibility Table 2represents, detailed statistics 

and collaboration between latent constructs.  

As, we gathered data from single source –seller- 

we pursue processes to respond the interest of 

common technique tendency. Almost 91% 

participants contain undergraduate degree, our 

methodology is lined up with literary work 

enhancing the usage of highly qualified 

participants for reduction of CMV (Common 

methods variance) risks. We added CMV element 

into the structural equation model. With this way, 

we integrated an element in which every indicator 

within the model loaded on the element and their 

respective variables.  

For the evaluation of hypothesis relation see 

Figure 2, we consider SEM (Structural equation 

model) utilizing EQS. Scholars promote the 

utilization of SEM over hierarchical reversion 
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mechanism, determining its benefits in ignoring 

calculation inaccuracy issues and examining 

missed specification in a model. The complete 

model was taken from the suggested hypotheses. 

Structural model fit was within appropriate range 

(χ2 = 143.635 (99), p b 0.01; CFI=0.98; 

RMSEA=0.05). The entire proposed hypotheses 

were supported appropriately. The impact of seller 

social media utilization (H1: β=0.256, p b 0.05) 

describe important productive connections under 

information communication and response capacity 

was also important (H2: β = 0.494, p b 0.05). The 

connection from information communication to 

client satisfaction was suitable (H3: β=0.571, p b 

0.05), and the relation among response capacity 

and satisfaction (H4: β = 0.345, p b 0.05) (Table 

3).  

Mediation tests 

Our objective was to know the mediating effect of 

information communication for the response 

capacity of social media as well as social media 

client satisfaction connection. We used the 

methodology defined inCrossley et al. (2007). 

Therefore, we performed to more 

evaluationsTable 4. For every single evaluation, 

we include a singular path (such as, immediate 

path from through social media to client 

satisfaction, and immediate path from social 

media to response capacity). Further we matched 

every new evaluation with our basic evaluation 

model, adding that of their latent elements, 

monitored variables and usual methodology 

elements. Outcomes did not represent that either 

additional path proposed greater model fit, nor the 

immediate path coefficient among social media 

and the result importance. So, the outcomes 

present appropriate mediation.    

 

Figure 2: Hypothesis impact 

Discussion and Conclusion 

The conclusions of this research paper initiate to 

respond the call for study considering social 

media. The suggested model facilitate statistical 

assistance utilizing seller-reported details to 

present that the impacts regarding utilization of 

social media by seller effect client satisfaction, to 

the degree that seller sufficiently exchange 

information which is essential for the client.  

Clients appreciate this additional medium with 

which they can communicate seller. The data 

encourage the productive relation among response 

capacity and client satisfaction, recommending 

that clients support quick response via seller. 

Further, we will discuss hypothetical and 

managerial implementations of this study, in 

which we will determine the useful role of seller 

utilization of social media as a productive impact 

in a business to business domain.  

Table 2: Detailed statistics and collaboration 

 M

ea

n 

Sta

nda

rd 

Dev

iati

on 

Cron

bach

’s     

α 

Co

mbi

ne 

cred

ibili

ty 

A

V

E 

on

e 

tw

o 

thr

ee 

f

o

u

r 

Utiliza

tion of 

2.

90 

.98 .90 .87 .6

6 

-    
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social 

media 

Inform

ation 

comm

unicati

on 

4.

30 

.55 .66 .72 .4

4 

0.

21

* 

-   

Respo

nse 

capaci

ty 

4.

36 

.59 .75 .76 .5

1 

0.

11 

0.

36

** 

-  

Client 

satisfa

ction 

4.

49 

.52 .86 .87 .6

8 

0.

12 

0.

55

** 

0.

52

** 

- 

*Considerable at 0.05  

**Considerable at 0.01 

 

Hypothetical Implications:  

This research added significant contributions to 

industrial sale literary work and provide 

hypothetical implementations. Results recommend 

that a seller’s social media utilization improves 

the seller’s entire information communication 

(such as latest and beneficial information, 

comparing objectives, and knowledge that is 

provided in a brief way). The information 

communication worth is significant in defining the 

importance of social media. This paper 

additionally verify that information 

communication assist as a critical seller attitude in 

business markets and ensure that it assist as a way 

to direct the investment done in social media. 

Overall, our study presents the worth of 

information communication for the prosperous 

social media use.  

In a same way, the outcomes describe the 

complete mediating influence of information 

communication in the communication among 

utilization of social media and client satisfaction. 

Therefore, simple social media utilization cannot 

alone give assurance that the seller a way of 

improving client satisfaction. In order to achieve 

social media worth, there is a need that seller 

utilize social media to convey beneficial 

information that is essential for the client. 

