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Capítulo 1

1. INTRODUCCIóN

Introducción

El uso de medios sociales como Facebook, Twitter, o LinkedIn está 
DOFDQ]DQGR�XQ�JUDQ�QLYHO�GH�GHVDUUROOR�HQ�ODV�HPSUHVDV��FDPELDQGR�
la forma en la que las compañías intercambian información interna 
y externamente (Aral et al., 2013). Los medios sociales pueden ser 
usados por las empresas para mejorar sus actividades de negocio y 
ayudarles a generar valor a nivel corporativo y operativo (Aral et al., 
2013). A nivel corporativo, los medios sociales permiten una mayor 
ÁH[LELOLGDG�HQ�OD�GHWHFFLyQ�\�H[SORWDFLyQ�GH�RSRUWXQLGDGHV��:DJQHU�
y Wagner, 2013). A nivel operativo, permiten mejorar la relación con 
ORV�FOLHQWHV��OR�TXH�LQFUHPHQWD�OD�FRQÀDQ]D�HQ�OD�PDUFD�\�OHDOWDG�GHO�
FOLHQWH�� RSWLPL]DQGR� HO� YDORU� GH� OD� HPSUHVD� �/DURFKH� HW� DO��� ������
7UDLQRU�HW�DO����������3RU�HMHPSOR��HPSUHVDV�FRQ�EXHQDV�KDELOLGDGHV�
en el uso de medios sociales pueden interactuar de forma efectiva con 
clientes para incrementar las visitas de éstos a las tiendas generando 
así valor para la compañía (Rishika et al., 2013). Los medios sociales 
son, por tanto una fuente de generación de valor para la empresa.
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/D� VXSHUYLYHQFLD� RUJDQL]DFLRQDO� GHSHQGH� GH� OD� KDELOLGDG�
para detectar continuamente nuevas oportunidades y de innovar 
ante los rápidos cambios del entorno (Duran et al., 2016). La 
interacción con los clientes a través de los medios sociales puede 
suponer una importante fuente de información para detectar 
esas nuevas oportunidades. A través de los medios sociales las 
empresas obtienen feedback del cliente para la creación de nuevos 
productos/servicios y el desarrollo y mejora de productos/
servicios existentes. La opinión de los clientes ayuda por tanto a 
las empresas a entender las necesidades y expectativas del cliente 
VREUH�HO�SURGXFWR�VHUYLFLR��<LP�HW�DO����������3RU�HMHPSOR��HQ������
Starbucks desarrolló la plataforma social “MyStarbucksIdea” para 
recopilar ideas de mejora de clientes. En esta plataforma los clientes 
pueden hacer sugerencias sobre numerosos aspectos relacionados 
con el producto/servicio, así como votar por ideas propuestas por 
otros usuarios. De esta forma, Starbucks ha conseguido desarrollar 
y mejorar cientos de nuevos productos y actividades (ej., nuevos 
sabores de café, disponibilidad de Wi-Fi en todas sus cafeterías) 
(Dong y Wu, 2015). En este ejemplo se ilustra el potencial que tiene 
la opinión del cliente en el desempeño innovador de la empresa y 
el papel fundamental que juegan las nuevas tecnologías (medios 
sociales) en el proceso. 

Si bien los medios sociales externos (Facebook, Twitter, 
/LQNHG,Q��VRQ�UHFXUVRV�JUDWXLWRV�SDUD�FXDOTXLHU�RUJDQL]DFLyQ�TXH�
GHVHH�XWLOL]DUORV��XQ�XVR�HÀFLHQWH�GH�ORV�PLVPRV�UHTXLHUH�XWLOL]DU�
RWUR� WLSR� GH� UHFXUVRV� RUJDQL]DWLYRV�� 'H� HVWD� IRUPD�� HO� QLYHO� GH�
desarrollo de la capacidad de medios sociales (habilidades de las 
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empresas para usar y explotar los medios sociales para ejecutar 
actividades de negocio) varía entre empresas, así como también 
varía el potencial que cada compañía tiene para transformar sus 
actividades de negocio basado en el uso de los medios sociales. 

6HJ~Q� OD� SHUVSHFWLYD� GH� ODV� FDSDFLGDGHV� RUJDQL]DWLYDV�
IDFLOLWDGDV� SRU� OD� WHFQRORJtD� GH� OD� LQIRUPDFLyQ� �7,�� �%HQLWH]� \�
:DOF]XFK���������SDUHFH�UDFLRQDO�DUJXPHQWDU�TXH�OD�FDSDFLGDG�GH�
medios sociales puede ayudar a las empresas a transformar sus 
actividades de negocio para mejorar su desempeño a partir del 
GHVDUUROOR�GH�RWUDV�FDSDFLGDGHV�HVWUDWpJLFDV�X�RSHUDWLYDV��%HQLWH]�
et al., 2018a). La clave en la generación de valor a partir de las 
7,�QR�UHFDH�HQ�HO�PRQWDQWH�LQYHUWLGR��VLQR�HQ�HO�XVR�HÀFLHQWH�GH�
los recursos de TI y su desarrollo conjunto con otras capacidades 
RUJDQL]DWLYDV��

La literatura previa sobre medios sociales y desempeño 
RUJDQL]DWLYR�H[SORUD�GH�IRUPD�VXFLQWD�HO�HIHFWR�GHO�XVR�GH�PHGLRV�
sociales como herramienta de marketing en aspectos tales como la 
lealtad hacia la marca, la satisfacción del cliente, o la atracción o 
GHVHR�GH�FRPSUD��*RK�HW�DO���������5LVKLND�HW�DO����������$VLPLVPR��
VH�KDQ�HPSH]DGR�D�H[SORUDU�ORV�HIHFWRV�FRPSDUDWLYRV�GH�PHGLRV�
sociales frente a medios más tradicionales (ej., Internet, televisión) 
HQ�HO�YDORU�GH�PHUFDGR�GH� ODV� HPSUHVDV� �/XR�HW� DO��� ������<X�HW�
al., 2013), y los efectos positivos de los medios sociales en el 
GHVHPSHxR�LQQRYDGRU�GH�ODV�FRPSDxtDV��/HRQDUGL��������0RXQW�
y Garcia, 2014). Aunque los medios sociales pueden ayudar a las 
empresas a desarrollar más y mejor sus actividades de negocio, 
debido a su novedad, la investigación sobre el impacto de los 
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medios sociales en la transformación de las actividades de negocio 
de las compañías es todavía emergente y muy limitada (Luo et al., 
2013). 

(O� REMHWLYR� SULQFLSDO� GH� HVWD� LQYHVWLJDFLyQ� HV� DQDOL]DU� VL� \�
cómo la capacidad de medios sociales ayuda a las empresas 
a transformar sus actividades de negocio para mejorar su 
GHVHPSHxR�RUJDQL]DWLYR��

1.1. Marco general de la tesis doctoral 

(VWD�LQYHVWLJDFLyQ�GRFWRUDO�HVWi�FRQWH[WXDOL]DGD�HQ�OD�OLWHUDWXUD�GH�
Sistemas de Información. El impacto de los recursos de TI sobre 
HO� GHVHPSHxR� RUJDQL]DWLYR� HV� XQ� WHPD� TXH� KD� VXVFLWDGR� JUDQ�
interés en la literatura de Sistemas de Información. Numerosos 
trabajos abordan el concepto de valor de negocio de los recursos 
de TI, entendido como la generación de valor de la compañía 
PRWLYDGR�SRU�XQ�XVR�HÀFLHQWH�GH�ORV�UHFXUVRV�GH�7,��0HOYLOOH�HW�
DO����������/RV�UHVXOWDGRV�PiV�GHVWDFDGRV�GHÀHQGHQ�XQD�UHODFLyQ�
positiva e indirecta entre los recursos de TI y el desempeño 
RUJDQL]DWLYR� �3DYORX� \� (O� 6DZ\�� ������ 'HYDUDM� HW� DO��� ������� 'H�
HVWD�IRUPD��VHJ~Q�OD�SHUVSHFWLYD�GH�ODV�FDSDFLGDGHV�RUJDQL]DWLYDV�
IDFLOLWDGDV�SRU� OD�7,� �%HQLWH]�\�:DOF]XFK��������� ODV�FDSDFLGDGHV�
GH� 7,� QR� FRQVLJXHQ� GLUHFWDPHQWH� XQ� GHVHPSHxR� RUJDQL]DWLYR�
superior, sino que necesitan de la ayuda de otras capacidades/
SURFHVRV�RUJDQL]DWLYRV� LQWHUPHGLRV�R� FRPSOHPHQWDULRV� �%HQLWH]�
et al., 2018a). Algunas de las variables que han servido como 
mecanismos intermedios o complementarios son la gestión del 
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WDOHQWR��HO�DSUHQGL]DMH�RUJDQL]DWLYR��OD�JHVWLyQ�GHO�FRQRFLPLHQWR��
R�OD�ÁH[LELOLGDG�GH�QHJRFLR��$MDPLHK�HW�DO���������&KHQ�HW�DO���������
%HQLWH]�HW�DO�������D��%HQLWH]�HW�DO�������E���(Q�UHVXPHQ�� OD�FODYH�
en la generación de valor a partir de los recursos de TI no recae 
HQ�HO�PRQWDQWH�LQYHUWLGR��VLQR�HQ�HO�XVR�HÀFLHQWH�GH�ORV�UHFXUVRV�
de TI y su desarrollo conjunto con otras capacidades/procesos 
RUJDQL]DWLYRV��

Siguiendo esta literatura, la presente investigación trata de 
estudiar un aspecto concreto del valor de negocio de los recursos 
GH�7,��&RQFUHWDPHQWH�WUDWD�GH�DQDOL]DU�HO�LPSDFWR�GH�OD�FDSDFLGDG�
GH� PHGLRV� VRFLDOHV� HQ� HO� GHVHPSHxR� RUJDQL]DWLYR�� /RV� PHGLRV�
sociales son tecnologías digitales que permiten la transferencia de 
información entre usuarios, y por tanto son entendidas como un 
UHFXUR�HVSHFtÀFR�GH�7,��'H�HVWD� IRUPD�� VH� H[WUDSROD�HO� FRQFHSWR�
de valor de negocio de los recursos de TI a los medios sociales, 
entendiéndose el valor de negocio de medios sociales como la 
JHQHUDFLyQ�GH�YDORU�GH�OD�HPSUHVD�PRWLYDGD�SRU�XQ�XVR�HÀFLHQWH�GH�
los medios sociales (Dong y Wu, 2015). La presente investigación 
hace uso de la literatura previa de Sistemas de Información para 
FRQWH[WXDOL]DU� OD�JHQHUDFLyQ�GH�YDORU�GH� ODV�HPSUHVDV� IDFLOLWDGD�
por la capacidad de medios sociales.

3HVH� D� OD� FUHFLHQWH� LPSRUWDQFLD� GH� ODV� WHFQRORJtDV� GLJLWDOHV�
en las actividades de negocio y la generación de valor en las 
empresas, el impacto de los medios sociales sobre el desempeño 
RUJDQL]DWLYR� VH� KD� HVWXGLDGR� GH� IRUPD� PX\� OLPLWDGD�� $� QLYHO�
conceptual algunos estudios describen el potencial de los medios 
sociales dentro de las empresas, dando recomendaciones para 



32

Essays on social media and business transformation

tener éxito en su implantación (ej., la decisión consciente de 
la mejor plataforma social a implantar, el mejor momento y/o 
IRUPD�SDUD�KDFHUOR���&XOQDQ�HW�DO���������.LURQ�HW�DO����������2WURV�
estudios exploran el uso de medios sociales como herramienta 
de marketing para conseguir objetivos como la lealtad hacia la 
marca, la satisfacción del cliente, o la atracción o deseo de compra 
�*RK� HW� DO��� ������ 5LVKLND� HW� DO��� ������� 'H� IRUPD�PiV� OLPLWDGD�
se han explorado los efectos comparativos de medios sociales 
frente a medios más tradicionales (ej., Internet, televisión) en 
HO�YDORU�GH�PHUFDGR�GH� ODV�HPSUHVDV� �/XR�HW�DO���������<X�HW�DO���
�������$VLPLVPR�� HPSLH]D� D� VXVFLWDU� JUDQ� LQWHUpV� HO� XVR� GH� ORV�
medios sociales como herramienta para la generación de nuevo 
conocimiento (Mahr y Lievens, 2012). En este sentido, algunos 
estudios de caso desarrollan la importancia de los medios sociales 
VREUH�HO�GHVHPSHxR�LQQRYDGRU�GH�ODV�HPSUHVDV��/HRQDUGL��������
0RXQW� \� *DUFLD�� ������� 3RU� HMHPSOR�� -DUYHQSDD� \� 7XXQDLQHQ�
�������PXHVWUDQ�HO�FDVR�GH�OD�DHUROtQHD�ÀQODQGHVD�)LQQDLU��\�FyPR�
XWLOL]D�ORV�PHGLRV�VRFLDOHV�FRPR�KHUUDPLHQWD�SDUD�LQYROXFUDU�D�ORV�
clientes en procesos de innovación. Resumiendo, el conocimiento 
empírico sobre el impacto de los medios sociales en el desempeño 
RUJDQL]DWLYR��D�WUDYpV�GHO�SDSHO�FRPSOHPHQWDULR�R�PHGLDGRU�GH�
RWUDV� FDSDFLGDGHV�SURFHVRV� RUJDQL]DWLYRV� KD� VLGR� WtPLGDPHQWH�
explotado. 

La literatura reciente indica que una estrategia de medios 
sociales y habilidades gestionando y explotando el contenido 
son necesarios para crear conocimiento necesario para mejorar 
HO� GHVHPSHxR� RUJDQL]DWLYR� �%HQLWH]� HW� DO��� ����D��� %DVDGR� HQ�
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esta literatura, esta investigación doctoral propone la capacidad 
de medios sociales como la capacidad de facilitar el desempeño 
RUJDQL]DWLYR� D� WUDYpV� GH� XQD� VHULH� GH� FDSDFLGDGHV�SURFHVRV�
RUJDQL]DWLYRV�

1.2. Delimitación del tema objeto de estudio 

El tema de la capacidad de medios sociales y su impacto en 
las actividades de negocio es un tema reciente en la literatura 
de Sistemas de Información. El impacto del uso de los medios 
sociales en las empresas se ha estudiado de forma limitada (Aral 
et al., 2013). Hasta el momento no se ha desarrollado el concepto 
de capacidad de medios sociales y de valor de negocio de medios 
sociales. 

En esta investigación doctoral se estudia teóricamente y 
empíricamente el concepto de capacidad de medios sociales. 
(Q� SULPHU� OXJDU�� VH� FRQFHSWXDOL]D� GH� IRUPD� WHyULFD� HO� WpUPLQR�
capacidad de medios sociales como la habilidad para usar y explotar 
los medios sociales para ejecutar actividades de negocio. En este 
sentido, se diferencia entre medios sociales externos (Facebook, 
Twitter, blogs) y medios sociales internos (plataformas creadas por 
las empresas para uso interno). Los medios sociales externos son 
SODWDIRUPDV�S~EOLFDV�GH�LQWHUFDPELR�GH�LQIRUPDFLyQ�FRQ�XVXDULRV�
externos (ej., clientes), mientras que los medios sociales internos 
VRQ�DTXHOODV�SODWDIRUPDV�VRFLDOHV�FUHDGDV�SRU�ODV�RUJDQL]DFLRQHV�
\�UHVWULQJLGDV�DO�XVR�GH�HPSOHDGRV��(Q�VHJXQGR�OXJDU��VH�DQDOL]D�
empíricamente el término capacidad de medios sociales. En una 
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primera aproximación al concepto, en base a los indicadores 
propuestos por Culnan et al. (2010), se mide el constructo con 
datos secundarios directamente recogidos de las plataformas de 
Facebook, Twitter y blogs. En un intento de recoger una mayor 
amplitud del concepto, en una segunda fase se desarrolla una 
HVFDOD�GH�HQFXHVWD�EDVDGD�HQ�HVWXGLRV�SUHYLRV��&XOQDQ�HW�DO���������
.DQH� HW� DO��� ����D�� ����E��� (O� FRQVWUXFWR� FDSDFLGDG� GH� PHGLRV�
sociales queda compuesto por tres dimensiones que consideran 
plataformas sociales externas e internas: social media mindful 
planning��SODQLÀFDFLyQ�FRQVFLHQWH�GH�PHGLRV�VRFLDOHV���social media 
management (gestión de medios sociales), y social media exploitation 
�H[SORWDFLyQ�GH�PHGLRV� VRFLDOHV���/D�SODQLÀFDFLyQ�FRQVFLHQWH�GH�
PHGLRV�VRFLDOHV�VH�UHÀHUH�D� OD�KDELOLGDG�GH�GLVHxDU� OD�HVWUDWHJLD�
de medios sociales (selección de la plataforma social a adoptar y 
objetivos empresariales de dicha plataforma). La gestión de medios 
VRFLDOHV�VH�UHÀHUH�D�OD�KDELOLGDG�GH�JHVWLRQDU�HO�FRQWHQLGR�FUHDGR�
y aportado en las plataformas sociales (información relevante, en 
WLHPSR�\�FRQWHQLGR���/D�H[SORWDFLyQ�GH�PHGLRV�VRFLDOHV�VH�UHÀHUH�
a la habilidad de explotar los datos obtenidos en las plataformas 
VRFLDOHV� SDUD� DOFDQ]DU� ORV� REMHWLYRV� HPSUHVDULDOHV� �HM��� WRPD� GH�
decisiones). De esta forma, esta investigación doctoral se centra 
en delimitar de forma teórica y empírica el concepto de capacidad 
de medios sociales. 

9DORU�GH�QHJRFLR�GH�PHGLRV�VRFLDOHV�VH�UHÀHUH�DO�JUDGR�HQ�TXH�
las empresas crean valor mediante el uso de los medios sociales 
�0HOYLOOH� HW� DO��� ������'RQJ� \�:X�� �������$�SHVDU� GH� OD� HOHYDGD�
popularidad de los medios sociales en las empresas, el valor de 
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negocio de medios sociales es un fenómeno reciente y su estudio 
empírico y teórico está en estado inicial (Lam et al., 2016). La 
mayoría de la investigación hasta el momento se ha centrado en 
explorar los efectos de la generación de contenido a través de 
los medios sociales externos (Facebook, Twitter) en la calidad 
percibida, reputación de marca, satisfacción del cliente, o la 
LQWHQFLyQ�GH�FRPSUD��*RK�HW�DO���������+LOGHEUDQG�HW�DO���������/L�HW�
DO���������5LVKLND�HW�DO����������$OJXQRV�HVWXGLRV�H[SORUDQ�HO�YDORU�
de negocio de medios sociales centrándose fundamentalmente en 
HO�GHVHPSHxR�ÀQDQFLHUR��6LQ�HPEDUJR��D�SHVDU�GHO�SRWHQFLDO�GH�
los medios sociales para actividades de negocio (Leonardi, 2014), 
los trabajos sobre el valor de negocio de medios sociales son muy 
limitados. 

El uso de los medios sociales puede mejorar el valor de las 
HPSUHVDV�PHGLDQWH�OD�LQWHUDFFLyQ�FRQ�ORV�XVXDULRV��)URHKOH��������
.LURQ������D���/DV�HPSUHVDV�SXHGHQ�XVDU�ORV�PHGLRV�VRFLDOHV�PiV�
allá de para simples temas comerciales o de marketing (ej., ventas, 
UHFRQRFLPLHQWR�GH�OD�PDUFD���.LURQ�HW�DO���������.DQH�HW�DO�������D���
Los medios sociales son considerados como herramientas para ser 
XVDGDV�HQ�WRGD�OD�RUJDQL]DFLyQ��HVSHFLDOPHQWH�FODYHV�SDUD�PHMRUDU�
el desempeño innovador (ej., desarrollo de nuevos productos), 
HO� OLGHUD]JR� �HM��� UHFOXWDPLHQWR� \� GHVDUUROOR� GH� HPSOHDGRV��� R�
el desempeño operativo (ej., mejoras en la producción por la 
LQWHUDFFLyQ�FRQ�SURYHHGRUHV�\�RWURV�XVXDULRV���.DQH�HW�DO�������D��
Zhang y Benyoucef, 2016). En busca de un mayor entendimiento 
en la literatura de valor de negocio de medios sociales, en esta 
investigación doctoral se estudia el efecto de la capacidad de 
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PHGLRV�VRFLDOHV�HQ�HO�GHVHPSHxR�RUJDQL]DWLYR��&RQFUHWDPHQWH�VH�
FHQWUD�HQ�DQDOL]DU�HO�LPSDFWR�GH�OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�
en el desempeño innovador y de servicio al cliente. 

Los medios sociales pueden ser especialmente claves en la 
innovación. Algunos estudios de caso ya muestran la importancia 
de usar los medios sociales para la innovación abierta (Leonardi 
������0RXQW�\�*DUFLD�� �������/RV�PHGLRV� VRFLDOHV�SHUPLWHQ�XQD�
mayor conectividad, colaboración, experimentación y transmisión 
de información en tiempo real, lo que facilita la innovación 
(Nambisan et al., 2017). A través de los medios sociales externos 
(Facebook, Twitter, blogs) e internos (Microsoft Yammer) los 
clientes y empleados pueden jugar un papel muy activo en las 
DFWLYLGDGHV�GH�LQQRYDFLyQ��$UDO�HW�DO���������-DUYHQSDD�\�7XXQDLQHQ��
2013). Los clientes pueden contribuir dando información sobre sus 
necesidades y expectativas mientras que los empleados pueden 
dar información acerca de los procesos internos y dar soluciones 
a problemas operativos, mejorando el proceso de desarrollo de 
QXHYRV�SURGXFWRV��3RU�WDQWR��D�WUDYpV�GH�ORV�PHGLRV�VRFLDOHV� ODV�
empresas pueden generar nuevo conocimiento para innovar con 
la ayuda de clientes y empleados. 

/D� FDSDFLGDG� GH� PHGLRV� VRFLDOHV� WDPELpQ� SXHGH� LQÁXLU� HQ�
el desempeño del servicio al cliente. Una mayor interacción y 
participación del cliente a través de los medios sociales puede 
generar información sobre las necesidades y quejas de los clientes, 
lo que puede resultar en una mayor agilidad de la compañía 
SDUD�VROYHQWDUODV��.LURQ������E��.LURQ�HW�DO����������3RU�WDQWR��ODV�
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empresas pueden usar los medios sociales para detectar fallos y 
mejorar el servicio prestado al cliente.

La simple adopción de los medios sociales por las empresas no 
JDUDQWL]D�HO�p[LWR��/D�OLWHUDWXUD�SUHYLD�GH�6LVWHPDV�GH�,QIRUPDFLyQ�
apoya la idea de que la clave en la generación de valor a partir de 
OD�7,�QR�UHFDH�HQ�HO�PRQWDQWH�LQYHUWLGR��VLQR�HQ�HO�XVR�HÀFLHQWH�GH�
los recursos de TI y su desarrollo conjunto con otras capacidades/
SURFHVRV� RUJDQL]DWLYRV� �%HQLWH]� HW� DO��� ����D��� $Vt�� ORV� PHGLRV�
sociales son plataformas (recursos tecnológicos), cuyo grado de 
LQYHUVLyQ�\�GHVDUUROOR�SRGUtD�VHU�KHWHURJpQHR�HQWUH�RUJDQL]DFLRQHV��
La forma en la que las empresas usan el conocimiento y experiencia 
GH�FOLHQWHV�\�HPSOHDGRV�HV�IXQGDPHQWDO��3DUD�JHQHUDU�GHVHPSHxR�
innovador y valor en la prestación del servicio es imprescindible 
JHVWLRQDU�GH�IRUPD�HÀFLHQWH�OD�JUDQ�GLYHUVLGDG�GH�LQIRUPDFLyQ�\�
conocimiento obtenidos en los medios sociales. Resulta interesante 
conocer los procesos internos que deberían ser desarrollados 
para gestionar la información adquirida a través de los medios 
sociales para obtener un desempeño innovador y de servicio 
DO� FOLHQWH��3DUD�HOOR�� HV� LPSUHVFLQGLEOH�GLVSRQHU�GH�XQD�VHULH�GH�
FDSDFLGDGHV�SURFHVRV�RUJDQL]DWLYRV�TXH�D\XGHQ�D�PDQHMDU�GLFKD�
LQIRUPDFLyQ��/D�SUHVHQWH�LQYHVWLJDFLyQ�GRFWRUDO�DQDOL]D�HO�LPSDFWR�
de la capacidad de medios sociales en el desempeño innovador 
y de servicio al cliente tomando en consideración otras variables 
RUJDQL]DWLYDV�TXH�PHGLDQ�R�PRGHUDQ�HO�SURFHVR�
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1.3. Objetivos de la investigación 

(O� REMHWLYR� SULQFLSDO� GH� HVWD� LQYHVWLJDFLyQ� GRFWRUDO� HV� DQDOL]DU�
si y cómo la capacidad de medios sociales ayuda a las empresas 
a transformar sus actividades de negocio para mejorar su 
GHVHPSHxR�RUJDQL]DWLYR�HQ�HO�FRQWH[WR�GH�ODV�HPSUHVDV�HVSDxRODV�
y norteamericanas. Este objetivo puede ser escindido en varios 
REMHWLYRV�HVSHFtÀFRV��

%� Estudiar cuáles son los principales antecedentes que permiten 
a las empresas aprender a desarrollar una competencia de 
medios sociales.

