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A B S T R A C T

This paper examines the use of social media by business-to-business (B2B) salespeople to assist in their job
functions. The authors propose that a salesperson's attitude toward social media usefulness, as well as a sales-
person's learning orientation, will influence how much a salesperson uses social media to assist in day-to-day job
tasks. Additionally, the impact that the use of social media has on collecting knowledge about competitors,
adapting to customers, and sales performance is considered. Accordingly, a broad literature review is provided to
introduce extant theory contributing to the proposed model. The practical uses of social media by salespeople
will be described, and then the theoretical foundation is built, encompassing social media use, goal orientations,
and adaptive selling theory. Results of an empirical model are provided, followed by a discussion of theoretical
and managerial implications.

1. Introduction

In the world of business-to-business (B2B) sales, “social selling” is a
relatively new idea but an ever-growing opportunity. Social selling is
referred to by Agnihotri, Kothandaraman, Kashyap, and Singh (2012) as
a professional selling practice that is “predicated on the strength of
social media allies within a social enterprise” (p. 341) and by Trainor
(2012) as a capability “to use knowledge about customers and the
network of customer relationships to effectively navigate the firm's
sales cycle” (p. 324). Social media is associated with different tech-
nologies able to provide users with services such as networking, online
search, and analytics (O'Reilly & Battelle, 2009). In this paper, we
identify the role of social media in B2B sales and examine its impact in
the selling process.

For marketers, social media is a promising marketing tool that may
complement customer relationship management (CRM) processes and
can be used to target specific segments of customers (Heller
Baird & Parasnis, 2011). In fact, a 2015 trade study by PeopleLinx found
that 73% of the 277 respondents, all of whom were B2B sales and ac-
count management professionals, considered social selling to be “va-
luable.” Increasingly, managers are adding social media as a new ele-
ment to the traditional promotion mix tools (Mangold & Faulds, 2009).

Social media can be technically defined as “a group of Internet-based
applications that build on the ideological and technological foundations
of Web 2.0, and that allow the creation and exchange of User Generated
Content” (Kaplan &Haenlein, 2010, p. 61). Social media includes social
and professional networking sites, social blogs, micro-blogging, pod-
casts and wikis (e.g., LinkedIn, Twitter, MySpace, Facebook, and Flickr)
(Avlonitis & Panagopoulos, 2010). From a marketing and sales research
perspective, social media is defined as “the technological component of
the communication, transaction and relationship building functions of a
business which leverages the network of customers and prospects to
promote value co-creation” (Andzulis, Panagopoulos, & Rapp, 2012, p.
308).

In the industrial selling context, buyers are using social media for
their purchases as they compare products, research the market, and
build relationships with salespeople. Salespeople can use social media
in all steps of the selling process, from prospecting to follow-up
(Andzulis et al., 2012). Social media channels such as Twitter may be
used to prospect or find opportunities, while LinkedIn may assist in
identifying names of true decision makers and buyers within an orga-
nization. The immediacy and availability of social networks foster re-
lationships that may otherwise be slow to connect, as new contacts are
easier to make and participation in industry-specific groups on social
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networks reduces the amount of screening that takes place in the for-
mation of more traditional relationships (Quinton &Wilson, 2016).
Overall, buyer-seller relationships can be enriched with the two-way
communication mode provided by social media.

However, even though salespeople agree that social media is valu-
able (PeopleLinx, 2015) and there is support for using social media
throughout the selling process (Andzulis et al., 2012), a recent study
finds that selling organizations are slower to adopt social media than
expected (Moncrief, Marshall, & Rudd, 2015). Rather than at an orga-
nizational level, social media use in B2B sales is becoming popular at
the salesperson level as an individual initiative. It is important to note
that, while salespeople may have a private account for their own per-
sonal use on social media platforms, the current research focuses on
salespeople connecting through social media in a professional context.
At this level, use of social media is aimed “to generate content (e.g.,
blogs, microblogs, wikis) and develop networks (e.g., social networks,
online communities)” (Agnihotri et al., 2012, p. 334) for greater in-
teraction with customers and prospects.

The growing acceptance of social media among the sales force has been
credited to its potential usefulness for developing and sustaining networks
within and outside organizations (Agnihotri, Dingus, Hu, &Krush, 2016;
Marshall, Moncrief, Rudd, & Lee, 2012; Rapp, Beitelspacher,
Grewal, &Hughes, 2013; Rodriguez, Peterson, &Krishnan, 2012). Ad-
ditionally, social media helps salespeople to prospect across cultures and on
an international level (Quinton&Wilson, 2016). For example, salespeople
wanting to build their professional network online within the United States
(U.S.) will likely utilize LinkedIn, while Viadeo is used to attract profes-
sionals in France (Lacoste, 2016). Social media creates a more globally-
available environment to increase potential leads, availability for con-
versations, and transfer of information to a broader audience.

An interesting gap in the academic literature on this topic exists, as
there is limited research associated with the influence of social media
on sales force practice (Marshall et al., 2012). The increased use of
social media for business emphasizes the importance of developing a
better understanding of users and their attitudes toward it
(Gangadharbatla, 2008). But, majority of the studies examining sales-
people's use of social media are conceptual (Agnihotri et al., 2012;
Andzulis et al., 2012; Marshall et al., 2012; Trainor, 2012). Very limited
are empirical papers (please refer to Table 1) that test antecedents and
outcomes of B2B salespeople using social media, but this line of enquiry
is limited in scope as its setting is almost entirely on U.S.-based sales
forces (e.g., Rapp et al., 2013; Rodriguez et al., 2012). To fill these
research gaps, we pursue an empirical inquiry involving social media
use in B2B sales and set our study in the non-western context of India,
which is one of the fastest-growing economies.

2. Identification of research question

While great opportunity exists for using social media, functions of
social media platforms are what dictate their value and whether they
acquire information (Singaraju, Nguyen, Niininen, & Sullivan-Mort,
2016) or share information to achieve communication goals such as
raising brand awareness (Wang, Hsiao, et al., 2016). Social media
networks extend the influence of salespeople and provide them with
opportunities to enhance their behaviors and, in turn, their perfor-
mance, as well as the opportunity to connect with customers on a new
level. Additionally, social media provides an opportunity for a unique
type of communication, as social listening may help salespeople see
what is being said about their own brand and competitors. One of the
main advantages of social media is the low cost associated with its use
compared to that associated with other sales technologies deployed.

Few studies are found to empirically test the role of social media
and its effects on the behaviors of salespeople, sales outcomes, and the
general selling process (Andzulis et al., 2012), especially in the B2B
environment (Michaelidou, Siamagka, & Christodoulides, 2011; Rapp
et al., 2013; Rodriguez et al., 2012; Swani, Brown, &Milne, 2014). This

is alarming, as sales executives foresee the potential of social media in
facilitating and influencing salespeople's behaviors, competence, and
success in today's technology-enabled marketplace (see Appendix A1).
At the same time, academia (e.g., Agnihotri et al., 2012) and industry
(see Appendix A) agree on the fact that social media use has been
limited at the salesperson level due to the lack of organization-wide
social media strategies. Researchers have been slow in pursuing em-
pirical academic research on social media in the B2B context and, thus,
they offer little guidance to managers (Wiersema, 2013).

This study examines the role of social media and its effects on the
selling process in a B2B setting. Table 1 identifies the academic litera-
ture on social media that forms this paper's foundation. Theoretical
advances provide valuable direction and guidance for organizations and
managers integrating social media into their communications. Ad-
ditionally, an overview of empirical work in the area is provided, de-
scribing each study as well as its respective sample and context.

Literature in the sales technology domain aids in exploring and defining
antecedents and outcomes of salespeople's social media use in the B2B
context. Additional factors include the quick speeds of social media inter-
actions and the ability for senders to receive confirmation that messages
have been read (Wang, Pauleen, & Zhang, 2016). The use of social media
has been discussed in the context of the learning process of salespeople
(Rollins et al., 2014), and previous literature suggests that the learning style
of an individual is highly associated with social media adaption by the in-
dividual (Baird&Fisher, 2005; Dabbagh&Kitsantas, 2012). This is espe-
cially relevant within the context of using new technology platforms be-
cause learning goal orientated individuals “enjoy the challenge of learning
new features of the technology and develop self confidence in using the
technology” (Mun&Hwang, 2003, p. 437). Therefore, understanding the
role that a salesperson's learning goal orientation plays in a social media
context will be of significance to both theory and practice.

This study also examines outcomes of social media use. Andzulis
et al. (2012) and Moncrief et al. (2015) suggest that salespeople can use
social media to support different steps in the selling process. Social
media can increase the amount of information about competitors and
customers that can be collected, which in turn can be used by sales-
people to adapt their behaviors to suit different selling situations they
may encounter. Social media provides salespeople with new approaches
to reach potential customers (Inks, Schetzle, & Avila, 2011; Moore et al.,
2015). Salespeople were found to deploy social media to support the
different responsibilities they are required to complete in the selling
process, from prospecting and handling objections to closing and fol-
lowing up (Moore et al., 2015). Accordingly, the proposed framework
also includes the effects of social media use on competitive intelligence
collection, adaptive selling behavior and performance of salespeople.

Now that social media's presence in B2B sales has been introduced and
the current study's research goals have been identified, a conceptual model
will be formed. For this, we build upon the Theory of Reasoned Action
(Ajzen&Fishbein, 1975) to relate antecedents and consequences to a
salesperson's social media use. TRA has been used as a basis for other
models such as the Technology Acceptance Model in general (Davis,
Bagozzi, &Warshaw, 1989), and sales technology and social media adaption
in particular (Hsu&Lin, 2008). Seven hypotheses are developed in a model
based on academic research in marketing. Fig. 1 shows the conceptual
model with all hypotheses. Results of the study are provided, and both
theoretical and practical implications are discussed.

1 To get a better understanding of the social media landscape within a B2B sales
context, we conducted a minor data collection of a qualitative nature. Aligning with the
relevant literature (e.g., Jackson & Trochim, 2002), a survey instrument involving three
open-ended questions was utilized. The questions (e.g., What do you think the current
state of “Social Media in B2B Sales” in your organization's salesforce is?) assessed the
current state of social media, associated challenges, opportunities and research needs.
Utilizing the snowball sampling technique, six national/regional-level sales executives
operating in the B2B area in India completed our survey. All the respondents were male
and reported an average age of 46.5 (range from 37 to 51) years old. Please refer to
Appendix A for more details.
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3. Theoretical lens and model development

The attitude-behavior relationship is well established in the litera-
ture. Ngai, Tao, and Moon (2015) recently developed a causal-chain
framework for social media research based on different theories such as
Theory of Reasoned Action (TRA) and Theory of Planned Behavior
(TPB), among others. In this framework, the attitude-behavior re-
lationship is proposed in the context of social media as per TRA. Atti-
tude is included in TRA (Ajzen & Fishbein, 1975) as a focal construct
that can affect performing the related behaviors. TPB, which is an ex-
tension of TRA, includes behavioral controls that moderate the influ-
ence of attitudes on behavior (Ajzen, 1985).

In line with social psychology literature, attitude is the relative
enduring evaluation of a certain object or behavior held by individuals
(Eagly & Chaiken, 1993). This evaluation includes beliefs about and
feelings toward a given entity, object or behavior (Breckler, 1984).
According to theory, individuals with favorable attitudes toward a
given entity, object, or behavior are likely to behave in certain ways
toward it. In other words, individuals act toward an entity or object in a
particular way, behaving according to the specific attitude they have
toward such the entity or behavior.

Both TRA and TPB are employed by empirical studies within the
social media research stream (e.g., Casaló, Flavián, & Guinalíu, 2010;
Chang & Zhu, 2011; Hau & Kim, 2011; Hsu & Lin, 2008). The specific
reason the proposed model is built upon TRA is that, in the current
context, salespeople's use of social media is considered as a volitional
behavior. Our consideration is based upon the sales literature, which
underscores the absence of social media strategy and controls at the
firm level (Gupta, Armstrong, & Clayton, 2011) and highlights the
salesperson's voluntary participation in social media activities
(Agnihotri et al., 2012).