Consequently, our study addressed the call by 

professionals to experimentally test the social 

media utilization under business to business 

domain. It has also seen that the social media 

utilization by seller productively influence 

information communication, which results in 

seller response capacity. Since discussion on 

social media might not replace personal 

communication, enhancing social media in 

purchaser-seller relation also seems to be 

advantageous.  

Eventually, our study addressed the call about the 

requirement for experimental evaluation to test the 

social media role under industrial marketing and 

selling procedure. Many of the studies under this 

scope have been abstract in nature. Many scholars 

uncovered the social media utilizations and its role 

in selling and marketing procedures but 

experimental support was not appropriate. So, this 

research support critical implementations by 

providing support, relatively, to the hypothetical 

statements introduce by this paper.  

Managerial implications 

Most of the industrial purchasers globally focus 

their sales contact as partners of business and 

imposed valuable suggestions regarding products 

or services from sellers. In addition, a sale contact 

is assumed as the second most appropriate origin 

of information in the decision making procedure 

of firms and organizations. Thus, this paper 

provides some critical implementations for 

managers of sales. 

Agnihotri et al. (2012)facilitate pragmatic 

suggestion that for the successful strategy 

regarding social media, evident objectives must be 

proposed to direct the procedure of exchanging 

information, collecting data regarding 

competitors, and controlling efficiency. So, it is 
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velar that this recommendation should be follow 

to enhance the client satisfaction via social media 

utilization. Management must focus on describing 

the objected information to be exchange through 

social media and forecast of how seller supposed 

to be communicating under social media. From 

the initial social media scheme, companies must 

also focus how they want their clients to 

communicate with the sale force. In accordance 

with our knowledge, no past research has yet 

evaluated what a satisfactory time limit for seller 

responses must be under the business to business 

domain. 

This paper evaluation that social media utilization 

can circumstantially influence the response 

capacity and response capacity is productively 

linked to client satisfaction, proposed that the 

client at business to business level will sense same 

as to those at the business to communication level. 

It is necessary that seller has to be available, and 

available frequently to their client. But as a 

seller’s utilization of social media is not 

immediately effectual on client satisfaction, 

companies has to examine whatever they required 

to spend the resources, interacting their sale 

force’s time and struggle to utilize social media as 

a part related to their jobs.  

Instructions supposed to be provided about how to 

exchange information. Under an organization’s 

domain, all employees must possess a mutual 

understating of what knowledge and 

communication types are suitable for utilization of 

social media-remembering that the informational 

content published on social media is normally 

publically reachable- and what information 

supposed to be delivered via various channels.  

For the enhance performance of sales force’s 

utilization of social media, and not to waste 

resource, companies required to establish a 

possibility to calculate the findings of social 

media utilization so they can ensure that their 

objectives are fulfill and the social media 

utilization is advantageous.  The outcomes of this 

research suggest that the utilization of social 

media will circumstantially influence client 

satisfaction, as the connection was mediated by 

information communication.  

Thus, the organization should examine the cost of 

this enhanced satisfaction, where advantage is 

taken from the seller’s attitude of information 

communication and response capacity taken 

directly via social media.  

Significantly, managers must know to set clear 

ambitions for a social media existence. We did not 

determine that social media utilization 

immediately enhance the seller’s client 

satisfaction, there is a chance that client have few 

ambitions for social media to be a usable 

communicating channel. More study and 

investigation is definitely necessary in this 

domain, as this research is the first to 

experimentally recommend that the expectations 

for a company’s social existence in business to 

business relation rely on the behavioral strategy 

employed by seller.  

Table 3: hypothetical implementations 

Hypoth

etical 

statem

ent 

Autono

mous 

variable 

Non- 

Autono

mous 

variable 

St. 

coeffi

cient 

β 

t-value outcome

s 

Hypoth

esis 1 

Social 

media 

Informat

ion 

commun

ication 

.256 2.539* appropri

ate 

Hypoth

esis 2 

Informat

ion 

commun

ication 

Client 

Satisfact

ion 

.494 3.611* appropri

ate 

Hypoth

esis 3 

Informat

ion 

commun

ication 

Respons

e 

capacity 

.571 5.009* Appropr

iate 
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Hypoth

esis 4 

Respons

e 

capacity 

Client 

satisfact

ion 

.345 3.002* appropri

ate 

Monitored variables 

  Client 

satisfact

ion 

 Information 

communication 

Age  -0.012(-

0.178) 

 -

0.131(-

1.391) 

 

Qualifi

cation 

 0.082(1.

091) 

 -

0.215(-

2.239) 

 

Experi

ence 

 0.081(1.

086) 

 0.260(

2.753) 

 

Industr

y 

 0.006(0.