%� $QDOL]DU� HO� HIHFWR� FRPSOHPHQWDULR� GH� ORV�PHGLRV� VRFLDOHV�
y recursos tecnológicos tradicionales en el desempeño 
RUJDQL]DWLYR��

%� Estudiar el impacto de la capacidad de medios sociales 
sobre el resultado de innovación empresarial tomando en 
FRQVLGHUDFLyQ�RWUDV� YDULDEOHV� RUJDQL]DWLYDV� TXH�PHGLDQ� HO�
proceso. 

Las preguntas de investigación sobre las que se fundamentan 
HVWRV�REMHWLYRV�HVSHFtÀFRV�VRQ�ODV�VLJXLHQWHV��

%� ¿Cómo aprenden las empresas a desarrollar una capacidad 
de medios sociales? ¿Cuáles son los antecedentes de la 
capacidad de medios sociales?

%� ¢,QÁX\H� OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�HQ�HO�GHVHPSHxR�
innovador? ¿De qué forma?
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%� ¢,QÁX\H� OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�HQ�HO�GHVHPSHxR�
de servicio al cliente ¿De qué forma?

%� ¿Existe complementariedad entre los medios sociales y los 
recursos digitales tradicionales para mejorar el desempeño 
empresarial? 

%� ¿De qué forma se gestiona la información obtenida a través 
de los medios sociales para conseguir un desempeño 
innovador?

3DUD�OD�PXHVWUD�VH�KDQ�FRQVLGHUDGR�JUDQGHV�HPSUHVDV�HVSDxRODV�
y pequeñas empresas norteamericanas, teniendo presente que los 
criterios de tamaño son dispares entre países. Se han seleccionado 
empresas líderes en ventas, y por tanto más expuestas a desarrollar 
su desempeño innovador y de servicio al cliente. 

En los siguientes apartados se muestran de forma más detallada 
ORV�REMHWLYRV�HVSHFtÀFRV�D�DOFDQ]DU��

1.3.1. Antecedentes en el desarrollo de la competencia en 
medios sociales

Algunos trabajos han planteado como motivaciones empresariales 
para usar medios sociales la presión social, argumentos basados 
en marketing (ej., creación de marca y promoción de nuevos 
productos), o la imagen de responsabilidad social corporativa 
�6LQFODLUH�\�9RJXV��������/HH�HW�DO����������1R�REVWDQWH��OD�OLWHUDWXUD�
sobre antecedentes del uso de medios sociales en las empresas es 
muy limitada. 
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8QR�GH�ORV�REMHWLYRV�HVSHFtÀFRV�GH�HVWD�LQYHVWLJDFLyQ�GRFWRUDO�
HV� OD� FRQFHSWXDOL]DFLyQ� GH� OD� FRPSHWHQFLD� HQ� PHGLRV� VRFLDOHV�
“social media competence”�\�OD�E~VTXHGD�GH�IDFWRUHV�TXH�IDYRUHFHQ�
VX�GHVDUUROOR��6H�GHÀQH�OD�FRPSHWHQFLD�HQ�PHGLRV�VRFLDOHV�FRPR�OD�
capacidad de las empresas de usar y explotar los medios sociales 
(Facebook, Twitter, blogs) para ejecutar actividades de negocio. 
Facebook, Twitter y blogs son las plataformas sociales elegidas 
dado la gran importancia dada en estudios previos (Culnan et 
al., 2010) y las sugerencias recibidas por la Asociación Española 
GH� 5HVSRQVDEOHV� GH� &RPXQLGDG� \� 3URIHVLRQDOHV� 6RFLDO� 0HGLD�
�$(5&2�360��� OD� PD\RU� DVRFLDFLyQ� HVSDxROD� GH� JHVWRUHV� GH�
comunidad y medios sociales. 

Se exploran como posibles factores de desarrollo de la 
competencia en medios sociales los siguientes: la presión social 
competitiva, la capacidad de infraestructura tecnológica, la gestión 
de marketing, la gestión de la innovación y el tamaño empresarial. 
(Q�HVWH�VHQWLGR��VH�SURIXQGL]D�HQ�HO�HVWXGLR�GH�ORV�DQWHFHGHQWHV�
del desarrollo de la habilidad de gestionar los medios sociales 
para ejecutar actividades de negocio.

1.3.2. Complementariedad de los recursos tecnológicos 
digitales: Medios sociales y tradicionales

8QD� YH]� GHÀQLGR� HO� FRQFHSWR� GH� FDSDFLGDG�FRPSHWHQFLD� GH�
PHGLRV� VRFLDOHV�� VH� SXHGH� SURIXQGL]DU� HQ� HO� LPSDFWR� GH� HVWD�
FDSDFLGDG� HQ� HO� GHVHPSHxR� RUJDQL]DWLYR�� (O� VHJXQGR� REMHWLYR�
HVSHFtÀFR� GH� HVWD� LQYHVWLJDFLyQ� GRFWRUDO� H[SORUD� HO� HIHFWR�
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complementario de los recursos tecnológicos digitales de medios 
sociales (Facebook, Twitter, blogs) y otros recursos tecnológicos 
digitales más tradicionales (comercio electrónico) en el desempeño 
RUJDQL]DWLYR�

La literatura de Sistemas de Información ha estudiado vagamente 
la interacción entre tecnologías digitales sociales y tradicionales, 
SULQFLSDOPHQWH� IRFDOL]DGD� HQ� H[SORUDU� HO� FRPSRUWDPLHQWR� GHO�
FRQVXPLGRU��+LOGHEUDQG�HW�DO���������5LVKLND�HW�DO����������(O�SDSHO�
de los medios sociales y su interacción con tecnologías digitales 
más tradicionales como el e-commerce (comercio electrónico) en la 
habilidad de involucrar al cliente y obtener de éste información 
para mejorar la innovación de la empresa y su servicio al cliente 
no han sido estudiados hasta el momento. 

Las nuevas tecnologías digitales, tales como los medios sociales 
y el comercio electrónico, son clave para la competitividad 
\� VXSHUYLYHQFLD� GH� ODV� HPSUHVDV� �%HQLWH]� HW� DO��� ����D��� /DV�
tecnologías digitales permiten a las empresas interactuar con el 
cliente, generando valor para las compañías. Las plataformas de 
medios sociales y de comercio electrónico pueden ser usadas por 
los clientes para interactuar con las empresas y otros clientes por 
PXOWLWXG�GH�UD]RQHV��HM���FRQVHJXLU�LQIRUPDFLyQ�VREUH�SURGXFWRV�
servicios, incitar a otros usuarios y clientes a comprar el producto/
VHUYLFLR�R�GDU�RSLQLRQHV�VREUH�HO�PLVPR���8Q�XVR�HÀFLHQWH�GH�DPERV�
recursos tecnológicos (medios sociales y comercio electrónico) 
SXHGH� PHMRUDU� HO� GHVHPSHxR� RUJDQL]DWLYR�� %DViQGRQRV� HQ� OD�
teoría de la complementariedad de recursos y capacidades, esta 
investigación doctoral estudia el efecto complementario de los 
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medios sociales y el comercio electrónico como dos capacidades 
complementarias que generan valor en la empresa. 

Mientras que las plataformas de medios sociales son fácilmente 
DFFHVLEOHV�� OD� FRPELQDFLyQ� HÀFLHQWH� FRQ� ODV� DSOLFDFLRQHV� GH�
comercio electrónico pueden marcar la diferencia y ayudar 
a construir y mantener una ventaja competitiva basada en la 
complementariedad de recursos y capacidades (Ennen y Richter, 
������� 3RU� WDQWR�� ORV� PHGLRV� VRFLDOHV� \� HO� FRPHUFLR� HOHFWUyQLFR�
SXHGHQ� PHMRUDU� HO� GHVHPSHxR� RUJDQL]DWLYR� D� WUDYpV� GH� OD�
interacción con el cliente. En esta investigación doctoral se estudia 
el efecto complementario de la capacidad de medios sociales y de 
comercio electrónico, tratando de entender cómo generan valor a 
través de la participación de los clientes.

1.3.3. La capacidad de medios sociales y el desempeño 
innovador: Papel mediador de las capacidades 
organizativas

(O�~OWLPR�GH�ORV�REMHWLYRV�HVSHFtÀFRV�WUDWD�GH�H[SORUDU�HO�LPSDFWR�GH�
la capacidad de medios sociales sobre el resultado de innovación 
empresarial tomando en consideración una serie de capacidades 
RUJDQL]DWLYDV�TXH�PHGLDQ�HO�SURFHVR�

/D�OLWHUDWXUD�SUHYLD�GH�6LVWHPDV�GH�,QIRUPDFLyQ�HQIDWL]D�HO�SDSHO�
de las tecnologías colaborativas en el proceso de desarrollo de 
nuevos productos. Especial interés se muestra hacia la trasparencia 
y la transferencia de conocimiento obtenido con el uso de recursos 
WHFQROyJLFRV�� 3DYORX� \� (O� 6DZ\� ������� HVWXGLDQ� HPStULFDPHQWH�
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el efecto de la TI en el desempeño innovador a través del efecto 
PHGLDGRU�GH�XQD� VHULH�GH� FDSDFLGDGHV�RUJDQL]DWLYDV� �KDELOLGDG�
SDUD� UHFRQÀJXUDU� ORV� UHFXUVRV� RUJDQL]DWLYRV� HQ� UHVSXHVWD� D� ORV�
rápidos cambios del entorno). Esta investigación doctoral amplía 
HO�HVWXGLR�GH�3DYORX�\�(O�6DZ\�\�DQDOL]D�HO�HIHFWR�GH�ORV�PHGLRV�
sociales en el desempeño innovador a través de una serie de 
FDSDFLGDGHV�RUJDQL]DWLYDV�

Los medios sociales aportan información extensa y 
desestructurada, por lo que es necesario una serie de habilidades 
por parte de la empresa para poder manejar y gestionar dicha 
LQIRUPDFLyQ�� 3RU� HVWH� PRWLYR�� VH� HQWLHQGH� QHFHVDULR� H[SORUDU�
FXiOHV�VRQ�ODV�FDSDFLGDGHV�RUJDQL]DWLYDV�QHFHVDULDV�SDUD�JHVWLRQDU�
GH� IRUPD�HÀFLHQWH� OD� FDSDFLGDG�GH�PHGLRV� VRFLDOHV��6H�HVWXGLDQ�
la orientación al mercado, coordinación, capacidad de absorción, 
PHQWH� FROHFWLYD�� \� ÁH[LELOLGDG� GH� QHJRFLR� FRPR� FDSDFLGDGHV�
RUJDQL]DWLYDV�HVHQFLDOHV�SDUD�UHFRQÀJXUDU�OD�LQIRUPDFLyQ�REWHQLGD�
y transformarla en innovación.

1.4. Estructura del trabajo de investigación

La presente tesis doctoral está compuesta por cinco capítulos que 
se agrupan en tres bloques: la introducción (Capítulo 1), el cuerpo 
central de la tesis o trabajos de investigación (Capítulos 2, 3, y 4), 
\�ODV�FRQFOXVLRQHV�ÀQDOHV��&DStWXOR�����

En el Capítulo 1 se introduce el tema objeto de estudio: el valor 
de negocio de medios sociales. Se hace una breve síntesis del 
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estudio y evolución del uso empresarial de los medios sociales, así 
como se introduce la teoría sobre la que se sustenta el concepto de 
valor de negocio de medios sociales. En este sentido, se delimita 
el concepto de valor de negocio de medios sociales como la 
JHQHUDFLyQ�GH�YDORU�GH�OD�HPSUHVD�PRWLYDGD�SRU�XQ�XVR�HÀFLHQWH�
de los medios sociales. Igualmente, se expone el interés actual por 
un mayor conocimiento y estudios empíricos sobre la forma en la 
que las empresas pueden usar los medios sociales para generar 
valor. 

También en este capítulo se plantea el propósito general y los 
REMHWLYRV�HVSHFtÀFRV�GH�OD�SUHVHQWH�WHVLV�GRFWRUDO��D�OD�YH]�TXH�VH�
presenta la relación de la capacidad de medios sociales con una 
serie de variables con el objetivo de generar valor en la empresa. 
)LQDOPHQWH�VH�MXVWLÀFD�HO�LQWHUpV�DFDGpPLFR�\�HPSUHVDULDO�GH�HVWD�
investigación.

En el Capítulo 2 se introducen los antecedentes que permiten a 
las pequeñas empresas aprender a desarrollar las capacidades de 
medios sociales. En este capítulo se da una primera aproximación 
al concepto “social media competence”, entendido como la capacidad 
de las empresas en el uso de un conjunto de capacidades de 
medios sociales (Facebook, Twitter, blogs) en sus actividades de 
negocio. El modelo propuesto es contrastado en una muestra de 
100 pequeñas empresas norteamericanas usando un set de datos 
secundarios.

En el Capítulo 3 se explora el efecto de la capacidad de medios 
sociales y e-commerce (comercio electrónico) de forma individual 
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\� FRQMXQWD� HQ� HO� GHVHPSHxR� RUJDQL]DWLYR� D� WUDYpV� GHO� SDSHO�
mediador de la interacción con el cliente. La interacción del cliente 
se considera como un mecanismo intermedio a través del cual 
las tecnologías digitales (medios sociales y comercio electrónico) 
PHMRUDQ�HO�GHVHPSHxR�RUJDQL]DWLYR��6H�XWLOL]D�OD�LQWHUDFFLyQ�GHO�
cliente como mecanismo intermedio para explicar cómo convierten 
las empresas el uso de medios sociales y comercio electrónico en 
innovación y servicio al cliente. De nuevo, el modelo propuesto 
es contrastado en una muestra de 100 pequeñas empresas 
norteamericanas usando un set de datos secundario.

En el Capítulo 4, motivado por la perspectiva de las capacidades 
RUJDQL]DWLYDV� IDFLOLWDGDV�SRU� OD�7,�� VH�H[SORUD�HO�HIHFWR� LQGLUHFWR�
de la capacidad de medios sociales en el desempeño innovador 
D� WUDYpV� GH� XQD� VHULH� GH� FDSDFLGDGHV� RUJDQL]DWLYDV��$VLPLVPR��
se amplía el concepto de capacidad de medios sociales como la 
capacidad de las empresas de usar plataformas sociales a nivel 
externo e interno para dar apoyo a actividades de desarrollo de 
nuevos productos. Esta investigación doctoral amplía el concepto 
de capacidad de medios sociales, considerando no sólo plataformas 
sociales externas (ej. Facebook, Twitter), sino también plataformas 
sociales internas (ej. Microsoft Yammer). El constructo capacidad 
de medios sociales queda compuesto por tres dimensiones que 
consideran ambas plataformas (externas e internas): social media 
mindful planning� �SODQLÀFDFLyQ� FRQVFLHQWH� GH� PHGLRV� VRFLDOHV���
social media management (gestión de medios sociales), y social media 
exploitation (explotación de medios sociales). El modelo propuesto 
es contrastado en una muestra de 151 grandes empresas españolas 
usando datos de encuesta.
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Finalmente, en el Capítulo 5 se resumen las principales 
conclusiones derivadas de los resultados empíricos de esta 
investigación doctoral, destacando las contribuciones teóricas 
más relevantes. En este capítulo también se señalan una serie 
de aplicaciones prácticas, especialmente relevantes para los 
responsables de Sistemas de Información y de Desarrollo de 
1XHYRV� 3URGXFWRV�� /DV� OLPLWDFLRQHV� UHODWLYDV� DO� GLVHxR� GH�
investigación y las futuras líneas de investigación son también 
GHWDOODGDV� HQ� HVWH� DSDUWDGR�� (O� FDStWXOR� ÀQDOL]D� FRQ� XQD� EUHYH�
UHÁH[LyQ�VREUH�ODV�´&RQVLGHUDFLRQHV�)LQDOHVµ�GHO�HVWXGLR�

1.5. Justificación e interés de la investigación 

Los medios sociales son considerados un factor clave del éxito 
empresarial dado su carácter de colaboración e interacción entre 
directivos, empleados y clientes. La habilidad de las empresas en 
compartir y generar contenido online puede facilitar la transmisión 
de información (Goh et al., 2013), interacción y conexión con los 
FOLHQWHV�\�HPSOHDGRV��$JJDUZDO�HW�DO���������5LVKLND�HW�DO����������
Esta transmisión de información puede ser usada para mejorar 
HO�GHVHPSHxR�RUJDQL]DWLYR��3RU�HMHPSOR��ORV�PHGLRV�VRFLDOHV�VRQ�
considerados factores de potenciales decisiones de compra ya 
que facilitan la información compartida, la interacción social, y la 
generación de contenidos (opiniones y recomendaciones) (Zhang y 
Benyoucef, 2016). Igualmente, los medios sociales pueden ayudar 
a las empresas a mejorar su innovación y servicio al cliente. 
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El fracaso en el desarrollo de nuevos productos puede deberse 
D� XQ� LQDSURSLDGR� DMXVWH� FRQ� OR� TXH� ORV� FOLHQWHV� QHFHVLWDQ�� 3RU�
HMHPSOR��FXDQGR�HQ������*RRJOH� ODQ]y�DO�PHUFDGR�Google Glass, 
XQ�GLVSRVLWLYR�GH�YLVXDOL]DFLyQ�GH�UHDOLGDG�DXPHQWDGD��QR�WXYR�
en cuenta que en aquel momento la sociedad no estaba preparada 
para esa revolución tecnológica. Tras dos años de producción, 
Google tuvo que parar de producir el producto debido a las 
pérdidas generadas. Este ejemplo muestra la necesidad de conocer 
las necesidades y reacciones de los clientes a tiempo.

Los medios sociales pueden ayudar a las empresas a reconocer 
las necesidades de los clientes en tiempo de forma que les permiten 
innovar y servir de forma adecuada al cliente. No obstante, 
la información generada en los medios sociales es demasiado 
extensa y desestructurada, por lo que las empresas necesitan 
JHVWLRQDU� GH� IRUPD� HÀFLHQWH� GLFKD� LQIRUPDFLyQ�� (Q� HVWD� WHVLV�
doctoral se plantea el concepto de capacidad de medios sociales y 
su potencialidad para generar valor (desempeño innovador y de 
servicio al cliente) a partir de la interacción y mediación con otras 
FDSDFLGDGHV�RUJDQL]DWLYDV��

/RV�HVWXGLRV�HPStULFRV�H[SOLFDQGR�HO�EHQHÀFLR�HPSUHVDULDO�GH�
los medios sociales son escasos. Considerando los gaps detectados 
HQ� OD� OLWHUDWXUD� SUHYLD�� H[LVWH� RSRUWXQLGDG� GH� UHDOL]DU� JUDQGHV�
contribuciones al campo de Sistemas de Información, así como 
de proporcionar respuestas de interés a directivos. El estudio 
de los medios sociales se encuentra en una etapa inicial y los 
argumentos sobre el valor generado por las empresas están por 
explorar empíricamente. Esta investigación doctoral pretende 



48

Essays on social media and business transformation

explicar teóricamente y demostrar empíricamente cómo las 
empresas desarrollan una capacidad de medios sociales y si dicha 
capacidad puede ayudarles a generar valor.
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2. HOw DO SMALL FIRMS LEARN TO 
DEvELOP A SOCIAL MEDIA COMPETENCE?

Abstract

6RFLDO� PHGLD� FDQ� EH� OHYHUDJHG� WR� LPSURYH� WKH� ÀUP·V� EXVLQHVV�
DFWLYLWLHV�WR�FUHDWH�YDOXH��%HFDXVH�VPDOO�ÀUPV�KDYH�D�ORZHU�SRUWIROLR�
RI�ÀQDQFLDO�UHVRXUFHV�WR�FRPSHWH�PRUH�HIIHFWLYHO\�LQ�WKH�PDUNHW��
social media capabilities can become more important for small 
WKDQ�ODUJH�ÀUPV��+RZHYHU��SULRU�UHVHDUFK�KDV�IDLOHG�LQ�H[SODLQLQJ�
WKH�YDULDEOHV�WKURXJK�ZKLFK�VPDOO�ÀUPV�FDQ�OHDUQ�WR�DGRSW�VRFLDO�
PHGLD��2XU�VWXG\�LV�D�ÀUVW�HIIRUW�WR�DGGUHVV�WKLV�UHVHDUFK�JDS��:H�
propose a conceptual model in which social competitor pressure, 
,7� LQIUDVWUXFWXUH� FDSDELOLW\�� WZR� RUJDQL]DWLRQDO� FDSDELOLWLHV�
(marketing management and innovation management) and 
ÀUP� VL]H� HQDEOH� VPDOO� ÀUPV� WR� OHDUQ� WR� GHYHORS� D� VRFLDO�PHGLD�
competence. The model is tested using the partial least squares-
based structural equation modeling technique employing a unique 
secondary dataset on a sample composed of the 100 small U.S. 
ÀUPV�LQFOXGHG�LQ�WKH������)RUEHV�$PHULFD·V�%HVW�6PDOO�&RPSDQLHV�
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ranking. The empirical analysis suggests that IT infrastructure 
capability, social competitor pressure, marketing management 
and innovation management are key mechanisms through which 
VPDOO� ÀUPV� OHDUQ� WR� GHYHORS� D� VRFLDO� PHGLD� FRPSHWHQFH�� 7KH�
empirical analysis also suggests that social media competence is 
PRUH�LPSRUWDQW�IRU�WKH�VPDOOHVW�PDQXIDFWXULQJ�ÀUPV�HYHQ�DPRQJ�
D�VDPSOH�RI�VPDOO�ÀUPV�

Keywords: IT infrastructure, social competitor pressure, marketing 
management, innovation management, social media competence. 

