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Abstract

Objective: social media and digital tools are gradually changing the way
companies’ market. Understanding the factors affecting the success of these
media in attracting customers and increasing sales and the levels and internal
communication of these factors can help the dynamics of the structure of the
sales process in a world that is increasingly based on technology. This article
examines this issue and pursues three basic goals in this field: What are the
factors influencing the success of social media in attracting customers and
increasing sales? How are the internal relationships between the factors
influencing the attraction of customers and increasing sales? And finally,
how is the analysis of the model of relationships between the factors
affecting the attraction of customers and increasing sales based on the power
of direction-dependency?

Methodology: This research, with the strategy of content analysis, has
analyzed the results of past researches and through in-depth and semi-
structured interviews with experts, it seeks to identify the factors affecting
the success of social media in attracting customers and increasing the sales
of organizations. In this research, after studying the research literature and
asking experts, the factors affecting the success of social media in attracting
customers and sales were identified, and then these factors were leveled
using interpretive structural modeling. With the aim of identifying the
degree of leadership power and the power of dependence of the factors under
investigation, analysis of the power of leadership-dependence (MICMAC) of
the identified factors was carried out.

Findings: Factors such as communication method, media characteristics,
communication strategy, content strategy, organizational capabilities,
information technology tools, strategic fit, customer motivations, and social
cultural factors were identified and clustering of factors and the degree of
influence and the power of dependence of the factors under investigation
was analyzed.

Conclusion: Using the model extracted from the research, the cause-and-
effect relationships between the factors will be determined in a systematic
way, and the problems of methods such as Delphi and the limitations of
statistical techniques such as the correlation method will be solved. In order
to cluster the factors affecting the attraction of customers and increasing
sales, by using the method of analyzing the power of penetration and the
degree of dependence (MICMAC), these factors are clustered into three
clusters of stimulating, dependent and autonomous factors. The results show
that the factors "information technology tools", "organizational capabilities”,
"strategic fit", "management factors" and "social cultural factors" are in the
cluster of independent factors (motivators) and have a great influence on the
factors of dependent factors that They include "media characteristics”,
"employee performance" and "customer motivations". Autonomous factors
that include "content strategy”, "communication method" and "company
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communication strategy" are also factors that are relatively unrelated to the
system and have little and weak connections with the system.
Keywords: customer attraction, factor clustering, interpretive structural
model, sales in social media, social media success.
oa8e
s s b <8 05 5L e, i J 50 ol 4 Jous slalpl g elan gla il dad
o elgs ol (31 byl g glaw 9 g)d il g syt i ) s ail cpl culge g Jalse
4 dlie ol 08 S8l (6518 1 (e s ) e 85 (a3 )3 (g8 Wl Bl by @
Cuign )3 fgo Jolse (alulid 1S (oo Jid e ol 3 ) (owld Ban s 53500 (o E990 Cl (o
9 Syt Ol Jge Jelgs (393 balyy (leisl (g Il g syt Gl > (eloil slo a5
@38 plol (938 I3l g sptie Gl 9o Jelie o by Je el caled 53 9 g® I
sl — e
G 5l g0 )13 o g 4525 250 |y 43S Clisios gl dyiome Julos (351l L a5 ol s o9
9 Syuie ol 3 (sloinl slo 45l Culdse n Soe Jelse (5 L adlylble des g Bres anlan
Gaa by 5035 (oa e Jalse 6y (6515 Lo (5lo o 5] 030l b s 9905 o luliid Ty jbg,
(Sly olin )38 oS g 4y o5 3 08 Jelgs (Sauly )8 5 culin ©)8 (e ol
eyl plbol aais olulis Jelse (MICMAC)
bl dgixe (o35l «lbls)l (o351 il ey Sluogas o Jols)l ogud Jusd 5l lolgs b 4Bl
lolid eloinl (Kiapd Jelgs g (6 yita (sloo 35l oSGl ] qunls «le Ml (5)5lé gla)ljol ¢ lojls
(aly €338 5 (3985) Culan 038 (liee g Jelge (suaden (gpmad () lELo (Gb Jhe 090 b g 035
285 )8 Jod g 4jo )50 (y p 5 Jelgs
&bl gla By «OleMbl g5k gl )b Jelgs o8 amd o (i g} gl 1 5 S Al
I8 (S pme) Jitue Jolge adgd 3« slainl (SKin s Jolge» 5 « o pie Joloe? &S5 gl ks
035 o €SS 3, Shoe? Kailioy Sluoguasd Jols &S atanly Jolge Jolge p (b b sl g 351
Sl o € i)l ogui» lgizeo (g3l ol a5 jliseedgd Jolgs a)ly ciiun € yudo (sla
s b Ginids 5 o8 S| gyl g ikt (onmr & it s s Jolge 55 Mt €28 15 L)
b e
Sl @ (el ol )3 Sy e wla (eloiz] sladilo) 35 gdlS S 031y
o S oS Jolge (Al b o s



Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

238



Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

EVRY-T
dLMJLM:) )‘| OLQ‘.'? )_w‘).w 5 bl)_él ...\_S‘o))_f slsol |) >y J;ls Canog da..a:ﬁddh&b) O‘?‘& 4 u.ch;.o-] L;l.am\}[w) J
A slon!l sladlo 5l edlaiwl a4 g9y 38l lan polpu ;3 S o odlitwl b pesal b 1 Sos b byl gl slaisl
(Yo7 O Kis) Wlod,S 398 o yos pdliS Sywsl 4 (gl (paSid g co caml ol Sliais) o «Sgr b (Jlio lgic
y colomdil ay elainl (sloaSis glacalo (Yo Y+ I ) WS oo (pw (Slaiz] slaaiby 31, 59y 50 5l 4285 YY
by sla colw jl ansis aman ;o oS o L dlw YT UVE ol oLl jlas ) A9 ¥V 8 Jlo o .led S 450
YV 5l elas) ol dilu,y ) ons ansliS Sl 4 ailjg, lgxo jlade (Yo VV T guwyl8) 165,80 oolitwl clois] la
e g 31,81 iol38l pl (Vo VA Feponl) ol @bl (il Yo YA Jlo 3 3l Y/Y 0 VoY Jlo ) Tgimo dalad yguio
L slarl glo il p 8 cdy opyicgome — Sor ud Wil ols Coli ) Jolieo & Cunl oad sl sloial gl ails)
dp) diih jeds sloinl gladiluy > awoyp dy90 BCS pb do > YA a8 wad o lis Glddss ailed cuns 5 S b
il LU ) 255 Sl arg S 5l aops Vel G Gpo (lp S 5 jlao)d YA 5 (Yo 1) &)l
a2 o s |y (0)lle Y/FA) Y21 Jlo & Cod (o) Y islial cpl 9 160,8 oolatnl ojlus oyl jo slois] slaail,
|y 395 CBy BUiS By e d5gS 45 WS o (awyp sl S o olainl laaile, clacole » Jas! 5auSG pas
cds gl ks Clel = wS o sloul gy pb 5l o Qﬂ9gml§] ol gy 1y I lgixe 9 451,05 0 u;)'u
PS> Jgmame 5 gl il a5 )5 S (gl 8 ) Jpasme 385 mrenad il 5 4 (el L5 ot e
435 B amd o o5lel e b 4 cunl o Byme el jased B aid ) bawg [ps] a5 chas (6)9ld D0 o JSuio sl
s 3 oSgn = g5aid) s &S] Bl Sl g S b e elozal (sloaili) (slaculu Cog 3 lasiins 1y g3
o job 4 byl ol 03 yows S i ] Y slply s sloguds dles 5l ,\9193 O,MJ sbals, .(Y’ VY
S aas u;)/l;l sailn) lcols WS o odlail 395 OV gz &l g inles gl (sloinl gladilo) 5305 5 5
Sloss Jlas 3 5l 4 ool JSKb glp oSS g Ky 28T bl wss SV g 4l dles jl wlio yanass g ool
OYoleo 5l coles 00 yins Comonr S dn ow e Olad jl oolatnl glp 1y aay BB cusyd g g e sladle,

1 Singh

2 Chaffey

3 Carson

4 Smith

5 Baird and Parasnis

6 Dolega

" Lindsey-Mullikin & Borin

239


https://www.sciencedirect.com/science/article/abs/pii/S0969698921000679#!

Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

(ebairl goailio; (YoV) (Si) st 93,80k bl g5k 6 Gojbo 0y (BT s 5 3 bl s
5 5led, S hacs pMBl ol by BasSudgr 4 x5 SleMbl g lnodls o lyg0 500 51 1y sl g 38 o 5,0 1y b ke
Slyome 9 406 STyl 4 Gilisee (Ll 3 L) Wosls S )18, bls)l bty b a8 290 atwlgs byt I il
Gt 295 0300 slakiyy Sl A 4 ) Sen 5 aims Lt 1) bles el 4 & ey psa (tales Caz ) 055
)y ogde sl 005 5Ll 4 Ay e (il o |y lods 5 Y guaeo 1) 5 S (Y)Y ey 5 Ula) 1yl
ol bl A o (6 B0 065 W5 (pS el T8 1 g2 g0 SNl g2 g8 B pe S 4y 0aiS b
L Sl 5 (VoYY )lam o 753650 )39)) 48" oalisl (39,3 Szl B 500 sl e (6ygl 5l ol 1)l 5 S 32l
i3 o Ll 1y ogyh o &5 sloms] celaaily slacalu (Yo Y () Kon 5 T JU,k) 1S oalyd 1y ol oo b cleMb]
4 o 53V o b Ll s 5o eloia] claasius claculo p gl )l a4l 551y b5k (oen mlie oS
Cpil g dawg o (LLLL 4 conl alaslimal cjo elaial (slaailo) sl i ol cpl pcanl (g Slifls
L L djlocee pB 1y e i o8 (LUl sla Shy Jds 4 ofag 4 S (o0 olitul 598 42 )Ly (2b)lik ©lbls ) sladel
ails) | loslih psb 4 GSASTBpme ool (Yo VY TollSan 5 J) ssl byl 3 jS0uSu b plye 5 955 (b e
L a8 oo 3 gl 1 &8 placS b b e lte (ol oS closs g ¥ guae oy (sl Lo &5 1S oo o3litl eloa
8l e el (saelS CBam (K, (Y1) olSo 5 bla) acily azils ghiad)) it Canl Ses & EAS G syl
Sl G855 0 oo Jolos (ol JLid 4 pols adlas )3 ol Singhy ol eon (ol 4 b JS5 Gl (ool
ol 2 Sy L aeban laanliae pll g iy Slalllas (g b B aizn gl 4 (398 5 by i )3 (slezal
@A o )3 Jooo (nl (6590 10 dse S 3 (SPlei celse cnl e (S0 bl (Ll 5 rupdaw el e
D5y Ay i )]y (ggw jl ogllas by 3 kB o5 g (T (AT Aswg (e

O3y (275 ey g (S iy ol 05 93 B )3 el )3 (o)l BISS (3905 (nbg) 5 gy Ay 2 selaie &

D)5 o Il dabl jd SSa oy

9 (5 A Ay

St dl

Crd s Sy a8 Jo 3 il oo ST |y Lelainl gladils, 5l glite iyl lalainl, 5 ol &Mome les] (gt

M8n bl ogil jobo ay 355l yidia b (98T Sy o5 wdly glasl) plgis & (elaia] sladiln) dgiome iy pes JLd &

a8 Col ol Gl S oy (69,8 b ol il pand Jolsi sl (o3l lsis a ) ol cusl (Sae 1S5 (B S e

lnail) 3,515 (2012 (olSen 5 puadgsl) 18l gl 5 Sy gt b cinyls ol 5151 il elazn by gdly 5 ol Sao