Moreover, additional support to the possible relationship between
attitude toward social media and social media use is found within the
information processing model of media use and social information
processing theory. Based on social information processing theory
(Salancik & Pfeffer, 1978), which proposes that attitudes affect behavior
at work, Fulk, Steinfield, Schmitz, and Power (1987) developed the
information processing model of media use. According to this model,
the use of certain media tools (e.g., social media) is affected by users'
attitudes toward its usefulness. Individuals with strong attitudes toward
the use of a certain information technology vehicle (e.g., social media)
are more likely to accept it enthusiastically (Bhattacherjee & Sanford,
2009). In our study, we argue that each salesperson is likely to form a
particular attitude toward the use of social media at work. This attitude
will, in turn, affect his or her actual use of social media. To examine this
argument, we propose a positive attitude-behavior relationship. The
testing of this relationship is important because researchers and prac-
titioners must enhance the awareness of social media use and the users'
attitudes with the increased use of social media in business
(Gangadharbatla, 2008) and B2B sales.

We incorporate salesperson learning orientation (Sujan,
Weitz, & Kumar, 1994) as an influencer as well as a moderator to the
link between attitude toward social media usefulness and the actual use
of social media technology. This approach is aligned with the sales
technology and social media literature, which posits that system char-
acteristics can be influenced by different variables such as salesperson
characteristics, social influences and organizational characteristics
(e.g., Ngai et al., 2015). Specifically, we propose that the learning goal
orientation of a salesperson will affect the attitude of that salesperson
toward social media use. We contend that learning goal oriented
salespeople are more likely to view social media as useful on the job,
because they would view social media as a technology tool that pro-
vides them with unique learning opportunities, and they would enjoy
taking on challenges and discovering new pathways to improve their
performance of job tasks.
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3.1. Learning goal orientation

Learning goal oriented salespeople have a specific need for learning
(Harris, Mowen, & Brown, 2005). Individuals with a learning goal or-
ientation are interested in learning for the benefits and welfare asso-
ciated with learning itself (Payne, Youngcourt, & Beaubien, 2007). They
focus on developing their abilities and skills to increase their compe-
tencies (Colquitt & Simmering, 1998). Learning goal oriented people are
open to accept changes at the personal as well as at the organizational
level (Bettencourt, 2004). In the past, researchers have applied learning
goal orientation in predicting the utilization of new technologies at the
individual (Mun &Hwang, 2003) and the firm level (Schilling, 2002).
Considering social media a “new tool” where its impact on performance
is still in its infancy, the focus of this study is on learning orientation.

The literature indicates that learning orientated individuals are at-
tracted by challenges because of the learning opportunities these
challenges can convey (Ames & Archer, 1988; Dweck & Leggett, 1988).
For that, learning oriented salespeople are committed to learning as
their primary goal and use a lasting momentum to achieve it, and have
the desire to excel at their job's tasks and to enjoy the discovery process,
which amplifies their effort toward satisfying customers' needs (Harris
et al., 2005). Furthermore, having a learning goal orientation helps
salespeople to better adapt to new work environments during times of
organizational change (Chonko, Jones, Roberts, & Dubinsky, 2002).

Learning oriented salespeople are likely to perceive social media as
a valuable tool that can support them at work and enhance their job
performance. A primary focus of individuals with high learning or-
ientation is on the process of attaining new abilities and skills (Seijts,
Latham, Tasa, & Latham, 2004) and viewing abilities as incremental
skills that can be continuously enhanced by gaining knowledge and
achieving competencies (Wood & Bandura, 1989). The willingness and
capability to learn are shown in the tendency they have to acquire skills
and abilities over time (Zweig &Webster, 2004). Learning oriented
salespeople enjoy the process of learning and try to apply what they
learn at work (Harris et al., 2005; Sujan et al., 1994). They also seek
new methods and strategies to control the different situations they
encounter (Chai, Zhao, & Babin, 2012) and value personal growth, learn
how to sell more effectively, enjoy challenging conditions, and view
innovative learning tools as important for success in their career (Sujan
et al., 1994).

Because learning goal oriented salespeople enjoy challenges and
new methods, we expect them to have positive assessments of new
opportunities to engage in their sales role. Similarly, those who per-
ceive new opportunities as valuable are likely to have a learning goal
orientation. As has been established conceptually, social media can be a
productive avenue for salespeople to engage with the market, industry,
and buyers. Thus, we propose the following hypothesis:

H1. Salesperson learning goal orientation will have a positive effect on
attitude toward social media.

In general, people are more likely to use the technology that they
think will help them achieve better job performance (Davis, 1989).
Salespeople who possess positive attitudes toward the use of a certain
technology (e.g., social media) for the enhancement in their job per-
formance are more likely to use it (Avlonitis & Panagopoulos, 2005).
Thus, the attitude toward social media should be translated into actual
use which, in turn, may lead to an increase in job performance.

In this study we postulate that attitude, in terms of one's evaluations
and feelings toward social media usefulness, is what drives behavior or
actual use of it. Bhattacherjee and Sanford (2009) argue that in-
dividuals with strong attitudes toward the use of a certain information
technology vehicle (e.g., social media) are more likely to accept it en-
thusiastically. A stronger attitude toward social media should reveal an
increased tendency to actually use social media at the salesperson level.

The attitude-behavior relationship is evidenced in social media re-
search (Casaló et al., 2010; Chang & Zhu, 2011; Hau & Kim, 2011;
Hsu & Lin, 2008). Attitude is found to be a main predictor of in-
dividuals' participation in virtual communities (Bagozzi & Dholakia,
2006; Chang & Zhu, 2011), and web portals (Yoon, Cropp, & Cameron,
2002). Moreover, industrial buyers are more likely to use the internet
for their purchases (e.g., finding and contacting suppliers, comparing
offerings, and online ordering) if they hold a positive attitude toward it
(Celuch, Goodwin, & Taylor, 2007). However, extant sales literature on
social media has not examined the attitude toward usefulness of social
media and how it can play a major role in understanding social media
use by salespeople.

According to the information processing model of media use (Fulk
et al., 1987), which is based on social information processing theory
(Salancik & Pfeffer, 1978), the use of certain media tools (e.g., social
media) is affected by users' attitudes toward its usefulness. Moreover,

Fig. 1. Conceptual model.
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Ngai et al. (2015) recently developed a causal-chain framework for
social media research based on TRA (Ajzen & Fishbein, 1975, 1980) and
TPB (Ajzen, 1985). In line with this framework, the relationship be-
tween attitude toward social media (user perception) and the actual
usage behavior is postulated. Based on the pervious discussion, we
argue that social media attitude is a predictor of social media use by
salespeople. For that, we hypothesize that that a salesperson with
stronger attitude toward the use of social media is more likely to use it
on job. Accordingly, we formally hypothesize the following:

H2. Attitude toward social media will have a positive effect on social
media use.

According to Sujan et al. (1994), salespeople with a learning goal
orientation are attracted by tough sales and consider such sales to be
quite satisfying. In fact, learning goal orientated individuals seek out
challenges because they perceive them as unique opportunities for
learning (Ames & Archer, 1988). On the other side, it is well-docu-
mented in both the popular press and the academic literature that
strategically using social media is associated with difficulties and
challenges (e.g., Faulk, 2015; Fidelman, 2015; Smith, 2014).

Going beyond face value, Kietzmann et al. (2011) claim that social
media use is not considered an easy task. In fact, PeopleLinx's's (2015)
survey found that “only one in four sales professionals feel they know
how to use social for selling” (p. 2). Salespeople may also attribute some
difficulties and challenges to the usage of social media that can lead to
different views about the usage of social media. These difficulties and
challenges associated with social media may increase the positive at-
titude that learning oriented salespeople have toward social media use
who consider difficult tasks as a major basis for learning.

The rapid changes in social media technologies and the huge
amount of information and updates created every day make it a chal-
lenging task for users (Hanna et al., 2011; Kaplan & Haenlein, 2010).
Salespeople using social media may need to spend additional time
monitoring their network to keep up with the changes, trends, and
updated information. Also, using social media may require higher levels
of effort for continuous prospecting in such a dynamic context. Beyond
time and effort required to operate on one medium, salespeople may
need to use multiple social media platforms to stay in touch with cus-
tomers, keep up with competitors and be aware of what is taking place
in industry. For that, the challenges associated with the use of social
media could be another reason that leads learning goal oriented sales-
people to hold stronger toward social media use on their job.

We argue that learning goal orientation, as one of the user's char-
acteristics, can moderate the relationship between a user's attitude to-
ward social media and that person's actual usage behavior. This is also
supported by Ngai et al.' (2015) model in which user characteristics are
proposed to moderate the relationships between antecedents of social
media use and actual usage behavior. In line with previous discussion,
we propose that a salesperson learning goal orientation will moderate
the effect of attitude toward social media on social media usage beha-
vior with the following hypothesis:

H3. The positive effect of attitude toward social media on social media
use will be strengthened at higher levels of learning goal orientation.

3.2. Social media use outcomes

3.2.1. Competitive intelligence collection
A new stream in the competitive intelligence literature differ-

entiates between competitive intelligence at an individual level and at a
firm level (Mariadoss, Milewicz, Lee, & Sahaym, 2014; Rapp,
Agnihotri, & Baker, 2011; Rapp, Agnihotri, Baker, & Andzulis, 2015).
The importance of collecting information about competitors resides in
the influence that competitors can have on customers' needs and on the
market in general (Kohli & Jaworski, 1990). Salespeople are en-
couraged to collect competitive intelligence about competitors'

offerings, selling strategies, and relationships competitors have with
customers so they can monitor, adapt and respond quickly to any
change in customers' needs.

Salespeople are boundary spanners and in direct contact with cus-
tomers, competitors and the market in general (Hughes, Le
Bon, & Rapp, 2013; Le Bon &Merunka, 2006; Mariadoss et al., 2014).
Previous research suggests that salespeople play a vital role when it
comes to gathering competitive information and market information
(Fouss & Solomon, 1980; Grace & Pointon, 1980). Recent advances in
technology have increased both internal and external information
availability which, in turn, has made this task easier for salespeople but
also more demanded by organizations. Building on that, a new term has
been brought into the academic literature—salesperson competitive
intelligence. The concept of salesperson competitive intelligence is
defined as “the activity of gathering information concerning competi-
tors and the competitive environment” (Rapp et al., 2015, p. 360).

Although salespeople were gathering competitive intelligence be-
fore the internet and social media ages, the use of the internet has been
found to enhance the quality of competitive intelligence information
collected by organizations (Chen, Chau, & Zeng, 2002; Cronin et al.,
1994). Social media specifically, through its different platforms, pro-
vides salespeople with new approaches and venues to build social ca-
pital that may facilitate competitive intelligence gathering (Hughes
et al., 2013). It is believed that social technology's development, in
parallel with organizations' use of social technology power, will lead
this technology to play a broader role in forming competitive strategies
(Harrysson, Metayer, & Sarrazin, 2012). For example, the dialogue
customers have with each other or with firm representatives may be of
relevant importance especially for selling organizations and salespeople
(Bhardwaj, Chen, & Godes, 2008). Kietzmann et al. (2011) suggest that
competitive intelligence could be collected through scanning different
social media platforms. Berinato and Clark (2010) explain how Twitter
can be used to learn about customers, complaints, market trends and
rivals. According to VanBoskirk, Li, Katz, and Lee (2011), organizations
listening to customers through social media can gain more of what they
identify as “social intelligence.”

Social media is an enhanced tool to improve information collection
and can overcome some limitations of “old-school intelligence gath-
ering” (Harrysson et al., 2012). Social media will not necessarily re-
place other methods of intelligence gathering, but it will certainly be a
major player in providing the knowledge necessary for decision making
(Harrysson et al., 2012) and for collecting competitive information
(Rapp et al., 2011). Rollins et al. (2014) found that salespeople use
social media (e.g., blogs) to search for relevant information needed at
work. Harrysson et al. (2012) refer to the information and insights
social media can provide for marketers as “social intelligence.” Social
media can be a major source of individual competitive information that
salespeople may utilize based on initiatives at the individual or orga-
nizational level. After all, salespeople should be aware of the crucial
role social media can play in collecting information about competitors
(both selling organizations and salespeople) and customers (current and
new), which they can use to develop their individual competitive in-
telligence and at the same time enhance the competitive intelligence of
their own organizations.