2.1. Introduction

Social media business practices (e.g., Facebook, Twitter, blogs, 
<RX7XEH��DUH�UHDFKLQJ�D�VLJQLÀFDQW�DZDUHQHVV�QRZDGD\V�DPRQJ�
ÀUPV��$UDO�HW�DO����������$ERXW�����ÀUPV� OLVWHG� LQ� WKH�6WDQGDUG�
DQG�3RRU·V����� LQGH[�XVH� VRFLDO�PHGLD� �0DKU�	�/LHYHQV�� �������
0RUH�VSHFLÀFDOO\����������������DQG�����RI�)RUWXQH����·V�ÀUPV�
leveraged Twitter, Facebook, blogs and forums respectively in 
their business activities (Culnan et al., 2010). Social media can be 
OHYHUDJHG�WR�LPSURYH�WKH�ÀUP·V�EXVLQHVV�DFWLYLWLHV�WR�JDLQ�EXVLQHVV�
value (Aral et al., 2013). At corporate level, social media enables 
WKH�ÀUP·V�SURÀFLHQF\� WR� VHQVH�DQG� VHL]H�EXVLQHVV�RSSRUWXQLWLHV�
DQG�WKH�UHFRQÀJXUDWLRQ�RI�EXVLQHVV�UHVRXUFHV��:DJQHU�	�:DJQHU��
�������$W�RSHUDWLRQDO�OHYHO��ÀUPV�OHYHUDJH�VRFLDO�PHGLD�WR�LPSURYH�
their relationships with customers (in terms of product, brand, 
HQJDJHPHQW�DQG�ÀUP���ZKLFK�LQFUHDVHV�WKH�EUDQG�WUXVW�WR�OHDG�WR�D�
JUHDWHU�FXVWRPHU�OR\DOW\�DQG�EXVLQHVV�YDOXH��/DURFKH�HW�DO���������
Trainor et al., 2014). 
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6RFLDO�PHGLD�DUH�D�YHU\�UHFHQW�SKHQRPHQRQ�DPRQJ�ÀUPV�DQG�
individuals at the real world and, consequently, the study of social 
media is in its initial stages. Our own comprehensive analysis on 
prior research on social media for business activities suggests 
WKDW� WKLV� UHVHDUFK� FDQ� EH� RUJDQL]HG� LQ� WKUHH� EORFNV� RI� UHVHDUFK��
7KH� ÀUVW� EORFN� RI� OLWHUDWXUH� RQ� VRFLDO�PHGLD� LV�PDLQO\� RULHQWHG�
to information technology (IT) and business managers being its 
JRDO� WR� GHVFULEH� WKH� VRFLDO� PHGLD� ÀUPV·� EHKDYLRU� DQG� SURYLGH�
suggestions for a successful implementation of social media 
DW� WKH�UHDO�ZRUOG� �H�J���&XOQDQ�HW�DO���������.LURQ�HW�DO����������$�
second block of research has empirically examined the effect of 
VRFLDO�PHGLD�ÀUP·V�XVDJH�RQ�WKH�H[HFXWLRQ�RI�PDUNHWLQJ�DFWLYLWLHV�
(i.e., the so-labelled social media marketing). For example, Goh 
HW� DO�� ������� VWXG\� WKH� UHODWLRQVKLS� EHWZHHQ� FXVWRPHU� DQG� ÀUP�
SDUWLFLSDWLRQ�LQ�VRFLDO�PHGLD�DQG�ÀQG�WKDW�WKH�LQGLUHFW�FRPPHQWV�
of informative and persuasive customers has a stronger effect on 
SXUFKDVH�FRPSDULQJ�WR�ÀUP·V�PHVVDJHV��6LPLODUO\��5LVKLND�HW�DO��
�������ÀQG�WKDW�FXVWRPHU�SDUWLFLSDWLRQ�LQ�VRFLDO�PHGLD�LQFUHDVHV�
FXVWRPHUV·� VKRSSLQJ� YLVLWV� DQG� FXVWRPHU� SURÀWDELOLW\�� )LQDOO\��
DOWKRXJK�LQ�D�YHU\�OLPLWHG�ZD\��ZH�ÀQG�D�WKLUG�EORFN�RI�HPSLULFDO�
research that has compared the effects of social media versus 
RQOLQH� FRQYHQWLRQDO�PHGLD� �H�J���ZHE� WUDIÀF�� *RRJOH� VHDUFK�� RQ�
WKH� VWRFN�PDUNHW�SHUIRUPDQFH� �/XR�HW� DO��� ������<X�HW� DO��� �������
However, additional research is needed to better understand how 
ÀUPV�FDQ�OHYHUDJH�VRFLDO�PHGLD�UHVRXUFHV�WR�FUHDWH�EXVLQHVV�YDOXH�
(Liu et al., 2014). Table 2.A1 (in the appendix) presents a summary 
of our comprehensive analysis of prior research on social media 
for business activities. 
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7KDW�EHLQJ�VDLG��ZLWK�WZR�H[FHSWLRQV��6LQFODLUH�	�9RJXV��������
Lee et al., 2013) prior research has failed in explaining the variables 
WKURXJK�ZKLFK�ÀUPV� FDQ� OHDUQ� WR� DGRSW� VRFLDO�PHGLD� SUDFWLFHV��
6LQFODLUH�DQG�9RJXV��������IRXQG�WKDW�ODUJH�,7�ÀUPV�DUH�PRUH�OLNHO\�
to adopt social media due to mimetic pressure and marketing 
DUJXPHQWV��,Q�D�VLPLODU�ZD\��/HH�HW�DO���������ÀQG�WKDW�FRUSRUDWH�
social responsibility is an antecedent of social media practices. 
$OWKRXJK� WKH�XVDJH�RI� VRFLDO�PHGLD� LV� IUHH� IRU�ÀUPV�� LW� UHTXLUHV�
investing and deploying indirectly other business resources. Also, 
D� VRFLDO� PHGLD� FDSDELOLW\� �L�H��� ÀUPV·� SURÀFLHQF\� LQ� XVLQJ� DQG�
leveraging social media for business activities) can vary among 
ÀUPV��6PDOO�ÀUPV�KDYH�D�ORZHU�SRUWIROLR�RI�ÀQDQFLDO�UHVRXUFHV�WR�
compete more effectively in the market, which suggests that social 
media capabilities can become more important/strategic for small 
WKDQ�ODUJH�ÀUPV��+RZHYHU��SULRU�UHVHDUFK�KDV�QRW�SDLG�DWWHQWLRQ�WR�
H[SODLQ�KRZ�VPDOO�ÀUPV�OHDUQ�WR�GHYHORS�VRFLDO�PHGLD�FDSDELOLWLHV��
2XU�VWXG\�LV�D�ÀUVW�HIIRUW�WR�DGGUHVV�WKLV�UHVHDUFK�JDS�

7KH�JRDO�RI�WKLV�UHVHDUFK�LV�WR�H[DPLQH�KRZ�VPDOO�ÀUPV�OHDUQ�
WR� GHYHORS� VRFLDO� PHGLD� FDSDELOLWLHV�� :H� ORRN� IRU� WKH� VSHFLÀF�
PHFKDQLVPV�WKURXJK�ZKLFK�ÀUPV�FDQ�GHYHORS�WKHLU�VRFLDO�PHGLD�
capabilities before competitors do. Drawn from the Sinclaire and 
9RJXV·V� �������ZRUN�� WKH� LQVWLWXWLRQDO� WKHRU\� �/LDQJ�HW�DO��� ������
0LJQHUDW�	�5LYDUG���������WKH�WKHRU\�RI�RUJDQL]DWLRQDO�FDSDELOLWLHV�
�7HHFH���������WKH�,7�HQDEOHG�RUJDQL]DWLRQDO�FDSDELOLWLHV�SHUVSHFWLYH�
�%HQLWH]� 	� :DOF]XFK�� ������ DQG� WKH� RUJDQL]DWLRQDO� OHDUQLQJ�
IUDPHZRUN��&URVVDQ�HW�DO���������$UJRWH�	�0LURQ�6SHNWRU���������ZH�
propose a conceptual model in which social competitor pressure, 
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,7� LQIUDVWUXFWXUH� FDSDELOLW\� DQG� WZR� RUJDQL]DWLRQDO� FDSDELOLWLHV�
(marketing management and innovation management) enable 
VPDOO�ÀUPV�WR�OHDUQ�WR�GHYHORS�RI�D�VRFLDO�PHGLD�FRPSHWHQFH��L�H���
WKH�ÀUP·V�SURÀFLHQF\�LQ�XVLQJ�DQG�OHYHUDJLQJ�)DFHERRN��7ZLWWHU�
and blog capabilities). The model is tested using the partial 
OHDVW� VTXDUHV� �3/6��EDVHG� VWUXFWXUDO� HTXDWLRQ� PRGHOLQJ� �6(0��
technique employing a unique secondary dataset in a sample 
FRPSRVHG� RI� WKH� ���� VPDOO� ÀUPV� LQFOXGHG� LQ� WKH� ����� )RUEHV�
America’s Best Small Companies ranking.

7KH� SDSHU� LV� RUJDQL]HG� DV� IROORZV�� 1H[W�� ZH� LQWURGXFH� WKH�
theories and perspectives in which the proposed model is based 
and present the hypotheses development. The third and fourth 
sections show the research method (sample, data, and measures), 
and the empirical analysis and results. After that, the discussion 
RI�WKH�UHVXOWV�DQG�ÀQDO�FRQFOXVLRQV�DUH�SUHVHQWHG��7KH�PDQXVFULSW�
ÀQLVKHV� ZLWK� D� YDOXDEOH� DSSHQGL[� ZLWK� RXU� FRPSUHKHQVLYH�
analysis of prior research on social media for business activities 
and our additional empirical analyses. 
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2.2. Theory and hypotheses

2.2.1. The institutional theory, the organizational 
capabilities-based theory, the IT-enabled organizational 
capabilities perspective and the organizational learning 
framework

$FFRUGLQJ�WR�WKH�LQVWLWXWLRQDO�WKHRU\��WKH�RUJDQL]DWLRQDO�EHKDYLRU�
can be explained by two types of institutional pressure: Coercive 
DQG� FRPSHWLWRU� SUHVVXUH� �'L0DJJLR� 	� 3RZHOO�� ������� &RHUFLYH�
SUHVVXUH�UHIHUV�WR�WKH�SROLWLFDO�LQÁXHQFH�H[HUWHG�RQ�WKH�ÀUP�E\�WKH�
national and regional governments. Competitor pressure refers to 
LQÁXHQFH� H[HUWHG�RQ� WKH�ÀUP�E\� WKH� LQGXVWU\� UXOHV� DQG�YDOXHV��
DQG�WKH�NH\�FRPSHWLWRUV��=KX�	�.UDHPHU���������7KXV��ÀUPV�DGDSW�
their behavior to respond to the institutional pressure and look for 
environmental legitimacy to be accepted and survive in the long 
run (Liang et al., 2007). This study focuses on social competitor 
pressure that refers to the pressure exerted by competitors on 
WKH� ÀUP� WR� DGRSW� VRFLDO�PHGLD��:H� XVH� WKH� LQVWLWXWLRQDO� WKHRU\�
WR� FRQFHSWXDOL]H� VRFLDO� FRPSHWLWRU� SUHVVXUH� DQG� WR� OLQN� VRFLDO�
competitor pressure to the development of a social media 
competence. 

7KH�RUJDQL]DWLRQDO�FDSDELOLWLHV�EDVHG�WKHRU\�VXJJHVWV�WKDW�ÀUPV�
GHVLJQ�WKHLU�VWUDWHJLHV�EDVHG�RQ�WKHLU�RUJDQL]DWLRQDO�FDSDELOLWLHV��
ZKLFK� H[SODLQV� WKH� GLIIHUHQFH� LQ� FRPSHWLWLYHQHVV� DPRQJ� ÀUPV�
�*UDQW�� ������� 3ULRU� UHVHDUFK� RQ� RUJDQL]DWLRQDO� FDSDELOLWLHV� KDV�
GLVWLQJXLVKHG�WKUHH�W\SHV�RI�RUJDQL]DWLRQDO�FDSDELOLWLHV��'\QDPLF��
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operational, and dual-purpose capabilities (Helfat & Winter, 2011). 
'\QDPLF� FDSDELOLWLHV� UHIHU� WR� WKH�ÀUP·V�SURÀFLHQF\� LQ�EXLOGLQJ��
LQWHJUDWLQJ� DQG� UHFRQÀJXULQJ� LWV� UHVRXUFH� EDVH� LQ� UHVSRQVH� WR�
changes in the business environment (Teece, 2007). Operational 
URXWLQHV�DUH�SDWWHUQV�RI�DFWLYLWLHV�SURFHVVHV�WKDW�D�ÀUP�SHUIRUPV�
at the operations level. Better execution of similar operational 
URXWLQHV� OHDGV� WR� VXSHULRU� ÀUP�SHUIRUPDQFH� �3HQJ� HW� DO��� �������
2SHUDWLRQDO� FDSDELOLWLHV� DUH� WKH� ÀUP·V� SURÀFLHQF\� LQ� XVLQJ� D�
collection of interrelated operational routines to solve operational 
SUREOHPV�DQG� LPSOHPHQW� WKH�RSHUDWLRQV�VWUDWHJ\��%HQLWH]�HW�DO���
������:X� HW� DO��� ������� 'XDO�SXUSRVH� FDSDELOLWLHV� UHIHU� WR� WKRVH�
RUJDQL]DWLRQDO�FDSDELOLWLHV�WKDW�FDQ�EH�GHYHORSHG�DQG�H[SORLWHG�DW�
both corporate and operational level, that is, they are dynamic as 
well as operational capabilities (Helfat & Winter, 2011). 

7KH� WKHRU\� RI� RUJDQL]DWLRQDO� FDSDELOLWLHV� SURYLGHV� D� XVHIXO�
WKHRUHWLFDO�IUDPHZRUN�WR�FRQFHSWXDOL]H�,7�LQIUDVWUXFWXUH�FDSDELOLW\��
marketing management, innovation management, social media 
competence and to link IT infrastructure capability, marketing 
management and innovation management to the development of 
a social media competence.

7KH� ,7� HQDEOHG�RUJDQL]DWLRQDO� FDSDELOLWLHV� SHUVSHFWLYH� KDV�
DUJXHG�WKDW�RUJDQL]DWLRQDO�FDSDELOLWLHV�DUH�NH\�PHFKDQLVPV�WKURXJK�
ZKLFK� ,7� KHOSV� ÀUPV� WR� FUHDWH� YDOXH�� 6RPH� H[DPSOHV� RI� WKHVH�
FDSDELOLWLHV�DUH�RUJDQL]DWLRQDO�OHDUQLQJ��NQRZOHGJH�PDQDJHPHQW��
new product development, supply chain management or business 
ÁH[LELOLW\��7LSSLQV�	�6RKL��������7DQULYHUGL��������/RSH]�	�6RWR��
������5DQJDQDWKDQ�HW�DO����������7KLV�VWXG\�EXLOGV�RQ�WKH�OLWHUDWXUH�
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RI� ,7�HQDEOHG� RUJDQL]DWLRQDO� FDSDELOLWLHV� WR� FRQFHSWXDOL]H� DQG�
link theoretically IT infrastructure capability and social media 
competence.

2UJDQL]DWLRQDO� OHDUQLQJ� LV� WKH� ÀUP·V� G\QDPLF� SURFHVV� RI�
creating knowledge through the interaction of its individuals and 
JURXSV� LQ� RUGHU� WR� SXUVXH� RUJDQL]DWLRQDO� UHQHZDO�� 7KH� SURFHVV�
of learning is composed of four sub-processes: intuiting (process 
of discerning and creating something new/new knowledge), 
interpreting (process of explaining and codifying the new 
knowledge), integrating (process of sharing and transferring 
NQRZOHGJH� WR� RUJDQL]DWLRQDO� PHPEHUV��� DQG� LQVWLWXWLRQDOL]LQJ�
�SURFHVV�RI�HPEHGGLQJ�WKH�QHZ�NQRZOHGJH�LQWR�WKH�ÀUP�WKURXJK�
rules, routines, procedures and products) (Crossan et al., 1999). The 
RUJDQL]DWLRQDO�OHDUQLQJ�SURFHVV�LV�DOVR�LQÁXHQFHG�E\�WKH�EXVLQHVV�
HQYLURQPHQW� DQG� WKH� GHJUHH� RI� H[SHULHQFH� RI� WKH� ÀUP� �$UJRWH�
	� 0LURQ�6SHNWRU�� ������ &URVVDQ� HW� DO��� ������ 5HDO� HW� DO��� �������
2UJDQL]DWLRQDO� OHDUQLQJ� HQDEOHV� WKH� FRPELQDWLRQ� RI� WKH� ÀUP·V�
UHVRXUFHV� WUDQVIRUPLQJ� WKHP� LQWR� RUJDQL]DWLRQDO� FDSDELOLWLHV��
WKXV�LQFUHDVLQJ�WKH�ÀUP·V�FRPSHWLWLYHQHVV��/DGR�HW�DO����������:H�
XVH� WKH� RUJDQL]DWLRQDO� OHDUQLQJ� IUDPHZRUN� WR� H[SODLQ� KRZ� ,7�
infrastructure capability, marketing management and innovation 
PDQDJHPHQW�HQDEOH�VPDOO�ÀUPV�WR�OHDUQ�WR�GHYHORS�D�VRFLDO�PHGLD�
competence.
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Figure 2.1. presents our conceptual model.

Figure 2.1. Conceptual model (Cv = Control variable)

2.2.2. Social competitor pressure and social media 
competence

6RFLDO�FRPSHWLWRU�SUHVVXUH�UHIHUV�WR�WKH�LQÁXHQFH�H[HUWHG�RQ�WKH�
ÀUP�E\� WKH� LQGXVWU\� UXOHV�DQG�YDOXHV�� DQG� WKH�NH\� FRPSHWLWRUV�
�=KX�HW�DO���������WR�DGRSW�VRFLDO�PHGLD��7KXV��D�IRFDO�ÀUP�UHVSRQGV�
to social competitor pressure by imitating the prior behavior of 
its key competitors in social media to address the environmental 
uncertainty, look for environmental legitimacy for being accepted 
DQG�VXUYLYH�LQ�WKH�ORQJ�UXQ��0LJQHUDW�	�5LYDUG��������6LQFODLUH�	�
Vogus, 2011).
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'UDZQ�IURP�WKH�WKHRUHWLFDO�IRXQGDWLRQV�RI�WKH�RUJDQL]DWLRQDO�
capabilities-based theory we introduce the construct social media 
FRPSHWHQFH��ZKLFK�LV�GHÀQHG�DV�WKH�ÀUP·V�SURÀFLHQF\�LQ�XVLQJ�DQG�
leveraging a portfolio of three social media capabilities: Facebook 
capability, Twitter capability and blog capability. We decided to 
focus on this portfolio of social media capabilities based on the 
emphasis given by prior managerial work on social media (e.g., 
Culnan et al., 2010) and based on the suggestions received from 
the Spanish Association of Community Managers and Social 
0HGLD�3URIHVVLRQDOV��LQ�VKRUW��$(5&2�360���$(5&2�360�LV�WKH�
major professional/practitioner association of community/social 
media managers in Spain. We assume these three social media 
platforms can be a good representation of the main social media 
XVHG�E\�ÀUPV�DURXQG�WKH�ZRUOG��LQFOXGLQJ�WKH�8�6��PDUNHW��L�H���
the focus of this study). Facebook, Twitter and blog capabilities 
UHIHU�WR�WKH�ÀUP·V�SURÀFLHQFLHV�LQ�XVLQJ�DQG�OHYHUDJLQJ�)DFHERRN��
Twitter and blog(s) to execute business activities.

A social media competence can be started to develop in 
UHVSRQVH�WR�VRFLDO�FRPSHWLWRU�SUHVVXUH��3ULRU�UHVHDUFK�KDV�IRXQG�
WKDW� RQH� RI� WKH� UHDVRQV� IRU� ZKLFK� ÀUPV� LQYHVW� LQ� H�EXVLQHVV�
WHFKQRORJLHV��=KX�	�.UDHPHU��������=KX�HW�DO����������HQWHUSULVH�
UHVRXUFH�SODQQLQJ�V\VWHPV��%HQGHUV�HW�DO���������/LDQJ�HW�DO���������
and new IT applications development (Weerakkody et al., 2009) 
is because their key competitors previously did. Drawn from this 
SULRU� XQGHUVWDQGLQJ��ZH� DUJXH� WKDW� ÀUPV� FDQ� DOVR� DGRSW� VRFLDO�
media because their key competitors already use and leverage 
social media for business activities. 
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6LPLODUO\��FRPSHWLWRU�SUHVVXUH�RQ�ÀUPV�WR�GHYHORS�D�VRFLDO�PHGLD�
FRPSHWHQFH�FDQ�EH�JUHDWHU�WR�WKH�H[WHQW�WKH�QXPEHU�RI�ÀUPV�XVLQJ�
social media is greater, developing a social media competence 
and generating business value from this social media competence 
�6KHQ�HW�DO���������.DQH�HW�DO����������7KXV��ÀUPV�FDQ�UHVSRQG�WR�
environmental uncertainty by imitating key competitors’ social 
media adoption with a successful development of a social media 
competence to create business value avoiding a lost of legitimacy 
among their customers and maintaining/improving their 
FRPSHWLWLYHQHVV� �'L0DJJLR� 	� 3RZHOO�� ������ 6LQFODLUH� 	� 9RJXV��
�������:H�WKHUHIRUH�K\SRWKHVL]H�WKDW�

Hypothesis 1 (H1): There is a positive relationship between social 
competitor pressure and social media competence.

2.2.3. IT infrastructure capability and social media 
competence

IT infrastructure refers to the set of shared technical and human 
,7�UHVRXUFHV�LQ�WKH�ÀUP�WKDW�SURYLGH�WKH�EDVH�IRU�XVLQJ�PXOWLSOH�
,7� DSSOLFDWLRQV� �:HLOO� HW� DO��� ������ -XNLF� HW� DO��� ������ 6XK� HW� DO���
2013). Technical IT resources include servers, computers, laptops, 
operating systems, software, electronic communication networks 
(email, Intranet, Extranet, wireless devices) and shared customer 
GDWDEDVHV� �$UDO�	�:HLOO�� ������%HQLWH]�	�5D\�� �������+XPDQ� ,7�
resources refer to the technical and business skills of IT managers 
DQG�HPSOR\HHV��%\UG�	�7XUQHU��������=KX�HW�DO���������%DUGKDQ�HW�
DO���������:DQJ�HW�DO����������,7�LQIUDVWUXFWXUH�FDSDELOLW\�LQGLFDWHV�
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WKH�ÀUP·V�SURÀFLHQF\�LQ�OHYHUDJLQJ�LWV�,7�LQIUDVWUXFWXUH�E\�XVLQJ�
multiple IT applications to acquire/provide accurate, timely, 
UHOLDEOH�� VHFXUH��DQG�FRQÀGHQWLDO� LQIRUPDWLRQ� IURP�WR�NH\�XVHUV�
(managers, employees, suppliers, customers, shareholders and 
UHJXODWRUV�� �%KDUDGZDM�� ������ 3DYORX� 	� (O� 6DZ\�� ������ 7DOORQ��
������0LWKDV�HW�DO���������%HQLWH]�HW�DO���������

,7� LQIUDVWUXFWXUH� FDSDELOLW\� FDQ� HQDEOH� WKH� ÀUP� WR� GHYHORS� D�
VRFLDO�PHGLD�FRPSHWHQFH��)LUVW�� WKH�ÀUP·V�WHFKQLFDO� ,7�UHVRXUFHV�
such as computers, laptops, operating systems, and electronic 
communication networks (e.g., wireless devices) are the base to 
early adopt social media and develop a social media competence 
through time and experience (Crossan et al., 2011). Similarly, 
KXPDQ�,7�UHVRXUFHV�FDQ�KHOS�WKH�ÀUP�WR�HPEHG�VRFLDO�PHGLD�ZLWK�
WKH� ÀUP·V� ,7� DSSOLFDWLRQV� WR� DFTXLUH�SURYLGH� ÀQH�JUDLQHG� GDWD�
WR�HQDEOH�NH\�XVHUV�WR�EHWWHU�PDGH�GHFLVLRQV�DW�ÀUP�OHYHO��0LUR��
2014).

6HFRQG��ÀUPV�ZLWK�PRUH�H[SHULHQFH�DQG�KLJKHU�GHYHORSPHQW�
of an IT infrastructure capability can develop more easily a social 
media competence due to its greater experience leveraging IT to 
acquire/provide timely information from/to the market. Third, 
we do know that IT infrastructure capability (i.e., a macro-IT 
capability) enables the development of other micro-IT capabilities 
�H�J���H�EXVLQHVV�H�FRPPHUFH�FDSDELOLW\��WR�ÀQDOO\�FUHDWH�EXVLQHVV�
YDOXH��=KX�	�.UDHPHU��������=KX��������=KX�	�.UDHPHU��������=KX�
et al., 2006). It is rational to expect that IT infrastructure capability 
also enables to develop a social media competence (i.e., another 
PLFUR�,7� FDSDELOLW\��� WKDW� LV��ÀUPV� WKDW�SXUVXH� WR�GHYHORS�DQ� ,7�
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infrastructure capability can also use their IT expertise to develop 
a social media competence, which suggests a positive relationship 
between IT infrastructure capability and social media competence.

)LQDOO\�� WKH� ÀUP·V� SURÀFLHQF\� LQ� OHYHUDJLQJ� LWV� WHFKQLFDO� DQG�
human IT resources enables to create, codify, share and embed 
QHZ�NQRZOHGJH�DPRQJ�WKH�RUJDQL]DWLRQDO�PHPEHUV��7DQULYHUGL��
2005). To the extent this new knowledge is related to social media, 
it can facilitate the development of a social media competence 
�&URVVDQ�HW�DO����������7KXV��ZH�K\SRWKHVL]H�WKH�IROORZLQJ�

Hypothesis 2 (H2): There is a positive relationship between IT 
infrastructure capability and social media competence.

