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ABSTRACT

Digitized social media marketing, or SMM, is changing how firms, especially those in
the business-to-business (B2B) space, sell themselves. While B2B organizations are
increasingly embracing SMM as a revolutionary tool, there is a notable absence of a

comprehensive approach to establish an effective marketing management framework.

The study tries to contribute by comprehending the concept and usage of SMM in
B2Bs to overcome the handicaps existing in B2Bs regarding SMM and its coverage.
The study builds on the SMM dimension in B2B firms, offering insights into critical
touchpoints for integrating SMM strategy in B2B organizations through a

comprehensive framework.

Drawing from a Systematic Literature Review, employing content analysis and theme
visualization, and conducting a thorough examination of the roles played by
marketing management actors in B2B firms utilizing SMM, this study establishes a
foundational marketing strategy framework. The study identifies five core themes -
"Social Media Adoption and Selection," "Accelerators and Inhibitors," "Strategy and
Execution," "Change Management," "Internal User Adoption," "KPIs and

“Measurement".

The research proposes a framework using the M-TISM model and examines how
brands' active social media presence affects their ability to maintain a sustainable
competitive advantage. Structural Equation Modeling is also used to illustrate and

analyze the aspects influencing the businesses' active social media presence.

Keywords: B2B, SLR, Social Media Marketing, SMM, Social Selling
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fBTersss |rerer AfSAr AR (SMM) cgaaml, [y &7 ¥ fae=d-¢-fae=d (B2B) &7 #
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