Cong b 236 bl sl iRl plgis 4 (elan] sbalo, @ly 5wl wglite Blisie Sy 5 lyide gl slo]

a2 g Sl e ar) gyt b ol ym b)) Gl Bl ole b el oaiiS oSS lsie 4 8Ly st o 2815 2 by (Sg Sl

L 6l Se 5 ol sl oo b iy Sgut0 g (8 Gl3al & S yd led Syitie podge il oo jlod 4 (1 ol it

h sloal gloailus) nlplis (2020 (ol LSan o7 gager) aiin (slonl gloails) oxijlo Lol sl plye 4 oljnde

1 Hanna

2 Rodriguez
3 Marshall
4Lietal

5 Andzulis
6 Chivandi

240



Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

sl (19 e b yiie aSs 5l a5 IS geanS S Lalg sloml (slad SIS g STy (lols)l wlygl oy ailger lgisas ol
o ol Lok dhaej 53 (650 s o sl 51 elain] (sladiloy joads 558" iy po5 €S o olisl 555) (o Sl g5
(hHlSen 5 ' Syls) 4 i8S Jeles g 2igd 1550 a5 S b gyl b a8 o walyd LIk el STl olas das S
21y Lo, Sl ly ol ol e B9d o pte ool culled O lgie 4 bl clas] cladiloy iy ol 4 (2021
2021 ) Sam 5 T s2999) 435 iy Sl yiite i o Sl Gy b 2858 S bl

CS 5 3 1) (e Ol Al oo ol (sladil, S o ig] ES 1 (g S el AT ) oo 1B olaa] (gLl
3 s pie Sl dgat o3l Sbl (b yiie b bl sbrl ¢9,3 (Rl (B3] sl s yide Cold) dgme 41 poxie & S sl
Wlgiie Slozzl il Jl ordisyglaar oMbl sl odlizul 355 0 6318 pU b ol 352 9 > by Gl 2855 sl
13 e 5 ool elain] glodis ol 45 a5l 4zdls |y slasel L sla S s J (sldegoomo b 5 (SaS 1o 1 4
sl 3y50 15 1y Lol Al o o selaznl (cloal, ) oolitul | oS 1 (2017 5 Kis) 39 o il (68 waacs 11313
S mled L8 s, b slain! gladiluw, glaodly jloolaiwl b aims &) leaind plo 4 8 pb (g)lul g 095 slaculled
sl Sl cpioron WSS W g (6518 Gluls 5 disu dam |y (S Cuas wiad &l ) axels 5L 390 Slodd 5 Y guasre
S plesl e85 ()Mol Ll (6)lod slmoged b aiS (o0 S (lpte 40 &5 €85 )la5 3> (o)l plgie 4 plyiea |y (olozz]
Lo Jelss e g 8 (slagm op0y9] Comd & g b 5l ey las (ly plgiee 1y (eloi] sladil; (2020 (ySan g Tel lgem)
(2016 755 p) 3l 51,3 o3kl 3y90 Cerio (50l 313) Cungo (5] 9 8 1 @ yacd sl (cllS 21158 5T

9P 9 St sbaily,

L bLsyl )l pUly a8 cilisen (slap iy alauslyy o ol (Bls)l )08 (hal38l eloial slaaib; bl (blze 5 (So
Gk J 48 eyitio 3)63 5L 2011 o )lSem 5 o528) 93,5 0 Jols S o sl | lasye oMbl il g o ke
5 m5) 03 (il |y Jsame b (63185 U & Cod @aliSngs B S o S 0855 & il o cesday sloia] (sladils) (sl sl
o Slbl)l ol (Supsy JoB plyidio plo b dbgpe €83 by () 4 plyide SYlgw wud i (e 4 (2012 48
il elaJBS L G 5 b 05l i 15 (sl (g oy Slgiogn cmioman elain] (sladilo, > ord adlis o1l
3 gm oalizal (2011 3 5) w8 1,30 bl ogilly 5 eb gloyniie b lases cigmnghi b Juol sile (s e & <8 58) 48)bi
37599y ;S p e Cunl (Sl sl (Giguds g olatel (e byt b ol dlasly S ol eloia] glaaibo; 2b)I5L
o)y 5 2) b 5 (eletnl slaile; (glgieo b 5 lb it ol 0 45 Al (eletn) Sl (ol Sy 4 28y
2011

bLs) RS b pliie o5 alaely 095 00 bgiye i el 4 sloial sboail) (L)L 1 eslil (688" sblsa 51 Sed S
sl eloi] oty Eojo a8 oo piitte |) S8 b S5 0ylyd 2 g gh Ol 5 A8 0 Mo ) K o 5 S o0 51,5
a2 |y (Sl (2l Clads 48 3580 (imen 9 (2Ll 0308 (wlie 4 bguye 05l 5k 4 iy e il
ol polp 3 () b bawgs o]y 4 &8 )UK STl ]y 093 e willgs o (AT B pan 1) djlo o jgade 03 s

! Guping

2 Dwivedi

3 Tseng

4 Sivarajah

5 Influencers
6 Bernard

7 Kietzmann
8 Kim and Ko
9 Neti

241



Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

)iy L5 9 28 )8, S 3355 0l 5 0] (2014 (liSen 5 525) ol S0 (511528 5 s LB
(2012 58 5 0:5) 3950 05 Sl sl gom 3l Ly b ailito ¥ gamo 1y 3 sl &l agipogd S o gl rizmen
03la sl 5ip09> 51l 31 (SigSUl (mlad Sligls 5 <8 )lie Bagd (sl plyttio b Ml (58 Llg, ol L il oo oSy
I3l sy (gl 3yl e (a1 o3lel L e b 15 29ib o g B ballg) clmd 4 oy larls By 512015 Tgb) s
w3l ite Wlgi o izpen (Seig Sl (oalad Sliks (2017 (o] Kan 5 TSUI3) 25,5 (o )8 w3 (o pme 3 s)b b K4 o)
Ol 98 e Cute S I Sy (2L oy &) Sl e Jgazme Sy g Slodd 5 C8 )b Sy 2)90 50 ns il
2932 O ) dgsb o0 Sol 4T ey lok 4 Bl e ol lyitie g (5)o8 b G o dladel &5 LBl dxe pl 4 el S
L canlo |y sl gn dleel sl (sl elain] sty Glbliyl sl casbio s3]l sbul (2011 (S 5 o)
Sg S 5 e gl e 5l galaat 3] o Jlo 53 (2021 () em 5 153) 355 (e 5l o 2 Wl g0 o 5 Ll
9255 OllS 4 a ]y maitene 15 QUlE S L] g Con i (Sgud (eloinl (laaSed sla o dor | elaia] ladils
13 S 1 5 Tasitns eloin] sladiblo, Colis Gy 5 5 40 U ok 25157 33l cqy cpl 51 olod S &) 15,5 oo 5 & oa
BLl a8 o iST ojgyel )15 g2 ol e il (glolis oo Sl T slasy 3 olas 5> a2y BB Ll Sl e
5 Laallys oad )85 Gl aiis IS 5 CuiS (gheg) Sbl) b 4395 adgr (85 Gk il A e i oyl )
a3 o )y L5 oo |y Sig il c)los ouil oSl (Jlo s & o cams e Lt ) Tl (slainl b8 05l slaobisy

(2021 & LS gl g S olus)

SR H (P A

sl ) i (L)l glaylpl g Sl (eloia] sladilo) 5l a0, LSs oolitul 4 otiagsy > (2021) oo §75)52151,8
S 4S8 4l €85 plosl slisesls 4y )ai 5,5, b ey ol )3 (BT Bl ol bausgie § SasS (SeS )b a8
(bloy) syl 3l oslisil 095 1 (e STt Coanl 5 (6598 wlio /s pglys lSe (o5 calarly Sim b alox | oo Loyl
0l U g bzl glodile) Jlub ol o)y 4 (gladllas 1 (2021) )lSen 5 Vsl )08 oo 586 sl 5 Jobo 5o cilises
My 8y 3y Sdos Sl jln (sloial cbabn, acuy o Ui (iagh ol gl by lyicleres Coio )3 (9,8
2528 (el g llae Siie g Sy g5 o dbny Ll loj g gy o2 piae ol i o ) (39,8 Ll 3k
Ol balg) 9 05y sloml ) elate (sladilin, Selss (o3l 008 )y 4 395 adlllas 3 (2021) e 5 5]
ol canl jl s )b gl (sloinl il ;o Jolss lbly)l i Sy aS wad o lis Gigh cpl guls sy
2 (2021) % gsigms S o Joos oM iyt b bty 9 55538 G & L)l (505 e (o b cigom 9 Sl Jl3)55
Gl 031y (L5 g 4l (EWS S pae b3 ool g (eloiz] Gl )3 (pubglin) I3 QLSS0 4B ooy & (g3
9 lgme Gl jlalgs oo S3I pl g )03 (LIS 8B L (T bLs)l g Jgame g95 4 (BAS SBpae b3 ol 2 331 (pl U oS
S eloinl alw) GBS Jlis 4y 3 oad a3 5 B Colwey Sl Gl 4 053 alulis)lS 5 Sbslo slaow)

! Nieto

2 Barreto

3 Zhang

4 Mobile Social Commerce (MSC)
5 Saprikis & Avlogiaris

6 Fraccastoro

"Yost

8 Oncioiu

9 Sondhi

242


https://www.sciencedirect.com/science/article/pii/S0969593120301256#!

Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

Gk 3l s aby il Sy (pae SV (e (350 1550 (S8 095 Sty 3 (2021) oS 5 ] a8 s
Lo Jlw)l Sboj g slae; Jolse 1 ogMe &S dad o oyl ddlllas p) 2uls .60, wyp |y (sloin] gladilu, | Sse oolal
L ags imgn 50 (2021) o) Ken ¢ 7550dg5 5yl an g b 150 elan! ailoy isu il 3 36 slon] sladilo, gglSosls
5 B 98 5oy oM Jieed ilwesly ol (upn & B9 98 oM Jlemd CulBse sl e i Olgie
U grde 5 slenl alu) | coles (gilame 5 gynde b Jold olasil o pie lojls (b gyt gyl & 2l
Slsst g Ghigel g slg s ssw 3l Sl sl el Ghndy izmen )15 gy plojlo (i o Cudbse gl
2 Cilige s gl Slojle Slaidy polie 35)10 g (slorl ailo) Copte )5 Sl 3,805, 3651 (slaial il (50 o
Jolss ol 4 gladllas 3 (2021) )Sam o7 olgsS sl )15 0 2l upmnl J) (2918 )5 elaza] slaailes) (6,55
e oS 5 (35S 5 053l 1,8 ol 5 (5 S GBS gyt 5 (IS B e elaa] syt 5 (SIS (8550
SLeMbl sy (ol aloj &S w03 o0 LS bt 03905 gy |y (eloia] ot j3 GBS JUis 458wl CudeS
Sodd S5 g 9 (05 il SleMbl (35 gge 41 5 g Sl (elaia] aib) lgime (392 (JolS 5 (1392 (535068 ¢ e
5" 29 Dgiee Ay dab Rl g lyide o Gl esl 1S (ggw il (slel ailsy > Jelss plxl ) ol e goe
S 4l 395 adlllas 13 (2021) oSan 5 SinlS sl oY Caod] (GLls 35 Jguao 5 355 5 35,56 3Ll e lgsken
Csto (alad Sligls Wil (g ynde (4)18) @S (slaiz] soail) )3 gyude b ladpe €838 (eloinl (g phicdpins clacylld
Olome 4 el 0y Sloe a ael (ibly () a8 a8l > 5)l3S o 13U cloin] sl 3,k jl oljen 25 sl iboS
5°09 o> Cusl oanlite LB 1y 3 plol lge plyie s Cllabl g S g by Coad (e Siol g 418l oS Jiaus
Jold (olimesin gamtiz Cop)la b B ) elana] gladiby bl (3l mal cudbse Jolse aimgly > (2021) Ko
LBy JLtd g (0 abjo 4y gy (B (pasid > el (g yidio ol &S wiBlyd cdmgdy 5 (2020) olySen o7 2l
9 32y iad St i ) (ol 0,50 (slain! (g)lul o slain] ladile, jl oolail Cutdge Sl Jolss oy yiage
o pdee Gl 5 1508 ooy |y (bjgel Blanl > elaza] gladilsy (Bl ST elge 355 adllas 53 (2019) Y 5k
ooy gy Sl Slosd (e 5 JE1SW) g ALl (gl (B slabjgel ) 5 Sledbl (5)5kb S plio 5 ol
(lonl glaalu, codige Sl Jslse (p L (2019) gllSon 5% jola 33505 (Byne Jolge (nl yiots |y (oloz!
9 ;S (lod B3 00 S W) pu daiore «u pde Lol Aot gy o 1y slain] gladile) 3845 lp 1) Cudse ulS sla s ls
u_:.l93 u_c_l_m.'>| Lg[mddl_w) u_mﬁyo LgJ_n.lf Jﬁ\}c U;L»L...u 4 L;lA.:JUcn Jo (2016) O‘)K‘“" 9 R; 33 g0 45‘)| o.h..fu.w Jaly_
Rle b rer yogd dagime Byinas o sloin] culled (OleMbl gominn Wile culs) Jolgs oS dad o Ll ol W0)ST cwyp