Social media hosts an increasing amount of information that can be
beneficial to salespeople once collected. In addition, the technical and
ongoing advancements of social media make it more practical for
salespeople to use when collecting information about customers and
competitors. Our fourth hypothesis is also supported by prior research
with the notion that technology can increase the amount of intelligence
gathered by salespeople (Ahearne, Jones, Rapp, &Mathieu, 2008;
Marshall, Moncrief, & Lassk, 1999). By examining the effect of social
media on the collection of competitive intelligence, we would be an-
swering researchers' calls to explore new factors that can influence the
competitive intelligence collection of salespeople (e.g., Rapp et al.,
2011, 2015). Accordingly, we hypothesize the following:
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H4. Social media use will have a positive effect on competitive
intelligence collection.

3.2.2. Adaptive selling
Another outcome variable in the proposed model, adaptive selling

behavior, is the altering of sales behaviors during a customer interac-
tion or across customer interactions based on perceived information
about the nature of the selling situation (Weitz, Sujan, & Sujan, 1986).
In the proposed model, we argue that a salesperson's use of social media
will impact adaptive selling directly as well as indirectly through
competitive intelligence collection. For salespeople to use adaptive
selling, they must acquire information about their customers first (Park,
Kim, Dubinsky, & Lee, 2010). However, as described by Kohli and
Jaworski (1990), competitors can affect customers' needs and pre-
ferences and, therefore, salespeople must also be knowledgeable about
the offering of their competitors and how their competitors are striving
to build relationships with customers. Social media could play a critical
role here by enabling salespeople to attain information about customers
as well as competitors.

The definition of adaptive selling shows that information about
customers, competitors and the market in general plays a significant
role when it comes to a salespeople's adaptation of their presentations
and selling approach to fit customers' needs. Salespeople can use the
information they obtain to adapt to the different customers' needs and
concerns (Park et al., 2010). The information gathered is not only about
customers, but also about different market players and aspects that may
have effects on different steps in the selling process. The nature of a
selling situation as discussed by Weitz et al. (1986) can be attributed to
competitors and other players in the market. According to Marks,
Vorhies, and Badovick (1996), any information collected about the
sales situation can facilitate adaptive selling. Salespeople can achieve
higher performance by planning and maintaining adequate information
about their offerings, customers and competitors (Leigh &McGraw,
1989; Sujan et al., 1994; Weitz et al., 1986).

The more information salespeople have about their customers, the
more they tend to adjust their presentations and practice adaptive
selling (Hunter & Perreault, 2007). In their exploratory study, Marshall
et al. (2012) found that sales managers and salespeople consider social
media as an effective tool to increase connectivity, build personal and
long-term relationships with customers, maintain global relationships,
and at the same time help increase sales. Social media can play a major
role in providing salespeople with compulsory information that allows
them to adapt their offerings and selling presentation to suit the needs
of customers. Social media provides salespeople with access to direct
information from customers and/or indirect information through cus-
tomer-to-customer and/or customer-competitor interactions (Agnihotri
et al., 2012).

In addition to providing relevant information to salespeople, social
media also offers opportunities for better interactions between customers
and salespeople (Hansen, Shneiderman, & Smith, 2010; Trainor, 2012).
Social media is effective in identifying customers' needs, providing an-
swers to their questions, and solving their problems efficiently. Ad-
ditionally, social media can be used to “push” specialized information such
as blog posts, demonstrative videos, or testimonials to prospects, while
content creation and marketing automation allow salespeople to “pull”
potential customers their way (Järvinen&Taiminen, 2016). Thus, it could
be argued that social media can help salespeople adapt to different selling
situations they encounter. This is in line with prior research finding that
the use of sales technology can increase adaptive selling (Robinson,
Marshall, & Stamps, 2005), as does the use of CRM technology (Rapp,
Agnihotri, & Forbes, 2008). In fact, salespeople who read and write blogs
have been found to be motivated to acclimatize their selling behaviors and
adapt to selling conditions according to the needs of their customers
(Rollins et al., 2014).

This study posits that social media is beneficial for salespeople when

it comes to adapting their selling behaviors to fit different and changing
customers' needs. In sum, social media can provide salespeople with an
improved ability to interact and learn about their customers, get their
feedback and discover any changes in their needs—all of which can
increase the adaptability of salespeople. Accordingly, we propose the
following:

H5. Social media use will have a positive effect on adaptive selling
behaviors.

The adaptive selling framework by Weitz et al. (1986) suggests that
salespeople have the chance to adapt to different customers and sales
situations in order to present their offerings in the most appealing
manner. This opportunity is achieved through the acquisition of in-
formation using formal and informal processes. Market intelligence and
industry knowledge may help salespeople interpret the actions of their
competitors so they can take a proactive approach to not fall behind.
For that, salespeople may use the information they collect about their
competitors as well as their competitors' relationships with prospects
and customers to adapt to changes in customers' tastes, and to make
sure they present their offerings in a way that highlights their benefits
over the competition. The competitive intelligence collected by sales-
people provides them with a better understanding and stronger insight
about customers' needs and selling environment, and it is part of the
information they can use to assist in their adaptive selling (Rapp et al.,
2015).

Rapp et al. (2011) suggest that a salesperson's competitive in-
telligence at the individual level can increase sales performance by
enhancing adaptive as well as customer-oriented selling. Salespeople
can use the information they collected to modify their selling approach
and make it fit the needs of a specific customer (Ahearne et al., 2008).
The information gathered about competitors can tap into areas such as
competitors' new offerings, existing products' specifications, relation-
ships between competitors and customers, all of which can help sales-
people in their adaptive selling. Salespeople should be sure to adapt
their selling approach to the one that provides them a competitive lead
against rivals.

While Rapp et al. (2015) tested the effect of competitive intelligence
use on adaptive selling and not competitive intelligence collection, we
argue that competitive intelligence collection could have a direct effect
on adaptive selling since other mechanisms can be hypothesized to play
a role in the competitive intelligence collection-adaptive selling beha-
vior relationship, such as knowledge, experience and cognition level
that may be enhanced by collection of such intelligence. Therefore, we
propose that:

H6. Competitive intelligence collection will have a positive effect on
adaptive selling behaviors.

Salespeople modify their selling presentations based on information
they collect before and during interactions with customers
(Franke & Park, 2006). To increase their performance levels, sales-
people must have strong planning skills and knowledge about their
offerings, customers and competitors (Leigh &McGraw, 1989; Sujan
et al., 1994). Salespeople engaging in adaptive selling in their work can
use learned behaviors such as collecting information, employing the
communicating process, and creating solutions (Eckert, 2006) as they
interact with their buyers.

Customers develop favorable attitudes toward salespeople who use
adaptive selling, since they feel these salespeople better understand
their needs and provide them with customized solutions to address and
solve their problems (Chen & Jaramillo, 2014). In fact, salespeople's
adaptability to their customers can impact the customers' satisfaction
levels with their sales representatives (Ahearne, Mathieu, & Rapp,
2005). Adaptive selling has been found to be positively related to
customers' perceptions of future dealings with the salesperson
(Román & Iacobucci, 2010) and salesperson-owned loyalty
(Chen & Jaramillo, 2014).
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Assuming an adaptive selling approach is extremely important be-
cause of the long-term focus and crucial role that customer satisfaction
plays in building relationships in B2B marketing. According to
Jaramillo, Locander, Spector, and Harris (2007), adaptive selling can
enhance the salesperson's capability to build quality relationships with
buyers and, thus, increase job performance. Román and Iacobucci
(2010) find positive effects of adaptive selling on both the customers'
satisfaction with the salesperson and on the salesperson's outcome
performance.

Mixed results exist in prior literature about the effect of adaptive
selling behaviors on salespeople's performance. Some studies find a posi-
tive effect of adaptive selling behavior on performance (Boorom,
Goolsby, &Ramsey, 1998; Franke& Park, 2006; Robinson et al., 2005),
while others find no support for such an effect (Keillor, Parker, & Pettijohn,
1999; Pettijohn, Pettijohn, Taylor, & Keillor, 2000). Furthermore, Ahearne
et al. (2005) do not find a significant relationship between salespeople's
adaptability and job performance measured by the level of sales quotas
achieved, while (Goolsby, Lagace, & Boorom, 1992) find that adaptive
selling has dissimilar effects on the different dimensions of performance.

Discrepancies in the literature about the relationship between
adaptive selling behavior and sales performance raise the need for ad-
ditional testing (Ahearne et al., 2008). Several studies that examine the
adaptive selling-sales performance relationship warrant further re-
search to clarify the mixed results found in earlier articles (Park & Deitz,
2006; Román & Iacobucci, 2010). In some cases, adaptive selling be-
havior is found to be situation-specific (Keillor, Parker, & Pettijohn,
2000), as the selling situation can affect the adaptive selling behavior-
sales performance relationship (Porter, Wiener, & Frankwick, 2003). To
refine the impact of adaptive selling, replication of this relationship is
warranted. This study tests the direct effect of adaptive selling on sales
performance, where performance is measured using sales managers'
ratings of salespeople's sales performance. Building on previous argu-
ments, we propose the following as our final hypothesis:

H7. Adaptive selling behaviors will have a positive effect on sales
performance.

4. Methodology

4.1. Sample

For the current study, participants were recruited with the help of a
marketing research company based in India. The research company has
an extensive fieldwork capacity across the market. Although the pur-
pose of this research is not a cross-national comparison, setting the
study in one of the biggest and fastest-growing emerging markets offers
valuable contributions to industrial marketing literature
(Burgess & Steenkamp, 2006). The India-based sample also fills a gap in
the social media research stream as, while there are limited studies that
explore this phenomenon empirically, nearly all are based in a western
sales force setting—thus leaving out a wide marketplace that involves
emerging economies. The selection of B2B salespeople based in any of
the BRIC countries (Brazil, Russia, India, China, and South Africa) offers
significant implications for managers aiming to learn the sales man-
agement process in non-western settings (LaPlaca, 2011).

Adhering to a rigorous process of data collection, we started with
enlisting relevant organizations in the manufacturing and service sec-
tors. The selection of target companies was based on the criteria that
the company operates within the B2B arena and that there is an on-
going and long-term relationship to be maintained by a certain set of
salespeople within the organization. We also made sure we would be
able to match the data collected from salespeople to that from their
sales managers. Confidentiality and anonymity were guaranteed for
salespeople, sales managers, and their customers.

Prior to data collection, we pre-tested the survey instrument with a
group of salespeople and sales managers. Suggestions were taken into

consideration to make the questionnaire more readable and appropriate
for administration. Responses from sales managers were matched with
those of their salespeople using assigned code numbers to ensure ac-
curacy, anonymity and confidentiality. This use of dyadic data adds
rigor when studying relationships that include sales performance as one
of the variables. All respondents were told that the purpose of this study
is to conduct scholarly research and, in an effort to minimize social
desirability bias among respondents, sales managers were told that
there was no intention to evaluate the salesperson about whom they are
providing information.

During the first stage of data collection, 219 salespeople were ap-
proached. With matched salesperson-supervisor responses, the final
sample consists of 120 salesperson-supervisor dyads. The final sample
consists of B2B salespeople selling industrial products and services,
representing both manufacturing and service sectors. The sample is
86% male and has an average age of 28.5 years. The range of sales
experience is wide, as several respondents were in their first year of
sales while others had 25 years in the profession (average 4.65 years).
Finally, respondents come from an array of industries including auto
service, automobile, construction, healthcare, marketing, pharmaceu-
tical, information technology, textile, hospitality, and banking, fi-
nancial services, insurance. Majority (70%) of respondents work for
companies operating within the services industry. The average number
of employees (company size) is approximately 100 employees.