2.2.4. Organizational capabilities and social media 
competence

:H� DUJXH� WKDW� WZR� RUJDQL]DWLRQDO� FDSDELOLWLHV� �L�H��� PDUNHWLQJ�
management and innovation management) also enable the 
ÀUP� WR� OHDUQ� WR�GHYHORS� D� VRFLDO�PHGLD� FRPSHWHQFH��0DUNHWLQJ�
PDQDJHPHQW� FDSDELOLW\� LV� WKH� ÀUP·V� SURÀFLHQF\� LQ� GHSOR\LQJ�
market orientation into target markets through marketing strategy 
and marketing-mix processes (i.e., product management, pricing, 
selling, market communication and channel management) to 
SURYLGH�VXSHULRU�FXVWRPHU�YDOXH��'D\��������0RUJDQ�HW�DO���������

,QQRYDWLRQ� PDQDJHPHQW� FDSDELOLW\� LV� WKH� ÀUP·V� SURÀFLHQF\�
in experimenting and executing new management practices, 
�QHZ�� RUJDQL]DWLRQDO� VWUXFWXUHV� DQG� FRPPXQLFDWLRQ� SURFHVVHV��
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and (new) operational routines (e.g., new marketing concepts/
SURFHVVHV��WR�GHYHORS�QHZ�SURGXFWV�DQG�SURFHVVHV��+DPHO��������
%LUNLQVKDZ�HW�DO���������3HQJ�HW�DO���������0RO�	�%LUNLQVKDZ��������
Battisti & Stoneman, 2010).

2.2.4.1. Marketing management and social media 
competence

0DUNHWLQJ�PDQDJHPHQW�FDQ�HQDEOH� WKH�ÀUP�WR� OHDUQ�WR�GHYHORS�
D� VRFLDO� PHGLD� FRPSHWHQFH�� 0DUNHW� RULHQWHG� ÀUPV� DUH� HDUO\�
adopters of social media to search and interact with their target 
customers with presence in social media, which in turn can 
HQDEOH� WKHVH�ÀUPV� WR�GHYHORS�D� VRFLDO�PHGLD�FRPSHWHQFH�EHWWHU�
DQG� IDVWHU� WKDQ� WKHLU� FRPSHWLWRUV� �/HH� HW� DO��� ������� 6SHFLÀFDOO\��
FRQVLGHULQJ� VRFLDO�PHGLD� DV� D�PDVV� SKHQRPHQRQ�� ÀUPV�ZLWK� D�
superior marketing management capability should combine their 
conventional marketing channels (e.g., TV, radio) with the social 
media marketing channels (Luo et al., 2012), thus suggesting that 
PDUNHWLQJ�PDQDJHPHQW� FDQ�SHUVXDGH�ÀUPV� WR� OHDUQ� WR�XVH�DQG�
leverage social media for marketing activities. In this sense, market 
RULHQWHG�ÀUPV�FDQ�OHDUQ�WR�GHYHORS�D�VRFLDO�PHGLD�FRPSHWHQFH�E\�
H[SORLWLQJ�WKHLU�SULRU�XQGHUVWDQGLQJ�DQG�FRGLÀHG�NQRZOHGJH�RQ�
market communication and channel management.

Finally, marketing/business managers are the managers with 
PRUH�UHVSRQVLELOLWLHV�RQ�VRFLDO�PHGLD�LQ�FRQWHPSRUDU\�ÀUPV��.LURQ�
HW�DO����������7KH�UDWLRQDOH�LV�WKDW�PDUNHWLQJ�LV�WKH�RUJDQL]DWLRQDO�
function that mainly designs, develops and maintains the social 
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PHGLD� FRQWHQWV� RI� WKH� ÀUP� �.DQH� HW� DO��� ������� 7KHUHIRUH�� ZH�
K\SRWKHVL]H�WKDW��

Hypothesis 3a (H3a): There is a positive relationship between marketing 
management and social media competence.

2.2.4.2. Innovation management and social media 
competence 

We argue that innovation management capability can be a key 
PHFKDQLVP�WKURXJK�ZKLFK�ÀUPV�HDUO\�DGRSW�DQG�EHWWHU�GHYHORS�
D� VRFLDO� PHGLD� FRPSHWHQFH�� ,QQRYDWLYH� ÀUPV� FUHDWH�� VKDUH�
and assimilate new knowledge and practices to shape novel 
FDSDELOLWLHV�EHWWHU� DQG� IDVWHU� WKDQ�QRQ�LQQRYDWLYH�ÀUPV� �5HDO� HW�
DO����������6SHFLÀFDOO\��LQQRYDWLYH�ÀUPV�VHDUFK�IRU�H[SHULPHQWDWLRQ�
and pursue to further develop new products which can persuade 
them to early adopt social media practices to absorb customers’ 
(and other social media users’) ideas on new products and/or 
SURGXFW�LPSURYHPHQWV��&DPLVRQ�	�9LOODU��������.LURQ�HW�DO���������
Mahr & Lievens, 2012), which in turn can enable the development 
of a social media competence through accumulated knowledge 
and experience (Real et al., 2014). For example, Dell (i.e., an 
LQQRYDWLYH�ÀUP�� OHDUQHG� WR� OHYHUDJH� VRFLDO�PHGLD� E\� FUHDWLQJ� D�
social media platform (i.e., Dell IdeaStorm) to enable innovative 
customers to participate in the research and development processes 
RI� WKH�ÀUP��'L�*DQJL�HW�DO����������$OVR�� LW� LV� OLNHO\�ÀUPV�ZLWK�D�
higher innovation management capability have more innovative 
managers and employees, which are more open, proactive and 
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pioneer in using new information technologies (Nambisan et al., 
1999), such as social media to better and faster develop a social 
PHGLD�FRPSHWHQFH��7KXV��LW�LV�UDWLRQDO�WR�K\SRWKHVL]H�WKDW�

Hypothesis 3b (H3b): There is a positive relationship between 
innovation management and social media competence. 

2.2.5. Firm size and social media competence

Social media are mainly adopted by the largest and smallest 
ÀUPV��.LURQ�HW�DO����������ZKLFK�VXJJHVWV�WKDW�WKHUH�DUH�FRPSHWLQJ�
DUJXPHQWV�OLQNLQJ�ÀUP�VL]H�DQG�VRFLDO�PHGLD�DGRSWLRQ��$OWKRXJK�
WKH�XVDJH�RI�VRFLDO�PHGLD�LV�IUHH�IRU�ÀUPV��LW�UHTXLUHV�LQYHVWLQJ�DQG�
deploying in other business resources (e.g., human resource with 
expertise in leveraging social media such as community/social 
media managers) to leverage social media for business activities 
RQ�DQ�HIÀFLHQW�ZD\��'XH�WR�EHWWHU�DQG�JUHDWHU�EXVLQHVV�UHVRXUFHV�DW�
WKHLU�FRPPDQG��ODUJH�ÀUPV�FDQ�HDUO\�XVH�VRFLDO�PHGLD�DQG�GHYHORS�
a social media competence on a faster way, which would suggest a 
SRVLWLYH�UHODWLRQVKLS�EHWZHHQ�ÀUP�VL]H�DQG�WKH�GHYHORSPHQW�RI�D�
social media competence (Sinclaire & Vogus, 2011).

Alternatively, there are also some core arguments that suggest 
D�QHJDWLYH�UHODWLRQVKLS�EHWZHHQ�ÀUP�VL]H�DQG�WKH�GHYHORSPHQW�RI�
D�VRFLDO�PHGLD�FRPSHWHQFH��)LUVW��EHFDXVH�VPDOO�ÀUPV�KDYH�D�ORZHU�
SRUWIROLR�RI�ÀQDQFLDO�UHVRXUFHV�WR�FRPSHWH�PRUH�HIIHFWLYHO\�LQ�WKH�
market (Daniel & Grimshaw, 2002), using and leveraging social 
media for marketing activities and getting more visibility remains 
FUXFLDO�� DV� FRPSDUHG�ZLWK� ODUJH� ÀUPV��+RNH\� 3RNH\� LV� D� VPDOO�
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Indian ice-cream manufacturer with a low marketing budget. This 
ÀUP�DGRSWHG�DQG�DJJUHVVLYHO\�OHYHUDJHG�VRFLDO�PHGLD�LQ������IRU�
marketing activities, which improved its brand image and loyalty, 
UHYHQXHV��DQG�VRFLDO�PHGLD�FDSDELOLWLHV� �.XPDU�	�0LUFKDQGDQL��
2012). This is a good example that provides anecdotal evidence 
VXSSRUWLQJ�WKH�UDWLRQDOH�RI�VPDOO�ÀUPV�QHHG�WR�EHWWHU�DQG�IDVWHU�
develop a social media competence.

6HFRQG��VPDOO�ÀUPV�DUH�PRUH�DJLOH�LQ�LQQRYDWLQJ�DQG�DGRSWLQJ�
new information technologies due to their lower need of 
FRRUGLQDWLRQ��DQG�WKHLU�PRUH�ÁH[LEOH�RUJDQL]DWLRQDO�VWUXFWXUHV�DQG�
EXVLQHVV�SURFHVVHV� �'DQLHO�	�*ULPVKDZ�� ������=KX�	�.UDHPHU��
2005). In this sense, prior information systems (IS) research found 
D�QHJDWLYH� UHODWLRQVKLS�EHWZHHQ�ÀUP�VL]H� DQG� WKH�GHYHORSPHQW�
of an e-business capability (e.g., Zhu et al., 2006). A similar 
UHODWLRQVKLS�FDQ�EH�H[SHFWHG�EHWZHHQ�ÀUP�VL]H�DQG�VRFLDO�PHGLD�
capabilities. This would suggest that social media capabilities 
FRXOG�EH�PRUH�LPSRUWDQW�IRU�VPDOO�WKDQ�ODUJH�ÀUPV��,Q�WKLV�VWXG\��
ZH�DUJXH�WKDW�VPDOO�ÀUPV��HYHQ�RQ�D�VDPSOH�RI�VPDOO�ÀUPV�DV�RXU�
sample) can be persuaded to early and agilely adopt social media, 
which can enable them to better and faster develop a social media 
FRPSHWHQFH��7KXV��ZH�K\SRWKHVL]H�WKDW�

Hypothesis 4 (H4):�7KHUH� LV� D�QHJDWLYH� UHODWLRQVKLS� EHWZHHQ�ÀUP�
size and social media competence.
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2.3. Research methodology

2.3.1. Sample

:H�WHVW�WKH�SURSRVHG�PRGHO�ZLWK�D�VDPSOH�RI�WKH�����VPDOO�ÀUPV�
included in the 2013 Forbes America’s Best Small Companies 
ranking (in short, the Forbes database), which includes the best 100 
8�6��SXEOLFO\�VPDOO�ÀUPV�ZLWK�VDOHV�XQGHU�RQH�ELOOLRQ�GROODUV��7KLV�
ranking is built and based on return on equity, sales growth and 
HDUQLQJV�JURZWK�RYHU������DV�ZHOO�DV�WKH�SDVW�ÀYH�\HDUV��7KH�ÀUPV�
RI�WKH�VDPSOH�FRPH�IURP����LQGXVWULHV��&RQVXOWLQJ�����ÀUPV���,7�
(16), food manufacturing (seven), semiconductor manufacturing 
�VL[���KHDOWKFDUH� �ÀYH��� FKHPLFDO� �ÀYH��DQG�RWKHU� LQGXVWULHV� ������
On average, they had about 2335 employees and their sales in 
�����ZHUH���������PLOOLRQ�GROODUV�SHU�ÀUP��

2.3.2. Data and measures

We measure all our variables using an innovative secondary 
dataset that comes from eight different sources/databases. We 
started collecting the information from the 2013 Forbes database 
DQG�XVLQJ� WKH� QDPH� RI� HDFK�ÀUP��ZH� JDWKHUHG� WKH� LQIRUPDWLRQ�
from other databases.

$Q� HVVHQWLDO� DVSHFW� RI� PHDVXUHPHQW� VSHFLÀFDWLRQ� LV� WR�
understand the nature of relationships between measures and 
FRQVWUXFWV��IRUPDWLYH�RU�UHÁHFWLYH��VLQFH�WKLV�FKRLFH�GHWHUPLQHV�WKH�
suitable methods for evaluating the measurement and structural 
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PRGHOV��-DUYLV�HW�DO����������)RUPDWLYH�FRQVWUXFWV�DUH�FKDUDFWHUL]HG�
as follows: (1) the direction of causality is from indicators to 
constructs, such that changes in indicators cause changes in the 
FRQVWUXFWV������WKH�LQGLFDWRUV�DUH�QRW�FRQFHSWXDOO\�LQWHUFKDQJHDEOH�
VLQFH� WKH\�GR�QRW�KDYH� WKH� VDPH�RU� VLPLODU� FRQWHQW�� ���� WKH\�GR�
QRW�KDYH�WR�FR�YDU\�ZLWK�HDFK�RWKHU��3HWWHU�HW�DO����������5HÁHFWLYH�
FRQVWUXFWV� SRVVHVV� WKH� UHYHUVH� FKDUDFWHULVWLFV�� 7KH� VSHFLÀFDWLRQ�
RI� FRQVWUXFWV� DV� IRUPDWLYH� RU� UHÁHFWLYH� LV� DOVR� DQ� LGLRV\QFUDWLF�
decision of the author team.

2.3.2.1. Social competitor pressure

6RFLDO� FRPSHWLWRU� SUHVVXUH� LV� RSHUDWLRQDOL]HG� DV� D� IRUPDWLYH�
second-order construct determined by Facebook pressure, Twitter 
pressure and blog pressure. 

:H� PHDVXUH� )DFHERRN� SUHVVXUH� DV� D� IRUPDWLYH� ÀUVW�RUGHU�
FRQVWUXFW�GHWHUPLQHG�E\�ÀYH�LQGLFDWRUV��ZKLFK�DVVHVV�WKH�DYHUDJH�
)DFHERRN�DFWLYLW\�RI� WKH�ÀUP·V�NH\�FRPSHWLWRUV��L�H��� WKRVH�ÀUPV�
operating on the same industry included in the 2013 Forbes 
database) in terms of number of past or future events, experience, 
number of fans on Facebook, updates and people talking about 
the competitors in Facebook, with information collected from 
WKH� )DFHERRN� VLWH� RI� WKH� ÀUP·V� NH\� FRPSHWLWRUV�� 6SHFLÀFDOO\��
experience is measured as the average number of months that the 
key competitors operated in Facebook. We measure the average 
Facebook updates by scoring with 1: Low# or 5: High degree 
RI�FRQWHQW�XSGDWLQJ�LQ�)DFHERRN��)RU�HDFK�ÀUP��ZH�VFRUHG�ZLWK�
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���������� ZKHQ� WKH� ÀUP� KDG� PDGH� D� FRPPHQW� RQ� )DFHERRN�
more than one month ago/in the last month/two weeks ago/
in the last week/in the last two days respectively. After that, we 
HVWLPDWH�WKH�DYHUDJH�GHJUHH�RI�FRQWHQW�XSGDWLQJ�RI�WKH�ÀUP·V�NH\�
FRPSHWLWRUV�� 3HRSOH� WDONLQJ� DERXW� WKH� FRPSHWLWRUV� LQ� )DFHERRN�
UHIHU�WR�WKH�DYHUDJH�QXPEHU�RI�XVHUV�WKDW�LQWHUDFWHG�ZLWK�WKH�ÀUP·V�
key competitors in Facebook within the last week before the data 
collection. 

:H�PHDVXUH�7ZLWWHU�SUHVVXUH�DV�D�IRUPDWLYH�ÀUVW�RUGHU�FRQVWUXFW�
determined by six indicators which evaluates the average 
7ZLWWHU�DFWLYLW\� IRU� WKH�ÀUP·V�NH\�FRPSHWLWRUV� LQ� WHUPV�RI�VSHQW�
time, absolute experience, relative experience, number of tweets 
written in Twitter, number of followers on Twitter and updates, 
ZLWK�LQIRUPDWLRQ�JDWKHUHG�IURP�WKH�7ZLWWHU�VLWH�RI�WKH�ÀUP·V�NH\�
competitors and Twopcharts database (http://www.twopcharts.
com). We measure the spent time as the average number of hours 
that the key competitors had spent in writing tweets. The absolute 
experience is measured as the average number of months that 
the key competitors operate in Twitter. The relative experience is 
PHDVXUHG�DV�WKH�DYHUDJH�H[SHULHQFH�RI�WKH�ÀUP·V�NH\�FRPSHWLWRUV�
on the total/global possible experience in Twitter (Twitter started 
on March 21st, 2006). We measure the average Twitter updates 
by coding with 1: Low# or 5: High degree of content updating 
in Twitter on a similar way as per the average Facebook updates 
mentioned above.
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)LQDOO\�� ZH�PHDVXUH� EORJ� SUHVVXUH� DV� D� IRUPDWLYH� ÀUVW�RUGHU�
construct determined by two indicators, which assess the average 
EORJ� DFWLYLW\� RI� WKH� NH\� FRPSHWLWRUV� RI� WKH� ÀUP� LQ� WHUPV� RI�
experience and updates of the blog(s), with equivalent measures as 
per Facebook/Twitter experience and updates. Social competitor 
pressure data were collected in February 2014. 

2.3.2.2. IT infrastructure capability 

:H� SHUIRUPHG� D� VWUXFWXUHG� FRQWHQW� DQDO\VLV� RI� WKH� ����� ÀUP·V�
annual reports collected from the U.S. Securities and Exchange 
Commission Filling database, and measure IT infrastructure 
FDSDELOLW\�DV�WKH�DFFXPXODWHG�WRWDO�QXPEHU�RI�ÀUP·V�LQLWLDWLYHV�
mentions on technical and human IT resource infrastructure in 
����� �/XR� HW� DO��� ������� 6SHFLÀFDOO\�� EDVHG�RQ�/XR� HW� DO�·V� �������
and other prior works on IT infrastructure (e.g., Byrd & Turner, 
������$UDO�	�:HLOO�� ������%HQLWH]�	�5D\�� ������ZH� FUHDWHG�D� OLVW�
with 35 keywords on technical and human IT resources (Table 
2.1). We searched for all these keywords on the annual reports 
and carefully read the paragraph in which they appeared on 
WKH�ÀUP·V� UHSRUW��:H� WULHG�ERWK�XVLQJ�DQG�QRW�XVLQJ� WKHLU�ZHOO�
HVWDEOLVKHG�DFURQ\P��H�J���¶&KLHI�,QIRUPDWLRQ�2IÀFHU·�DQG�¶&,2·���
for all the keywords. We also looked for the two broadest terms 
related to IT infrastructure (i.e., information technology/IT and 
information systems/IS). We computed each same keyword once 
per paragraph (e.g., if server appears two times on the same 
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paragraph the score was 1). Repeating similar IT information 
on several paragraphs/sections of the report suggests that this 
,7� LQIRUPDWLRQ�LV�FULWLFDO� IRU� WKH�ÀUP��:H�WKXV�FRPSXWHG�DOO� WKH�
times the keyword was mentioned although the same/similar 
information had been previously presented in the report. In this 
sense, we did not establish a limit to the number of paragraphs 
QRU�WKH�DFFXPXODWHG�WRWDO�QXPEHU�RI�ÀUP·V�LQLWLDWLYHV�PHQWLRQV�

2.3.2.3. Organizational capabilities

:H�RSHUDWLRQDOL]HG�PDUNHWLQJ�PDQDJHPHQW�DV�D�IRUPDWLYH�ÀUVW�
RUGHU�FRQVWUXFW�GHWHUPLQHG�E\�WZR�LQGLFDWRUV��7KH�ÀUVW�UHIHUV�WR�
advertising expenditure per employee, with information collected 
IURP�&203867$7�GDWDEDVH��0LWKDV�HW�DO����������7KH�VHFRQG�RQH�
UHIHUV� WR� WKH� UHODWLRQVKLS� EHWZHHQ� WKH� &KLHI� ([HFXWLYH� 2IÀFHU�
�&(2��DQG�WKH�&KLHI�0DUNHWLQJ�2IÀFHU��&02���ZLWK�LQIRUPDWLRQ�
FROOHFWHG�IURP�WKH�ÀUP·V�DQQXDO�UHSRUW�DQG�ZHEVLWH��6SHFLÀFDOO\��
we evaluate the CEO-CMO relationship as follows: we score with 
1 whether CEO and CMO are the same person and score with 2 
whether the CMO reported to the CEO (Li & Ye, 1999). These two 
indicators are measured for 2013.
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Table 2.1. List of initiatives/mentions on the firm’s  
IT infrastructure capability

IT infrastructure 
component Reference Keywords

Technical 
IT resource 

infrastructure

Aral and Weill 
(2007), Luo et al. 

(2012)

Information technology (IT)
Information system (IS)

Computer/personal computer 
�3&�

Laptop
Operating system

Data center
Server

Web/website
Network
Internet
Intranet

Electronic media
Online

E-commerce/ecommerce
E-mail/email

Database/data
Software

Enterprise resource planning 
�(53�

Supply chain management 
(SCM)/SCM system

Customer relationship manage-
ment (CRM)/CRM system

Data mining/data mining system
Business intelligence

Human IT 
resource 

infrastructure

Byrd and Turner 
��������%HQLWH]�
and Ray (2012), 
Luo et al. (2012)

IT
IS

IT manager/management
&KLHI�,QIRUPDWLRQ�2IÀFHU��&,2�
&KLHI�7HFKQRORJ\�2IÀFHU��&72�

IT Vice-president
IT leadership

IT skills
IT expertise

IT employee/worker/workforce
Helpdesk
IT training
IT solution
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:H� RSHUDWLRQDOL]H� LQQRYDWLRQ� PDQDJHPHQW� DV� D� IRUPDWLYH�
ÀUVW�RUGHU�FRQVWUXFW�GHWHUPLQHG�E\�WZR�LQGLFDWRUV��)LUVW��ZH�XVH�
the research and development expenditure per employee, with 
LQIRUPDWLRQ�JDWKHUHG�IURP�&203867$7�GDWDEDVH��0LWKDV�HW�DO���
�������6HFRQG��ZH�HYDOXDWH�WKH�GHJUHH�RI�ÀUP·V�LQQRYDWLYHQHVV�E\�
creating a dummy variable on the absence (0) or presence (1) of the 
ÀUP�LQ�WKH�,QIRUPDWLRQ:HHN�����GDWDEDVH��7KLV�GDWDEDVH�DQQXDOO\�
SXEOLVKHV�D� OLVW�ZLWK� WKH�PRVW� LQQRYDWLYH�8�6��ÀUPV�EDVHG�RQ�D�
well-known methodology. These two indicators are measured for 
2013.

2.3.2.4. Firm size

:H�PHDVXUH�ÀUP�VL]H�DV� WKH�QDWXUDO� ORJDULWKP�RI� WRWDO�DVVHWV� LQ�
�����SHU�ÀUP��/XR�HW�DO����������ZLWK�LQIRUPDWLRQ�FROOHFWHG�IURP�
the Forbes database.

2.3.2.5. Social media competence 

7KLV� LV� RXU� NH\� HQGRJHQRXV� YDULDEOH� ZKLFK� LV� RSHUDWLRQDOL]HG�
DV�D�VHFRQG�RUGHU�FRQVWUXFW�GHWHUPLQHG�E\�WKUHH�IRUPDWLYH�ÀUVW�
order constructs: Facebook capability, Twitter capability and 
blog capability (Culnan et al., 2010). These three capabilities are 
measured on an identical way as per social competitor pressure 
EXW�UHODWHG�WR�WKH�IRFDO�ÀUP��,Q�IDFW��ZH�VWDUWHG�FROOHFWLQJ�GDWD�DQG�
measures for social media capabilities. After that, we used these 
data to measure social competitor pressure for the key competitors 
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RI�HDFK�ÀUP�RI�WKH�VDPSOH��$OO�WKH�PHDVXUHV�UHODWHG�WR�VRFLDO�PHGLD�
competence were collected in February 2014.