! Aydin

2 Zoltners

3 Cuevas

4 Vrontis

5 Jami Pour

6 Orji

7 Murire & Cilliers
8 Hammerl

9 Guo

243


https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!

Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

Sl ol 395 gty 53 (2016) "6V LS 255 o ol ylS yatme Jlod el ()8 a5 g 3l oluo] S
2 Glojlus Cyiibge 01 S (s (39,8 )0 (eloial gladil) U8 53 Slojlu g (93,8 M emed 5 Slojl (638 (gla Sl
e slonl glaals) cubse Jolse 355 (iagh 3 (2016)7 o0 5 (3155 igd o (sloaal il 3 (29,8 (al38)
o Sgxie ety Jelge ol cn o I Calwiog g ()9l «Sin 3 DleMB] goatine Cubl a5 00,8 Qlulid | ia (6,885
B oy 390 e Slaiz] sladil) 3 1) elazrl sladily 2b)lik (slgime Cutbge (01 Jolge 395 im0 (2016)
by 3 Jale i 503, (vt _awlun] g M) «elain] 6,138 535 zoban 15 1y byl (slaime ime ol 2
03903 (lgie (Studs GleMbl g (0)5 po g jib s GIMBI g 2B 40l 5 (KeSly &35 g ]y L)L lgioee
009 o )3 1) Ll (g (slalia o ) (oloza] gladil) cudbge Jolge (gladllae )5 (2013) o], Ken 5 590 .l
Sl GBS (sl by 5l oolil daply (slgime CotsS (ylS slajls S dadili) (Slo)jg) & g drwgs Sl @lie 5 e
= Ase Jelse 395 (iagly 3 (2012) Lojuasms 5 phsasms 008 lyis 205 los Slos L 05 ()5l 5 o)l Ml Lo
5 iy e Jolge glaslllae ) (2010) 79080 3350850 ol o ol slyime el |y (oloal gloaibes) by
bl Cla glp (eloial laails; 3l a5 b (Ui 3)5 gy |y (elaial loailo; (b1l (slameS’ Cuiise (oS>
(i Como 40 gy 5 Al ol Oyl clojn ololib (S (slstnl > oelatn] Wiy pmaS plEs) b5y sla S
Jolss g (1351 008 )5 pos 5 0J ol g Igiome ailgs 3 <8 e sl iyl (e dnelr bl ¢ elaial wila) (ilodin
g sleial alaw) (IS SBlial (e (ollS 4 a5 (80 o Gl (ol ) (gxieidjyl g 0329 <8 Lo o Ml (LS
il cibye Gl Jelse dacS 15 (g9 5 belgs ol Sp> 9 cdytiy b)) 5 Soill slasbey s <ol 15l
S 2yl sl paeS o sloxsl

shol sl alo) (olal (2SI g Jelge (e dine )3 &5 403 (o0 U5 485 g0 Sllllae g b (fingly (Jwald' (o)
ok slo)lS bl (Slles aclyy )3 (il (S 5 2llil S sl cldld (S plsis 4 (98 Cunde 5 B8
= ol Ty olal g Jolse 51 (gl 08Ty degomme Lol cuml (gagi BB g5 (gl)ly i ya asiS Slalllas .l 48,50 &Gyguo (ros
9 LIS aodl I e ctmgly (6l )Sag) b e i ol doslis sl 57 385 (lo (s 9 Medin (sl (g diajls S
5 Fte e Lt Bl o Lot 30y O g0~ piilony nogi gy 390 o Pl LTl Capte (b i) 3 ()T O g
Codbge Joslge (olwlid S (o JUid 1) (03,509) o 3485 cpl les )] (g 5 (lpde Sl el Glble 4 (65 Bree
e gy 1 odliwl Ly Jelge cpl gl (31 Ll (plulid g (gainadgs g (29,8 (I3l g pljide o 3 (eloil el
sl ol (65 S 5 b ISy o0 1 ool (Stuly g Cobim )5 ine lwlid piomed g (6 (5310 b
ool G ) ) 5V Sl e 300 3 3l g, oS

93 b (g 5
L oS ol ailoy inogs sl 09)5 5 ool (551,5" (olsly 9 53,08 (sl stmgy 09,5 ) Bam ol cadlllas
@3ly3l Shmgiy ol ) 5 ,8) 0y g pananie ol 84S Lol Shmgly ol s)lel dnely 00, plol dslitis s g anlias I
Sl g Ylie b )l Jlo Ve oVl gl g s Jb ol Coppte g n T Sl 5 slaa] ol dipe) ) 45 Aitn

! Guesalaga
2 Venkatesh & Suresh
3 BermUdez
4 Heckadon

244


https://www.sciencedirect.com/science/article/abs/pii/S0019850115300134#!

Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

S Ao > (Wi VL Ly Sg sl )log Ly (bl copde (el (398 (oo Spae s 5 25> ae ol 5
sl g ale Ol lasl (Ml Sl 05 (lgte «Sig Sl @)l (Ko il Dbl sloial slaailo) Cupio Ik
o3 )la> Jols olsasl ol 8l jaswie jobo 4 losds Gl sl diedan gy 4 48 Ldgs yi9y8 5 (obylik Co e 0>y oSSl
OSSls oSy ogas laly, 5 elatl loailas) olpae Ml Sl olpas @Sty ol cim slasl )l )i
Cod 3 SleMbl (gyglaen g, lodgy (imghy Ege b baye i g OVle (g cpizmen g LSS bk slagslyil
peg—ad > oad plol Lo iagh Atapllss adllas gy 5 byt Ll )3 (eloial ladile) 355 0 Sge Jolge ololis
5 g G ) 5 g Bl lisldess g 5l g Baes dnlae 5 LS, 3 g8 5 Jolsd 5 Gl 3 (elainl ladile) 5 Slas
or Gage sy Crgar s 53 5 liicelo jlan (5 by ol g 4 03,5 edlitul el ) Jelse ol sangise
8)5 )18 anli3)9e

9 Obyie i )3 (sleinl sladilan) 3395 1 oo Jalse (5 3 jl (2l lai g Guiod Slusl adlllas Sl Gy (g ol
1158 f5me lolid G b g 505 (sApdans (6 poueds 655l g5lo e 51 3litol Uy Jalge ] Ly g 0 ololid ydg,8
plosl oad plulis Josloe (MICMAC) (Siunly —Colion ©)u8 Jlow g 4320 (qwyp <08 Jolge (Sianly &35 5 coln
3l oje> ol 3 GLsie 5 olpate bawgi 12l sl gl 4 (398 5 Gliyiie il (Rl e eyl 55 Cales 5 . cddy
)5 Sgluad ulislyy gy =l )3 b gylae Tadiily lags )L gl sl et )L gilu e gy el oS
O 03d (Ll (i) 9y baulyy 5l (Jaa b 95U Cales)d g st LS 53 10080 b 698 «Julgs o 258 00 (6 S waovass
9 P it by sl I Jols ol g wlhlas €8l b (Giledr D9 o0 a5 Jdo b (IS ) Le o B (Jalge
5 e adal (A3 Slblsyl u ple) lolings uilo St ) g 5 390 00 pasiie ailhe 2 (ogua 3 Jelge ilate 55
Olg=s any Jod alo o jload Lol Jolge alyo ol )3 9500 @11 il e )35 51 5 60dp 3l by 555 9 oadlge o Joleo
Wil ey 2 4 (ISM) caliste ol yo ol o sl (coipaw 4 Wl (slie p g Llods 48,5 Jlai )3 (ISM) (claedg)g
(VY T hon 5 gl VY T Ko 5 (2955)

Maey g oo (g)ld b Jolingd s lo 3)lg 5 00 Comd 0id oLl Jolge f(SSlMF) i3l Jolwidgs s ylo Sy =)
990 Larlg) oSSl 295 00 1S3 i a Julse o Jgl ygtes g jlaws > 4 Albge Jelge i 4y il ol (slogysin 5 o jlans
Dgd e paude pj sladle buwgs b puite

W yatio (9,5 buily) (5,Ua e (g il JSUld 3 (oo Luily 1 Jgoa
sl pgrde
(4) 2 (1)) 48l Lyl il §) g Jole & (s lodivns Slgion (1) Sl Jole) 390 & pcie |
(e ] 51 el blsyl) asl (i) o Jale 4 o) jlodianj L1550 (Doygi Jole) 990 T 41 yxia ]
(515 352 4ot 39 b1 () g Jle (1) o Jole 5m)] 31 ol 26ogs L)
(3185 3929 (0, J) paie 93 (3 (b5l ) 0,15 3925 5 T (e (s pine dlal
2 9ol B A Gy g5 Tl 4 e | gt paie 5156V Gy 09 | gt & joxie 1 o yaie ST le o0l )
dgda 03b )3 O B il (blsyl 519 X G sl adybogs abasly oyl & 5y90

O X > < F

1 Warfield

2 Govindan et al.

3 Hsiao et al.

4 Structural Self-Interaction Matrix (SSIM)

245



Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

b e S5 S gy 2licl 4 SSIM Ly ilo bl cslasles ot b nyile ol {RMY) gl olitod (pmyile oSt —Y
sl 03l ¥ Jgan p3 Ly, ol

RM s ilo JuSUis g S gy dlael 49 SSIM s ko (sbaslos Jood 09595 .2 Joua

(1) o8 & o a3 s 3 sl sae (I ]) @l 3 pjSole oo osde dlo
\ \Y
\ . A
\ \ X
0

Do oy pi ey 4 RM L gle sladils g odg0s Jos ¥ Jodo sillee SSIM s 5lo )0 ladles 51 &Sy (slow &8lg )