4.2. Measures

Constructs in the model are measured using scales validated in ex-
tant literature. We utilize Kohli, Shervani, and Challagalla (1998) scale
to assess individual salesperson's learning orientation. Considering the
conceptualization of social media in sales considers it a technology tool
that can be used to “leverage the network” inside and outside the or-
ganization (Andzulis et al., 2012), items are adapted to focus on asso-
ciated tasks (e.g., personal socializing/networking or networking
within the company). Social media use is measured using the scale from
Agnihotri et al. (2016). Attitude toward social media usefulness is
adapted from Davis' (1989) scale, which differentiates technologies
(i.e., e-mail, spreadsheets, etc.) based on different tasks associated with
the use of technology at the workplace (e.g., efficiency, effectiveness,
and job ease). Competitive intelligence collection is captured using Le
Bon and Merunka's (2006) scale. The adaptive selling behavior of
salespeople is measured using Spiro and Weitz's (1990) scale. Mea-
surements are made using 7-point Likert-style scales, where the scale
items range from 1 (Strongly Disagree) to 7 (Strongly Agree).

The outcome variable, salesperson performance, is reported by sales
managers. Specifically, managers reported the performance of each
individual sales representative on three key dimensions: exceeding sales
targets and objectives, generating high level of sales, and selling a full
range of products. With respect to these particular measures, the aim is
to avoid self-report bias regarding actual performance. Finally, we
control for the salesperson's experience, education, age, and gender
(male = 0; female = 1), in addition to company size (number of em-
ployees), and industry type (product = 0; service = 1), because of the
effects these variables can have on variables such as social media use
and sales performance (Agnihotri et al., 2016; Pulakos, Arad,
Donovan, & Plamondon, 2000; Rapp et al., 2013; Weinstein &Mullins,
2012).2 Appendix B provides a summary of the measures used and their
relevant statistics.

5. Data analysis

Data analysis for this study utilizes SmartPLS 2.0 (Ringle,
Wende, &Will, 2005), first assessing a measurement model and then

2We thank an anonymous reviewer for this suggestion.
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testing a structural model to test the proposed hypotheses. The PLS-SEM
method of analysis is applied to the data because of the small sample
size (120 salespeople) and the complexity of the model being tested.
The PLS-SEM is recommended for use with small sample sizes and
complex models (Hair, Ringle, & Sarstedt, 2011). In our analysis of the
data, we examine the composite reliability, Cronbach's alpha and
average variance extracted (AVE) of all the measures used. This ex-
amination can provide evidence of reliability, as well as convergent and
discriminant validity of the measures. To accomplish this, we ran the
measurement model for the first time and checked indicator loadings of
the different constructs in the model; two items were dropped because
of low loadings (< 0.5) and one because it cross-loaded on a different
construct than the one it was required to load on. We then ran the
measurement model for the second time. The results show an adequate
measurement model, as displayed in Appendix B.

The composite reliability (CR) is a more appropriate criterion for
assessing internal consistency and reliability of the constructs, com-
pared to Cronbach's alpha, when using PLS modeling (Hair, Sarstedt,
Pieper, & Ringle, 2012). The CRs of all constructs were well above the
0.7 level, with the lowest equal to 0.83, providing evidence of relia-
bility (Fornell & Larcker, 1981). For assessing convergent validity, we
used the AVE values and indicators loadings extracted. The analysis
shows that all AVE values are above 0.5, and thus satisfies the suggested
criterion (Chin, 1998; Fornell & Larcker, 1981). Moreover all indicators
loaded on their respective constructs, with the lowest loading at a level
of 0.69 (Vinzi, Chin, Henseler, &Wang, 2010).

We measured the t-values and significance levels of all indicators
using the bootstrap procedure in SmartPLS (Chin, 1998). The t-values
for all indicators were statistically significant at the 0.05 level. To test
the discriminant validity we followed the suggestions of Fornell and
Larcker (1981). The square root of the AVE for each construct exceeded
the correlations between the respective construct and any other con-
struct in the model. Moreover, the cross-loading analysis revealed that
all indicators loaded on their respective construct to the highest level
with no indicators that load higher on another construct
(Gefen & Straub, 2005). In sum, the above findings show evidence of
reliability, convergent validity, and discriminant validity for the mea-
sures used. Based on that, we are able to proceed with the analysis.
Correlations and descriptive statistics are provided in Table 2.

The first step of our analysis was to examine the coefficients of the
proposed relationships. To accomplish this, we first ran the linear
structural model (Model 1) and extracted the results. Then, we ran
another model with the moderating effect of learning goal orientation
(Model 2). Table 3 provides a summary of these findings.

6. Results

Coefficients were assessed with their relative significance level. The
findings from model 1 provide support for H1, as learning orientation
was found to strengthen the attitude toward social media usefulness
(β = 0.46, p < 0.01). However, no relationship between attitude to-
ward social media usefulness and social media use was found
(β = 0.03, n.s.); thus, H2 was not supported. A positive relationship
between social media use and competitive intelligence collection was
found (β = 0.40, p < 0.01), in support of H4. Moreover, social media
use has a positive influence on adaptive selling behavior (β = 0.22,
p < 0.05), providing support for H5. Competitive intelligence collec-
tion and adaptive selling were positively related (β= 0.67, p < 0.01);
this supports H6. Finally, a positive relationship between adaptive
selling and sales performance was also found (β = 0.31, p < 0.05),
providing support for H7

3 To test the moderating effect of learning
orientation, we created an interaction term between learning orienta-
tion and attitude toward social media using the recommended guide-
lines by Chin, Marcolin, and Newsted (2003) and then ran a new
structural analysis. SmartPLS allows the creation of interactive effects
using the product-indicator approach, which creates interactions of
constructs by multiplying all possible pairs of both scales. The results of
this provide support for H3; learning orientation interacts with a
salespeople's attitude toward social media usefulness to impact their
social media use (β = 0.21, p < 0.05).

To examine the importance of testing the moderating effect of
learning orientation on attitude toward social media-social media use
relationship, we conducted an additional analysis to test the effect size
f2 as suggested by Cohen (1988). For that, we compared the change in

Table 2
Correlations and descriptive statistics.

LGO ASM SMU CIC ASB PER

Learning Goal Orientation
(LGO)

0.79

Attitude toward Social Media
(ASM)

0.44⁎⁎ 0.85

Social Media Use (SMU) 0.06 0.05 0.84
Competitive Intelligence

Collection (CIC)
−0.20⁎ −0.03 0.38⁎⁎ 0.92

Adaptive Selling Behavior
(ASB)

−0.02 0.13 0.48⁎⁎ 0.74⁎⁎ 0.83

Sales Performance (PER) −0.05 −0.07 0.25⁎⁎ 0.28⁎⁎ 0.29⁎⁎ 0.84
Mean 6.30 6.47 5.67 5.57 5.80 6.17
Standard deviation 0.72 0.73 1.15 1.82 1.06 1.06

Diagonal elements are square roots of average variance extracted.
⁎ p < 0.05.
⁎⁎ p < 0.01.

Table 3
Results.

Hypotheses Model 1 Model 2 Support

H1: Learning goal orientation → attitude toward
social media usefulness

0.46⁎⁎ 0.46⁎⁎ Yes

H2: Attitude toward social media usefulness →
social media use

0.03 0.05 No

Learning goal orientation → social media use – 0.09 –
H3: Learning goal orientation × attitude toward

social media usefulness → social media use
– 0.21⁎ Yes

H4: Social media use → competitive intelligence
collection

0.40⁎⁎ 0.40⁎⁎ Yes

H5: Social media use → adaptive selling behavior 0.22⁎ 0.22⁎ Yes
H6: Competitive intelligence collection → adaptive

selling behavior
0.67⁎⁎ 0.67⁎⁎ Yes

H7: Adaptive selling behavior → sales performance 0.31⁎ 0.31⁎ Yes

Control variable

Social media use Sales performance

Age 0.17 0.13
Experience −0.11 0.18
Gender −0.13 −0.08
Education −0.07 −0.04
Company size 0.03 0.06
Industry 0.21⁎ −0.02

⁎ p < 0.05.
⁎⁎ p < 0.01.

3 Additionally, we conducted a post-hoc analysis in which we tested the mediating path
of social media use-adaptive selling behavior-sales performance. The analysis shows that
social media has positive relationship (β = 0.24, p < 0.05) with sales performance, but
that relationship (β= 0.13, n.s.) is not significant when we add adaptive selling behavior.
Thus, social media use can play a role in driving sales performance only through the
social media-selling behaviors-performance path. We thank an anonymous reviewer for
this suggestion.

O.S. Itani et al. Industrial Marketing Management xxx (xxxx) xxx–xxx

9



the proportion of variance explained in the social media use variable by
comparing the R2 found in the main model and that in the moderated
model. The effect size f2 calculated was 0.039; while this effect size is
considered weak, Chin et al. (2003) states that a weak effect size f2 does
not imply that the moderating effect is negligible and that such an effect
must be examined with respect to its meaningfulness. Thus, it is im-
portant to understand that a small f2 does not necessarily imply an
unimportant effect. “Even a small interaction effect can be meaningful
under extreme moderating conditions, if the resulting beta changes are
meaningful, then it is important to take these conditions into account”
(Chin et al., 2003, p. 211). In our study, the moderating effect found
shows that a salesperson's goal orientation and his or her attitude to-
ward social media interact to positively influence social media use. A
graphical representation of the moderating effect of learning goal or-
ientation is provided in Fig. 2.

7. Discussion and implications

Academic research frequently acknowledges that social media is
making its way as a dominant selling tool affecting the selling en-
vironment in general (Marshall et al., 2012). Organizations wanting to
better deploy sales technology are spending billions of dollars on
technological advancements for making their sales representatives
more proficient in handling the selling process (Hunter & Perreault,
2007), yet adaptation of social media by B2B salespeople is slow. The
results of this study shed light on an interesting phenomenon that
currently exists in sales—that while social media use is believed to be
very important and beneficial for B2B salespeople (and, accurately so,
as our study found it to enhance sales performance by means of col-
lecting competitive intelligence and increasing adaptive selling), it is
not predominantly used.

In fact, the empirical findings of our study—that attitude toward
social media was not significantly related to salesperson social media
use—mirror the findings of PeopleLinx (2015) that, although “73% of
[B2B sales and account management professional] respondents found at
least one social network valuable,” “only 31% of sales professional[s]
say their process includes social” (p. 2). Perhaps this aligns well with
Guesalaga's (2016) recommendation for companies to “explore…hav
[ing] an expert in social media, with enough authority to influence
senior management in the company” (p. 78). Moreover, there is con-
siderable variability in the degree to which attitude can predict beha-
vior (Ajzen & Fishbein, 2000), and findings regarding the attitude–be-
havior relation are not as robust as they appear (Glasman & Albarracín,
2006; Kraus, 1995). As this research aims to bridge the gap between
expectation and reality, a variety of implications both theoretical and
practical have been realized.

7.1. Theoretical implications

The perceived importance of social media for the world of B2B sales
has been growing, but empirical support in academic research has
provided limited support and substantiation to how salesperson social
media use is enabling salespeople to execute sales-related activities and
behaviors and if social media use could improve performance. Hence,
our contribution is twofold. First, we provide empirical evidence to
bolster social media's role as an enabler of two key sales behaviors,
competitive intelligence collection (Mariadoss et al., 2014) and adap-
tive selling (Hughes et al., 2013). Second, we cement previous research
findings (Agnihotri et al., 2016; Rodriguez et al., 2012) that the value of
social media use is reflected through behaviors, rather than impacting
performance directly. This study provides a starting point for future
research in this area. Considering the outcomes of salespeople who do
use social media, we find positive empirical support linking social
media use to the improved collection of competitive intelligence as well
as to more adaptive selling behaviors, which both lead to an increase in
sales performance.

Social media can assist organizations in amassing information about
various customers' connections and then processing such information to
discover hidden patterns about customers, which in turn allow com-
panies to adapt their offerings to suit the different tastes of their cus-
tomers (Woodcock, Green, & Starkey, 2011). Adaptive selling behavior
continues to be a learning process that salespeople go through
(Park &Holloway, 2003). This process starts with information gath-
ering about customers and competitors, which can be expedited by
social media (Andzulis et al., 2012). With the advent of tools that can
analyze social media data and possible integration of social media with
CRM systems, organizations have a great deal of information available
to help a salesperson learn about a customer and tailor their pre-
sentation accordingly.