2.3.2.6. Industry 

Social media adoption can be dependent of the type of industry 
because customers of some industries are not usually in social 
PHGLD� �H�J��� FXVWRPHUV� RI� HQHUJ\� DQG� XWLOLWLHV�� DQG� ÀQDQFLDO�
VHUYLFHV�ÀUPV���.LURQ�HW�DO���������.DQH�HW�DO����������ZKLFK�OLPLWV�
the opportunity to create value from social media. We thus control 
for industry as a dummy variable (0: Manufacturing, 1: Service 
ÀUP���ZLWK�LQIRUPDWLRQ�FROOHFWHG�IURP�WKH������)RUEHV�GDWDEDVH�

2.4. Empirical analysis and results

:H� HPSOR\� 3/6�EDVHG� 6(0� WR� HYDOXDWH� ERWK� WKH�PHDVXUHPHQW�
DQG�VWUXFWXUDO�PRGHOV��6SHFLÀFDOO\��ZH�XVH�WKH�VWDWLVWLFDO�VRIWZDUH�
SDFNDJHV�6PDUW3/6�����0���5LQJOH�HW�DO���������DQG�6PDUW3/6�������
�5LQJOH�HW�DO����������,W�LV�UDWLRQDO�WR�XVH�WKH�3/6�6(0�WHFKQLTXH�LQ�
WKLV� UHVHDUFK� IRU� WKH� IROORZLQJ� UHDVRQV��)LUVW��3/6� LV� D�YDULDQFH�
EDVHG�6(0�WHFKQLTXH�WKDW�KDV�EHHQ�XVHG�LQ�SULRU�UHVHDUFK��3HQJ�
	�/DL���������6HFRQG��WKH�XVH�RI�3/6�KDV�EHHQ�UHFRPPHQGHG�ZKHQ�
WKHRUHWLFDO�NQRZOHGJH�DERXW�D�WRSLF�LV�VFDUFH��3HWWHU�HW�DO���������
%DUURVR�HW�DO����������7KLV�VWXG\�H[DPLQHV�KRZ�VPDOO�ÀUPV�OHDUQ�WR�
develop a social media competence. Insofar as our study covers a 
research problem that has not been examined in prior literature, 
LW� UHYHDOV� WKH� GHJUHH� WR�ZKLFK� SULRU� WKHRU\� LV� OLPLWHG� DQG� 3/6�
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HVWLPDWLRQ� LV� DSSURSULDWH�� 7KLUG�� 3/6� ZRUNV� EHWWHU� ZLWK� VPDOO�
data samples like those employed in this study, as compared with 
covariance-based SEM techniques (Chin, 2010). However, if we 
DVVXPH�D�PHGLXP�HIIHFW�VL]H��WKH�SURSRVHG�PRGHO�ZRXOG�UHTXLUH�
D�PLQLPXP� VDPSOH� VL]H� RI� ��� WR� DFKLHYH� D� SRZHU� RI� ������ DQG�
DQ�DOSKD�OHYHO�RI�������&RKHQ��������ZKLOH�RXU�VDPSOH�VL]H�LV������
ZKLFK�VXJJHVWV�WKDW�����LV�D�JRRG�VDPSOH�VL]H��)RXUWK��DOO�RI�RXU�
FRQVWUXFWV� DUH� LGHQWLÀHG�DV� IRUPDWLYH� DW� ERWK� VHFRQG�� DQG�ÀUVW�
RUGHU�OHYHO��DQG�3/6�LV�PRUH�DSSURSULDWH�IRU�HVWLPDWLQJ�WKLV�W\SH�
of model than for covariance-based SEM techniques, since the use 
RI� WKH� ODWWHU� KDV� EHHQ� VKRZQ� WR� OHDG� WR� LGHQWLÀFDWLRQ� SUREOHPV�
�&KLQ���������)LQDOO\��WKH�XVH�RI�3/6�6(0�LV�DGYLVDEOH�WR�HVWLPDWH�
models that employ secondary data, like our model (Gefen et al., 
2011).

2.4.1. Measurement model evaluation

)RUPDWLYH�FRQVWUXFWV�VKRXOG�EH�DVVHVVHG�GLIIHUHQWO\�WKDQ�UHÁHFWLYH�
constructs, since traditional assessments of validity and reliability 
(i.e., Cronbach’s alpha, composite reliability and average variance 
H[WUDFWHG��GR�QRW�DSSO\�ZHOO�WR�IRUPDWLYH�FRQVWUXFWV��3HQJ�	�/DL��
2012). We assess content validity, multi-collinearity, weights and 
ORDGLQJV� IRU�RXU�FRQVWUXFWV� �3HWWHU�HW�DO����������:HLJKW�UHIHUV� WR�
the relative contribution of an indicator to a construct, that is, the 
effect of an indicator on a construct, controlling for the effects 
of all other indicators on that construct. Loading is the absolute 
FRQWULEXWLRQ�RI�DQ�LQGLFDWRU�WR�WKH�FRQVWUXFW��WKDW�LV��WKH�ELYDULDWH�



83

Capítulo 2

correlation between the indicator and the construct (Cenfetelli & 
%DVVHOOLHU���������3ULRU�WR�GDWD�FROOHFWLRQ��ZH�GLVFXVVHG�E\�SKRQH�
DQG� HPDLO� ZLWK� WZR� H[HFXWLYHV� RI� $(5&2�360� RXU� SURSRVHG�
model and asked for their opinion about the congruence between 
the measures and constructs employed in the study. These two 
executives are knowledgeable in community/social media 
management from a managerial point of view. We followed the 
VXJJHVWLRQV�RI�WKHVH�WZR�H[HFXWLYHV�WR�UHÀQH�WKH�SURSRVHG�PRGHO��
As per the congruence between measures and constructs, they 
indicated that there was very good conceptual proximity between 
the measures and constructs. Overall, this shows satisfactory 
content validity.

We also examine multi-collinearity by calculating variance 
LQÁDWLRQ� IDFWRUV� �9,)V�� DW� ERWK� VHFRQG�� DQG� ÀUVW�RUGHU� OHYHO��
Measures have a multi-collinearity problem if their VIFs are higher 
WKDQ�����3HWWHU�HW�DO����������9,)�YDOXHV�UDQJH�IURP�������WR�������
DW�VHFRQG�RUGHU�OHYHO��DQG�UDQJH�IURP�������WR�������DW�ÀUVW�RUGHU�
level, which suggests that multi-collinearity is not a problem in 
our data.

The bootstrap technique is well known and commonly used 
LQ�3/6�DQDO\VLV�WR�HVWLPDWH�WKH�VLJQLÀFDQFH�RI�ZHLJKWV�� ORDGLQJV�
DQG� SDWK� FRHIÀFLHQWV�� 7KH� PLQLPXP� UHFRPPHQGHG� QXPEHU�
of subsamples to use with this procedure is 200. We perform a 
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ERRWVWUDS� DQDO\VLV� ZLWK� ���� VXEVDPSOHV� �&KLQ�� ������ %HQLWH]�
	� :DOF]XFK�� ������� $� IRUPDWLYH� GLPHQVLRQ�LQGLFDWRU� VKRXOG�
EH� UHWDLQHG�ZKHQ� LWV�ZHLJKW� LV� VLJQLÀFDQW�RU�ZKHQ� LWV�ZHLJKW� LV�
QRQ�VLJQLÀFDQW� EXW� LWV� ORDGLQJ� LV� �&HQIHWHOOL�	� %DVVHOOLHU�� �������
However, one formative indicator/dimension which weight and 
ORDGLQJ� DUH� QRQ�VLJQLÀFDQW� FDQ� EH� UHWDLQHG� DW� GLVFUHWLRQ� RI� WKH�
author team to preserve the construct’s content validity (Cenfetelli 
& Bassellier, 2009). All dimension loadings and/or weights 
DUH� VLJQLÀFDQW��:H�ÀQG� WKDW�QHLWKHU�ZHLJKW�QRU� ORDGLQJ�RI�QLQH�
LQGLFDWRUV�DUH�VLJQLÀFDQW��:H�UHPRYH�VL[�RI�WKHVH�QLQH�LQGLFDWRUV�
from our measures. We decide to keep three indicators to preserve 
the content validity of the constructs Twitter pressure, Facebook 
capability and Twitter capability, and to conserve the consistency 
in the measures to assess social competitor pressure and social 
media competence. Table 2.A2 (in the appendix) presents the 
details of the measurement model evaluation at both second- and 
ÀUVW�RUGHU� OHYHO��2YHUDOO�� WKLV� DQDO\VLV� VXJJHVWV�JRRG�SURSHUWLHV�
for our measures (Chin, 2010). 

2.4.2. Test of hypotheses

All our hypotheses are supported by the empirical analysis. H1 
and H2 are supported at 0.01 level. H3a and H3b are supported 
at 0.01 and 0.05 level respectively. The analysis also supports H4 
at 0.05 level. As per the control variable, the relationship between 
LQGXVWU\�DQG�VRFLDO�PHGLD�FRPSHWHQFH�LV�QRW�VLJQLÀFDQW��KRZHYHU��
keeping this control variable in the empirical analysis provides 
more consistency to the model due to the direction and the level 
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RI�VLJQLÀFDQFH�RI�WKH�ÀYH�H[RJHQRXV�YDULDEOHV�DUH�NHSW�HYHQ�DIWHU�
controlling for industry (Devaraj et al., 2007). Figure 2.2. presents 
the results of the test of hypotheses.

7KH�FULWHULD�IRU�DVVHVVLQJ�PRGHO�ÀW�W\SLFDOO\�XVHG�LQ�FRYDULDQFH�
EDVHG� 6(0� WHFKQLTXHV� FDQQRW� EH� XVHG� LQ� D� 3/6� HVWLPDWLRQ�� ,Q�
D� 3/6� DQDO\VLV�� WKH� YDOXHV� RI� WKH� SDWK� FRHIÀFLHQWV�� WKHLU� OHYHO�
RI� VLJQLÀFDQFH�� WKH� HIIHFW� VL]H� �I2) values and the R2 values are 
individual measures of the structural quality and explanatory 
SRZHU�RI� WKH�PRGHO��&KLQ���������3DWK�FRHIÀFLHQWV�DURXQG�������
DUH� FRQVLGHUHG� HFRQRPLFDOO\� VLJQLÀFDQW�� 7KH� SDWK� FRHIÀFLHQWV�
of the key constructs in our model range from -0.123* to 0.407***, 
EHLQJ�VLJQLÀFDQW�DW�WKH������OHYHO�

R2 values of 0.19, 0.33 and 0.67 indicate weak, moderate and 
substantial explanatory power of the model respectively (Chin, 
1998). The R2 value for social media competence is 0.541, which 
indicates a moderate-substantial explanatory power. The f2 
YDOXH� SURYLGHV� WKH� UHODWLYH� VL]H� RI� HDFK� LQFUHPHQWDO� HIIHFW�OLQN�
introduced in the model. The f2 values of 0.02, 0.15 and 0.35 
LQGLFDWH�D�ZHDN��PHGLXP�RU�ODUJH�HIIHFW�VL]H��/HDO�HW�DO����������7KH�
f2 values in the proposed model for social competitor pressure, 
IT infrastructure capability, marketing management, innovation 
PDQDJHPHQW��ÀUP�VL]H�DQG�LQGXVWU\�DUH�����������������������������
0.035 and 0.004 respectively. Overall, this suggests the proposed 
model has satisfactory structural properties and a very good 
explanatory power.
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Figure 2.2. Results of the test of hypotheses  

(†p < 0.10, *p < 0.05, **p < 0.01, ***p < 0.001)

2.4.3. Test of robustness

We check for the robustness of the proposed model in three ways. 
)LUVW��VLQFH� LW�FDQ�EH�GLVFXVVHG�WKDW�ÀUPV�SXUVXLQJ�WR�GHYHORS�D�
Facebook capability can also try to shape a Twitter/blog capability 
(and similarly for the relationship between our constructs and 
LQGLFDWRUV���ZH� HVWLPDWH� WKH�ÀUVW� DOWHUQDWLYH�PRGHO� LQ�ZKLFK� DOO�
WKH�FRQVWUXFWV�DUH�UHÁHFWLYH�DW�ERWK�VHFRQG��DQG�ÀUVW�RUGHU�OHYHO�
but every other relationships keep the same. Figure 2.A1. (in the 
appendix) presents this model, which yields similar results to 
those obtained in the proposed model (model of Figure 2.2.) but 
with a lower explanatory power (R2 = 0.479). We also estimate 
D� PRGHO� LQ� ZKLFK� WKH� FRQVWUXFWV� DUH� VSHFLÀHG� DV� IRUPDWLYH� DW�
VHFRQG�RUGHU� OHYHO�DQG�UHÁHFWLYH�DW�ÀUVW�RUGHU� OHYHO��7KH�UHVXOWV�
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DUH�VLPLODU�WR�WKH�PRGHO�RI�)LJXUH���$���7KH�DQDO\VLV�RI�WKH�ÀUVW�
DOWHUQDWLYH�PRGHO�VXJJHVWV� WKDW�FRQVWUXFW� VSHFLÀFDWLRQ� LV�QRW�DQ�
LVVXH�LQ�RXU�GDWD��%HQLWH]�HW�DO���������

)LUP�VL]H�FDQ�EH�DOVR�DVVHVVHG�WKURXJK�WKH�QDWXUDO�ORJDULWKP�RI�
WKH�QXPEHU�RI�HPSOR\HHV��%HQLWH]�	�:DOF]XFK���������,Q�D�VHFRQG�
DOWHUQDWLYH�PRGHO��ZH�PHDVXUH�ÀUP�VL]H�DV�D�IRUPDWLYH�ÀUVW�RUGHU�
construct determined by the natural logarithm of both total assets 
and number of employees with information collected from the 
Forbes database (Figure 2.A2. in the appendix). In this model, 
WKH�UHODWLRQVKLS�EHWZHHQ�ÀUP�VL]H�DQG�VRFLDO�PHGLD�FRPSHWHQFH�
LV� FORVH� WR� VLJQLÀFDQW� �������†) while the support for the other 
relationships is kept. 

The development of a social media competence and the 
LQÁXHQFH� RI� VRFLDO� FRPSHWLWRU� SUHVVXUH� RQ� WKLV� GHYHORSPHQW�
can require of time and there can be a time selection bias (time 
effect) in our study associated with the date in which social media 
capabilities data were collected. We check for time selection 
bias by collecting data on social media capabilities in June 2014 
and estimating a third alternative model in which we measure 
social media competence in June 2014 but every other measure/
relationship keeps the same (Figure 2.A3. in the appendix). This 
third alternative model shows similar results to those obtained 
in the proposed model. In addition, we also correlate social 
media competence measured in February 2014 with social media 
competence measured in June 2014 and they are well correlated 
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(ß = 0.998***). These analyses indicate that time selection bias is not 
a problem in our data. Overall, this test of robustness suggests 
that the proposed model is a very rational explanation of the data 
�%HQLWH]�	�5D\��������

2.4.4. Post-hoc industry multi-group analysis

The degree of social media adoption varies among industries since 
WKH�FXVWRPHUV�RI�VRPH�LQGXVWULHV�GR�QRW�XVH�VRFLDO�PHGLD��.DQH�HW�
al., 2014). We control for industry in the proposed model but this 
HIIHFW�LV�QRW�VLJQLÀFDQW���� ����������,Q�DGGLWLRQ��ZH�FRQGXFW�D�SRVW�
hoc industry analysis to explore whether there are statistically 
VLJQLÀFDQW�GLIIHUHQFHV�EHWZHHQ�PDQXIDFWXULQJ�DQG�VHUYLFH�ÀUPV�
in the effects involved in the proposed model. To do that, we 
SHUIRUP�WKH�+HQVHOHU·V�PXOWL�JURXS�DQDO\VLV�E\�XVLQJ�6PDUW3/6�
�������7DEOH�������:H�ÀQG�D�GLIIHUHQFH�LQ�WKH�UHODWLRQVKLS�EHWZHHQ�
ÀUP� VL]H� DQG� VRFLDO�PHGLD� FRPSHWHQFH� �+��� WKDW� LV� VWDWLVWLFDOO\�
VLJQLÀFDQW�� 7KLV� DQDO\VLV� VXJJHVWV� WKDW� VPDOO� PDQXIDFWXULQJ�
DQG� ODUJH� VHUYLFH� ÀUPV� DUH� HDUO\� GHYHORSHUV� RI� D� VRFLDO� PHGLD�
competence, which specially reinforces the support for H4 for the 
FDVH�RI�VPDOO�PDQXIDFWXULQJ�ÀUPV�
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Table 2.2. Post-hoc industry multi-group analysis

&RHIÀFLHQW Manufacturing 
ÀUPV��1� ����

Service 
ÀUPV� 

(N = 48)

Is the difference in 
WKH�EHWD�FRHIÀFLHQW�

statistically 
VLJQLÀFDQW"

Social competitor 
pressure A Social 
media competence 
(H1)

0.197* 0.225** 1R��QRW�VLJQLÀFDQW�

IT infrastructure 
capability A Social 
media competence 
(H2)

0.262** 0.409*** 1R��QRW�VLJQLÀFDQW�

Marketing manage-
ment A Social media 
competence (H3a)

0.311** 0.263** 1R��QRW�VLJQLÀFDQW�

Innovation manage-
ment A Social media 
competence (H3b)

0.066 0.069 1R��QRW�VLJQLÀFDQW�

)LUP�VL]H�A Social 
media competence 
(H4)

-0.219* 0.064* Yes (p < 0.01)

2.4.5. Post-hoc business value of social media analysis

Social media can be leveraged at corporate and operational level 
WR�FUHDWH�EXVLQHVV�YDOXH��)RU�H[DPSOH��ÀUPV�ZLWK�SURÀFLHQF\� LQ�
using social media enhance the social interaction with customers 
to increase the customers’ shopping visits and create business 
YDOXH� �5LVKLND� HW� DO��� ������� /XR� HW� DO�� ������� ÀQG� WKDW� VRFLDO�
PHGLD�SUHGLFWV�ÀUP�HTXLW\�YDOXH�EHWWHU�DQG�PRUH�DFFXUDWHO\�WKDQ�
FRQYHQWLRQDO� RQOLQH�PHGLD� �ZHE� WUDIÀF� DQG�*RRJOH� VHDUFK���:H�
explore whether social media competence has a positive effect on 
stock market performance. We measure stock market performance 
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as the price/earnings ratio in February 2014 with information 
collected from Forbes database. This ratio is a good proxy of stock 
market performance because it assesses that the market will pay 
PRUH�WR�DFTXLUH�WKH�ÀUP�GXH�WR�LWV�SRWHQWLDO�WR�LQFUHDVH�LWV�IXWXUH�
earnings. We add a link between social media competence to 
stock market performance in the proposed model but every other 
relationships keep the same (Figure 2.A4. in the appendix). We 
ÀQG� D� SRVLWLYH� UHODWLRQVKLS� EHWZHHQ� VRFLDO� PHGLD� FRPSHWHQFH�
and stock market performance (ß = 0.356***), which reinforces the 
results obtained in very recent IS research on business value of 
social media (e.g., Luo et al., 2013).

2.5. Discussion and conclusions

2.5.1. Implications and key contributions to research

Although social media capabilities can become more important 
IRU�VPDOO�WKDQ�ODUJH�ÀUPV�GXH�WR�WKHLU�ORZHU�SRUWIROLR�RI�ÀQDQFLDO�
resources, prior research has failed in explaining why and how 
VPDOO�ÀUPV�OHDUQ�WR�GHYHORS�VRFLDO�PHGLD�FDSDELOLWLHV��7KLV�LV�D�ÀUVW�
HIIRUW�WR�DGGUHVV�WKLV�UHVHDUFK�JDS��:H�ÀQG�WKDW�,7�LQIUDVWUXFWXUH�
FDSDELOLW\�� VRFLDO� FRPSHWLWRU� SUHVVXUH�� DQG� WZR� RUJDQL]DWLRQDO�
capabilities (marketing management and innovation management) 
DUH�NH\�PHFKDQLVPV�WKURXJK�ZKLFK�VPDOO�ÀUPV�OHDUQ�WR�GHYHORS�
a social media competence. The empirical analysis also suggests 
that social media competence is more important for the smallest 
PDQXIDFWXULQJ�ÀUPV�HYHQ�DPRQJ�D�VDPSOH�RI�VPDOO�ÀUPV�
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7KLV� UHVHDUFK� KDV� WZR� NH\� FRQWULEXWLRQV� WR� WKH� ÀHOG�� )LUVW��
GUDZQ� IURP� WKH� RUJDQL]DWLRQDO� FDSDELOLWLHV�EDVHG� WKHRU\�� ZH�
LQWURGXFH�WKH�FRQVWUXFW�VRFLDO�PHGLD�FRPSHWHQFH��ZKLFK�LV�GHÀQHG�
DV� WKH� ÀUP·V� SURÀFLHQF\� LQ� XVLQJ� DQG� OHYHUDJLQJ� D� SRUWIROLR� RI�
three social media capabilities for business activities: Facebook 
FDSDELOLW\��7ZLWWHU�FDSDELOLW\�DQG�EORJ�FDSDELOLW\��7KLV�LV�WKH�ÀUVW�
VWXG\�IRFXVLQJ�RQ�ÀUPV·�VRFLDO�PHGLD�FDSDELOLWLHV�DQG�FRPSHWHQFH��
which also provides a package of useful measures that can be used 
in further research (with secondary and/or survey data).

+RZ�GR�VPDOO�ÀUPV�OHDUQ�WR�GHYHORS�D�VRFLDO�PHGLD�FRPSHWHQFH"�
Our analysis suggests that, in this order of importance, IT 
infrastructure capability, social competitor pressure, marketing 
management and innovation management are key mechanisms/
DQWHFHGHQWV�WKURXJK�ZKLFK�VPDOO�ÀUPV�OHDUQ�WR�GHYHORS�D�VRFLDO�
media competence.

,W�FDQ�EH�GLVFXVVHG�WKDW�ÀUPV�PD\�QRW�UHTXLUH�DQ�,7�LQIUDVWUXFWXUH�
capability to develop a social media competence. Social media is a 
public service that is provided by the social media provider (e.g., 
Facebook). We, however, argue that (and empirically examine 
whether) IT infrastructure can be a dual-purpose capability 
WKURXJK� ZKLFK� VPDOO� ÀUPV� DOVR� OHDUQ� WR� DGRSW� VRFLDO� PHGLD�
and develop a social media competence. IT infrastructure (i.e., 
computers, laptops, wireless devices) provides the foundation 
WR� XVH� VRFLDO�PHGLD��$OVR�� VPDOO� ÀUPV� HDUO\� DGRSW� VRFLDO�PHGLD�
RQFH� WKH\� DVVLPLODWH� WKH� EXVLQHVV� EHQHÀWV� SUHYLRXVO\� REWDLQHG�
from IT infrastructure capability (i.e., a macro-IT capability), and 
leverage this macro-IT capability/experience to learn to develop 
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a social media competence. These arguments are supported by the 
empirical analysis, which suggests that IT infrastructure capability 
LV�D�NH\�PHFKDQLVP� WKURXJK�ZKLFK�VPDOO�ÀUPV�HDUO\�GHYHORS�D�
social media competence.

6PDOO�ÀUPV�DOVR�SXUVXH�WR�GHYHORS�D�VRFLDO�PHGLD�FRPSHWHQFH�
ZKHQ� UHDOL]H� WKHLU� NH\� FRPSHWLWRUV� KDYH� DGRSWHG� VRFLDO� PHGLD�
and achieved business gains from social media. In this sense, 
VRFLDO�FRPSHWLWRU�SUHVVXUH�SHUVXDGHV�VPDOO�ÀUPV�WR�DGRSW�VRFLDO�
media and develop a social media competence. This implies an 
interesting extension and development of institutional theory to 
the conceptual domain of social media adoption, a contemporary 
phenomenon.

Marketing management is another key capability that affects 
WKH�ÀUP·V� VRFLDO�PHGLD�GHYHORSPHQW��6PDOO�ÀUPV�ZLWK�D�KLJKHU�
market orientation pursuing to provide a superior customer 
value complement their conventional marketing with social 
media marketing activities, which persuade them to develop a 
social media competence before competitors do. Similarly, more 
LQQRYDWLYH�ÀUPV�HDUO\�DGRSW�VRFLDO�PHGLD��DQG�EHWWHU�DQG�IDVWHU�
develop a social media competence self-motivated by the social 
media-based opportunity related to absorb social media users’ 
ideas on new products and/or product improvements.