V (i,j=1)(j,i=0); A (i,j=0)(j,i=1); X (i,j=1)(j,i=1); O (i,j=0)(j,i=0)
Do oo il SO e [ Seb o yile jhad cladils > oS cuwl S5 4 Y
Olsmsd 258 )5 5ls adgl ol (g ile cosl p3Y jolis g dbaly (58,5 )5 )3 Lt aled iy ot eile JiSls Y
5 7513 25 Jale 2y i 55 S el 09 ke 4 i o 3 ol 5395 53 Jole 4 i Sy ke 51 ige
gl e le b jslaie (pd Wgd (ol 03l IS 5l &S lallg) 5 0l Mol (o le b 95 5185 Sl ] (plsted (e yile
S 1 wlgs (o & b i yolie By iy ol (MEEM) 50 15, Il el o8 (g yob 4 by (KH1) g 40 1,
S5 (ly s odlainl 03 cpin i 5l Bge Jelge zlyseil (glp Limgi cpl 50 aS bl ) g e 03l b (V) O yge
ol 0 oalail w)> ya 3> JSlglyd oy iy wlal p € gy 5l ol ol i yile
S plo dsgaime (s 9 Joolo pb (i LS ey degetme g (olitd dsgetme (sl (e site Cuglgl g aw (e —F
a0 2l s e yile slajl ol )3 48 ol (slacgeome pais yn (fly (olitwd degeoe 29 plonl Jalge (pdan
o9l Cowd 4 b il sl ol S g 4 W ygie ol 40 45 sl (lasgasre Gl i dsgetme g il ot yalls G g
Jol zdaw il LSy oliwd asgazme b S yiiie dcgosre Jolgs )31 el Aalgs Cand 4 S e degexe degexe ¢ ol Syl
Sydse e Jolos plod gdaw Jolge plo glp dspo 1SS 5 Jelge nl Bl b sy oo olaisl s 4 1) ol
P oo S Jde (20 (litod uile g oAby golaw (polil 2 16 el ()L Jo (o 5 =0
Lo 395 048 .09 dwlne (Sttunly 9 985 )18 cpolic 1 Soyn lp Bl (ald (owyiwd g ple 3 dajline it jslaie 4
S 5 Staly 08 ) ms o 305 alan 5| g5 o dbgrye shms 5 e &S sl olbylas S e b yunie Sy S o
s o (VYAY (gl 5 LSl o) Syiom o & (olios & xie 5 218 o 35 dogiyo e 3 45 ol S ln
3985 )35l 209 algd (Stcly Gl SO (Sgte gen 93585 (e Sl Jole 2l (2l (it G pile ) polie
(70 5505 5 soh) 352 Mnlgs lolis LB polie 09,5 o Sy
Lows g A dilobis b canns Sl (gl)ly 5 ail oo cams  Siuwly g 3905 y08 (glyls 4™ Lolge 13,5545 b jliseodss —dll
Al o ol 4 Jeate
P Sy £y |y citid Ll ul b pxite cpl cdiind b)) (Siunly 5 3905 0y08 (glyls &5 Lolse o g8g0) bli)l b Juato
A3 45 |y s yaite ol Wlg oo 55 dilolo 3,95 5b coled 50 g amd )8 p3bices | alolw xlg5 o L]

! Reachability Matrix (RM)
2 Ravi & Shanker

246



Quarterly Journal of Advertising and sales management
Vol4, No 4, DES-MAR, 2024, (238-266)

hgsd 9 i Cu e oole dolilial
(238-266)1402 s (16 1) A oo duygs

o9 LAl g osts Julox
Sl om g o ololid (538 b anlas g Guios Slosl ddlllas b ¢ 598 g ()b ynie lo > (slaa] sladilo) 3845 » Sgo Jolge
02,5 (gAY Jodo gy G543 S0l g oy

0998 ol g Gl yie s )3 sleial il Budgi 52 9o Jalgs 3 Jgaa

&le
Yost et al, 2021; Oncioiu et al, 2021; Aydin et al, 2021;
Cuevas et al, 2021; Vrontis et al, 2021; Saprikis &
Avlogiaris, 2021; Mohammadian & Mohammadreza,
2012; Bermudez et al, 2013; Guo et al, 2016; Heckadon,
2010; Hammerl et al, 2019; Li, 2016; Andzulis et al,
2012; Agnihotri et al, 2012; Fraccastoro et al, 2021;
Lindsey & Borin, 2017; Kaplan, & Haenlein, 2010;
Loanid et al, 2015; Marshall et al, 2012; Luo et al, 2021;
Kietzmann et al, 2011; Lee et al, 2013; Stocker &
Tochtermann, 2011; Ainin et al, 2015; Larson &
Watson, 2011.
Yost et al, 2021; Aydin et al, 2021; Vrontis et al, 2021;
Saprikis & Avlogiaris, 2021; Mohammadian &
Mohammadreza, 2012; Guo et al, 2016; Heckadon,
2010; Venkatesh & Suresh, 2016; Li, 2016; Li et al,
2021; Lindsey & Borin, 2017; Kaplan, & Haenlein,
2010; Lipidinen (2015); Lashgari et al. (2018);
Karjaluoto et al. (2015); Hanna et al, 2011; Kietzmann et
al, 2011; Lee et al, 2013; Campbell, 2013; Orji et al,
2020; Bermudez et al, 2013; Cuevas et al, 2021; Jones et
al, 2015.
Sondhi, 2021; Oncioiu et al, 2021; Aydin et al, 2021;
Zoltners et al, 2021; Murire & Cilliers, 2019; Heckadon,
2010; Hammerl et al, 2019; Jami Pour et al, 2021; Li,
2016; Andzulis et al, 2012; Andzulis et al, 2012; Li et al,
2021; Agnihotri et al, 2012; Fraccastoro et al, 2021;
Lindsey & Borin, 2017; Andersson & Wikstrom, 2017;
Kaplan, & Haenlein, 2010; Loanid et al, 2015; Marshall
et al, 2012; Bocconcelli et al. (2017); Lashgari et al.
(2018); Karjaluoto et al. (2015); Jarvinen and Taiminen
(2016); Kietzmann et al, 2011; Stocker & Tochtermann,
2011; Lee et al, 2013; Koch, 2008; Larson & Watson,
2011; Guo et al, 2016.
Yost et al, 2021; Aydin et al, 2021; Cuevas et al, 2021;
Vrontis et al, 2021; Saprikis & Auvlogiaris, 2021;
Mohammadian & Mohammadreza, 2012; Bermudez et al
2013; Guo et al, 2016; Heckadon, 2010; Hammerl et al,
2019: Jami Pour et al, 2021; Li, 2016; Andzulis et al,
2012; Li et al, 2021; Fraccastoro et al, 2021; Andersson
& Wikstrém, 2017; Bocconcelli et al. (2017); Karjaluoto
et al. (2015); Jérvinen & Taiminen (2016); Lee et al,
2013; Stocker & Tochtermann, 2011; Kaplan &
Haenlein, 2010; Kietzmann et al, 2011; Koch, 2008;
Granitzer & Tochtermann, 2009; Zeiller & Schauer,
2011; Larson & Watson, 2011; Campbell, 2013; orji et
al, 2020.
Guping et al, 2021; Guesalaga, 2016; Bermudez et al
2013; Heckadon, 2010: Jami Pour et al, 2021; Venkatesh
& Suresh, 2016; Mousavi & Demirkan, 2013; Andzulis
et al, 2012; Li et al, 2021; Agnihotri et al, 2012; Jones et
al, 2015; Bocconcelli et al. (2017); Karjaluoto et al.
(2015); Jéarvinen and Taiminen (2016); Kietzmann et al,
2011; Stocker & Tochtermann, 2011; Lee et al, 2013;
Granitzer & Tochtermann, 2009; Mauroner & Fauck,
2014; Campbell, 2013; Guo et al, 2016.

Jelse
Bl (S8 bl g0 0aiSp S e LSyl g Jela) (Lol )l oguis Jelos
S e g S L g i ol 3 500 g yidde (gl CleMbl 0 el L g yidie
(sloze! slow] .S o 3o Me

> Ceial 0908 o yiusd (lwaSed bl g pdpalasl) ) Sluogas olgs
agje by by Jols jl )l oad Sl cgpus el 390 Mg )8 (g0 9eas
e Chl LS L 4 (cwpiod 5 )5 5 S (S ClblB el oslatl
(o) Slin ,als 208 5,8 kas b ()5l i )l elozn] culled el .cleML)

S ol e plat b 5 2 5 bl gl lblyl) bl sl Lol
S g Slegdge gyl cite (alid lads g clols S8 byt glajls
L iasblon 5 ) LSen s iSginme (saizlo ) g lgioma ol sisuplall
5 &2ye sloog)S sl olaal Ll sl Jguame 058 bLE 5 45T ol jide
shoanlitio (5,550, Sy o slaply 5 Clas glbmo sl ozl slog) o) 1i8 b
Uy oL 03y Lelaial jsis o SuigSl Lo 4 ooy Slily § cylos
iy YU el Y g5 &y STy o scaslitio g yeine olorian |y il dociao
(s> s canlie

Slyme g (392 S odd (il pasid Slgze (ob)liL) g (o3l Jelpe
Sloize L1350 5,581y azio pA S glaize (LSl 5 B0k sleiw aalo
A dele 5 ogme (glyme odSjgel (lgime oA a5 g 3l (ol
Slyome sl o)l L Jools g Gl OB gla g, 8 )b 5 59,4 lgie
CaSlle Cule) o g Ngn «SLin iy epslia | odlatul sl (Slgie g
(0l 5 (giltensd Cgges - s5ine

e slmils dy (3,5 (S Al B) Slojlus Lo Siwls 5 ol Joloe
Sl 2l Sll glie e Bgplad (0555l il 3)Shoe (L) slaail 3
Ly b Jobss a1 8 ke slyy ol (slmo el il 1] Dl 5 (s ydobiyg
5 s aelan] sy slmdsbiyy g g il . pelats] Gl Lawgs ol yiik
Slojlw Sims g pda slaylidy 5 L) da Shy 653l s b (i
8 e Slod S g (98 (S Al B D) Shge slatl aileys 2855

247


https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark44
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark41
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark15
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark41
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark41
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark35
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark35
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!
https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark15
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark35
https://www.sciencedirect.com/science/article/abs/pii/S0019850115300134#!
https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark15
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark35
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!

Quarterly Journal of Advertising and sales management
Vol4, No 4, DES-MAR, 2024, (238-266)

hgsd 9 i Cu e oole dolilial
(238-266)1402 s (16 1) A oo duygs

&le

Stocker & Tochtermann, 2011; Lee et al, 2013;
Mohammadian & Mohammadreza, 2012; Granitzer &
Tochtermann, 2009; Zeiller & Schauer, 2011;
Blankenship, 2011; Mauroner & Fauck, 2014; Campbell,
2013; Jami Pour et al, 2021; Murire & Cilliers, 2019;
Hammerl et al, 2019: Heckadon, 2010; Aydin et al,
2021; Zoltners et al, 2021; Vrontis et al, 2021;
Fraccastoro et al, 2021; Jarvinen & Taiminen (2016);
Karjaluoto et al. (2015); Lashgari et al. (2018); Lipidinen
(2015); Gilfoil et al, 2015; Bocconcelli et al. (2017);
Yost et al, 2021; Luo et al, 2021; ; Marshall et al, 2012;
Kaplan, & Haenlein, 2010; Andersson & Wikstrom,
2017; Lindsey & Borin, 2017; Andzulis et al, 2012;
Agnihotri et al, 2012.

Kietzmann et al, 2011; Stocker & Tochtermann, 2011,
Lee et al, 2013; Kaplan & Haenlein, 2010; Blankenship,
2011; Mauroner & Fauck, 2014; Jami Pour et al, 2021;
Zoltners et al, 2021; Cuevas et al, 2021; Hammerl et al,
2019: Guo et al, 2016; Karjaluoto et al. (2015); Gilfoil et
al, 2015; Bocconcelli et al. (2017); ; Marshall et al,
2012; Andzulis et al, 2012; Agnihotri et al, 2012.