While a statistically significant link was not made between sales-
person social media use and sales performance, we believe this is ex-
plained by social media being one way to enhance sales performan-
ce—but social media use alone does not guarantee such enhancement.
Social media use will affect the performance of salespeople through
affecting their skills, knowledge and behaviors. This finding is in line
with that of a previous study by Rodriguez et al. (2012) in which social
media use has no direct impact on the outcome-based performance of
B2B salespeople. Moreover, this finding is aligned with other empirical
investigations (Agnihotri et al., 2016) finding that social media use may
contribute indirectly toward performance outcomes such as customer
satisfaction, but “the mere use of social media does not alone ensure the
salesperson a means of enhancing customer satisfaction” (p. 177).

According to the cognitive selling paradigm, knowledge impacts the

Fig. 2. Interaction effect of attitude toward social media and
learning goal orientation.
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salesperson's performance through information-based capabilities and
behaviors (Porter & Inks, 2000; Weitz et al., 1986). In order to succeed
in understanding their customers, salespeople are required to collect
timely and precise information about different market opportunities
(Üstüner & Godes, 2006). Salespeople should be aware of changes oc-
curring with their customers and competitors, and adapt their selling
efforts and behaviors to respond accordingly (Chonko et al., 2002).
Salespeople should be interested in implementing continuous pro-
specting in such dynamic markets where buyers switch to different
suppliers, go out of business, and desire better relationships and higher
sales levels (Rodriguez et al., 2012). Many scholars and sales profes-
sionals would argue that these objectives can be accomplished through
the use of social media, so we added a qualitative study to this paper to
investigate this notion further.4 However, practical observations, sup-
ported by our qualitative study, find that salespeople are limited in
their use of social media because guidance from their organization is
limited regarding best practices and expectations for using social
media. This calls for more research to identify the factors, especially
organizational and managerial ones, which may enhance the level of
salespeople's social media use.

The rapid growth of social media is not associated with enough
growth in research on such phenomena (Swani et al., 2014). Because
rapid changes happening in the social media arena make it difficult for
academic scholars to keep up, more research is needed. We encourage
sales scholars to think ahead to the next topic in this area—the mea-
surable impact of social media. As mentioned previously, literature can
condone non-significant results while still placing importance on their
implications by implying that social media is simply another commu-
nication channel and, therefore, a direct effect may not be experienced.
We believe that by focusing on the effects of specific channels (in-
cluding social media) used by organizations and/or salespeople who
formally engage in social selling, “big data” can be used to pinpoint the
effects. As results are accumulated, parsing out effects with social media
will provide a new and stronger foundation for research in this area.
The emerging role of social media within the B2B market calls for more
research by scholars and practitioners to understand this phenomenon
and to guide managers accordingly.

7.2. Managerial implications

Social media is becoming a major player in all types of commu-
nication and is creating unique potential for better performance at both
the organizational and individual levels. Acknowledging that tradi-
tional marketing and advertising experts may not possess expertise in
social media (Ferrell & Ferrell, 2012), some organizations have started
adding “experience with social media” as a job requirement when
hiring individuals in boundary-spanning positions such as sales
(Rinaldo, Tapp, & Laverie, 2011) so they can maximize on the perceived
benefits of using social media. As a sales executive responding to our
qualitative study (R4) put it, firms “can use social media to gather
market intelligence and identify value opportunities for their custo-
mers.”

While hiring individuals with experience in social media may be a
move in the right direction to remain current in the modern market-
place, sales professionals need help knowing when and how to use so-
cial media for job-related tasks. When a company does not have a social
media strategy, “it is left for [the] individual salesperson to use social
media for his/her own competitive advantage,” as expressed by a re-
spondent (R4) in our qualitative study. Although we find a positive link
between social media use and competitive intelligence, it is of utmost
importance to highlight the risks of using social media from the per-
spective of learning about the competition. If all salespeople are looking
at what competitors are doing, they could fall into a trap and expose

their own selling strategy. Also, salespeople have to be very careful
about how they relate to their customers without unveiling their
strategy to competitors.5

Referring again to PeopleLinx's's (2015) study, utilizing social media
for the sales process was only encouraged by 22% of respondents'
companies and only 11% offer training in such an area; however, “when
companies offer formal training programs, social selling adoption jumps
from 28% to 74%” (p. 2). Even more compelling as a reason to im-
plement social media use across a sales team is that “78.6% of sales
people using social media to sell outperformed those who weren't using
social media” (Fidelman, 2015). These statistics advocate for sales-
person social media use, but their finding of how few salespeople ac-
tually use social media in the selling process or are trained on doing so
also demonstrates why so little is known compared to the potential
(Fidelman, 2015).

Indeed the non-significant link between a salesperson's attitude to-
ward social media and actual use of social media sheds light on the
issue at hand. As reflected through our qualitative data analysis,
salespeople often face a dilemma about using social media at work
largely due to the lack of an organization-wide social media strategy.
Specifically, respondents in our qualitative study stated that “the
challenges are primarily in terms of…a weak social strategy at firm
level” (R4) and “[social media] usage is at an individual or a business
unit level and not company-wide” (R1). Another respondent (R6), head
of sales at a regional level, went so far as to say, “I am not sure about
the opportunities presented by social media….I believe establishing its
usefulness is the first and foremost hurdle.” It makes sense, therefore, to
explore the role of moderating variables that may strengthen or ignite
the link between the attitude toward social media and the actual use of
social media.

8. Limitations

While our model invites a new investigation into the use of social
media, it does come with limitations. An earlier version of the model
did not find a direct relationship between social media use and per-
formance, so the link was dropped from our model. Our post hoc ana-
lysis, however, highlights the mediating path of social media use to
adaptive selling to performance. It also is reasonable to mention that
the theory implemented in this model works with a number of vari-
ables, not only attitude toward social media use or personal attributes
such as learning orientation. Our model is not a comprehensive one,
and we accept this as a limitation. Social media's impact could be much
broader to include components such as network building or lead nur-
turing, not limited to just competitive intelligence collection or adap-
tive selling. Moreover, our model is built on the traditional academic
definition of social media, which some individuals may not share.
Although during the data collection we shared examples of the most
commonly used social media platforms (e.g., Facebook, Twitter, and
LinkedIn) to draw a boundary with our survey respondents, the use of
social media could mean different things to different people.

Another limitation of this research is the use of cross-sectional data
in the quantitative analyses. First, the use of cross-sectional survey is
criticized for several reasons including common method variance bias
(Rindfleisch, Malter, Ganesan, &Moorman, 2008). In this study we
implemented a cross-sectional survey design with data collected from
salespeople and managers, thus reducing the possibility of such bias
(e.g., Doty & Glick, 1998). Specifically, the survey to which the sales
managers responded also included the dependent variable measure of
salesperson's sales performance (e.g., Ahearne & Lam, 2011).

In addition, we followed procedural remedies (e.g., Podsakoff,
MacKenzie, Lee, & Podsakoff, 2003) for better validity and reliability
(e.g., the use of survey items that were adapted from previously-

4 We appreciate the insight of an anonymous reviewer for this recommendation. 5 We thank an anonymous reviewer for this insight.
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validated measures, the pretest of items used by salespeople and sales
managers, and the confidentiality and anonymity assured to re-
spondents). Future research should implement a longitudinal design,
with matched data collected before and after the adoption period. Such
a design's results may better explain the effects of social media use on
performance, while being mindful that organizations face different
challenges with social media implementation and still are not able to
measure the exact effects of using it.

Another limitation lies in the fact that some of our relationships may
be driven by additional mechanisms. For example, the strong link between
competitive intelligence collection and adaptive selling behavior could be
mediated by the increase in salespeople's knowledge, which is a key factor
in sales performance (e.g., Verbeke, Dietz, & Verwaal, 2011). Future re-
search should examine such a possible relationship. Moreover, future
studies are encouraged to examine how competitive intelligence collected
from social media at the salesperson's individual level can be shared with
other salespeople and disseminated through the entire organization. CRM
technology that has the capability of achieving such a goal would be a
relevant tool for this research to help future studies examine such phe-
nomena both qualitatively and quantitatively.

9. Future research directions

In this study new relationships where identified, including the re-
lationship between social media and one of the most influential selling
behaviors—adaptability (e.g., Spiro &Weitz, 1990; Verbeke et al.,
2011). Future studies may test the effects of social media on other
selling behaviors, such as customer-oriented and service behaviors. For
example, it could be argued that the use of social media increases the
perceived sociability of salespeople and keeps ongoing connections
between salespeople and customers, thus leading them to increase their
customer-oriented behaviors. Evidence of this appears in our qualita-
tive study, where a respondent states (R5), “the sales force uses the
social media on a personal basis to link on with their regular customers
to build up relationship and to keep in touch.” This is in line with the
logic, which was also supported in this study, that social media en-
hances sales performance through specific selling behaviors such as
adaptive selling.

In our study, we assumed learning-oriented salespeople would be
likely to perceive social media as a tool that can support them at work
and enhance their job performance. However, this issue could be linked

to generational issues (e.g., Millennials, Generation X). While we con-
trol for many variables in our reported model (i.e., age, experience,
gender, education, company size, and industry), we accept this as a
limitation. We also expect this transition into social selling to be in-
creasingly important, as “millennials now account for almost half of all
B2B purchase decision makers” (Soat, 2015). Of course, we acknowl-
edge Weinstein and Mullins' (2012) finding that more experienced
salespeople are generally more resistant to new technologies, so we
believe this deepens the call to action for organizations to adopt social
selling standards and to offer formal training in this area. We encourage
future researchers to investigate this.

In this study, we focused on learning goal orientation. The goal
orientation framework distinguishes between two personal orientations
that motivate individuals toward achieving their goals: learning goal
orientation and performance goal orientation (Ames & Archer, 1988;
Dweck, 1986; Elliott & Dweck, 1988). The two different goal orienta-
tions generate different mental outlines that, in turn, create separate
foundations on which individuals build their actions to achieve the
goals associated with particular situations (Elliott & Dweck, 1988). Fu-
ture studies may want to explore the role of other goal orientations in
driving the use of social media.

Finally, future research should consider the chain of events from social
media use to behavioral relations of the salesperson when studying effects
of social media. In other words, it is not enough for salespeople to simply
use social media on its own to increase their sales performance; instead,
salespeople should understand how the use of social media can enhance
different selling behaviors that, in turn, have direct effects on perfor-
mance. For example, researchers should try to understand salesperson's
simultaneous use of different social media tools and other CRM technol-
ogies, and the effect such simultaneous usage may have on performance.
Furthermore, new studies are called to help understand the role social
media plays in salespeople's simultaneous pursuit of customer service and
cross/up selling behaviors (e.g., Agnihotri, Gabler, Itani,
Jaramillo, & Krush, 2017; Jasmand, Blazevic, & de Ruyter, 2012). The
capabilities social media provide can help salespeople better serve their
customers and provide additional opportunities for salespeople to engage
and cross/up selling, and eventually, performance. A pressing area for
further study is to examine the different perspectives and angles of social
media use within the B2B market and the sales context that can help both
academics and practitioners achieve a better understanding of these
evolving marketing tools.

Appendix A. Industry reflections on the state of social media, associated challenges, opportunities and research needs

Job
position

Size/
industry

Current state of social media in the
organization

Challenges and opportunities Research needs

R1 National
Head

1K+
Media

“Its usage is at an individual or a
business unit level and not company-
wide. Most sales executives,
managers use LinkedIn to connect
with B2B decision makers.”

“……creating or driving such
platforms (Knowledge platforms
using social media) would be a thrust
area for any senior sales director/
head for database expansion,
providing depth in relationships.”

“Not sure.”

R2 Partner
and Head
Client
Relations

25+
Consulting

“There is no formal process or
strategy to this effect. If at all the
individual sales person may be using
the medium in his personal capacity.”

“Sales people are generally slow/
reluctant in adapting to technological
advancements. Also companies
generally do not have a proper social
media strategy in place for B2B
sales.”

“Creating tools adept enough to sift
through the very convoluted world
of social media postings and
accurate enough to emerge with
legitimate predictions of off-line
behavior is incredible.”

R3 Deputy
General
Manager

300+
Marketing

“The increasing dependency of
consumers on social media spills not
only into business but also into
communications between
businesses.”