Social media are mainly adopted by the largest and smallest 
ÀUPV� �.LURQ� HW� DO��� ������� %HFDXVH� VPDOO� ÀUPV� KDYH� D� ORZHU�
SRUWIROLR� RI� ÀQDQFLDO� UHVRXUFHV� WR� FRPSHWH� PRUH� HIIHFWLYHO\� LQ�
the market, using and leveraging social media for marketing 
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activities and getting more visibility remains crucial, as compared 
ZLWK�ODUJH�ÀUPV��:H�WKXV�DUJXH�WKDW�ÀUP�VL]H�LV�QHJDWLYHO\�UHODWHG�
to the development of social media competence. The empirical 
analysis gives some support to this argument with a special 
HPSKDVLV� RQ� PDQXIDFWXULQJ� ÀUPV�� 3ULRU� ,6� UHVHDUFK� IRXQG� D�
QHJDWLYH�UHODWLRQVKLS�EHWZHHQ�ÀUP�VL]H�DQG�WKH�GHYHORSPHQW�RI�DQ�
e-business capability (e.g., Zhu et al., 2006). We extend this body 
of research to the domain of social media competence. This study 
addresses a very novel research area. The second key contribution 
of this paper is to explain theoretically and test empirically some 
of the internal and external mechanisms through which small 
ÀUPV�OHDUQ�WR�GHYHORS�D�VRFLDO�PHGLD�FRPSHWHQFH�

2.5.2. Limitations and future research lines

This research has also limitations. First, although the proposed 
PRGHO�H[SODLQV�D�VLJQLÀFDQW�SRUWLRQ�RI�WKH�YDULDQFH�RI�VRFLDO�PHGLD�
FRPSHWHQFH� �L�H��� �������� RI� FRXUVH�� WKHUH� FDQ� EH� RWKHU� H[WHUQDO�
IDFWRUV�DQG�RU�,7�RUJDQL]DWLRQDO�FDSDELOLWLHV�WKDW�FDQ�DOVR�DIIHFW�
KRZ� VPDOO� ÀUPV� OHDUQ� WR� GHYHORS� D� VRFLDO� PHGLD� FRPSHWHQFH��
Drawn from this study, future research should examine the way 
to improve our model by adding other external factor and/or 
ÀUP·V� FDSDELOLWLHV�� 6HFRQG�� WKLV� VWXG\� RQO\� IRFXVHV� RQ� H[WHUQDO�
social media capabilities (e.g., Twitter capability). We encourage 
,6� VFKRODUV� WR� H[WHQG�RXU� FRQFHSWXDOL]DWLRQ��GDWD� FROOHFWLRQ�DQG�
analysis to internal social media capabilities in future research. 
7KLUG��RXU�UHVXOWV�FDQ�EH�RQO\�JHQHUDOL]HG�WR�VPDOO�ÀUPV�LQ�8�6��
7KHUH� FDQ�EH� NH\�RUJDQL]DWLRQDO�GLIIHUHQFHV� �L�H��� RUJDQL]DWLRQDO�
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culture, number of employees and total revenues) between small 
8�6�� DQG� (XURSHDQ�$VLDQ� ÀUPV�� WKXV� IXWXUH� UHVHDUFK� VKRXOG�
explore whether our results can be extended to small European/
$VLDQ� ÀUPV�� )LQDOO\�� SULRU� UHVHDUFK� RQ� EXVLQHVV� YDOXH� RI� VRFLDO�
media has mainly focused on the comparison between social 
media versus online conventional media in terms of their effects 
RQ�WKH�VWRFN�PDUNHW�SHUIRUPDQFH��/XR�HW�DO���������<X�HW�DO����������
It is needed to perform additional research to better understand 
KRZ� VRFLDO� PHGLD� FDSDELOLWLHV� LQÁXHQFH� ÀUP� SHUIRUPDQFH�� )RU�
example, studying how social media capabilities affect knowledge 
management capabilities (Omidvar et al., 2014) to improve the 
ÀUP·V�LQQRYDWLYH�SHUIRUPDQFH�VHHPV�D�SURPLVLQJ�OLQH�IRU�IXUWKHU�
research.

2.5.3. Implications for managers

7KLV� VWXG\� KDV� DOVR� VHYHUDO� OHVVRQV� IRU� PDQDJHUV�� 6PDOO� ÀUPV�
strategically adopt social media practices to develop a social media 
FRPSHWHQFH�DQG�SXUVXH�EXVLQHVV�JDLQV��7KLV�UHVHDUFK�HPSKDVL]HV�
the concept of social media competence and illustrates how small 
ÀUPV� OHDUQ� WR�GHYHORS�D�VRFLDO�PHGLD�FRPSHWHQFH��6RFLDO�PHGLD�
FRPSHWHQFH� LV� WKH� ÀUP·V� SURÀFLHQF\� LQ� XVLQJ� DQG� OHYHUDJLQJ�
Facebook, Twitter and blog capabilities for business activities. Small 
ÀUPV�FDQ�GUDZ�IURP�WKHLU�H[SHULHQFH�OHYHUDJLQJ�,7�LQIUDVWUXFWXUH�
to early adopt social media practices and faster develop a social 
PHGLD� FRPSHWHQFH��2XU� DQDO\VLV� DOVR� LQGLFDWHV� WKDW� VRPH�ÀUPV�
try to develop a social media competence to respond to social 
FRPSHWLWRU�SUHVVXUH�� ,Q� WKLV�VHQVH��D�ÀUP�VKRXOG� OHDG� WKH�VRFLDO�
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media adoption in its industry in those cases the target customers 
DUH� LQ� VRFLDO�PHGLD��0DUNHW� RULHQWHG� ÀUPV� XVH� VRFLDO�PHGLD� WR�
attract their potential and current target customers and increase 
the engagement of these customers on their social media sites. 
6LPLODUO\�� LQQRYDWLYH� ÀUPV� HDUO\� DGRSW� VRFLDO� PHGLD� WR� DEVRUE�
social media users’ ideas on new products and/or improvements 
of current products. As early adopters of social media, market 
RULHQWHG�DQG�LQQRYDWLYH�ÀUPV�GHYHORS�D�VRFLDO�PHGLD�FRPSHWHQFH�
before competitors do through time and experience. Finally, our 
DQDO\VLV� VXJJHVWV� WKDW� VPDOO� PDQXIDFWXULQJ� ÀUPV� VHHP� WR� OHDG�
the development of a social media competence as compared with 
ODUJH�VHUYLFH�ÀUPV��

2.6. Conclusion

7KLV� VWXG\� LV� D�ÀUVW� HIIRUW� WR� H[DPLQH�KRZ� VPDOO� ÀUPV� OHDUQ� WR�
GHYHORS�WKH�SURÀFLHQF\�LQ�XVLQJ�DQG�OHYHUDJLQJ�WKHLU�VRFLDO�PHGLD�
capabilities. To do that, we perform an empirical investigation 
using a unique and innovative secondary dataset on a sample 
RI� ���� VPDOO� 8�6�� ÀUPV�� :H� ÀQG� WKDW� ,7� LQIUDVWUXFWXUH�� VRFLDO�
competitor pressure, marketing management and innovation 
management are key mechanisms/antecedents through which 
VPDOO�ÀUPV�HDUO\�DGRSW�VRFLDO�PHGLD��DQG�EHWWHU�DQG�IDVWHU�OHDUQ�
to develop a social media competence.
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APPENDIX CHAPTER 2

Figure 2.A1. Results of the first alternative model (reflective at 

both second- and first-order level)
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Figure 2.A2. Results of the second alternative model (alternative 

measure for firm size)

Figure 2.A3. Results of the third alternative model (social media 

competence measured in June 2014)



99

Capítulo 2

Figure 2.A4. Post-hoc business value of social media analysis
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Table 2.A2. Measurement model evaluation  
at second- and first-order level

Construct/indicator vIF weight Loading
Social competitor pressure

Facebook pressure: Average Facebook 
activity of the key competitors in terms 
of:

2.147 0.030 0.739***

Number of events 1.437 0.255† 0.675***

Experience 2.849 0.200 0.712***

Number of fans 1.134 -0.411** -0.186†

Updates 3.038 0.679* 0.897***

3HRSOH�WDONLQJ�DERXW�WKH�NH\�FRPSHWLWRUV� Dropped Dropped Dropped
Twitter pressure: Average Twitter activity 
of the key competitors in terms of: 2.694 0.481** 0.920***

Spent time 2.259 -0.108 0.232
Absolute experience 2.982 0.207 0.811***

Relative experience Dropped Dropped Dropped
Number of tweets Dropped Dropped Dropped
Number of followers 1.998 -0.277 0.073
Updates 3.353 0.932*** 0.941***

Blog pressure: Average blog activity of 
the key competitors in terms of: 2.369 0.568** 0.942***

Experience 1.845 0.083 0.721***

Updates 1.845 0.942*** 0.998***

Marketing management
Advertising expenditure per employee 1.030 0.226 0.342*

CEO-CMO relationship 1.030 0.947*** 0.975***

Innovation management
Research and development expenditure 
per employee 1.011 0.722*** 0.770***

'HJUHH�RI�WKH�ÀUP·V�LQQRYDWLYHQHVV 1.011 0.640** 0.694***

Social media competence
Facebook capability: Facebook activity 
RI�WKH�ÀUP�LQ�WHUPV�RI� 2.225 0.085 0.723***

Number of events 1.134 0.029 0.340*
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Experience 2.376 0.262 0.822***

Number of fans 1.105 -0.183 0.107
Updates 2.290 0.819** 0.973***

3HRSOH�WDONLQJ�DERXW�WKH�ÀUP Dropped Dropped Dropped
Twitter capability: Twitter activity of 
WKH�ÀUP�LQ�WHUPV�RI� 2.445 0.403* 0.846***

Spent time 2.097 0.182 0.458*

Absolute experience 2.555 0.523* 0.915***

Relative experience Dropped Dropped Dropped
Number of tweets Dropped Dropped Dropped
Number of followers 1.813 -0.283† 0.173
Updates 2.770 0.525† 0.928***

Blog capability: Blog DFWLYLW\�RI�WKH�ÀUP�
in terms of: 1.591 0.645*** 0.928***

Experience 1.874 0.057 0.711***

Updates 1.874 0.960*** 0.999***
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3. HOw DO SOCIAL COMMERCE-
IT CAPABILITIES INFLUENCE FIRM 

PERFORMANCE? THEORY AND EMPIRICAL 
EvIDENCE

Abstract

:H�WKHRUL]HG� WKDW� WKH�GHYHORSPHQW�RI� WZR�FRQWHPSRUDU\�VRFLDO�
commerce-IT capabilities (social media and e-commerce) enables 
ÀUPV�WR�HQJDJH�RQOLQH�FXVWRPHUV�WR�LPSURYH�WKHLU�ÀUP�SHUIRUPDQFH��
We tested this theory by employing a secondary dataset on a 
VDPSOH�RI�8�6��ÀUPV��7KH�HPSLULFDO�DQDO\VLV�VXSSRUWHG�RXU�WKHRU\�
in both examining the effects of social media and e-commerce as 
two individual capabilities and as two complementary capabilities. 
7KLV�VWXG\�SURYLGHV�D�XQLTXH�RUJDQL]DWLRQDO�WKHRU\�DQG�HPSLULFDO�
HYLGHQFH�RQ�KRZ�VRFLDO� FRPPHUFH�,7�FDSDELOLWLHV� LQÁXHQFH�ÀUP�
performance through the online engagement of customers.

Keywords: Social commerce-IT capabilities, online customer 
HQJDJHPHQW��ÀUP�SHUIRUPDQFH��EXVLQHVV�YDOXH�RI�,7�
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3.1. Introduction

Contemporary digital technologies such as social media and 
H�FRPPHUFH� KDYH� EHFRPH� FULWLFDO� IRU� D� ÀUP·V� FRPSHWLWLYHQHVV�
DQG�VXUYLYDO��%HQLWH]�HW�DO�������D���6RFLDO�PHGLD�DQG�H�FRPPHUFH�
SODWIRUPV� FDQ� EH� XVHG� E\� FXVWRPHUV� WR� LQWHUDFW�ZLWK� ÀUPV� DQG�
other customers for multiple purposes (e.g., searching product/
service information, providing product/service reviews, 
encouraging other current/potential customers to engage with 
WKH�ÀUP���&RQWHPSRUDU\�ÀUPV�VLPXOWDQHRXVO\�XVH� VRFLDO�PHGLD�
and e-commerce platforms building the so-called social commerce 
initiatives. Social commerce provides new social information 
VKDULQJ��ZKLFK�KDV�EHHQ�FRQVLGHUHG�DV�D�IXQGDPHQWDO�UROH�LQ�ÀUP�
FXVWRPHU� LQWHUDFWLRQV��)RU�H[DPSOH��3DSD�-RKQ·V� �D� OHDGLQJ�ÀUP�
LQ�WKH�SL]]D�LQGXVWU\��VLPXOWDQHRXVO\�OHYHUDJHV�VRFLDO�PHGLD�DQG�
its e-commerce platforms to improve digital customer experience 
�%HQLWH]� HW� DO��� ����D��� 6RFLDO� FRPPHUFH� LV� WKXV� D� QHZ� FRQFHSW�
DQG�SKHQRPHQRQ�FKDUDFWHUL]HG�E\�WKH�LQWHUSOD\�RI�VRFLDO�PHGLD�
DQG�H�FRPPHUFH�SODWIRUPV�LQÁXHQFLQJ�FXVWRPHUV·�SDUWLFLSDWLRQ�
engagement and decision-making behavior (e.g., decision to buy 
a product/service) (Zhang & Benyoucef, 2016).

7KH� ÀUP·V� XVDJH� RI� GLJLWDO� WHFKQRORJLHV� �H�J��� VRFLDO� PHGLD��
H�FRPPHUFH�� FDQ� LPSURYH� ÀUP� SHUIRUPDQFH� E\� LQFUHDVLQJ� WKH�
RSSRUWXQLW\� WR� LQWHUDFW� ZLWK� FXVWRPHUV� �)URHKOH�� ������ .LURQ��
����D��� &RQWHPSRUDU\� ÀUPV� XVH� GLJLWDO� WHFKQRORJLHV� EH\RQG�
commercial purposes (e.g., branding, sales), particularly to 
improve innovation (e.g., new product development), leadership 
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(e.g., bolster recruitment and employee development), and 
operations (e.g., manufacturing, partner/supplier interaction) to 
FUHDWH�EXVLQHVV�YDOXH��.DQH�HW�DO���������=KDQJ�	�%HQ\RXFHI���������

But simply investing in digital technologies does not guarantee 
WKH�ÀUP·V� VXFFHVV�� 3ULRU� ,QIRUPDWLRQ� 6\VWHPV� �,6�� OLWHUDWXUH�KDV�
argued that the key in explaining information technology (IT)-
EDVHG� SHUIRUPDQFH� YDULDWLRQ� LV� KRZ� WKH� ÀUP� OHYHUDJHV� LWV� ,7�
resources (IT capabilities) instead of how much it invests in IT 
UHVRXUFHV��%HQLWH]�HW�DO�������D��%HQLWH]�HW�DO�������E���6RFLDO�PHGLD�
and e-commerce platforms are two IT resources whose degree of 
LQYHVWPHQW�DQG�GHSOR\PHQW�PD\�EH�KHWHURJHQHRXV�DPRQJ�ÀUPV��
This study considers social media capability and e-commerce 
FDSDELOLW\� DV� WZR� ,7� FDSDELOLWLHV� WKDW� UHIHU� WR� WKH� ÀUP·V� DELOLW\�
in leveraging social media and e-commerce, respectively. Social 
PHGLD�FDSDELOLW\�LV�WKH�ÀUP·V�DELOLW\�LQ�XVLQJ�DQG�OHYHUDJLQJ�VRFLDO�
PHGLD� SODWIRUPV� WR� H[HFXWH� EXVLQHVV� DFWLYLWLHV� �%HQLWH]� HW� DO���
����D���(�FRPPHUFH�FDSDELOLW\�UHIHUV�WR�WKH�ÀUP·V�DELOLW\�LQ�XVLQJ�
and leveraging web technology to promote and sell its products 
�=KX�	�.UDHPHU��������'HYDUDM�HW�DO���������/L�HW�DO����������2Q�WKH�
EDVLV�RI� WKH�VRFLDO�FRPPHUFH� OLWHUDWXUH�� WKLV�UHVHDUFK�VSHFLÀFDOO\�
considers social media capability and e-commerce capability 
as two social commerce-IT capabilities because social media 
DQG�H�FRPPHUFH� �DQG�WKH�ÀUP·V�FDSDELOLWLHV�DVVRFLDWHG�ZLWK� WKH�
leveraging of these IT resources) are the two pillars of the social 
commerce initiatives.

3DVW�,6�OLWHUDWXUH�RQ�VRFLDO�FRPPHUFH�ODFNV�D�FOHDU�XQGHUVWDQGLQJ�
RQ�WKH�LQWHUDFWLRQ�RI�VRFLDO�PHGLD�DQG�H�FRPPHUFH�IURP�D�ÀUP·V�
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SHUVSHFWLYH�DQG�FDSDELOLWLHV·�YLHZ��3ULRU�VRFLDO�FRPPHUFH�OLWHUDWXUH�
has mainly focused on the individual’s perspective by exploring 
FXVWRPHU�EHKDYLRU��+LOGHEUDQG�HW�DO���������5LVKLND�HW�DO����������
However, little has been studied on social commerce from a 
ÀUP·V�SHUVSHFWLYH�DQG�FDSDELOLWLHV·�YLHZ��7KLV�VWXG\�WULHV�WR�IXOÀOO�
WKLV� JDS� E\� FRQFHSWXDOL]LQJ� DQG� H[DPLQLQJ� WKH� LQGLYLGXDO� DQG�
complementary effects of social commerce-IT capabilities (social 
PHGLD�FDSDELOLW\�DQG�H�FRPPHUFH�FDSDELOLW\��RQ�ÀUP�SHUIRUPDQFH�
through the mediator role of online customer engagement. 

7KLV�VWXG\�EXLOGV�RQ�WKH�,7�HQDEOHG�RUJDQL]DWLRQDO�FDSDELOLWLHV�
perspective and considers customer engagement as the 
intermediate mechanism through which social commerce-IT 
FDSDELOLWLHV�LPSURYH�ÀUP�SHUIRUPDQFH��7KH�DELOLW\�WR�LQWHUDFW�ZLWK�
FXVWRPHUV�LV�FULWLFDO�WR�VXFFHHG�LQ�WKH�EXVLQHVV�ZRUOG��IXUWKHUPRUH��
customer engagement may be considered a mechanism to 
LPSURYH� ÀUP� SHUIRUPDQFH�� 6RFLDO� PHGLD� DQG� H�FRPPHUFH� DUH�
digital technologies to connect and interact with customers. In this 
VHQVH��WKH�ÀUP·V�DELOLW\�LQ�OHYHUDJLQJ�DQG�LQWHU�FRQQHFWLQJ�GLJLWDO�
technologies (i.e., social commerce-IT capabilities) may enable 
online customer engagement (degree of customers’ involvement 
through online platforms) that is essential to improve performance. 
However, our understanding of this phenomenon is in its initial 
stages. The role of social commerce-IT capabilities in shaping 
online customer engagement and the effect of online customer 
HQJDJHPHQW�RQ�ÀUP�SHUIRUPDQFH�DUH�WRWDOO\�XQFOHDU��;XH�HW�DO���
������ 5D\� HW� DO��� �������1R� SULRU� ,6� OLWHUDWXUH� KDV� H[DPLQHG� WKH�
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customer participation mechanisms through which social media 
DQG�H�FRPPHUFH�FDSDELOLWLHV�PD\�OHDG�WR�ÀUP�SHUIRUPDQFH��

This study tries to answer the general research question on 
ZKHWKHU� DQG� KRZ� VRFLDO� FRPPHUFH�,7� FDSDELOLWLHV� LQÁXHQFH�
ÀUP�SHUIRUPDQFH��ZKLFK�OHDGV�WR�WKH�IROORZLQJ�VSHFLÀF�UHVHDUFK�
questions: (1) Do social media and e-commerce capabilities 
DIIHFW� ÀUP� SHUIRUPDQFH� LQGLYLGXDOO\"�� ���� $UH� VRFLDO� PHGLD�
DQG� H�FRPPHUFH� FRPSOHPHQWDU\� FDSDELOLWLHV� LQ� DIIHFWLQJ� ÀUP�
SHUIRUPDQFH"�� ���� 'RHV� RQOLQH� FXVWRPHU� HQJDJHPHQW� PHGLDWH�
this relationship? In answering these research questions, we 
examine the impact of social commerce-IT capabilities (social 
media capability and e-commerce capability) both individually 
DQG� MRLQWO\� RQ� ÀUP� SHUIRUPDQFH�� 'UDZQ� RQ� WKH� ,7�HQDEOHG�
RUJDQL]DWLRQDO� FDSDELOLWLHV� SHUVSHFWLYH��ZH� XVH� RQOLQH� FXVWRPHU�
HQJDJHPHQW�DV�D�FRUH�LQWHUPHGLDWH�PHFKDQLVP�WR�H[SODLQ�KRZ�ÀUPV�
convert investments in social media and e-commerce capabilities 
in positive return in innovation and customer service. Our central 
thesis is that social media and e-commerce capabilities can improve 
ÀUP� SHUIRUPDQFH� E\� RQOLQH� HQJDJLQJ� FXVWRPHUV�� 6RFLDO� PHGLD�
capability and e-commerce capability can individually and jointly 
IDFLOLWDWH�WKH�VRFLDO��FXVWRPHU�LQYROYHPHQW�ZLWK�WKH�ÀUP·V�VRFLDO�
media platforms) and conventional online customer engagement 
�FXVWRPHU�LQYROYHPHQW�ZLWK�WKH�ÀUP·V�ZHE�WHFKQRORJ\�SODWIRUP��
WR� LPSURYH�ÀUP�SHUIRUPDQFH��)LJXUH������SUHVHQWV� WKH�SURSRVHG�
conceptual model.
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Figure 3.1. Conceptual model

There are two main gaps in the IS literature that we try to 
IXOÀOO�� ���� VRFLDO� FRPPHUFH� OLWHUDWXUH� ODFNV�DQ�XQGHUVWDQGLQJ�RQ�
WKH� LQWHUDFWLRQ� RI� VRFLDO� PHGLD� DQG� H�FRPPHUFH� IURP� D� ÀUP·V�
SHUVSHFWLYH� DQG� FDSDELOLWLHV·� YLHZ�� DQG� ���� EXVLQHVV� YDOXH� RI�
IT literature vaguely studies social media and e-commerce 
FDSDELOLWLHV� DV� D� ZD\� WR� LPSURYH� ÀUP� SHUIRUPDQFH� WKURXJK�
customer engagement. The proposed theory was tested on a 
VDPSOH�RI�8�6��ÀUPV��7KH�HPSLULFDO�DQDO\VLV�VXSSRUWHG�RXU�WKHRU\�
in both examining the effects of social media and e-commerce as 
two individual capabilities and as two complementary capabilities.

7KLV�UHVHDUFK�PDNHV�VHYHUDO�FRQWULEXWLRQV�WR�WKH�ÀHOG�RI�,6������
ZH� FRQFHSWXDOL]H� VRFLDO� FRPPHUFH�,7� FDSDELOLWLHV� DQG� VWXG\� LWV�
HIIHFWV�RQ�SHUIRUPDQFH�IURP�D�ÀUP·V�SHUVSHFWLYH�DQG�FDSDELOLWLHV·�
YLHZ������ZH�SURYLGH�D�XQLTXH�RUJDQL]DWLRQDO�WKHRU\�DQG�HPSLULFDO�
HYLGHQFH�RQ�KRZ�VRFLDO� FRPPHUFH�,7�FDSDELOLWLHV� LQÁXHQFH�ÀUP�
SHUIRUPDQFH�WKURXJK�WKH�RQOLQH�HQJDJHPHQW�RI�FXVWRPHUV��DQG�����
we provide a rich validated set of secondary measures to evaluate 
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social commerce-IT capabilities, online customer engagement, 
DQG�ÀUP�SHUIRUPDQFH��ZKLFK�ZLOO�EH�YHU\�XVHIXO�IRU�WKH�IXUWKHU�
development of this research topic.

3.2. Theoretical background

3.2.1. Social commerce literature

Social commerce concept has received growing interest among 
IS scholars and practitioners (Zhang et al., 2014). Although 
WKHUH� LV� QR� FOHDU� FRQVHQVXV� DQG� HVWDEOLVKHG� GHÀQLWLRQ� RI� VRFLDO�
commerce, there is a common understanding about its elements. 
6RFLDO�FRPPHUFH�KDV�EHHQ�SUHGRPLQDQWO\�FKDUDFWHUL]HG�E\�SULRU�
literature as an emerging phenomenon that consists of the interplay 
of two important elements: social media and e-commerce (Zhang 
& Benyoucef, 2016). This platform interaction enables customers 
to participate and interact, thus facilitating some decision-making 
behaviors, mainly related to commercial ends (e.g., decision to buy 
a product/service) (Liang et al., 2011). We draw from this prior 
literature to argue that social commerce involves the interaction 
RI�VRFLDO�PHGLD�DQG�H�FRPPHUFH�WR�LQÁXHQFH�GLIIHUHQW�FXVWRPHUV·�
behaviors such as customer engagement (e.g., social interaction 
and user-generated content).