099) 

 -

0.041(-

0.426) 

 

Compa

ny 

extent 

   -

0.098(-

1.059) 

 

St. coefficient with t-value  parentheses’ 

Entire structure fit statistics 

X2     143.635

** 

NNFI     0.99 

df     98 

CFI     0.98 

RMSE

A 

    0.05(0.0

5,0.09) 

Significance point: *p b .05 and ** p b .01. 

 

Table 4: Evaluation of additional model 

Model X2 df Δχ2(df) 

Basic model with 

usual methodology 

element 

143.635 98 - 

Basic model and 

social 

media→response 

capacity 

142.664 98 0.972(1) 

n.s 

Basic model and 

social media→client 

satisfaction 

141.676 98 1.956 (1) 

n.s 

 

Limitations and future research 

Though we feel relax that the measurements 

indicated here are verified and valid, there are 

many limitations to our research work that might 

impact conclusion credibility. Basic thing is that, 

all calculations were self-monitored by the seller. 

Sampling approach limited only to seller. With the 

given methodology of self-monitoring evaluation 

in this paper, every seller calculated his/her client 

satisfaction at an entire level, which we determine 

is not the appropriate calculation of client 

satisfaction and we consider it as limitation of this 

paper. Furthermore, the scale calculating response 

capacity self-monitored how responsive the seller 

are to their client overall, not according to only 

responses via social media.  

The sampling data collected for this research work 

is from sellers, working under business to 

business domain and operating for several firms. 

Since this increased our outcome’s ability of being 

generalized. It may not essentially command for 

other elements, as different firms’ exhibit different 

business environment and command policies. 

Further research include seller employed under a 

single company to monitor such variables. Our 

research also supports only a snapshot, because of 

cross-section approximation in gathering data 

sample. Further research might use a linear 

approximation in gathering data sample to provide 

a better knowledge of social media and its 

influences.  

This research is the first experimental study to 

focus on attitudes on the relation among seller 

social media utilization and client satisfaction. A 

complete structure supposed to be set up to further 

determines the role of different seller attitudes 

when seller-client mutual technologies, for 

example social media, are utilized. In addition, 

distinct levels and utilizations regarding social 

media supposed to be determined. Due to the 
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reason that not every client will involve in social 

media, companies should be attentive to utilize 

social media effectively. Implementation of Social 

media utilization in a sales force should be 

considered in an efficient way to enhance the 

abilities of social media without excluding client 

who does not utilize social media. More research 

supposed to be determining the possibilities to 

extend social media utilization and evaluate which 

practices are more effective under which social 

medium.  

More factors of interest will be to evaluate social 

media performance or variable similarity. This 

may be beneficial to improve the relation among 

seller social media utilization and the variables of 

response capacity and information 

communication. Social media performance might 

beneficial to enhance the knowledge of the impact 

of social media utilization on attitudes. In 

accordance to this further research should also 

finds the negative side of social media, such as, 

the excessive amount of application that a seller 

may receive via social media which result in 

his/her decreased response capacity.  

Therefore may be the most challenging 

recommendation, establishment of a quantitative 

structure might be advantageous to experimental 

estimate cost and suitable for all possible practices 

on several forms of social media. If such an 

extensive structure were develop, it might support 

management a path to control and calculate every 

seller’s utilization of social media, and will be 

helpful for sales managers to take improved 

informed decisions regarding how can be the sales 

force could best utilized social media on the job.  

The domain of social media utilization under 

business to business purchaser-seller relation is 

still contemporary and in literary work 

experimental study is very limited. Our study 

reveals that social media utilization does 

importantly impact seller information exchange 

attitudes may more escalate such debate in the 

sales industry. It has been obvious that social 

media will not diminished in future, scholars 

should closely measure the social media role and 

identify its impacts such that managers enable to 

make sound, appropriate decisions about the 

existence of social media within their industries.  

Appendix A: 

information 

communicationfromAhearne et al. 

(1999) 

St. 

loading 

I usually facilitate client with 

appropriate and beneficial information 

0.81 

I convey information to client in an 

apparent and brief way 

0.61 

I do comparison among products while 

selling them to client  

0.43 

Client satisfaction from James et al. 

(1984) 

 

overall, I think that my client are 

contended with my performance 

0.81 

My customers perceived our working  

relationship as extremely effective 

0.78 

In sum, my customer think that we have 

positive relation with each other 

0.86 

Response capacityfrom Ahearne et al. 

(2007) 

 

I always available to rapidly response to 

special requests 

0.69 

I am always available to the client if it 

want to inquire some important issue 

0.77 

I always call back for being rapid 

respondent, if I was not available to 

client 

0.65 

Utilization of social mediafrom 

Agnihotri et al. (2009) 

 

I utilize social media at its best to 

facilitate my personal work 

0.94 

I take advantage in my job through 0.93 
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social media utilization 

Utilization of social media is usually 

include as important part of my daily 

routine activities 

0.68 
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