“There is immense opportunity which
has not been leveraged at all.
Communication on Social media can
open up new avenues for generating
leads, customer feedback, consumer
insights etc.”

“… is there any correlation between
the social media strategy of the
firm& the individual sales person?”
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R4 Former
Regional
Sales
Head

1K+
Media

“…company does not have a social
media strategy. Therefore, it is left for
individual salesperson to use social
media for his/her own competitive
advantage.”

“This could be a great advantage for
firms which are constrained in
adapting to the new form of selling.
Firms, for example can use social
media to gather market intelligence
and identify value opportunities for
their customers. The challenges are
primarily in terms of lower
technology adaption at sales force
level and a weak social strategy at
firm level.”

“What are the drivers of firm level
social media strategy? How does
that connect with individual
salesperson's social media strategy?
Can the latter be an effective driver
of the former?”

R5 General
Manager

140+
Advertising

“As of now the company has no
strategy in place for using social
media on an organisational scale.
However the sales force uses the
social media on a personal basis to
link on with their regular customers
to build up relationship and to keep
in touch.”

“Using social media in B2B sales can
be a double edged sword. If the
company is good in its service and is
responsive it can be used to its
advantage otherwise if company is
not responsive to handling
complaints and its image, its image
can sour overnight.”

“A study into how effectively has
social media usage by the company
has affected its turnover or its image
among its customers, does the
customer feel closer to the company
or it has created a divide.”

R6 Regional
Sales
Head

Investments “I seriously do not know for sure if
social media tools are turning a sales
rep's world upside down. It is still all
about having trusted relationships
with customers so the question is if
and how social media tools could help
reps in that process.”

“I am not sure about the opportunities
presented by social media. As for
challenges, I believe establishing its
usefulness is the first and foremost
hurdle.”

“How to leverage these (social
media) tools in the sales process is
worthy to explore.”

Appendix B. Measurements, indicators loadings, composite reliability, Cronbach's alpha and average variance extracted

Measurements Indicators
Loading

Learning goal orientation CR = 0.83; α = 0.71; AVE = 0.63
I am always learning something new about my customers. 0.81
It is worth spending a great deal of time learning new approaches for dealing with customers. 0.69
Learning how to be a better salesperson is of fundamental importance to me. 0.87
Making mistakes when working with customers is just a part of the learning process. 0.40
I put in a great deal of effort sometimes in order to learn something new. 0.41

Attitude toward social media usefulness CR = 0.83; α= 0.63; AVE = 0.73
I think social media can be useful for personal socializing/networking 0.87
I think social media can be useful for networking within my company 0.84

Social media use CR = 0.88; α= 0.79; AVE = 0.71
I am using social media to its fullest potential for supporting my own work 0.89
I am using all capabilities of social media in the best fashion to help me on the job 0.92
My use of social media is pretty much integrated as part of my normal work routine 0.69

Competitive intelligence collection CR = 0.95; α= 0.92; AVE = 0.86
When I am in the field, I try to gather and transmit reliable information 0.89
I always assign myself objectives to obtain information about competitors. 0.96
I ask customers about the competition's products and strategies. 0.93

Adaptive selling behavior CR = 0.87; α= 0.77; AVE = 0.69
When I feel that my sales approach is not working, I can easily change to another approach. 0.86
I like to experiment with different sales approaches. 0.93
I vary my sales style from situation to situation. 0.69
Each customer requires a unique approach.a

Sales performanceb CR = 0.88; α= 0.81; AVE = 0.71
This sales representative exceeds sales targets and objectives. 0.87
This sales representative generates a high level of sales. 0.75
This sales representative sells the full range of products. 0.90

Note: Indicators in italic were dropped. CR = composite reliability; α = Cronbach's Alpha; AVE = Average variance extracted.
a Item cross-loaded.
b Managers reported data.

O.S. Itani et al. Industrial Marketing Management xxx (xxxx) xxx–xxx

13



References

Agnihotri, R., Dingus, R., Hu, M. Y., & Krush, M. T. (2016). Social media: Influencing
customer satisfaction in B2B sales. Industrial Marketing Management, 53(February),
172–180.

Agnihotri, R., Gabler, C. B., Itani, O. S., Jaramillo, F., & Krush, M. T. (2017). Salesperson
ambidexterity and customer satisfaction: Examining the role of customer demand-
ingness, adaptive selling, and role conflict. Journal of Personal Selling & Sales
Management, 37(1), 27–41.

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.

Ahearne, M., Jones, E., Rapp, A., & Mathieu, J. (2008). High touch through high tech: The
impact of salesperson technology usage on sales performance via mediating me-
chanisms. Management Science, 54(4), 671–685.

Ahearne, M., & Lam, S. K. (2011). Sales force performance: A typology and future re-
search priorities. In G. L. Lilien, & R. Grewal (Eds.), Business-to-business marketing
handbook. Edward Elgar Publishing.

Ahearne, M., Mathieu, J., & Rapp, A. (2005). To empower or not to empower your sales
force? An empirical examination of the influence of leadership empowerment be-
havior on customer satisfaction and performance. Journal of Applied Psychology,
90(5), 945–955.

Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. Action control
(pp. 11–39). Springer. Retrieved from http://link.springer.com/chapter/10.1007/
978-3-642-69746-3_2.

Ajzen, I., & Fishbein, M. (1975). Belief, attitude, intention and behavior: An introduction to
theory and research. Reading, MA: Addison-Wesley.

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior.
Englewood Cliffs, NJ: Prentice-Hall.

Ajzen, I., & Fishbein, M. (2000). Attitudes and the attitude-behavior relation: Reasoned
and automatic processes. European Review of Social Psychology, 11(1), 1–33.

Ames, C., & Archer, J. (1988). Achievement goals in the classroom: Students' learning
strategies and motivation processes. Journal of Educational Psychology, 80(3),
260–267.

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.

Avlonitis, G. J., & Panagopoulos, N. G. (2005). Antecedents and consequences of CRM
technology acceptance in the sales force. Industrial Marketing Management, 34(4),
355–368.

Avlonitis, G. J., & Panagopoulos, N. G. (2010). Selling and sales management: An in-
troduction to the special section and recommendations on advancing the sales re-
search agenda. Industrial Marketing Management, 39(7), 1045–1048.

Bagozzi, R. P., & Dholakia, U. M. (2006). Antecedents and purchase consequences of
customer participation in small group brand communities. International Journal of
Research in Marketing, 23(1), 45–61. http://dx.doi.org/10.1016/j.ijresmar.2006.01.
005.

Baird, D. E., & Fisher, M. (2005). Neomillennial user experience design strategies:
Utilizing social networking media to support “always on” learning styles. Journal of
Educational Technology Systems, 34(1), 5–32.

Berinato, S., & Clark, J. (2010). Six ways to find value in Twitter's noise. Watertown, MA,
USA: Harvard Business School Publishing Corporation.

Bettencourt, L. A. (2004). Change-oriented organizational citizenship behaviors: The di-
rect and moderating influence of goal orientation. Journal of Retailing, 80(3),
165–180.

Bhardwaj, P., Chen, Y., & Godes, D. (2008). Buyer-initiated vs. seller-initiated information
revelation. Management Science, 54(6), 1104–1114.

Bhattacherjee, A., & Sanford, C. (2009). The intention–behaviour gap in technology
usage: The moderating role of attitude strength. Behaviour & Information Technology,
28(4), 389–401.

Boorom, M. L., Goolsby, J. R., & Ramsey, R. P. (1998). Relational communication traits
and their effect on adaptiveness and sales performance. Journal of the Academy of
Marketing Science, 26(1), 16–30.

Breckler, S. (1984). Empirical validation of affect, behavior, and cognition as distinct
components of attitude. Journal of Personality and Social Psychology, 47(6),
1191–1205.

Burgess, S. M., & Steenkamp, J. B. E. (2006). Marketing renaissance: How research in
emerging markets advances marketing science and practice. International Journal of
Research in Marketing, 23(4), 337–356.

Casaló, L. V., Flavián, C., & Guinalíu, M. (2010). Relationship quality, community pro-
motion and brand loyalty in virtual communities: Evidence from free software
communities. International Journal of Information Management, 30(4), 357–367.
http://dx.doi.org/10.1016/j.ijinfomgt.2010.01.004.

Celuch, K., Goodwin, S., & Taylor, S. A. (2007). Understanding small scale industrial user
internet purchase and information management intentions: A test of two attitude
models. Industrial Marketing Management, 36(1), 109–120.

Chai, J., Zhao, G., & Babin, B. J. (2012). An empirical study on the impact of two types of
goal orientation and salesperson perceived obsolescence on adaptive selling. Journal
of Personal Selling & Sales Management, 32(2), 261–273.

Chang, Y. P., & Zhu, D. H. (2011). Understanding social networking sites adoption in
China: A comparison of pre-adoption and post-adoption. Computers in Human
Behavior, 27(5), 1840–1848. http://dx.doi.org/10.1016/j.chb.2011.04.006.

Chen, C. C., & Jaramillo, F. (2014). The double-edged effects of emotional intelligence on
the adaptive selling–salesperson-owned loyalty relationship. Journal of Personal
Selling & Sales Management, 34(1), 33–50.

Chen, H., Chau, M., & Zeng, D. (2002). CI spider: A tool for competitive intelligence on
the web. Decision Support Systems, 34(1), 1–17.

Chin, W. W. (1998). The partial least squares approach to structural equation modeling.
Modern Methods for Business Research, 295(2), 295–336.

Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A partial least squares latent
variable modeling approach for measuring interaction effects: Results from a Monte
Carlo simulation study and an electronic-mail emotion/adoption study. Information
Systems Research, 14(2), 189–217.

Chonko, L. B., Jones, E., Roberts, J. A., & Dubinsky, A. J. (2002). The role of environ-
mental turbulence, readiness for change, and salesperson learning in the success of
sales force change. Journal of Personal Selling & Sales Management, 22(4), 227–245.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences. Hillsdale, NJ:
Lawrence Erlbaum.

Colquitt, J. A., & Simmering, M. J. (1998). Conscientiousness, goal orientation, and
motivation to learn during the learning process: A longitudinal study. Journal of
Applied Psychology, 83(4), 654–665.

Cronin, B., Overfelt, K., Fouchereaux, K., Manzvanzvike, T., Cha, M., & Sona, E. (1994).
The Internet and competitive intelligence: A survey of current practice. International
Journal of Information Management, 14(3), 204–222.

Dabbagh, N., & Kitsantas, A. (2012). Personal learning environments, social media, and
self-regulated learning: A natural formula for connecting formal and informal
learning. The Internet and Higher Education, 15(1), 3–8.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly, 13(3), 319–340.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer
technology: A comparison of two theoretical models. Management Science, 35(8),
982–1003.

Doty, D. H., & Glick, W. H. (1998). Common methods bias: Does common methods var-
iance really bias results? Organizational Research Methods, 1(4), 374–406.

Dweck, C. S. (1986). Motivational processes affecting learning. American Psychologist,
41(10), 1040–1048.

Dweck, C. S., & Leggett, E. L. (1988). A social-cognitive approach to motivation and
personality. Psychological Review, 95(2), 256–273.

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes (Vol. xxii). Orlando, FL, US:
Harcourt Brace Jovanovich College Publishers.

Eckert, J. A. (2006). Adaptive selling behavior: Adding depth and specificity to the range
of adaptive outputs. American Journal of Business Education, 21(1), 31–40.

Elliott, E. S., & Dweck, C. S. (1988). Goals: An approach to motivation and achievement.
Journal of Personality and Social Psychology, 54(1), 5–12.

Faulk, R. (2015). Strengthening the sales process with social media. Campaigner CRM.
Retrieved from http://www.campaignercrm.com/en/community/blog/crm/post/
strengthening-the-sales-process-with-social-media/ (accessed 28 October 2015) .

Ferrell, L., & Ferrell, O. C. (2012). Redirecting direct selling: High-touch embraces high-
tech. Business Horizons, 55(3), 273–281.

Fidelman, M. (2015). The rise of social salespeople. Forbes. Retrieved from http://www.
forbes.com/sites/markfidelman/2012/11/05/the-rise-of-social-salespeople/ (ac-
cessed 22 October 2015) .