Aydin et al, 2021; Saprikis & Avlogiaris, 2021;
Mohammadian & Mohammadreza, 2012; Murire &
Cilliers, 2019; Hammerl et al, 2019: Jami Pour et al,
2021; Venkatesh & Suresh, 2016; Andzulis et al, 2012;
Agnihotri et al, 2012; Fraccastoro et al, 2021; Kaplan, &
Haenlein, 2010; Marshall et al, 2012; Karjaluoto et al.
(2015); Yost et al, 2021.

Fraccastoro et al, 2021; Guo et al, 2016; Hammerl et al,
2019: Venkatesh & Suresh, 2016; Lin et al, 2017;
Karjaluoto et al. (2015); Mohammadian &
Mohammadreza, 2012.

Fraccastoro et al, 2021; Aydin et al, 2021; Zoltners et al,
2021; Heckadon, 2010; Hammerl et al, 2019: Jami Pour
et al, 2021; Agnihotri et al, 2012; Fraccastoro et al,
2021; Andersson & Wikstrom, 2017; Kaplan, &
Haenlein, 2010; Marshall et al, 2012; Luo et al, 2021;
Gilfoil et al, 2015; Bocconcelli et al. (2017); Lipiéinen
(2015); Lashgari et al. (2018); Karjaluoto et al. (2015);
Jérvinen and Taiminen (2016); Kietzmann et al, 2011;
Orji et al, 2020.

Guo et al, 2016; Andzulis et al, 2012; Li et al, 2021.

Jelse

(Slojlw 5 63,8 la Suuald - Slojlus 5 (638 s 8 3 eloal (g pycudgine
(s ito s b3yl o e

il g Sy (o QLS (85l bais 9 3bxl) (i pe Jelgs
slaala) gilwas )L ol ynie b plie gjlodr )l baalas s it copie
ot (65l kS g llae elots] ol JUS sl olital 3,90 elazs!
daogi o Jgmasme (3L g i pylice (hjgel i gladilis, 5 (sloia]
o S8 slp Sl (SloaSd dangs g bl i Cope Sladbgm sl
olse (Sinlan sogl Lnculgt e ciy o elazs] gloailo, y el 51y b
6y slms 3yl el 5 55 bl b oles il iy o5 il (slo sk
059y o s Lo Joallygiwd g Lol ¢ Jopae (slgizns 5 Cunio b cunlite slais]
Sz hepd lojles b mslisal o pie - elazs] 6loy b3l elbmeS
(osl5 oo oculgiuns (e 5 iy poi cuslio oy1IS 56 Gl

SOl bl (sl gy b cusliie glgie @) 5 alg) (LS, 5 Sles
OBl ;55 5 (hjgal codn . lbbie lacoulg ) 40 @ (1Sly . SleMb!
2 bl L8, 5 by b caslie (Jlo)l lyime (5ilocamd . ob)lilb sbag
(20 oo . ood (5 Sad .63 8 il 1 eolaal . elain] il

A Sl B L elais] CRM seublB) GleMbl g5k slaylil Jolge
el gilwds LSS g pleal glaniy (g)gks .leMbl g ool oll . clasal
aloy 5o lbbre oLdy g colin ( olwlis (y0li8 o byl odliiwl 550 sloin]
(OUble 233kl piuw . sloi>]

@l aer 121535 el alo) 4 )l dnels (3)50) (loial (a8 Jelgs
drols lisebl pae e (aedidy [aeolisS (Kinyd (68 s 1y 5l alold
(ol 5 Yl agej b Simjp

i) slajlee g bpadls (ngas eloial dlu; pll iloSg)> - slosa]
2Oy 3 M Olpss Billae OV game j3 yusd Jlos! (g ytiie 55l jiwl Coonl
Silwgued . slois! glaailu, dlial caocagll 5 ololis L3, clhdl il
gyt Slass (S LSh e g 5 ate parast (Gl slasl)d 5 )l L
(ool slagisn plhe (3,8kos (pguan 5 ()lie (S04l Sl 5 2b)lJL
(Upazo 35 g 3l 28, Jgize dbgl .8 ki B puas 5 oanlive) (¢ o (slao 3]

10

11

g foc oo d9> s C;Uol,s’)‘ djSl)L»l 9 ‘9‘;>m ngSl)L.\:l ‘ASL») uL..o9.4> “_,’Jolp’)] 0.3 Job.c ke oo J,ob.c BTy C)il 5
5 Sl JyiS oy eljls Gt (ol yide pla b o5 4y S5 bl e )l bl yszmad (slosiiS s (gladilgo

L sdlon g (6) S (o) iSlsime (satalo; LS g lgios coslts isupladl 23l g Clegdge b oo (ol Slals
S e gloply jlcales (sibre sl eos! sl @ e slaog)S 1 slaeiul Glitel sbl g Jpame G LI p 48T (b yuie
Blivo ((S¥j 0 bl (39 08 e )5 pw bl (1392 (ol ¢ (Seig gl s 4 (lad Slids Sl Coles closnlie (553
Ghz syiie ly SleMbloailS (ol (g piio (cased Cugn yobs w3 01350l (b)) ogad Sl brs bl (39 JUb
lgie Sl Qladylo 5 59,4 cogome lgine wiijgel (lgime @At 5 g 2Slbrn (lgie @IS Il (lgime dgie 25,
il 5l oalaiwl a3 o ped (g2 M )5 cptel ((ogas (o yid (ilwaSid ol g pdpdlotiel udy sl (lgine (g
GLSHE 3y Sos (gt pie Jelge Slojlw slaculls Jolse (izmon sl I8 4 (o jiwd 5,8 5 canS (b CuliB

248


https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark35
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark41
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark44
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark44
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark15
https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark15
https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark15
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark44
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark44
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark41
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark38
file:///E:/دروس%20ترم%20سوم%20دکتری/مدیریت%20بازار%20و%20فروش/مقالات%20پورنگ/Identify%20the%20factors%20affecting%20the%20success%20of%20social%20media%20in%20interaction%20with%20customers%20in%20B2B%20sales.docx%23_bookmark35
https://www.sciencedirect.com/science/article/abs/pii/S0747563215301837#!

Quarterly Journal of Advertising and sales management w99yd g Olald Cy o ole doliliad
Vol4, No 4, DES-MAR, 2024, (238-266) (238-266)1402 o (16 o) 4 o lacs o

38 b5 il b s puie glajls 4 (3,5 (35 AT e Slelge Jols a5 Sl s g CleMbl (6)5l5 sl ]
Sl B degs g piio b (il Jol5 s Jgamee (it Lo s yiws CublB pglie 3590l (i b mlie (iluds LSS
S 2]y 1By hem slainl loyu 80 Slojle Kinyd g yiie sla)ld) 5 b 3,55 Sy 6550k csldilsg e
L cmlite (glgime all)l g oy aSid cool ol ¢ eloial (b it b bLS)| Co pie slacubld (i Olodd g (393
gy 5L 153 o Ubiesl cmdis (bbb (clacuslys > & gy STy (M!Sl 51 plble ol Sl olisy
s ($)SKed (638 Ll 5l skl (elain] ailoy ;3 Cblbe Jld)y g Ly n b culite Jlol sloome (g5l pazes ¢ 0b)l5k
i lro 5 b yas L (3005 il san «Ledbl 5 313 claolfyl olazz] oy (ggo3ls iy b s 5 o STy agees
a8 3 b yidie slaopSil g elain] (Sia s Jolge Lwly cpan )5 500 (gabdid g olwlid (¢ pnie SOl Cusnl ( 2L
38 (635 Cer a8l aliold ¢ ol S ren /(21535 elosal Wl 4 ()8 dsels 5SS (ygmen (oree Jolse 2 Jotdie

ol Simgs cpl slaigygle 5l 293 45 B (B yme Cowl Jgae

249



sailu) B9 p Fge Jolge (Sl 59511 Jsus
o992 Ol g ol e e 3 sloia]

Sl dilw; Bdg3 2 Fge Jolgs
9 Ol e Cria > (sloia
I UL



» ebenl gladl) 3395 1 Sse eloe ololid & (taghy cpl Jol Bua g ol 5l
225 sk 4 bgipe (sadelidinyy oy dl>po 53 03,5 (el 092 (93 9 (b e >
ol e85 15 558 jledl o Jeles e (31 Ll (alelid 9 ISM i, oo
OB gl g 48)S )13 Jada (gt g jlaw 3 eadobl Jele cuin oS @00
5 s adlio el S et |y else 536 liee | gV by o8 A5 dtlgs
A ola ol (LBl b o Al ke me b 4 Cunss e 3 9l Gy Sen
5 ol lssie Jelgs olee Lallyy o sl culple (V0 o) 9 ogY )
S KaS
{315 53b) conl 550 WIS -y Jale 53y 1 o Jole oF
{lawsio 55b) cosl 50 s Jule 55y T S Jole ¥
(S50 ,85) o) 52l ] st Jole g9y 1 Shans ole )
(8b0) col p3b o] g Jole (gg) Tl Jole -
ol odd 033 LS F oyleds Jodo )3 Wndslidusyy ol 5l ool cundy Ly,

(SSIM) (5, ks s Jolsings s yilo 4 oo

11 10 9 8 7 6 5 4 3 2 1 Jolse
33 12 20 8 29 19 18 21 16 24 0 1 ol ) o Jalye
28 21 22 19 17 22 23 22 12 0 16 2 oy Slogas
29 17 22 18 26 7 18 20 0 32 21 3 bl s3]yl Lelse
26 18 22 12 25 9 21 0 20 31 23 4 lyiomo (s 51yl Jalge
24 16 11 16 22 19 0 30 31 26 32 5 Slosls slocalls
25 31 14 23 36 0 34 34 33 29 30 6 e Jolse

24 18 19 22 0 20 17 23 17 11 16 7 LS 5 Slee
23 22 21 0 33 22 23 27 28 34 33 8 SleMbl (g5l la I3
25 21 0 22 26 19 22 27 24 25 31 9 elaisl Sinjh olge
26 0 14 12 24 14 23 25 27 24 25 10 Sl sl

0 12 11 12 15 14 15 22 22 14 16 11 6 yiin (slno Sl

Sl (o3 5l Jaas Bl sin o aS sl cpl p (15,8 0z 9 Sy sla i 5
L oliwd g ple ol V o)lgan piue (oled mple Lol s (slaa])s IS g, ]
wagﬁbﬁ)souiwsd_gw)sud”ﬂ&_u)j_.oaﬁ_wghglg)w

1 Bolafios



L oo 3l 555 lide 1 Jgin 3 bgye das 45 ()50 50 A i

0L sl JihSan g wesV e Dgd o odlitwl yao dae | Gyso pl we 3 5 SO due ]
ladolicuy dlas N g olde sae M ] p3 a8 S o odlatul pj Jogos 5l wbibe dae

AYx\Y) o] Cawday YE ovlie D 3.5 pl (gly M=2%N WSl o ol ,_;)91@9,
(RM) adgl liwrd s 5l .5 Jga

—_
—_

—_
(=]

)