3ULRU� OLWHUDWXUH� RQ� VRFLDO� FRPPHUFH� KDV� H[SORUHG� FXVWRPHUV·�
behaviors and their effects on buying decisions (Chen & Shen, 
������ =KDQJ� 	� %HQ\RXFHI�� ������� 6RFLDO� FRPPHUFH� SODWIRUPV�
(i.e., social media and e-commerce platforms) are considered 
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as potential factors of buying decisions in the sense that they 
facilitate customers’ behavior such as information sharing, social 
interaction, and user-generated content (e.g., giving reviews 
or recommendations) (Zhang & Benyoucef, 2016). We explore 
customers’ behavior in a different way, by examining how customer 
HQJDJHPHQW� LQ� VRFLDO�PHGLD� DQG� H�FRPPHUFH� FDQ� KHOS� ÀUPV� WR�
improve their innovation and customer service performance. 

User behavior theme has dominated social commerce 
UHVHDUFK��=KDQJ�HW�DO����������3ULRU�OLWHUDWXUH�KDV�PDLQO\�IRFXVHG�
on exploring the impact of user-generated content on user’s 
satisfaction, trust, loyalty, or perceptions toward company 
UHSXWDWLRQ� �+LOGHEUDQG� HW� DO��� ������ /L� HW� DO��� ������ RU� RQ�XVHU·V�
word of mouth, behavior toward shopping visits, and intention 
WR�SXUFKDVH��*RK�HW�DO���������5LVKLND�HW�DO����������)RU�H[DPSOH��
Chen and Shen (2015) investigated the impact of relational factors 
(i.e., trust and commitment) on social commerce intentions (i.e., 
social shopping and social sharing) and the role of social support 
in relational factors. In summary, prior social commerce literature 
has focused on the individual’s perspective by studying customer 
behavior.

/LWWOH�ZDV�VWXGLHG�RQ�VRFLDO�FRPPHUFH�IURP�D�ÀUP·V�SHUVSHFWLYH��
Some studies have empirically examined the business value 
of social media and e-commerce capabilities individually and 
PDLQO\�IRFXVHG�RQ�ÀQDQFLDO�SHUIRUPDQFH��)RU�H[DPSOH��=KX�DQG�
.UDHPHU��������VWXGLHG�WKH�HIIHFW�RI�H�FRPPHUFH�FDSDELOLW\�DQG�,7�
LQIUDVWUXFWXUH�RQ�ÀUP�SHUIRUPDQFH��.XPDU�HW�DO�� �������VWXGLHG�
how to use social media to improve word of mouth, sales, and 
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return on investment. Similarly, Lee et al. (2015) studied the effect 
of Facebook likes on sales performance, considering deal and 
product characteristics as moderator variables. In this sense, there 
is a lack of studies examining the impact of social commerce-IT 
capabilities (individually and as complementary capabilities) on 
ÀUP�SHUIRUPDQFH��:H�GUDZ�RQ�SULRU�VRFLDO�FRPPHUFH� OLWHUDWXUH�
WR� WKHRUL]H� WKDW� WKH� GHYHORSPHQW� RI� WZR� VRFLDO� FRPPHUFH�,7�
FDSDELOLWLHV��VRFLDO�PHGLD�DQG�H�FRPPHUFH��HQDEOHV�ÀUPV�WR�RQOLQH�
HQJDJH�FXVWRPHUV�WR�LPSURYH�WKHLU�ÀUP�SHUIRUPDQFH��

3.2.2. Conceptualization of social commerce-IT 
capabilities

This study is based on prior literature and focuses on two social 
commerce-IT capabilities: social media capability and e-commerce 
capability. First, we use the prior IS literature on IT capabilities to 
FRQFHSWXDOL]H�VRFLDO�PHGLD�DQG�H�FRPPHUFH�DV�WZR�,7�FDSDELOLWLHV��
We consider social media capability and e-commerce capability 
DV�WZR�,7�FDSDELOLWLHV�WKDW�UHIHU�WR�WKH�ÀUP·V�DELOLW\�LQ�XVLQJ�DQG�
leveraging digital technologies. Social media capability is the 
ÀUP·V�DELOLW\�LQ�SXUSRVHO\�XVLQJ�DQG�OHYHUDJLQJ�)DFHERRN��7ZLWWHU��
DQG�FRUSRUDWH�EORJ�V��WR�H[HFXWH�EXVLQHVV�DFWLYLWLHV��%HQLWH]�HW�DO���
����D���(�FRPPHUFH�FDSDELOLW\�UHIHUV�WR�WKH�ÀUP·V�DELOLW\�LQ�XVLQJ�
and leveraging web technology to promote and sell its products 
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�=KX�	�.UDHPHU��������'HYDUDM�HW�DO��������1. Second, based on the 
VRFLDO� FRPPHUFH� OLWHUDWXUH�� WKLV� UHVHDUFK� VSHFLÀFDOO\� FRQVLGHUV�
social media capability and e-commerce capability as two social 
commerce-IT capabilities because social media and e-commerce 
are the two key pillars of the social commerce initiatives. Social 
FRPPHUFH�,7� FDSDELOLWLHV� UHIHU� WR� WKH� ÀUP·V� DELOLW\� LQ� leveraging 
and inter-connecting social media and e-commerce (capabilities). 
This study examines these capabilities individually and as a 
complement. This is the way we extend the concept of social 
FRPPHUFH�WR�D�ÀUP·V�SHUVSHFWLYH�DQG�FDSDELOLWLHV·�YLHZ�²�L�H���RQH�
of the potential contributions of this manuscript to the IS research.

3.2.3. IT-enabled organizational capabilities perspective

IS literature on business value of IT has mainly argued IT 
FDSDELOLWLHV� WR� LQGLUHFWO\� DIIHFW� ÀUP� SHUIRUPDQFH�� 7KLV� ERG\� RI�
,6� OLWHUDWXUH� KDV� VKDSHG� WKH� VR�FDOOHG� ,7�HQDEOHG� RUJDQL]DWLRQDO�
FDSDELOLWLHV� SHUVSHFWLYH��ZKLFK� KDV� DUJXHG� WKDW� RUJDQL]DWLRQDO�
SURFHVV�FDSDELOLWLHV�DUH�NH\�PHFKDQLVPV�E\�ZKLFK�,7�KHOSV�ÀUPV�
WR� FUHDWH� EXVLQHVV� YDOXH� �%HQLWH]� HW� DO��� ����G��� 6RPH� H[DPSOHV�
of these intermediate mechanisms are talent management, 
RUJDQL]DWLRQDO� OHDUQLQJ�� NQRZOHGJH�PDQDJHPHQW�� VXSSO\� FKDLQ�
PDQDJHPHQW�� RSHUDWLRQDO� FRPSHWHQFH�� DQG� EXVLQHVV� ÁH[LELOLW\�
�$MDPLHK�HW�DO���������&KHQ�HW�DO���������%HQLWH]�HW�DO�������D��%HQLWH]�

�� )URP� D� EURDGHU� OHYHO� RI� GHÀQLWLRQ� DQG� DQDO\VLV�� H�FRPPHUFH�H�EXVLQHVV� WHFKQRORJ\�
FDSDELOLW\�FDQ�EH�GHÀQHG�DV�WKH�ÀUP·V�DELOLW\�LQ�XVLQJ�DQG�OHYHUDJLQJ�ZHE�WHFKQRORJ\�WR�
H[FKDQJH�LQIRUPDWLRQ�ZLWKLQ�DQG�RXWVLGH�WKH�ÀUP�IRU�EX\LQJ�DQG�VHOOLQJ�DFWLYLWLHV�ZLWK�
VXSSOLHUV� DQG� FXVWRPHUV� �'DQLHO�	�*ULPVKDZ�� ������ %HQLWH]� HW� DO��� ����F��� %HFDXVH� RXU�
study was interested on the customer side of e-commerce and its effect on online customer 
HQJDJHPHQW�� ZH� RQO\� IRFXVHG� RQ� WKH� ZHE� WHFKQRORJ\� ÀUP·V� XVDJH� WR� LQWHUDFW� ZLWK�
customers (Xia & Zhang, 2010).
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HW�DO�������F��%HQLWH]�HW�DO�������G���7KLV�SHUVSHFWLYH�KDV�HPHUJHG�
as the dominant framework to solve theoretically and empirically 
the IT productivity paradox in the literature on business value of 
IT. The ability to interact with customers is critical to succeed in 
the business world, then customer engagement may be considered 
D� PHFKDQLVP� WR� LPSURYH� ÀUP� SHUIRUPDQFH�� %XW� FRPSDQLHV�
need to have digital technology platform capabilities to engage 
customers. Social media and e-commerce are digital technologies 
WR�FRQQHFW�DQG� LQWHUDFW�ZLWK�FXVWRPHUV�� ,Q� WKLV�VHQVH�� WKH�ÀUP·V�
ability in leveraging digital technologies (i.e., social commerce-IT 
capabilities) may enable online customer engagement that may 
EH�HVVHQWLDO� WR� LPSURYH�ÀUP�SHUIRUPDQFH��7KLV� VWXG\�EXLOGV�RQ�
WKH� OLWHUDWXUH� RI� ,7�HQDEOHG� RUJDQL]DWLRQDO� FDSDELOLWLHV� WR� OLQN�
indirectly theoretically social media and e-commerce capabilities 
�VRFLDO�FRPPHUFH�,7�FDSDELOLWLHV��ZLWK�ÀUP�SHUIRUPDQFH�WKURXJK�
online customer engagement as a core intermediate mechanism. 

3.2.4. The complementarity resource perspective

The complementarity resource perspective claims that 
complementarity among IT and business resources/capabilities 
FDQ�H[SODLQ�GLIIHUHQFHV�LQ�RWKHU�SURFHVV�FDSDELOLWLHV�DQG�RU�ÀUP�
performance2. Resources and capabilities have been previously 
treated as complementary constituents (Ennen & Richter, 2010). 
(QQHQ�DQG�5LFKWHU·V��������OLWHUDWXUH�UHYLHZ�FDWHJRUL]HV�GLIIHUHQW�
constituents of complementary relationships and found that the 

2 The application of this perspective to the literature on business value of IT has been called 
DOVR�WKH�PRGHUDWLRQ�K\SRWKHVLV�RI�EXVLQHVV�YDOXH�RI�,7�,7�HQDEOHG�RUJDQL]DWLRQDO�FDSDEL-
OLWLHV�SHUVSHFWLYH��IRU�PRUH�GHWDLOV��SOHDVH�VHH�%HQLWH]�	�:DOF]XFK��������
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majority of studies base on the complementarity of knowledge 
resources/capabilities with other resources/capabilities (e.g., 
5DYLFKDQGUDQ� 	� /HUWZRQJVDWLHQ�� ������ .LQJ� HW� DO��� ������� )RU�
example, Teece (1986), when talking about complementarity 
LQ� LQQRYDWLRQ�� DUJXHG� WKDW� WKH� FRPPHUFLDOL]DWLRQ� RI� LQQRYDWLRQ�
requires additional complementary downstream capabilities 
(i.e., marketing know-how) to succeed in the market. Also, 
=KX�DQG�.UDHPHU� ������� VWXGLHG� WKH� FRPSOHPHQWDULW\� EHWZHHQ�
H�FRPPHUFH�FDSDELOLW\�DQG�,7�LQIUDVWUXFWXUH�WR�H[SODLQ�HIÀFLHQF\�
and lower costs. Resource/capability complementarities play a 
key role in understanding differences in process capabilities and/
RU�ÀUP�SHUIRUPDQFH��ZKHQ�WKH�SUHVHQFH�RI�D�UHVRXUFH�FDSDELOLW\�
can exert the value of other resource/capability (Ennen & Richter, 
2010). Adopting several resources/capabilities at the same time 
(complementarity) can generate greater outputs to the sum of the 
individual effects of resources/capabilities considered in isolation 
�$GHJEHVDQ��������(QQHQ�	�5LFKWHU���������

Recent IS literature on business value of IT has also given 
importance to study complementarity between IT resources/
FDSDELOLWLHV�� )RU� H[DPSOH�� %HQLWH]� HW� DO�� �����D�� DUJXHG� WKH�
complementarity between IT infrastructure capability and social 
media capability to develop knowledge ambidexterity (i.e., an 
RUJDQL]DWLRQDO�FDSDELOLW\���:H�DUJXH�WKH�FRPSOHPHQWDULW\�EHWZHHQ�
social media capability and e-commerce capability. While social 
media can be easily accessible through the market, combining 
with e-commerce applications can help to build and maintain 
some advantages over competitors because of complementarities. 
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We argue that the IT capabilities of social media and e-commerce, 
ZKHQ�ZRUNLQJ�WRJHWKHU��FDQ�LPSURYH�ÀUP�SHUIRUPDQFH�WKURXJK�
online customer engagement. In this sense, we consider social 
media and e-commerce as two complementary IT capabilities to 
LQFUHDVH�ÀUP�SHUIRUPDQFH��:H�XVH�WKH�FRPSOHPHQWDULW\�UHVRXUFH�
SHUVSHFWLYH� DQG� WKH� ,7�HQDEOHG� RUJDQL]DWLRQDO� FDSDELOLWLHV�
perspective to explain theoretically the reinforcing effect of social 
PHGLD� DQG� H�FRPPHUFH� FDSDELOLWLHV�� DQG� LWV� LQÁXHQFH� RQ� ÀUP�
performance through online customer engagement.

3.2.5. The microfoundations approach

The microfoundations approach is a novel approach proposed in 
WKH�6WUDWHJ\�ÀHOG� WKDW�GHFRPSRVHV� WKH�ÀUP·V� IUDPH� LQWR�PDFUR�
OHYHO� �ÀUP�OHYHO�� DQG� PLFUR�OHYHO� �LQGLYLGXDO�� RU� JURXS�OHYHO��
FRPSRQHQWV��7HHFH��������%DUQH\�	�)HOLQ���������7KLV�DSSURDFK�FDQ�
EH�FRQVLGHUHG�DV�DQ�H[WHQVLRQ�FRPSOHPHQW�RI�WKH�RUJDQL]DWLRQDO�
capabilities-based theory that suggests that individual/group 
DFWLRQV�DQG�LQWHUDFWLRQV�DUH�WKH�NH\�VRXUFH�RI�ÀUP�KHWHURJHQHLW\�
LQ� GHYHORSLQJ� RUJDQL]DWLRQDO� FDSDELOLWLHV� DQG� FUHDWLQJ� EXVLQHVV�
YDOXH� �)HOLQ� HW� DO��� ������ 7HHFH�� ������ +HOIDW� 	� 3HWHUDI�� �������
,Q� WKLV� VHQVH�� WKH� LQGLYLGXDO� DFWLRQV� FDQ� H[SODLQ� D� VLJQLÀFDQW�
SRUWLRQ�RI�ÀUP�OHYHO� RXWFRPH�YDULDQFH� �%DOD�� �������:H�XVH� WKH�
PLFURIRXQGDWLRQV� DSSURDFK� WR� FRQFHSWXDOL]H� RQOLQH� FXVWRPHU�
engagement as an individual behavior of the customer and to link 
VRFLDO� DQG� FRQYHQWLRQDO� RQOLQH� FXVWRPHU� HQJDJHPHQW�ZLWK�ÀUP�
performance. This study uses the microfoundations approach to 
explain how customer engagement creates business value in the 
ÀHOG�RI�,6�
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3.3. Hypotheses development

3.3.1. Social commerce-IT capabilities and online customer 
engagement

3.3.1.1. Social media capability and online customer 
engagement

6RFLDO�PHGLD� FDSDELOLW\� LV� WKH� ÀUP·V� DELOLW\� LQ� SXUSRVHO\� XVLQJ�
and leveraging Facebook, Twitter, and corporate blogs to 
H[HFXWH�EXVLQHVV�DFWLYLWLHV��%HQLWH]�HW�DO�������D���6RFLDO�PHGLD�LV�
WKH� ÀUVW� VRFLDO� FRPPHUFH�,7� FDSDELOLW\� H[DPLQHG� LQ� WKLV� VWXG\��
Online customer engagement refers to the degree of customer’s 
virtual emotional commitment, involvement, and motivation to 
SDUWLFLSDWH�DQG�FRQWULEXWH�WR�WKH�ÀUP·V�RQOLQH�EXVLQHVV�DFWLYLWLHV�
�/L�HW�DO���������5D\�HW�DO����������3ULRU�,6�UHVHDUFK�KDV�FODVVLÀHG�,7�
EDVHG�PHGLD� LQ�VRFLDO�DQG�FRQYHQWLRQDO�PHGLD��/XR�HW�DO���������
Yu et al., 2013). Drawn from this prior IS literature, we study two 
dimensions of online customer engagement: social online customer 
engagement and conventional online customer engagement. Social 
online customer engagement refers to the customer experience on 
LQWHUDFWLRQV�ZLWK�WKH�ÀUP·V�VRFLDO�PHGLD�SODWIRUPV��&RQYHQWLRQDO�
online customer engagement refers to the customer experience on 
LQWHUDFWLRQV�ZLWK�WKH�ÀUP·V�ZHE�WHFKQRORJ\�SODWIRUP��

Social media capability can enable the online engagement of 
FXVWRPHUV��2QOLQH�FXVWRPHU�HQJDJHPHQW�UHTXLUHV�ÀUP·V�SURÀFLHQF\�
in social media. The customer’s individual involvement in social 
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PHGLD�DQG�WKH�ÀUP·V�ZHEVLWH��L�H���D�FXVWRPHU·V�LQGLYLGXDO�DFWLRQ��
UHTXLUHV� D� SULRU� ÀUP·V� LQYROYHPHQW� DQG� SURÀFLHQF\� LQ� VRFLDO�
media. A good example is Coca Cola’s social media capability. 
Coca Cola is positioned as one of the best companies in the world 
in managing social media. It can maintain a cohesive message 
on each of its different social media channels (e.g., Facebook, 
Twitter, Instagram, Tumblr), and its main purpose is to engage 
its audience, making people to be involved (e.g., @cocacola 
writes over 60 tweets that generate nearly 82000 engagements 
per month). One of its successful practices has been interacting 
GLUHFWO\�ZLWK�LWV�DXGLHQFH��H�J���DERXW�����RI�#FRFDFROD·V�WZHHWV�
DUH�GLUHFW�DQG�FXVWRPL]HG�UHSOLHV���

Social media are tools for mass collaboration between 
H[HFXWLYHV�� HPSOR\HHV�� DQG� FXVWRPHUV� �.LURQ�� ����D��� DQG� WKH�
ÀUP·V�DELOLW\� LQ� VKDULQJ�� FR�FUHDWLQJ��GLVFXVVLQJ�� DQG�PRGLI\LQJ�
user-generated content facilitates information sharing (Goh et 
al., 2013), interaction, and connection with customers (Aggarwal 
HW� DO��� ������ 5LVKLND� HW� DO��� ������� KHQFH� LPSURYLQJ� FXVWRPHU�
SDUWLFLSDWLRQ��)RU�H[DPSOH��FXVWRPHUV�HQJDJH�LQ�WKH�ÀUP·V�VRFLDO�
media platforms because they want to stay informed about the 
ÀUP�DFWLYLWLHV�DQG�DERXW�IXWXUH�ODXQFK�RI�SURGXFWV��RU�EHFDXVH�WKH�
collective intentions, social identity, and conception of group they 
perceive on the platform (Ore & Sieber, 2011). Moreover, providing 
D� XVHIXO� DQG� HQMR\DEOH� HQYLURQPHQW� LQ� VRFLDO�PHGLD� LQÁXHQFHV�
customers to interact with others and return to the social media 
SODWIRUP��*RHO�HW�DO���������6HRO�HW�DO���������
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Finally, the development of a social media capability shows 
WKH� ÀUP·V� HIIRUW� LQ� FXOWLYDWLQJ� WUXVW�ZLWK� FXVWRPHUV��&XVWRPHUV�
SHUFHLYH�WKH�HIIRUW�WKH�ÀUP�PDNHV�LQ�VXSSRUWLQJ�WKH�FRPPXQLW\��
therefore, the risk to reveal personal information diminishes while 
the motivation to express reciprocity toward the trusted party may 
LQFUHDVH��/XR�HW�DO����������7KXV��WKH�ÀUP·V�HIIRUW�WR�EXLOG�D�VRFLDO�
media capability can increase the probability to online interact 
and engage with customers. 

7R� VXP� XS�� WKH� ÀUP·V� DELOLW\� LQ� VKDULQJ�� GLVFXVVLQJ�� DQG�
generating useful and enjoyable content through social media 
can facilitate interaction with customers, who can feel more 
PRWLYDWHG�WR�H[SUHVV�WKHLU�RSLQLRQV�DQG�WR�UHZDUG�WKH�ÀUP·V�HIIRUW�
LQ�GHYHORSLQJ�VXFK�FRQWHQW��:H�WKHUHIRUH�K\SRWKHVL]H

Hypothesis 1 (H1): There is a positive relationship between social media 
capability and online customer engagement.

3.3.1.2. E-commerce capability and online customer 
engagement

(�FRPPHUFH� FDSDELOLW\� UHIHUV� WR� WKH� ÀUP·V� DELOLW\� LQ� XVLQJ� DQG�
leveraging web technology to promote and sell its products (Zhu 
	�.UDHPHU��������'HYDUDM�HW�DO����������(�FRPPHUFH�LV�WKH�VHFRQG�
social commerce-IT capability that is examined in this research. 
E-commerce can also enable the execution of individual actions 
such as social and conventional online customer engagement. 
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(�FRPPHUFH� SODWIRUPV� DUH� VSHFLDOO\� FKDUDFWHUL]HG� IRU� JLYLQJ�
LQIRUPDWLRQ��%HQLWH]�HW�DO�������F���ZKLFK�LV�RQH�RI�WKH�IDFWRUV�WKDW�
PRWLYDWH� FXVWRPHU� HQJDJHPHQW�� *LYLQJ� SHUVRQDOL]HG� VKRSSLQJ�
and in-depth information on products strongly engages online 
VKRSSHUV� DQG� SHUVXDGHV� WKHP� WR� UHYLVLW� WKH� ÀUP·V� ZHEVLWH� IRU�
DGGLWLRQDO� LQIRUPDWLRQ� �(LVLQJHULFK�	�.UHWVFKPHU�� ������� ,W� FDQ�
be critical to provide information on product features, product 
promotions/discounts, customer reviews, and information about 
FRQWHQWV�UHODWHG�WR�WKH�EUDQG�WKURXJK�WKH�ÀUP·V�ZHEVLWH��*X�HW�DO���
�������&XVWRPHUV�FDQ�EH�DOVR�PRWLYDWHG�WR�XVH�WKH�ÀUP·V�ZHE�VLWH�
to achieve enjoyable, pleasurable, and affective online experiences 
�*XR�HW�DO����������)RU�H[DPSOH��3RUVFKH�XVHV�LWV�ZHEVLWH�WR�RIIHU�
adventure tours to online engage customers and reinforce its 
EUDQG� HTXLW\�� ZKLFK� SURYLGHV� 3RUVFKH� FXVWRPHUV� D� SOHDVXUDEOH�
DQG�DIIHFWLYH�ZHE�H[SHULHQFH��)LQDOO\��ÀUPV�FDQ�DOVR�OHYHUDJH�WKHLU�
web technology to improve the relationships with customers (e.g., 
innovate in customer experience) to achieve a higher corporate 
reputation and a better market responsiveness (Li et al., 2013). 

,Q�FRQFOXVLRQ��ÀUPV�WKDW�XVH�ZHE�WHFKQRORJ\�IRU�JLYLQJ�FULWLFDO�
information (e.g., product features, promotions, brand issues) 
create an image of transparency that motivates customers to 
participate and buy in the website (e.g., ordering products) 
or social media platform (e.g., providing reviews). Thus, we 
K\SRWKHVL]H�WKDW

Hypothesis 2 (H2): There is a positive relationship between e-commerce 
capability and online customer engagement.
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3.3.1.3. The complementarity between social media 
capability and e-commerce capability and its effect on 
online customer engagement

Drawn on the complementarity resource perspective and the 
social commerce literature, social media and e-commerce can be 
two complementary capabilities that facilitate online customer 
engagement. Social media and e-commerce inter-connection and 
integration can affect customer’s behavior in many ways, as they 
offer customers valuable and reliable information on products 
DQG�VHUYLFHV��/LDQJ�HW�DO���������=KDQJ�HW�DO����������:KHQ�ZRUNLQJ�
together social media and e-commerce allow an open network 
VWUXFWXUH��ZKHUH�UHODWLRQVKLS�EHWZHHQ�ÀUP�DQG�FXVWRPHUV�LV�PRUH�
LQWHUDFWLYH� EHFDXVH� WKH� ÀUP� FDQ� LQWHUDFW� ZLWK� FXVWRPHUV� PRUH�
deeply and widely through social media. 