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with un-
observable variables and measurement error. Journal of Marketing Research, 18(1),
39–50.

Fouss, J. H., & Solomon, E. (1980). Salespeople as researchers: Help or hazard? The
Journal of Marketing, 44(3), 36–39.

Franke, G. R., & Park, J.-E. (2006). Salesperson adaptive selling behavior and customer
orientation: A meta-analysis. Journal of Marketing Research, 43(4), 693–702.

Fulk, J., Steinfield, C. W., Schmitz, J., & Power, J. G. (1987). A social information pro-
cessing model of media use in organizations. Communication Research, 14(5),
529–552.

Gangadharbatla, H. (2008). Facebook me: Collective self-esteem, need to belong, and
internet self-efficacy as predictors of the iGeneration's attitudes toward social net-
working sites. Journal of Interactive Advertising, 8(2), 5–15.

Gefen, D., & Straub, D. (2005). A practical guide to factorial validity using PLS-graph:
Tutorial and annotated example. Communications of the Association for Information
Systems, 16(1), 91–109.

Glasman, L. R., & Albarracín, D. (2006). Forming attitudes that predict future behavior: A
meta-analysis of the attitude-behavior relation. Psychological Bulletin, 132(5),
778–882.

Goolsby, J. R., Lagace, R. R., & Boorom, M. L. (1992). Psychological adaptiveness and
sales performance. Journal of Personal Selling & Sales Management, 12(2), 51–66.

Grace, D., & Pointon, T. (1980). Marketing research through the salesforce. Industrial
Marketing Management, 9(1), 53–58.

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(April), 71–79. http://dx.doi.org/10.1016/j.indmarman.
2015.12.002.

Gupta, S., Armstrong, K., & Clayton, Z. (2011). Social media. Boston: Harvard Business
School Case No. 9-510-095.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of
Marketing Theory & Practice, 19(2), 139–152.

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012). The use of partial least
squares structural equation modeling in strategic management research: A review of
past practices and recommendations for future applications. Long Range Planning,
45(5), 320–340.

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.

Hansen, D., Shneiderman, B., & Smith, M. A. (2010). Analyzing social media networks with
NodeXL: Insights from a connected world. Boston: Elsevier.

O.S. Itani et al. Industrial Marketing Management xxx (xxxx) xxx–xxx

14

http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0005
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0005
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0005
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0010
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0010
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0010
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0010
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0015
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0015
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0015
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0020
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0020
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0020
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0025
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0025
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0025
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0030
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0030
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0030
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0030
http://link.springer.com/chapter/10.1007/978-3-642-69746-3_2
http://link.springer.com/chapter/10.1007/978-3-642-69746-3_2
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0040
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0040
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0045
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0045
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0050
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0050
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0055
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0055
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0055
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0060
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0060
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0060
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0065
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0065
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0065
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0070
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0070
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0070
http://dx.doi.org/10.1016/j.ijresmar.2006.01.005
http://dx.doi.org/10.1016/j.ijresmar.2006.01.005
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0080
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0080
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0080
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0085
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0085
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0090
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0090
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0090
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0095
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0095
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0100
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0100
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0100
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0105
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0105
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0105
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0110
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0110
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0110
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0115
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0115
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0115
http://dx.doi.org/10.1016/j.ijinfomgt.2010.01.004
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0125
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0125
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0125
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0130
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0130
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0130
http://dx.doi.org/10.1016/j.chb.2011.04.006
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0140
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0140
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0140
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0145
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0145
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0150
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0150
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0155
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0155
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0155
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0155
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0160
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0160
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0160
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0165
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0165
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0170
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0170
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0170
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0175
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0175
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0175
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0180
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0180
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0180
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0185
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0185
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0190
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0190
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0190
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf9200
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf9200
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0195
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0195
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0200
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0200
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0205
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0205
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0210
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0210
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0215
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0215
http://www.campaignercrm.com/en/community/blog/crm/post/strengthening-the-sales-process-with-social-media/
http://www.campaignercrm.com/en/community/blog/crm/post/strengthening-the-sales-process-with-social-media/
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0225
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0225
http://www.forbes.com/sites/markfidelman/2012/11/05/the-rise-of-social-salespeople/
http://www.forbes.com/sites/markfidelman/2012/11/05/the-rise-of-social-salespeople/
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0235
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0235
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0235
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0240
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0240
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0245
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0245
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0250
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0250
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0250
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0255
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0255
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0255
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0260
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0260
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0260
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0265
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0265
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0265
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0270
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0270
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0275
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0275
http://dx.doi.org/10.1016/j.indmarman.2015.12.002
http://dx.doi.org/10.1016/j.indmarman.2015.12.002
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0285
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0285
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0290
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0290
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0295
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0295
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0295
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0295
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0300
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0300
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0305
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0305


Harris, E. G., Mowen, J. C., & Brown, T. J. (2005). Re-examining salesperson goal or-
ientations: Personality influencers, customer orientation, and work satisfaction.
Journal of the Academy of Marketing Science, 33(1), 19–35.

Harrysson, M., Metayer, E., & Sarrazin, H. (2012). How “social intelligence” can guide
decisions. The McKinsey Quarterly, 4, 81–89.

Hau, Y. S., & Kim, Y.-G. (2011). Why would online gamers share their innovation-con-
ducive knowledge in the online game user community? Integrating individual mo-
tivations and social capital perspectives. Computers in Human Behavior, 27(2),
956–970. http://dx.doi.org/10.1016/j.chb.2010.11.022.

Heller Baird, C., & Parasnis, G. (2011). From social media to social customer relationship
management. Strategy & Leadership, 39(5), 30–37.

Hsu, C.-L., & Lin, J. C.-C. (2008). Acceptance of blog usage: The roles of technology
acceptance, social influence and knowledge sharing motivation. Information
Management, 45(1), 65–74. http://dx.doi.org/10.1016/j.im.2007.11.001.

Hughes, D. E., Le Bon, J., & Rapp, A. (2013). Gaining and leveraging customer-based
competitive intelligence: The pivotal role of social capital and salesperson adaptive
selling skills. Journal of the Academy of Marketing Science, 41(1), 91–110.

Hunter, G. K., & Perreault, W. D., Jr. (2007). Making sales technology effective. Journal of
Marketing, 71(1), 16–34.

Inks, S., Schetzle, S., & Avila, R. (2011). Taking the professional sales student to the field
for experiential learning. Journal for Advancement of Marketing Education, 19(1),
35–47.

Jackson, K. M., & Trochim, W. M. (2002). Concept mapping as an alternative approach for
the analysis of open-ended survey responses. Organizational Research Methods, 5(4),
307–336.

Jaramillo, F., Locander, W. B., Spector, P. E., & Harris, E. G. (2007). Getting the job done:
The moderating role of initiative on the relationship between intrinsic motivation
and adaptive selling. Journal of Personal Selling & Sales Management, 27(1), 59–74.

Järvinen, J., & Taiminen, H. (2016). Harnessing marketing automation for B2B content
marketing. Industrial Marketing Management, 54(April), 164–175.

Jasmand, C., Blazevic, V., & de Ruyter, K. (2012). Generating sales while providing ser-
vice: A study of customer service representatives' ambidextrous behavior. Journal of
Marketing, 76(1), 20–37.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities of Social Media. Business Horizons, 53(1), 59–68.

Keillor, B. D., Parker, R. S., & Pettijohn, C. E. (1999). Sales force performance satisfaction
and aspects of relational selling: Implications for sales managers. Journal of Marketing
Theory and Practice, 7(1), 101–115.

Keillor, B. D., Parker, R. S., & Pettijohn, C. E. (2000). Relationship-oriented characteristics
and individual salesperson performance. Journal of Business & Industrial Marketing,
15(1), 7–22.

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.

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: The construct, research pro-
positions, and managerial implications. The Journal of Marketing, 54(2), 1–18.

Kohli, A. K., Shervani, T. A., & Challagalla, G. N. (1998). Learning and performance or-
ientation of salespeople: The role of supervisors. Journal of Marketing Research, 35(2),
263–274.

Kraus, S. J. (1995). Attitudes and the prediction of behavior: A meta-analysis of the
empirical literature. Personality and Social Psychology Bulletin, 21(1), 58–75.

Lacoste, S. (2016). Perspectives on social media ant its use by key account managers.
Industrial Marketing Management, 54(April), 33–43. http://dx.doi.org/10.1016/j.
indmarman.2015.12.010.

LaPlaca, P. J. (2011). Special issue on business-to-business marketing in the BRIC coun-
tries. Industrial Marketing Management, 40(1), 1–4.

Le Bon, J., & Merunka, D. (2006). The impact of individual and managerial factors on
salespeople's contribution to marketing intelligence activities. International Journal of
Research in Marketing, 23(4), 395–408.

Leigh, T. W., & McGraw, P. F. (1989). Mapping the procedural knowledge of industrial
sales personnel: A script-theoretic investigation. The Journal of Marketing, 53(1),
16–34.

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the
promotion mix. Business Horizons, 52(4), 357–365.

Mariadoss, B. J., Milewicz, C., Lee, S., & Sahaym, A. (2014). Salesperson competitive
intelligence and performance: The role of product knowledge and sales force auto-
mation usage. Industrial Marketing Management, 43(1), 136–145.

Marks, R., Vorhies, D. W., & Badovick, G. J. (1996). A psychometric evaluation of the
ADAPTS scale: A critique and recommendations. The Journal of Personal Selling and
Sales Management, 16(4), 53–65.

Marshall, G. W., Moncrief, W. C., & Lassk, F. G. (1999). The current state of sales force
activities. Industrial Marketing Management, 28(1), 87–98.

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.

Michaelidou, N., Siamagka, N. T., & Christodoulides, G. (2011). Usage, barriers and
measurement of social media marketing: An exploratory investigation of small and
medium B2B brands. Industrial Marketing Management, 40(7), 1153–1159.

Moncrief, W. C., Marshall, G. W., & Rudd, J. M. (2015). Social media and related tech-
nology: Drivers of change in managing the contemporary sales force. Business
Horizons, 58(1), 45–55.

Moore, J. N., Raymond, M. A., & Hopkins, C. D. (2015). Social selling: A comparison of
social media usage across process stage, markets, and sales job functions. Journal of
Marketing Theory & Practice, 23(1), 1–20.

Mun, Y. Y., & Hwang, Y. (2003). Predicting the use of web-based information systems:
Self-efficacy, enjoyment, learning goal orientation, and the technology acceptance

model. International Journal of Human-Computer Studies, 59(4), 431–449.
Ngai, E. W., Tao, S. S., & Moon, K. K. (2015). Social media research: Theories, constructs,

and conceptual frameworks. International Journal of Information Management, 35(1),
33–44.

O'Reilly, T., & Battelle, J. (2009). Web squared: Web 2.0 five years on. O'Reilly Media, Inc..
Retrieved from http://assets.en.oreilly.com/1/event/28/web2009_websquared-
whitepaper.pdf (retrieved 09.09.2015) .

Park, J. E., & Deitz, G. D. (2006). The effect of working relationship quality on salesperson
performance and job satisfaction: Adaptive selling behavior in Korean automobile
sales representatives. Journal of Business Research, 59(2), 204–213.

Park, J. E., & Holloway, B. B. (2003). Adaptive selling behavior revisited: An empirical
examination of learning orientation, sales performance, and job satisfaction. Journal
of Personal Selling & Sales Management, 23(3), 239–251.

Park, J. E., Kim, J., Dubinsky, A. J., & Lee, H. (2010). How does sales force automation
influence relationship quality and performance? The mediating roles of learning and
selling behaviors. Industrial Marketing Management, 39(7), 1128–1138.

Payne, S. C., Youngcourt, S. S., & Beaubien, J. M. (2007). A meta-analytic examination of
the goal orientation nomological net. Journal of Applied Psychology, 92(1), 128.

PeopleLinx. The state of social selling: 2015 survey results, accessed October 22, 2015. (2015).
Retrieved from http://peoplelinx.com/social-selling-survey/ (accessed 03 November
2015) .

Pettijohn, C. E., Pettijohn, L. S., Taylor, A. J., & Keillor, B. D. (2000). Adaptive selling and
sales performance: An empirical examination. Journal of Applied Business Research,
16(1), 91–111.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common method
biases in behavioral research: A critical review of the literature and recommended
remedies. Journal of Applied Psychology, 88(5), 879–903.