Jolse

bl o9 Jalge

AJLA) uLuow

Slbls) g5yl Jolys

Iy 535 gl Jolgs

Sbjle e s

Rt Jalge

LS 3 ,8hes

M (gy5ks (cla I3

O 0 I O | K| WD —

sleal (Sinjd Jolge

OO~ OO O OO O O 0
OO O O | = OO O O
— = = O = = = O O OB

—_
(=

—_— | = O | | | | | |

O = O OO == OO OO O

SO = OO OO OO o O o
O = | | | | O | = | O = ]
SOOI OO = OO oo o
O = = = O = = O = O O W
O = = = O = = = = = =N

S
S
=

O = = = O = = O O O~ —=

11

e Ji] 38 L 3 3 o 2 s 63k sl (s (o S5 51 g
ilo b ol pyile ol 23,5 o Jols adgl oliwd (o le 3 otal s & L)
Ll 045 630> Olid & Jgds 53 ol

o 55l b ol liwd Gt yilo 6 Jgus

e, 11 10 9 8 7 6 5 4 3 2 1 Jolss
4 1 0 0 0 1 ©0 0 0 0 1 1 1
2 1 0 0 0 0O O 0 0 O 1 0 2
4 1 0 o0 0 1 0 0 0 1 1 0 3
4 1 0 o0 0 1 0 0 1 0 1 o0 4
7 1 0 0 0 1+ 0 1 1 1 1 1 5
9 1 1* 0 o0 1 1 1 1 1 1 1 6
2 1 0 0 0 1 0 0 0 0 0 O 7
7 > 0 0 1 1 0 0 1 1 1 1 8
8 1 0 1 0 1 0 o0 1 1 1 1 9
8 1 1 0 0 1 ©0 o0 1 1 1 1 10
1 1 0 0 0 0O O 0O 0 O 0 O 11

117 2 1 1 9 1 3 6 6 9 6 Sl )30




L bglad o ylis 5,8 0 58 Jol slaw j0 a8 oo ) olaw (ol oliwd s ylo )
DyS a5y gl g 3 a5 ola ) slawi asbe Jol Hlre 5l b &S cul 1,0
U s Sli2l 4S5 &5 2ja 290 LIS Sl Jhne &S Canl (1580 orimd LS
aple ookl Ly aelsl y3 )l pls Y aie )i os 13l o 1 S5 ad 9 )15 o
o3b (ol ¥ Jodo )3 48 dpdy g0 0 (olulid Jelge (hpdaw (2od (g i

(11109 8.7

Lol 045
oARg3 ol (WUl Jolge ol g buly) o T 9o
scgeze

aw & Wt 4egee b degoone i) Jelse

3 (11 1) 9.865.d) (11.7 2 ) 1 o) g Jelss
(10

2 @) 654321 (11.2) 2 oy g

(109 8

3 3) 98653) (11.7 32) 3 bl gl Jels
(10

3 @) 98654 (117 4 2) 4 lyioee 55yl Jeloe
(10

4 5) (106 5) 11754324) 5 Slojle slocabls

5 6) 6) 1076543241 6 R

(11
2 @) 765431 (11.7) 7 S8 >,Shee
(109 8

4 8) 8) (11874324) Ml 45k ka3

4 ) ) 11974324a) elein] (Sin Jelse

4 (10) (10 6) 11107.4324) 10 ol s

5 (11) 654324) (11) 11 Gy croxSi

solate et 4 35S i e S5 4 1) il Gl e Jelgs o g Ll (e 51 g
ol Ghgiy 3 L9 e il by 4 YL Sl s 4 kol s oy Jalge 1z
33,5 (e s 1SS @y Gimgy ol ISM Jao il 57 )18 s iy > olgs
P ey g (6 banly) (908 Bl @ 295 bl aidie S5 )3 oS jghailen
sl g 8l a3 15 ooy o ) € elain] (Sinpd Jolged 5 € e Joloe? (e

1 Source



S e

4 pe

3 b

2 b

| o

3 loe il Slogas 5 LS 5 Shes st slaoSil Jolgs iz IS 31 Jolss
G Glelye @dls )3 N5 e S5 Jolse 2 65 255 5395 1 5 Wibloge Jele b
At preedd g Glyide e 0 &S le) Cluogas § (LS, 5 Slas g de slo 5l
«leMbl (5)5L3 gla )l &Sl il culs? Jolge )3 adyy il Slgls 36 U]
Oloilw € bl ogui? 5 «lbli,l (o5l iwh oo 3l wh & Sbojlw sl cullé»

S 8 e ey 3p9e 2L &S N1 Gljide b

[ el (Kia b fulge ] [ e Julpe ]
| |

v % v

[ Sl gl ][ Sl (5556 slayl ! ][ &S 51l ol

| i |

v v v

[ Pl esd Jalse Sl 31l Jol s |soen 51l Jal s

[ Sy Lg\m}:i‘l ]

0P958 9 Olsde Do 3 (slaial (diln) g 1 Yige Jalge (amdd (558l Jie 2SS

(MICMAC) (Suilg oy 30 9 398 & 08 Judors
Baa b lalio — g )lidbo slaedow Sl 515 (o5 53 g pgu Jlhw a Gy sl caelsl >
J=bs g anjod oy p o8 Jelgs (Sily 0508 5 (398) Colin ©)8 Glie (ololi



o ) 3 ol 005 plol o bl Lslse (MICMAGC) Sty —olin &35
(2 ) B9 (ganaib i Hloz ) b oo ¢ Sl 9 Colin )18 Caws p Jelge

&

i (Swly 9 Colad a8 a3 .8 Jous

2 .72 232 2.1 --43 1
\,;35")\,-?0§n% '3:-—‘1‘ ,{:ij: 9,
3 134 93 2 1 3229 z:443 3
'?o : \a 3 ) \:; ke ‘?O v ]‘ 2 3
ay \ 2 SN
9 5 h 2 B
1 8 8 7 2 9 7 4 4 2 4 08
55
11 2 1 1 9 1 3 6 6 9 6 Ol
~dly
<
. |
slial (Ko
© ¢
SO 551 ! ol
® 2Pl
Slojlw o cull
OleMbl 5,9l ol 150
lgioxe (63551 pwl P
Pyl oo OUS 18 5, Slos
S, 53]
& i (5 032551
Usodgs -
3 dww\.g‘g P
0 1 2 3 4 5 6 7 8 9 10 11 12

Ol 4 (93 9 Ol yude o 1 9o Jolgs (sanaiss 2 JSWG

g Al o (s Siuwly 5 Colin @ya8 (gl &S ol Jdis Jolgs ol ¢ Jol dtwd
i 4 Juaitoyé Uans Jalge ol g oo 4B g (Bpna Jliadgs Jalge clgie cos

Sl g o)) e



050 oo (3wl Jolds 4 bl o i b md g o5 ©lbli)l cyls ¢ Liun
45 35503 )58 s dianly Jolge epgd diwd 3 adl o 8 50 Gl g3l mal 5 (ol
ol 35 )3 5)l3)08 1 i )3 1) Colion 035 pieS g (Stanly )18 o 5L
g SIS 15 dnwd () 3 (yide (el 035 5 HUS IS 5 Slas by Sluoguas
pol imgh 50 il e ol (Sl g colir a8 gl aSuiiie e Jolgs s
O & g yd il g obyitie oo 3 eloinl sladils; 35 » Sse Jolse 5l Sz
yad gl as wi e i Joolss Jold dtwd fpeelon il S5 )18 jisy oyl yo
Jos i (65l Lw (sl j aile atwd ool fidl oo s (Siunly J 58 caln
Lol 1 (il gl along 53 ot 3, S0hos )3 slul S5 g i S5 g9 (sl 9 03,5
&« 5]yl cawlo» & Slojl (gl cubldy «eleMbl (g)5Ld (gla )l Jolge 405 WST

Wy 58 aed pl o € slainl (Kinyd olge» o € o pte Jolge»

S5 4 g o)
A bl wyies S jshaie 4 LS bl (sleinl ladils) cueal 4 4247 L
(012 (ylsan 5 T5bl) 8 2yl st 5 Jued (2018 ())lSen 5 5515) ol 5
o1l gasallys 5 g S5l (2013 (ol Kem 5 T0)) pliynde b 5o bl bl
ot s Jb 53 a8 (bl bl il p S8y elon] gladil, daulsy ol e
olaisl g 1S3 1 (2016 ilSan 57 gclian) aitn Laply e § Sy (G &
e S a2y bkl Sl w4 & elal gladil) Sl e pal g Sl
il |y g ide slayld, s ol o S5 o1 55 o) Slosd as ob)lik adn
5 HL5) Cujo (ol yslaie 4 aail) oyl jlesliul g (WS (st 9 Jelod 9 4325
sl 00 Ja ol ()90 4 LIk sl (2016 8 il g (ygiyeaY) iy 3 Slos
Rl g plyde Gl slel chdls) culdge Jolse Lol Bun | dllie
e gy Sl ool Ly Jelge ol glae (A1 Lailyy (ololid g (aiades o (g3
(O p o813 5l gl (Sianly g colan 0,08 ie pLolid eirad g (6 (513

1 Gao

2 Naylor

3 Rapp

4 Hamilton

5 Lamberton & Stephen



kaalas o 5l oladsis 5 pualie blitwl 4 odly Jdows 4350 51 o wCowl 0 plox]
48)S Ojgo Sla o 1 gy I 8L 038 g put5 g (e |y Jelge ol & A8 sy
herd ShaliEl g olyide ol s S U 5 pre s 11 sl 4 35e o) Sy,
ol oo EMoLsi (s psbiaiods coldl 5 0508 eloin] (elodibu, (elacalled alaulsy
5 Jelye o=l sl 8 gt )L (Slore by, Sl eslitul L g Jelge
e Jodno 5 e le @lblsyl o Sl oyl 5l odlitsl b .133,5 @l,) 5 mass s il o L,
Cudgine 5 (i (g2 (2l By OIS g 3980 (el Mopllss (B & Julgs
LSy sl 5 5y bico) 1L Aald s Sianed by, diile (gylol (ol
b eobasd Gl g plyidie iy Sge Joolse (gatadp jolitea 5 bk 5 (1395
J—lse o=l (MICMAC) (Sicaly (lje 9 395 @538 Julos 9 4525 (bl oslii
aS aad o ol bt WNad gahdded Hlittedss g diuly «Syore Jolge A bgs aw jd
Jelge? €S 31yl el & lojle (sl celilBr «leMbl (555l (sl Jalgs
sl g 25yl 51,8 (S yome) Jatas Jolge adgs 5> € elainl (Simy Jalger 9 €y
9 €S 0, Sloe? ails) Bloguasy Jold a5 atly Jolge Jolge 1 o2b5 30
05 lgioro o3 wh Jold oS lisredgs Jolge a0l i € g i sl 05D
5 Nt s &0 e o s Jalge 55 it €285 bl (sl g € ol

bl o i b a5 o5 ©lbls)l gl

o g 3 Sl
SO 3U solguiny

oy & s oo guine Il Gl Fliel SaLY s slanl slaails) o)l
Js » sl sledlo (b slanl glaaile; 2Lk cul oad aiej el )3 mablly yess
L sl ady Jb ) gl 5 03855, ok 42 03l 13 358 sy 9 Sl 0352 A,
buwg sloial slaails) 2Ll ol il 3531 Gl bW (oled o) e (i
23929 Lolil gasy cnl jeelcudbse sl b abaly )3 cun slagilly daglojls
Gl el ol gladil) l)lil Cadbge Jolse 51 bl lese (2T el ol
L sl piogi B led oo (69908 Gl Sl Gl &Y gamee (89,8 (ialjl g (b yie
5 bl 4 Ubg il g plyide i 3 eloia] (ladile) 3855 » oo Jolse olulid