Porter, S. S., & Inks, L. W. (2000). Cognitive complexity and salesperson adaptability: An
exploratory investigation. Journal of Personal Selling & Sales Management, 20(1),
15–21.

Porter, S. S., Wiener, J. L., & Frankwick, G. L. (2003). The moderating effect of selling
situation on the adaptive selling strategy–selling effectiveness relationship. Journal of
Business Research, 56(4), 275–281.

Pulakos, E. D., Arad, S., Donovan, M. A., & Plamondon, K. E. (2000). Adaptability in the
workplace: Development of a taxonomy of adaptive performance. Journal of Applied
Psychology, 85(4), 612–624.

Quinton, S., & Wilson, D. (2016). Tensions and ties in social media networks: Towards a
model of understanding business relationship development and business performance
enhancement through the use of LinkedIn. Industrial Marketing Management,
54(April), 15–24.

Rapp, A., Agnihotri, R., & Baker, T. L. (2011). Conceptualizing salesperson competitive
intelligence: An individual-level perspective. Journal of Personal Selling & Sales
Management, 31(2), 141–155.

Rapp, A., Agnihotri, R., Baker, T. L., & Andzulis, J. M. (2015). Competitive intelligence
collection and use by sales and service representatives: How managers' recognition
and autonomy moderate individual performance. Journal of the Academy of Marketing
Science, 43(3), 357–374.

Rapp, A., Agnihotri, R., & Forbes, L. P. (2008). The sales force technology–performance
chain: The role of adaptive selling and effort. Journal of Personal Selling & Sales
Management, 28(4), 335–350.

Rapp, A., Beitelspacher, L., Grewal, D., & Hughes, D. (2013). Understanding social media
effects across seller, retailer, and consumer interactions. Journal of the Academy of
Marketing Science, 41(5), 547–566. http://dx.doi.org/10.1007/s11747-013-0326-9.

Rinaldo, S. B., Tapp, S., & Laverie, D. A. (2011). Learning by tweeting: Using Twitter as a
pedagogical tool. Journal of Marketing Education, 33(2), 193–203.

Rindfleisch, A., Malter, A. J., Ganesan, S., & Moorman, C. (2008). Cross-sectional versus
longitudinal survey research: Concepts, findings, and guidelines. Journal of Marketing
Research, 45(3), 261–279.

Ringle, C. M., Wende, S., & Will, A. (2005). SmartPLS 2.0 (beta). Hamburg. www.
smartpls.de.

Robinson, L., Jr., Marshall, G. W., & Stamps, M. B. (2005). An empirical investigation of
technology acceptance in a field sales force setting. Industrial Marketing Management,
34(4), 407–415.

Rodriguez, M., Peterson, R. M., & Krishnan, V. (2012). Social media's influence on
business-to-business sales performance. Journal of Personal Selling & Sales
Management, 32(3), 365–378.

Rollins, M., Nickell, D., & Wei, J. (2014). Understanding salespeople's learning experi-
ences through blogging: A social learning approach. Industrial Marketing Management,
43(6), 1063–1069.

Román, S., & Iacobucci, D. (2010). Antecedents and consequences of adaptive selling
confidence and behavior: A dyadic analysis of salespeople and their customers.
Journal of the Academy of Marketing Science, 38(3), 363–382.

Salancik, G. R., & Pfeffer, J. (1978). A social information processing approach to job
attitudes and task design. Administrative Science Quarterly, 23(2), 224–253.

Schilling, M. A. (2002). Technology success and failure in winner-take-all markets: The
impact of learning orientation, timing, and network externalities. Academy of
Management Journal, 45(2), 387–398.

Seijts, G. H., Latham, G. P., Tasa, K., & Latham, B. W. (2004). Goal setting and goal
orientation: An integration of two different yet related literatures. Academy of
Management Journal, 47(2), 227–239.

Singaraju, S. P., Nguyen, Q. A., Niininen, O., & Sullivan-Mort, G. (2016). Social media and
value co-creation in multi-stakeholder systems: A resource integration approach.
Industrial Marketing Management, 54(April), 44–55.

Smith, J. (2014). How to use social media to make sales. Forbes. Retrieved from http://
www.forbes.com/sites/jacquelynsmith/2014/01/10/how-to-use-social-media-to-
make-sales-2014/ (retrieved 22 October 2015) .

O.S. Itani et al. Industrial Marketing Management xxx (xxxx) xxx–xxx

15

http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0310
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0310
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0310
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0315
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0315
http://dx.doi.org/10.1016/j.chb.2010.11.022
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0325
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0325
http://dx.doi.org/10.1016/j.im.2007.11.001
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0335
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0335
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0335
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0340
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0340
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0345
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0345
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0345
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0350
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0350
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0350
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0355
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0355
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0355
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0360
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0360
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0365
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0365
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0365
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0370
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0370
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0375
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0375
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0375
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0380
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0380
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0380
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0385
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0385
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0385
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0390
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0390
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0395
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0395
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0395
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0400
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0400
http://dx.doi.org/10.1016/j.indmarman.2015.12.010
http://dx.doi.org/10.1016/j.indmarman.2015.12.010
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0410
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0410
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0415
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0415
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0415
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0420
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0420
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0420
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0425
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0425
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0430
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0430
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0430
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0435
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0435
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0435
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0440
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0440
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0445
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0445
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0445
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0450
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0450
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0450
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0455
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0455
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0455
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0460
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0460
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0460
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0465
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0465
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0465
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0470
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0470
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0470
http://assets.en.oreilly.com/1/event/28/web2009_websquared-whitepaper.pdf
http://assets.en.oreilly.com/1/event/28/web2009_websquared-whitepaper.pdf
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0480
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0480
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0480
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0485
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0485
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0485
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0490
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0490
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0490
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0495
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0495
http://peoplelinx.com/social-selling-survey/
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0505
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0505
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0505
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0510
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0510
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0510
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0515
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0515
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0515
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0520
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0520
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0520
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0525
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0525
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0525
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0530
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0530
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0530
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0530
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0535
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0535
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0535
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0540
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0540
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0540
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0540
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0545
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0545
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0545
http://dx.doi.org/10.1007/s11747-013-0326-9
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0555
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0555
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0560
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0560
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0560
http://www.smartpls.de/
http://www.smartpls.de/
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0570
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0570
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0570
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0575
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0575
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0575
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0580
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0580
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0580
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0585
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0585
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0585
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0590
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0590
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0595
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0595
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0595
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0600
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0600
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0600
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0605
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0605
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0605
http://www.forbes.com/sites/jacquelynsmith/2014/01/10/how-to-use-social-media-to-make-sales-2014/
http://www.forbes.com/sites/jacquelynsmith/2014/01/10/how-to-use-social-media-to-make-sales-2014/
http://www.forbes.com/sites/jacquelynsmith/2014/01/10/how-to-use-social-media-to-make-sales-2014/


Soat, M.. More millennials now hold the purse strings in B-to-B, Marketing News Weekly,
March 24, 2015. (2015). Retrieved from https://www.ama.org/publications/
eNewsletters/Marketing-News-Weekly/Pages/millennials-b-to-b-purchasing.aspx
(accessed 03 November 2015) .

Spiro, R. L., & Weitz, B. A. (1990). Adaptive selling: Conceptualization, measurement, and
nomological validity. Journal of Marketing Research, 27(1), 61–69.

Sujan, H., Weitz, B. A., & Kumar, N. (1994). Learning orientation, working smart, and
effective selling. Journal of Marketing, 58(3), 39–52.

Swani, K., Brown, B. P., & Milne, G. R. (2014). Should tweets differ for B2B and B2C? An
analysis of Fortune 500 companies' Twitter communications. Industrial Marketing
Management, 43(5), 873–881.

Trainor, K. J. (2012). Relating social media technologies to performance: A capabilities-
based perspective. Journal of Personal Selling & Sales Management, 32(3), 317–331.

Trainor, K. J., Andzulis, J. M., Rapp, A., & Agnihotri, R. (2014). Social media technology
usage and customer relationship performance: A capabilities-based examination of
social CRM. Journal of Business Research, 67(6), 1201–1208.

Üstüner, T., & Godes, D. (2006). Better sales networks. Harvard Business Review, 84(7/8),
102–112.

VanBoskirk, S., Li, C., Katz, J., & Lee, C. (2011). US interactive marketing forecast, 2011
to 2016 (pp. 1–20). Forrester Research.

Verbeke, W., Dietz, B., & Verwaal, E. (2011). Drivers of sales performance: A con-
temporary meta-analysis. Have salespeople become knowledge brokers? Journal of
the Academy of Marketing Science, 39(3), 407–428.

Vinzi, V., Chin, W. W., Henseler, J., & Wang, H. (2010). Handbook of partial least squares.
Berlin: Springer-Verlag.

Wang, W. Y. C., Pauleen, D. J., & Zhang, T. (2016a). How social media applications affect
B2B communication and improve business performance in SMEs. Industrial Marketing
Management, 54(April), 4–14. http://dx.doi.org/10.1016/j.indmarman.2015.12.004.

Wang, Y., Hsiao, S.-H., Yang, Z., & Hajli, N. (2016b). The impact of sellers' social influ-
ence on the co-creation of innovation with customers and brand awareness in online
communities. Industrial Marketing Management, 54(April), 56–70.

Weinstein, L., & Mullins, R. (2012). Technology usage and sales teams: A multilevel
analysis of the antecedents of usage. Journal of Personal Selling & Sales Management,
32(2), 245–259.

Weitz, B. A., Sujan, H., & Sujan, M. (1986). Knowledge, motivation, and adaptive beha-
vior: A framework for improving selling effectiveness. Journal of Marketing, 50(4),
174–191.

Wiersema, F. (2013). The B2B agenda: The current state of B2B marketing and a look
ahead. Industrial Marketing Management, 42(4), 470–488.

Wood, R., & Bandura, A. (1989). Social cognitive theory of organizational management.
Academy of Management Review, 14(3), 361–384.

Woodcock, N., Green, A., & Starkey, M. (2011). Social CRM as a business strategy. Journal
of Database Marketing & Customer Strategy Management, 18(1), 50–64.

Yoon, D., Cropp, F., & Cameron, G. (2002). Building relationships with portal users: The
interplay of motivation and relational factors. Journal of Interactive Advertising, 3(1),
1–11.

Zweig, D., & Webster, J. (2004). What are we measuring? An examination of the re-
lationships between the big-five personality traits, goal orientation, and performance
intentions. Personality and Individual Differences, 36(7), 1693–1708.

O.S. Itani et al. Industrial Marketing Management xxx (xxxx) xxx–xxx

16

https://www.ama.org/publications/eNewsletters/Marketing-News-Weekly/Pages/millennials-b-to-b-purchasing.aspx
https://www.ama.org/publications/eNewsletters/Marketing-News-Weekly/Pages/millennials-b-to-b-purchasing.aspx
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0620
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0620
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0625
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0625
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0630
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0630
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0630
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0635
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0635
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0640
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0640
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0640
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0645
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0645
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0650
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0650
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0655
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0655
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0655
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0660
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0660
http://dx.doi.org/10.1016/j.indmarman.2015.12.004
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0670
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0670
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0670
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0675
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0675
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0675
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0680
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0680
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0680
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0685
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0685
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0690
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0690
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0695
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0695
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0700
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0700
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0700
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0705
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0705
http://refhub.elsevier.com/S0019-8501(17)30482-0/rf0705

	Social media use in B2b sales and its impact on competitive intelligence collection and adaptive selling: Examining the role of learning orientation as an enabler
	Introduction
	Identification of research question
	Theoretical lens and model development
	Learning goal orientation
	Social media use outcomes
	Competitive intelligence collection
	Adaptive selling


	Methodology
	Sample
	Measures

	Data analysis
	Results
	Discussion and implications
	Theoretical implications
	Managerial implications

	Limitations
	Future research directions
	Industry reflections on the state of social media, associated challenges, opportunities and research needs
	Measurements, indicators loadings, composite reliability, Cronbach's alpha and average variance extracted
	References