oot cnl sl Billas g 0 plxl Jelse cpl lee (3D Laily) (ololid 5 canades
23,5 oo Bl pogad (ul 3 LS 18 3 )Sles dgu0 a2 slaoleiiny
e (2,)8 quoly 1l elatz] sladils; oy & dad o Lt Clids >
Sroged &5 wmd o (LS (K 8iyn Sliiod (b ol b il (ol 5 (pased
ol Sy s Sy bolod & ilie (ladlaie (glayljl )3 ol Sae L))
gl Coenl Cilise (bS8 5 (92 des g g9y 5 Jb > il S5
bl s b gl 5l conl (Sae Jolss g (gl pased e sla Shg o)l
X s Jslgs y ol Giagiy ali il autly ol s glalil (Sim
Olyide Gl Car cyenl (lopj Gk 13 9 S e belge 0y0j 1) (sloi]
CLol g Lagpl il (g 53 33,5 o0 ey I a3 oo (L3 (9,8 (ul38l
slaailw) )3 lpome a3l 5 1dg uizmen 5 (lbbe b b3l g Jolsd sla b,
S5 (S e (535 b (elainl g (San b Jolge a4 eloia]
diwo; IV dio; b slacSin )8 5 «yid dlold skl pue | Ol cose SY b
23,5 Jodow (st d0g5 SIS0 3B Ky laply (iso ] p e &S ol
I3 ekl slaal slaails; 5 Lisl LB slalgie 5 by (3)5 >
2 «lo» o3lg 5l oolatwl pizmen 9 1,333 o Kin,d )0 € po» ojlg b ol l8 ool
9 SGde0lisS laSin ) )3 (BMS S pas Cuga g 3958 S per Kb
S8l el Gsestly sbvSimyd )3 (63, Soe Sl 2 S o3 (pizeen
2 adb S obls)l slp shptelyp o piiie glaply ) Glebl pac G2l &
S8 oS alold b glo S 5 db 45 bl g 5V )8 alols |y glaygutS
sloply jlosliiul o JYL aiej b clocSind > (glansls slaply 5l odlizul 5
et 3 S GBS A dag S omb dej b lacSin 8 )3 St
iz blis o o)l clasl Ko yd clljll 4 as g (gilre bl
Gl jelate 4 il 3blie (K8 Sl L cuslite (Kin )b Cungn (n g
8L Lly ol 53 05l (slasleidey a5l Wl o i slaply (3500
S )le 4l f L )ls g S Slojls o 3 elazz] ladibs) oy pte
s 350 Slejluw Clial a4 Sliws clp 2.0 g clayljl g o aily 5 osliul
Al LacS b ol ojes cpiin sl gladils) cujpte (nlpli col



Jlse clign ;e ingi s 45 gSolan )l i b ) Sen
(olol (Kimyd Jale ol jan a9 0390 S e Jslos S (S b pae
ol Slial 3iod jglaie 4 1) (eloinl sladils) 35 Jele aib p Jolin;
L Juo ) 45 4gSilan am o S5 1y ol 4 gy8 taldl 5 oyt
28 e (A 095 (2l Cuenl oM Jole ol Cunl (asedie (g s
5 Slotzl wlus) dy e (claispl sl 1l ol | qantio Jolse jlo Cudbo
L uolite Glojls (sl Cogil § o1yl cunls sbl (pizzen 5 SLL)|
mealie 4o colie L coul p3¥ AT )l jg5al Jooxio (gjlone (sl Lol
ang L Lyl ivs 10 (o g cowl ool 3 Jodo 13 a8 Jule oyl oy LSiss
9 & jlwdiailys 4 (gi9,0l slaylojluw (wly o dianld olpae Gl 4 gas
5 silome slolidd o i 5 Joolo Ly ceslito e (slavc)lae ool
355w S 53l ol Cagll (ogas )3 ol & (elezal slaails,

Jelos LS g (eloinl sladile) 3395 pslate 4 CleMbl (6)5ls sla)ll i
Sl p3Y aiej a8 Suplil el 5 Slojlo sl femen )50
Sl 1y lgme 5 L)l o slaial (saailsy sbos3l il 3850 sl 9 (95
Vo565 p )3l doy ogas ol ) sl Casal Bl o S o walyd ol
s > SLeMbl (glS0als  Jlo (sl ST s S Sl (300l o 5
bwl g Gl calia g plolid slacsyglid 5 luidy Slapius (sl sl
o=l SIS 133 Jga memlie )3 0 e Silojlo SoCullB dnug
el Dol b Jolse cpl (gilwaniles 1o Copie slagdiaily sbiwly 3 Jolse
laaib; cul 3295 ca )3 |y osllas (oIl Sl Glage (lojls )> S5yl
djlo oo ol 3

L slel glaailo) lap,ady plosl o al sloal sbaails, glag)liSale po
=) losal sladil, o5y (Lacubl sbol gy 8 b I3 (lapiune
claal, ) (gyie Mol | odelccumda cleMbl 4 iiSly g oS 5 ol
e S ol (0L5) Cojo dawgi )3 (2l iy S 8 508 (o
s (Sl (Jlo ogllas 3,8 5 55 )13k

HLS 0,500 Syme Jolse  slidlon dloul sliwly o oo pie sl oW olos
L cowlizo g ogdhae eloinl ailuy bl b2 JS )5 bles jlisedgs: Jolge



sl 55le (5L L wlgi e ol slacalil 5 lojles slacsilyil 5 Slal
Ob el 3 elerl diluy Bdg 4GS 5 Slas (giludige Car ogllas
DP9 9 (o8 SO, ks drwgi Blgiee b cnl 3 .93)5 ote (09,8 Al
l_g J_Al:.: JL>3| 9 ul’)“—““‘ )’Lﬁj l_: wLwo 619:7“ djl)] 9 JJy 9 OL‘S)K (>
Sibwoslie 5 slonl by )3 (U Sl 26 5l Jols 2Lk slags e
Slacal a8 el o pilie cloan! cladilo, 5l )ls o ;0 ES 1o 3dg >
o=l = hyosd sla ol g aiS Sl clan! ke, jl salaiwl calises
d‘)—? (§ yin L;Law}.:i?‘ J“"'?"u“’ Lmuf).w 9y alads Ob;c A LB drwg) u,ol.w‘
Gl sln 1y oY @le Sgo pobo a9 WS oy ]y (sloia] slaail) 5l oolil
sla LS)"‘)‘—“" dl)_?J ‘nl_ii.a: P b (—Tred LQJ .\.,).5 )lf ey Uao)'.,.i?‘ u.;l b
Slaailu, Inj aole Josi plyide Gl (KsSe 990 )0 €8> 4355 2L)liL
48l anles Fge <8 lie wlie (Giludz LSy dwgy 53 Sloj kS (sl
L Jolss caims a5l Lol 5y50 p3 SleMbl ¢ ansl axsly Jobss sl b b e
AL ol sloin] gba dluy > (g b <8 ki 3raui (slize 4 T & (g e
4 A_:'y‘_,’.p (8 yuin S Hlie ! ul.:\‘).AM L, Ken 9 Y e d)ﬁfﬁl{ &lizo &
4 (L pimtio GBI (B3 Mie) editana o g (105 Jlto lsis 4) paitns oo
Cpa O o g S lee i Sl slolid jolaie yuod & A8 SaS ¢Sy
GBlaal 3 gbuoly ) 8w b Jld g oijle Jolad (gomw 4 Lo pSl cpl bas
018 el lojl (sla B ooled ogllae aom lgie & ol g b g bt
ol Glojlo gl o Csllas zols

S slslenin

Slllae (o yme y> Jolgs e Lailgy g imghs ol 53 oasasl) (oSl ol atals >

iladie loogd b (ilog b ialojl oy sooyealy gl 53 (o8

LSSl o 5 s 515 U5 15,5 58 ol Slsl w5 g gpkslo < ¥oles
2,5 bas by KW Shse (gloosld

g Olads a8l i ) do ilises slaglojl ) iagh ol @l Bilas (poyp >

sbglejle 4 SV gz oxmddl] glaglejls 42 9 2l b yide 4 SYgaxe



Sl Gl oml L g 00,8 S @l (Glecaslie 4 Wl S0
Al o 53 ge s8I (Sl 4 5 o3l I8 sie sla Lol

wegmad y3 3y Sles (0I5 Glaadls g Cubge Sl Jelse olulid g )y P
g Laylojlw sla oW cuddge (slilaly Sl o Gingh cpl 43 odd &l foloe
slaalo, i > LT gy Gl g (byite Clo ) dilisee e b
20,5 sloisl

,j&sj@ SBC9d guw

St YsSul IS5 5 sl cmizls B g SleMb] sloolSyly > sl adllas
ol (e 1 e 03,8 ool 45 5 5 51 oo sl o3 csloasly sl ca
Oromen S8l S 15 (650 Jelge 4 Fggiie 03l (slaolil 53 yide (slagoriue plosl
sl 033, Jols yorze slmolSaly 15 ol cygene b St s 3 LIIE laools oy
B2B (lalojle s (SuSE ol Lings bl 4l sgame |y ol golis bl e &S
Ol s plyde i o slenl laals) 355 5 Sge belgs jogas pB2C 4
23,55 i)l llae phlaicalo | pan ggw il Cul (Sae a5 Canl 023,55 BB 39,8

Sl Pwlew

S )l ol plodl (o asligaio 5 03gad €8 5 pols gl 0 &S S8 g laass
Siled (10508 5 Sl dilesens Wilodges

&b

3,18 (1392) aabolé conljLis poMé faen ¢ coblas £ imo ls 5958 € yrol o ¢ LSls 59,4
el 3505y L o 05,5555 s (ISM) (g 5 53l (iS5
A29-159 (3) 2 (o)Kii3 )5 dawyi g (s doliyy ailolis

3,9, L Lri"‘?)"g‘ )8 gdrwg e 1) (1395) 0350 cOL{MI HETRPC SRR IC PV}
19-39 (1) 11 «(,K50,5 o pto leloo . g pmis — (5 i3l (g5l St



References

Agnihotri, R., Kothandaraman, P., Kashyap, R., & Singh, R. (2012). Bringing
“social” into sales: The impact of salespeople’s social media use on service
behaviors and value creation. Journal of Personal Selling & Sales
Management, 32(3), 333-348.

Ainin, S., Parveen, F., Moghavvemi, S., Jaafar, N. ., & Shuib, N. L. M. (2015).
Factors influencing the use of social media by SMEs and its performance
outcomes. Industrial Management & Data Systems.

Andersson, S., & Wikstrom, N. (2017). Why and how are social media used in a
B2B context, and which stakeholders are involved? Journal of Business &
Industrial Marketing.

Andzulis, J. M., Panagopoulos, N. G., & Rapp, A. (2012). A review of social media
and implications for the sales process. Journal of personal selling & sales
management, 32(3), 305-316.

Aydin, G., Uray, N., & Silahtaroglu, G. (2021). How to Engage Consumers through
Effective Social Media Use—Guidelines for Consumer Goods Companies
from an Emerging Market. Journal of theoretical and applied electronic
commerce research, 16(4), 768-790.

Baird, C. H., & Parasnis, G. (2011). From social media to social customer
relationship management. Strategy & leadership.

Barreto, A. M. (2014). The word-of-mouth phenomenon in the social media
era. International Journal of Market Research, 56(5), 631-654.

Bermidez-Tamayo, C., Alba-Ruiz, R., Jiménez-Pernett, J., Garcia Gutiérrez, J. F.,
Traver-Salcedo, V., & Yubraham-Sénchez, D. (2013). Use of social media by
Spanish hospitals: Perceptions, difficulties, and success factors. Telemedicine
and e-Health, 19(2), 137-145.

Bernard, M. (2016). The impact of social media on the B2B CMO. Journal of
Business & Industrial Marketing.

Blankenship, M. (2011). How social media can and should impact higher
education. Education Digest, 76(7), 39-42.

Bolafios, R., Fontela, E., Nenclares, A., & Pastor, P. (2005). Using interpretive
structural modelling in strategic decision- making groups. Management
Decision.

Campbell, S. R., Anitsal, I., & Anitsal, M. M. (2013). Social media key success
factors: an analysis of customer reactions. Business Studies Journal, 5(1).

Carson, J. (2017). What is social media and how did it grow so quickly. The
Telegraph.

Chaffey, D. (2016). Global social media research summary 2016. Smart Insights:
Social Media Marketing.

Chaffey, D. (2020, August). Global social media research summary August 2020.
In Proc. Smart Insights.

Chivandi, A., Samuel, M. O., & Muchie, M. (2020). Social Media, Consumer
Behavior, and Service Marketing. Consumer Behavior and Marketing, 25.



Cuevas, L., Lyu, J., & Lim, H. (2021). Flow matters:; antecedents and outcomes of
flow experience in social search on Instagram. Journal of Research in
Interactive Marketing.

Dolega, L., Rowe, F., & Branagan, E. (2021). Going digital? The impact of social
media marketing on retail website traffic, orders and sales. Journal of
Retailing and Consumer Services, 60, 102501.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J.,
.. & Wang, Y. (2021). Setting the future of digital and social media
marketing research: Perspectives and research propositions. International
Journal of Information Management, 59, 102168.

Firouzjaian, Ali Asghar; Firouzjaian, Mojtabi; Hashemi, Hamid; Gholamrezazadeh,
Fatemeh. (2013). The application of Interpretive Structural Modeling (ISM)
technique in tourism studies: an analysis with a pathological approach.
Tourism Planning and Development Quarterly, 2(3), 159-129. (In Persian)

Fraccastoro, S., Gabrielsson, M., & Pullins, E. B. (2021). The integrated use of
social media, digital, and traditional communication tools in the B2B sales
process of international SMEs. International Business Review, 30(4), 101776.

Gao, H., Tate, M., Zhang, H., Chen, S., & Liang, B. (2018). Social media ties
strategy in international branding: An application of resource-based
theory. Journal of International Marketing, 26(3), 45-69.

Granitzer, G., & Tochtermann, K. (2009). Web 2.0 in Unternehmen-Eine
Fallstudien-Analyse. In WM2009: 5th conference on professional knowledge
management. Gesellschaft flr Informatik eV.

Guesalaga, R. (2016). The use of social media in sales: Individual and
organizational antecedents, and the role of customer engagement in social
media. Industrial Marketing Management, 54, 71-79.

Guo, J., Liu, Z., & Liu, Y. (2016). Key success factors for the launch of government
social media platform: ldentifying the formation mechanism of continuance
intention. Computers in Human Behavior, 55, 750-763.

Guping, C., Cherian, J., Sial, M. S., Mentel, G., Wan, P., Alvarez-Otero, S., &
Saleem, U. (2021). The relationship between csr communication on social
media, purchase intention, and e-wom in the banking sector of an emerging
economy. Journal of Theoretical and Applied Electronic Commerce
Research, 16(4), 1025-1041.

Hamilton, M., Kaltcheva, V. D., & Rohm, A. J. (2016). Social media and value
creation: the role of interaction satisfaction and interaction
immersion. Journal of Interactive Marketing, 36, 121-133.

Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: The power
of the social media ecosystem. Business horizons, 54(3), 265-273.

Heckadon, D. (2010). Critical success factors for creating and implementing
effective social media marketing campaigns. Available at SSRN 1734586.

Jami Pour, M., Hosseinzadeh, M. and Amoozad Mahdiraji, H. (2021), "Exploring
and evaluating success factors of social media marketing strategy: a multi-
dimensional-multi-criteria framework", Foresight, 23(6), 655-678.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges
and opportunities of social media. Business horizons, 53(1), 59-68.


https://www.emerald.com/insight/search?q=Mona%20Jami%20Pour
https://www.emerald.com/insight/search?q=Mahnaz%20Hosseinzadeh
https://www.emerald.com/insight/search?q=Hannan%20Amoozad%20Mahdiraji
https://www.emerald.com/insight/publication/issn/1463-6689

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social
media? Get serious! Understanding the functional building blocks of social
media. Business horizons, 54(3), 241-251.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer
equity? An empirical study of luxury fashion brand. Journal of Business
research, 65(10), 1480-1486.

Koch, M. (2008). Enterprise 2.0... Social Software in Unternehmen. White Paper,
Universitat der Bundeswehr Miinchen, Publisher, 1-4.

Lamberton, C., & Stephen, A. T. (2016). A thematic exploration of digital, social
media, and mobile marketing: Research evolution from 2000 to 2015 and an
agenda for future inquiry. Journal of Marketing, 80(6), 146-172.

Larson, K., & Watson, R. (2011). The value of social media: toward measuring
social media strategies.

Lee, C. S., Watson-Manheim, M. B., Chudoba, K. M., & Lee, C. H. (2013). Use of
social media in the workplace.

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy:
definition,  conceptualization, taxonomy, validation, and future
agenda. Journal of the Academy of Marketing Science, 49(1), 51-70.

Li, Z. (2016). The critical success factors of social media marketing contents in
China. University of London.

Lin, H. C., Swarna, H., & Bruning, P. F. (2017). Taking a global view on brand post
popularity: Six social media brand post practices for global markets. Business
Horizons, 60(5), 621-633.

Lindsey-Mullikin, J., & Borin, N. (2017). Why strategy is key for successful social
media sales. Business Horizons, 60(4), 473-482.

Marshall, G. W., Moncrief, W. C., Rudd, J. M., & Lee, N. (2012). Revolution in
sales: The impact of social media and related technology on the selling
environment. Journal of Personal Selling & Sales Management, 32(3), 349-
363.

Mauroner, O., & Fauck, D. (2014). Social Media in Science Marketing-Framework,
Instruments, and Strategies. Cases from German Research Institutes. Open
Journal of Business and Management, 2014.

Mohammadian, M., & Mohammadreza, M. (2012). Identify the success factors of
social media (marketing perspective). International Business and
Management, 4(2), 58-66.

Mousavi, S., & Demirkan, H. (2013, January). The key to social media
implementation: Bridging customer relationship management to social media.
In 2013 46th Hawaii International Conference on System Sciences (pp. 718-
727). IEEE.

Murire, O., & Cilliers, L. (2019). Critical Success Factors to Improve the Adoption
of social media in Teaching and Learning: A Case Study at a Traditional
University. International Journal of Interactive Mobile Technologies
(13IM), 13(3).

Naylor, R. W., Lamberton, C. P., & West, P. M. (2012). Beyond the “like” button:
The impact of mere virtual presence on brand evaluations and purchase
intentions in social media settings. Journal of Marketing, 76(6), 105-120.



Neti, M.S., 2011. Social media and its role IN marketing. Int. J. Enterprise Comput.
Bus. Syst. 1 (2), 16.

Nieto, J., Hernadndez-Maestro, R. M., & Mufioz-Gallego, P. A. (2014). Marketing
decisions, customer reviews, and business performance: The use of the
Toprural website by Spanish rural lodging establishments. Tourism
Management, 45, 115-123.

Oncioiu, I., Capusneanu, S., Topor, D. 1., Tamasg, A. S., Solomon, A. G., & Danescu,
T. (2021). Fundamental Power of Social Media Interactions for Building a
Brand and Customer Relations. Journal of Theoretical and Applied
Electronic Commerce Research, 16(5), 1702-1717.

Orji, 1. J., Kusi-Sarpong, S., & Gupta, H. (2020). The critical success factors of
using social media for supply chain social sustainability in the freight
logistics industry. International Journal of Production Research, 58(5),
1522-1539.

Pour, M. J., Hosseinzadeh, M., & Mahdiraji, H. A. (2021). Exploring and evaluating
success factors of social media marketing strategy: a multi-dimensional-
multi-criteria framework. foresight. Kietzmann, J. H., Hermkens, K.,
McCarthy, 1. P., & Silvestre, B. S. (2011). Social media? Get serious!
Understanding the functional building blocks of social media. Business
horizons, 54(3), 241-251.

Rapp, A., Beitelspacher, L. S., Grewal, D., & Hughes, D. E. (2013). Understanding
social media effects across seller, retailer, and consumer interactions. Journal
of the Academy of Marketing Science, 41(5), 547-566.

Rodrigues, G. P., Takahashi, A. R. W., & Prado, P. H. M. H. (2021). The use of
social media in the B2B sales process: a meta synthesis. RAUSP Management
Journal, 56, 9-23.

Rodriguez, M., Ajjan, H., & Peterson, R. M. (2016). Social media in large sales
forces: An empirical study of the impact of sales process capability and
relationship performance. Journal of Marketing Theory and Practice, 24,
365-379.

Saprikis, V., & Avlogiaris, G. (2021). Factors That Determine the Adoption
Intention of Direct Mobile Purchases through Social Media
Apps. Information, 12(11), 449.

Singh, A. (2021). Impact of social media on Consumer Behaviour. Turkish Journal
of Computer and Mathematics Education (TURCOMAT), 12(5), 1216-1225.

Sivarajah, U., Irani, Z., Gupta, S., & Mahroof, K. (2020). Role of big data and social
media analytics for business-to-business sustainability: A participatory web
context. Industrial Marketing Management, 86, 163-179.

Smith, K. (2016). Marketing: 96 Amazing social media statistics and facts for
2016. Retrived from https://www. brandwatch. com/2016/03/96-amazing-
social-media-statistics-and-facts-for-2016.

Sondhi, M. (2021). Social media influencers and consumer purchase decision with
special reference to beauty and wellness products: a study of millennials in
Pune. International Journal of Modern Agriculture, 10(2), 153-161.


http://refhub.elsevier.com/S0969-6989(21)00067-9/sref34
http://refhub.elsevier.com/S0969-6989(21)00067-9/sref34
http://refhub.elsevier.com/S0969-6989(21)00067-9/sref34

Stocker, A., & Tochtermann, K. (2011). Wissenstransfer mit Wikis und Weblogs:
Fallstudien zum erfolgreichen Einsatz von Web 2.0 in Unternehmen.
Springer-Verlag.

Taqvi Fard, Mohammad Tagqi; Asadian, Faezeh. (2016). Presenting the development
model of e-tourism with a structural-interpretive modeling approach. Tourism
Management Studies, 11(1), 19-39. (In Persian)

Tseng, M. L. (2017). Using social media and qualitative and quantitative
information scales to benchmark corporate sustainability. Journal of Cleaner
Production, 142, 727-738.

Venkatesh, A. B., & Suresh, M. (2016, December). Factors influencing Indian
tourism promotion in social media. In 2016 IEEE international conference on
computational intelligence and computing research (ICCIC) (pp. 1-5). IEEE.

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social media
influencer marketing: A systematic review, integrative framework and future
research agenda. International Journal of Consumer Studies, 45(4), 617-644.

Yost, E., Zhang, T., & Qi, R. (2021). The power of engagement: Understanding
active social media engagement and the impact on sales in the hospitality
industry. Journal of Hospitality and Tourism Management, 46, 83-95.

Zeiller, M., & Schauer, B. (2011, September). Adoption, motivation and success
factors of social media for team collaboration in SMEs. In Proceedings of the
11th international conference on Knowledge Management and Knowledge
Technologies (pp. 1-8).

Zhang, Y., Trusov, M., Stephen, A. T., & Jamal, Z. (2017). Online shopping and
social media: friends or foes? Journal of Marketing, 81(6), 24-41.

Zoltners, A. A., Sinha, P., Sahay, D., Shastri, A., & Lorimer, S. E. (2021). Practical
insights for sales force digitalization success. Journal of Personal Selling &
Sales Management, 41(2), 87-102.