According to the social commerce literature, jointly using social 
media and e-commerce platforms facilitates information sharing, 
supports social interaction, and enables user-generated content 
(e.g., giving valuable product information or product reviews) 
(Zhang & Benyoucef, 2016). Social media capability enables a better 
ÁRZ�RI�LQIRUPDWLRQ�DPRQJ�FXVWRPHUV��(�FRPPHUFH�FDSDELOLW\�LV�
DOVR�D�JRRG�VRXUFH�RI�LQIRUPDWLRQ��KRZHYHU��H�FRPPHUFH�FDSDELOLW\�
DORQH� FDQ� EH� LQVXIÀFLHQW� WR� HQJDJH� FXVWRPHUV� WR� SURYLGH� QHZ�
NQRZOHGJH��%HQLWH]�HW�DO�������D���2Q�WKH�RWKHU�KDQG��VRFLDO�PHGLD�
FDSDELOLW\�ZLOO�EH�LQVXIÀFLHQW�SHU�VH�WR�VHOO�WKH�FRPSDQ\�SURGXFWV��
In this sense, social media and e-commerce are often the “two 
sides of the same coin,” where one side facilitates the interaction 
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and the other side facilities selling to customers. Social media 
and e-commerce complement each other. For example, SEUR (a 
leading express transport service in Spain) has used social media 
(i.e., Facebook and Twitter) to promote selling activities through 
its website, engage customers, and solve customer problems 
�)RQFLOODV�	�*RQ]DOH]��������

To sum up, the inter-connection and integration of social media 
DQG�H�FRPPHUFH�FDSDELOLWLHV�FDQ�LPSURYH�WKH�ÁRZ�RI�LQIRUPDWLRQ��
the migration from one digital technology to another digital 
technology, and a better and deeper connection with customers, 
who may be more motivated to participate in the online social and 
conventional platforms (i.e., social media and e-commerce).

Hypothesis 3 (H3): There is a positive relationship between the 
complementarity (positive interaction effect) between social media 
capability and e-commerce capability, and online customer engagement.

3.3.2. Online customer engagement and firm performance

:H� GHÀQH� ÀUP� SHUIRUPDQFH� DV� D� PXOWLGLPHQVLRQDO� FRQVWUXFW�
composed of two key ingredients (Mithas et al., 2011): innovation 
performance and customer service performance. Innovation 
performance refers to the outcomes obtained in the process of 
improving existing products/processes and/or developing 
QHZ�SURGXFWV�SURFHVVHV��-RVKL�HW�DO���������%HQLWH]�HW�DO�������D���
&XVWRPHU�VHUYLFH�SHUIRUPDQFH�UHIHUV�WR�WKH�H[WHQW�D�ÀUP�IXOÀOOV�
customer needs and expectations obtaining better reliability 
DQG� ORZHU� QXPEHU� RI� FRPSODLQWV� �5D\� HW� DO��� ������ 0LWKDV� HW�
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DO��� ������ ;XH� HW� DO��� ������ *XQDUDWKQH� HW� DO��� IRUWKFRPLQJ���:H�
FRQFHSWXDOL]H� RXU� ÀUP� SHUIRUPDQFH� FRQVWUXFW� DFFRUGLQJ� WR�
WKDW� GHVFULEHG� E\� 0LWKDV� HW� DO�� �������� 7KH\� FRQVLGHUHG� ÀUP�
performance as a multidimensional construct composed of four 
HOHPHQWV��RUJDQL]DWLRQDO�HIIHFWLYHQHVV� �H�J��� OHYHO�RI� LQQRYDWLRQ���
customer-focused performance (e.g., customer satisfaction or 
VHUYLFH� SHUIRUPDQFH��� ÀQDQFLDO� SHUIRUPDQFH� �H�J��� UHYHQXH��
SURÀWV��DQG�HDUQLQJV�SHU�VKDUH���DQG�KXPDQ�UHVRXUFH�SHUIRUPDQFH�
(e.g., employees satisfaction). We focused on Mithas et al.’s (2011) 
HOHPHQWV�WKDW�DUH�WKHRUHWLFDOO\�VXSSRVHG�WR�EH�GLUHFWO\�LQÁXHQFHG�E\�
FXVWRPHU�HQJDJHPHQW��RUJDQL]DWLRQDO�HIIHFWLYHQHVV�DQG�FXVWRPHU�
IRFXVHG� SHUIRUPDQFH�� 2UJDQL]DWLRQDO� HIIHFWLYHQHVV� LV� VLPLODU� WR�
our innovation performance construct, and customer-focused 
performance is similar to our customer service performance. 
We focused on these two dimensions of performance as they are 
VXJJHVWHG� WR� EH� GLUHFWO\� LQÁXHQFHG� E\� FXVWRPHU� HQJDJHPHQW��
&XVWRPHUV�FDQ�SURYLGH�WKH�ÀUP�LQIRUPDWLRQ�DERXW�WKHLU�GHVLUHG�
DQG� XQIXOÀOOHG� QHHGV� DQG� LGHDV� WR� LPSURYH� LQQRYDWLRQ� DQG�
FXVWRPHU� VHUYLFH� SHUIRUPDQFH� �%OD]HYLF� 	� /LHYHQV�� ������� ,Q�
DGGLWLRQ��UHFHQW�VWXGLHV�OLNH�.DQH�HW�DO���������VKRZHG�WKDW�VPDOO�
ÀUPV��DV�WKH�ÀUPV�H[DPLQHG�LQ�WKLV�VWXG\��DUH�LQFUHDVLQJO\�XVLQJ�
digital technologies with the main objective to improve their 
product innovation and customer service. In this sense, we are 
FRQÀGHQW� WKDW� WKH� FRQFHSWXDOL]DWLRQ� DQG� RSHUDWLRQDOL]DWLRQ� RI�
RXU�FRQVWUXFW�ÀUP�SHUIRUPDQFH�DUH� FRQVLVWHQW�ZLWK�SULRU� WRS� ,6�
UHVHDUFK�� 'HÀQLWLRQV� RI� WKH� NH\� FRQVWUXFWV� DUH� VXPPDUL]HG� LQ�
Table 3.1. 
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Table 3.1. Definitions of key constructs

Construct 'HÀQLWLRQ Informing source

Social media 
capability

Firm’s ability in purposely 
using and leveraging Facebook, 
Twitter, and corporate blogs to 
execute business activities 

%HQLWH]�HW�DO��
(2018a)

E-commerce 
capability 

E-commerce capability refers to 
WKH�ÀUP·V� DELOLW\� LQ�XVLQJ� DQG�
leveraging web technology to 
promote and sell its products

Daniel and 
Grimshaw (2002), 

Devaraj et al. 
(2007), Li et al. 

(2010)

Online customer 
engagement 

Online customer engagement 
refers to the degree of 
customer’s virtual emotional 
commitment, involvement, 
and motivation to participate 
DQG�FRQWULEXWH�ZLWK� WKH�ÀUP·V�
online business activities

Li et al. (2013), Ray 
et al. (2014)

Firm performance

3HUIRUPDQFH� RI� WKH� ÀUP�
composed of two elements: (1) 
innovation performance, which 
refers to the overall outcomes 
obtained in the process of 
improving existing products/
processes and/or developing 
new products/processes 
and (2) customer service 
performance, which is the 
H[WHQW� D� ÀUP� IXOÀOOV� FXVWRPHU�
needs and expectations 
obtaining better reliability and 
lower number of complaints

Ray et al. (2005), 
Joshi et al. (2010),

Mithas at el. 
(2011), Xue et al. 
��������%HQLWH]�HW�

al. (2018a) 

Online customer engagement (i.e., social online customer 
engagement and conventional online customer engagement) 
FDQ� LPSURYH� ÀUP� SHUIRUPDQFH�� 2QOLQH� FXVWRPHU� HQJDJHPHQW�
may improve innovation performance. First, opinions expressed 
E\� LQÁXHQWLDO�DQG�H[SHULHQWLDO� UHYLHZHUV�DUH� WKH�EHVW�VRXUFHV� WR�
develop new products and serve customers. Online customer 
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LQYROYHPHQW� DQG� SDUWLFLSDWLRQ� SURYLGH� WKH� ÀUP�ZLWK� GDWD� DQG�
LQIRUPDWLRQ�DERXW�VSHFLÀF�QHZ�SURGXFW�SURFHVV�LGHDV��FRQFHSWV��
DQG�SURWRW\SHV��ZKLFK�HQDEOH�WKH�ÀUP�WR�GHYHORS�QHZ�SURGXFWV�
�)DQJ� HW� DO��� ������$EUDKDPV� HW� DO��� ������� &XVWRPHUV·� RSLQLRQV�
KHOS�WKH�ÀUP�WR�EHWWHU�XQGHUVWDQG�ZKDW�WKH�FXVWRPHU�ZDQWV�WKH�
product to be (Yim et al., 2012). For example, in 2008, Starbucks 
opened MyStarbucksIdea, a social platform to collect ideas from 
customers. Customers could make suggestions about a wide 
range of categories (products, experience and service, social 
issues) and vote for others’ posts. Starbucks selected ideas most 
welcomed by users and innovated. On the basis of ideas provided 
by MyStarbucksIdea, the company introduced hundreds of new 
SURGXFWV� DQG� DFWLYLWLHV� �H�J��� QHZ� ÁDYRUV� RI� WKH� FRIIHH�� RU� WKH�
availability of Wi-Fi in Starbucks stores) (Dong & Wu, 2015). 

Second, online customer participation may improve the 
effectiveness of the new product development process. On the 
one hand, constant information sharing and communication with 
FXVWRPHUV� FDQ� KHOS� WKH� ÀUP� LQ� OHDUQLQJ� KRZ� FXVWRPHU� QHHGV�
evolve during the new product development process (Fang et 
al., 2008). On the other hand, improving communication can help 
HPSOR\HHV�DQG�FXVWRPHUV�WR�ZRUN�PRUH�FRRSHUDWLYHO\��3DYORX�	�
(O�6DZ\���������DQG�ÀUPV�FDQ�EHQHÀW�IURP�NQRZOHGJH��VNLOOV��DQG�
resources of their customers during the innovation process (Mahr 
et al., 2014). Then, information sharing and critical information 
about the product idea achieved by the online customer 
HQJDJHPHQW� JLYH� WKH� ÀUP� WKH� RSSRUWXQLW\� WR� SUHYHQW� FRVWO\�
PLVWDNHV�RI�GHYHORSLQJ�SURGXFWV�WKDW�GR�QRW�ÀW�FXVWRPHU�QHHGV��
RSWLPL]LQJ�WKH�LQQRYDWLRQ�SURFHVV��)DQJ�HW�DO���������
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Online customer engagement may also improve customer 
service performance. Online customer involvement can provide 
data and information on customer needs, preferences, and market 
WUHQGV��ZKLFK�HQDEOH�WKH�ÀUP�WR�EHWWHU�VHUYH�FXVWRPHUV��5D\�HW�DO���
������ %HQLWH]� HW� DO��� ����D��� 7KLV� LQIRUPDWLRQ�SURYLGHG� LQ� VRFLDO�
PHGLD�DQG�RU�WKH�ZHEVLWH�FDQ�KHOS�ÀUPV�WR�DJLOHO\�PDQDJH�DQG�
VROYH�FRPSODLQWV��.LURQ������E��.LURQ�HW�DO����������WKXV�LPSURYLQJ�
customer service performance. For example, Menbur (a leading 
retailer in Spain that sells shoes and bags) uses social media as 
a customer service channel. Menbur uses customer comments 
and posts to detect failures and improve customer satisfaction. 
Menbur’s social media capability has converted this company in 
a successful case study awarded by Facebook3. 

To sum up, customers engaged in social media and web 
WHFKQRORJLHV�SURYLGH� WKH�ÀUP�ZLWK�GDWD� DQG� LQIRUPDWLRQ� DERXW�
new ideas for improving/developing products and improving 
customer service, which in turn improves innovation and 
FXVWRPHU�VHUYLFH�SHUIRUPDQFH��7KHUHIRUH��ZH�K\SRWKHVL]H�

Hypothesis 4 (H4): There is a positive relationship between online 
FXVWRPHU�HQJDJHPHQW�DQG�ÀUP�SHUIRUPDQFH�

3 This information was extracted from an interview that we made to the Social Media 
Executive of Menbur in July 2015.
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3.4. Research methodology

3.4.1. Sample

:H�WHVWHG�WKH�SURSRVHG�PRGHO�ZLWK�WKH�����VPDOO�ÀUPV�LQFOXGHG�
in the 2013 Forbes America’s Best Small Companies ranking (in 
short, the Forbes database), which includes the best 100 U.S. 
SXEOLFO\�VPDOO�ÀUPV�ZLWK�VDOHV�XQGHU�RQH�ELOOLRQ�GROODUV��%HQLWH]�
HW�DO�������D���:H�XVHG�DV�WKH�VDPSOH�DOO�WKH�ÀUPV�������LQFOXGHG�
LQ�WKLV�GDWDEDVH��7KH�ÀUPV�RI�WKH�VDPSOH�FDPH�IURP�VHYHQ�JURXSV�
RI� LQGXVWULHV�� FRQVXOWLQJ� ����ÀUPV��� ,7� ������ IRRG�PDQXIDFWXULQJ�
�VHYHQ��� VHPLFRQGXFWRU� PDQXIDFWXULQJ� �VL[��� KHDOWKFDUH� �ÀYH���
FKHPLFDO��ÀYH���DQG�RWKHU�LQGXVWULHV�������2Q�DYHUDJH��WKH�ÀUPV�RI�
the sample had about 2335 employees and 488.120 million dollars 
RI�VDOHV��(YHU\�ÀUP�LQ�RXU�VDPSOH�KDG�D�ZHEVLWH������������DQG�
����RI�WKH�ÀUPV�LQFOXGHG�LQ�WKH�VDPSOH�ZHUH�DFWLYH�RQ�)DFHERRN��
Twitter, and corporate blogs, respectively. Table 3.2 shows the 
descriptive analysis of the sample.

3ULRU�,6�UHVHDUFK�KDV�FRQWH[WXDOL]HG�VHYHUDO�W\SHV�RI�EXVLQHVV�
YDOXH�RI� ,7� VWXGLHV�RQ� VDPSOH�RI�ÀUPV� LQFOXGHG� LQ�ZHOO�NQRZQ�
UDQNLQJV��DV�WKH�UDQNLQJ�XVHG�LQ�WKLV�VWXG\���H�J���-RVKL�HW�DO���������
%HQLWH]�	�:DOF]XFK��������%HQLWH]�HW�DO�������D���ZKLFK�VXJJHVWV�
that our decision in using the Forbes database was rational. We 
focused on this ranking for three reasons. First, because small 
ÀUPV� KDYH� ORZHU� SRUWIROLR� RI� ÀQDQFLDO� UHVRXUFHV� WR� FRPSHWH�
more effectively in the market, leveraging their investments in 
IT capabilities to online engage customers remains central, as 
FRPSDUHG� ZLWK� ODUJH� ÀUPV� �%HQLWH]� HW� DO��� ����D��� 6HFRQG�� WKH�
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ÀUPV� LQFOXGHG� LQ� WKH� )RUEHV� GDWDEDVH� DUH� OHDGHUV� LQ� VDOHV� DQG�
performance and are supposed to outperform in innovation and 
customer service. Third, the majority of prior IS research on social 
PHGLD� DQG� EXVLQHVV� DFWLYLWLHV� KDV� IRFXVHG� RQ� ODUJH� ÀUPV� �/XR�
HW� DO��� ������.DQH� HW� DO��� ������� ,Q� WKLV� VHQVH�� DQRWKHU�GLVWLQFWLYH�
IHDWXUH�RI�RXU�VWXG\�LV�LWV�IRFXV�RQ�VPDOO�ÀUPV�

Table 3.2. Descriptive analysis

Industry
Firms 

by 
sector

Facebook Twitter Corporate blogs

Number % Number % Number %

Consulting 18 16 ������� 13 ������� 5 �������

IT 16 16 ���� 16 ���� 14 �������

Food 
manufacturing 7 5 ������� 5 ������� 3 �������

Semiconductor 
manufacturing 6 4 ������� 4 ������� 0 ��

Healthcare 5 3 ��� 4 ��� 2 ���

Chemical 5 1 ��� 1 ��� 0 ��

Other industries 43 29 ������� 28 ������� 11 �������

Total 100 74 74% 71 71% 35 35%

3.4.2. Data and measures 

We measured all our variables using a secondary dataset that comes 
from nine different sources/databases. We started collecting the 
information from the 2013 Forbes database and using the name of 
HDFK�ÀUP��ZH�JDWKHUHG�WKH�LQIRUPDWLRQ�IURP�RWKHU�GDWDEDVHV��7KH�
measurement structure is determined by the relationship between 
indicators and constructs (Henseler, 2017). There are two categories 
RI�FRQVWUXFWV��UHÁHFWLYH��FRPPRQ�IDFWRU�FRQVWUXFWV��DQG�IRUPDWLYH��
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According to the most up-to-date methodological literature there 
are two types of formative measurements: composite formative 
and causal formative4. In composite-formative measurements: 
���� FRQVWUXFW� LV�EXLOW�E\� LQGLFDWRUV�� ���� LQGLFDWRU� FRUUHODWLRQV�DUH�
FRPPRQ�EXW�QRW�UHTXLUHG������WKHUH�LV�QR�PHDVXUHPHQW�HUURU��DQG�
(4) dropping an indicator can alter the meaning of the construct. 
In causal-formative measurement: (1) indicators cause the 
FRQVWUXFW������FRUUHODWLRQV�DPRQJ�LQGLFDWRUV�DUH�QRW�H[SHFWHG������
WKHUH� LV�PHDVXUHPHQW� HUURU�DW� FRQVWUXFW� OHYHO�� DQG� ����GURSSLQJ�
DQ� LQGLFDWRU� LQFUHDVHV� PHDVXUHPHQW� HUURU� �%HQLWH]� HW� DO��� ������
Henseler, 2017). All constructs of this research were modeled as 
composite formative5 (in short, composite).

'UDZQ�RQ�WKH�&XOQDQ�HW�DO�·V��������DQG�%HQLWH]�HW�DO�·V������D��
works, we measured social media capability as a multidimensional 
construct determined by Facebook capability, Twitter capability, 
and blog(s) capability with information collected from Facebook, 
Twitter, Twopcharts database (http://www.twopcharts.com), and 
ÀUP·V�EORJ�VLWH�LQ�-XQH�����6��6RFLDO�PHGLD�FDSDELOLW\�ZDV�VSHFLÀHG�

4 Despite some statistical software packages seem to give the possibility to directly estimate 
casual-formative models, these models cannot be estimated directly, but they should be es-
WLPDWHG�E\�XVLQJ�D�PXOWLSOH�LQGLFDWRU�PXOWLSOH�FDXVHV�PRGHO��%HQLWH]�HW�DO���������+HQVHOHU��
2017).

5 A clear distinction can be done between behavioral constructs and design constructs (or 
DUWLIDFWV���%HQLWH]�HW�DO���������+HQVHOHU���������:KLOH�EHKDYLRUDO�FRQVWUXFWV�DUH�XVXDOO\�PR-
GHOHG�DV�FRPPRQ�IDFWRU��UHÁHFWLYH��PRGHOV��FRPSRVLWH�IRUPDWLYH�VKRXOG�EH�WKH�SUHIHUUHG�
FKRLFH� IRU�DUWLIDFWV��7KHVH�DUWLIDFWV�FDQ�EH�XQGHUVWRRG�DV� WKHRUHWLFDOO\� MXVWLÀHG�FRQVWUXF-
WLRQV�WKDW�FRQVLVW�RI�PRUH�HOHPHQWDU\�FRPSRQHQWV��%HQLWH]�HW�DO�������D���7KH\�DUH�KXPDQ�
PDGH�REMHFWV� WKDW�DUH� W\SLFDOO\�FUHDWHG�E\�PDQDJHUV�� VWDII��RU� WKH�ÀUP� LWVHOI�DQG�VKRXOG�
be modeled as composite. The composite artifact serves as proxy for the concept under 
investigation and can be understood as a bunch of components (indicators) that compose 
the concept (composite artifact) (Henseler, 2017). Component selection represents how the 
author team understands the concept under investigation (Rueda et al., 2017).

�� :H�WKLQN�WKDW�RXU�VRFLDO�PHGLD�FDSDELOLW\�FRQVWUXFW�LV�D�JRRG�UHSUHVHQWDWLRQ�RI�KRZ�ÀUPV�
use external social media platforms to execute business activities. Facebook, Twitter, and 
FRUSRUDWH�EORJ�V��DUH�WKH�PRVW�XVHG�H[WHUQDO�VRFLDO�PHGLD�E\�ÀUPV�DURXQG�WKH�ZRUOG��&XO-
QDQ�HW�DO����������0RUHRYHU��RXU�FRQFHSWXDOL]DWLRQ�DQG�RSHUDWLRQDOL]DWLRQ�FRPH�IURP�WKH�
FRQFHSWXDOL]DWLRQ�DQG�RSHUDWLRQDOL]DWLRQ�RI�%HQLWH]� HW� DO�� �����D���ZKLFK� LV� VWURQJO\� VX-
pported by their empirical examination. 
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DV� FRPSRVLWH� DW� ÀUVW�� DQG� VHFRQG�RUGHU� OHYHOV�� :H� HYDOXDWHG�
Facebook capability using the number of events, experience, and 
XSGDWHG�FRQWHQW�E\�WKH�ÀUP�ZLWK�GDWD�FROOHFWHG�IURP�WKH�)DFHERRN�
VLWH�RI�WKH�ÀUP��7ZLWWHU�FDSDELOLW\�ZDV�PHDVXUHG�LQ�WHUPV�RI�ÀUP·V�
spent time writing tweets, experience, and updated content by 
WKH�ÀUP�ZLWK�GDWD�FROOHFWHG�IURP�WKH�7ZLWWHU�VLWH�DQG�7ZRSFKDUWV�
database. Finally, we measured blog capability in a similar vein as 
SHU�)DFHERRN�7ZLWWHU�ÀUP·V�H[SHULHQFH�DQG�XSGDWHV��

We conducted a structured content analysis in June 2014 of the 
ÀUP·V�ZHEVLWH�WR�PHDVXUH�H�FRPPHUFH�FDSDELOLW\�DV�D�FRPSRVLWH�
ÀUVW�RUGHU� FRQVWUXFW� WKURXJK� WKH� DFFXPXODWHG� WRWDO� QXPEHU�
RI� ÀUP·V� ZHE� IXQFWLRQDOLWLHV� WR� LQWHUDFW� ZLWK� FXVWRPHUV� �=KX�
	� .UDHPHU�� ������� 'UDZQ� IURP� =KX� DQG� .UDHPHU�� ZH� IRFXVHG�
on 13 e-commerce functionalities related to customers: four 
functionalities related to product information (e.g., if the website 
RIIHUHG� SURGXFW� DYDLODELOLW\� LQIRUPDWLRQ��� ÀYH� IXQFWLRQDOLWLHV�
related to actions that facilitate transactions online (e.g., if it was 
possible to buy and view the order process cycle online), and 
IRXU�IXQFWLRQDOLWLHV�UHODWHG�WR�LQWHUDFWLRQ�DQG�FXVWRPL]DWLRQ��H�J���
LI� LW� ZDV� SRVVLEOH� WR� ORJ� RU� FRQÀJXUH� SURGXFW� IHDWXUHV� RQOLQH���
6SHFLÀFDOO\�� ZH� FRGLÀHG� ZKHWKHU� WKH� ÀUP·V� ZHEVLWH� KDG� WKH�
13 particular e-commerce functionalities. We measured each 
functionality using a binary variable, representing whether the 
ÀUP·V�ZHEVLWH� KDG� WKH� IXQFWLRQDOLW\��ZKHUH� ]HUR�ZDV� ´QRµ� DQG�
RQH�ZDV�´\HV�µ�7KH�ÀQDO�H�FRPPHUFH�FDSDELOLW\�LQGH[�ZDV�FUHDWHG�
by transforming the binary variables of individual functionalities 
into a single measure and adding the accumulated total number 
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RI�ÀUP·V�ZHE�IXQFWLRQDOLWLHV��7KLV�PHDVXULQJ�VFKHPH�ZDV�DGDSWHG�
IURP�=KX� DQG�.UDHPHU� �������� 7DEOH� ���� SUHVHQWV� WKH� OLVW� RI� ���
e-commerce functionalities used to assess e-commerce capability 
�=KX�	�.UDHPHU��������

We measured online customer engagement as a composite 
third-order level construct determined by social online customer 
engagement (a second-order construct) and conventional 
RQOLQH� FXVWRPHU� HQJDJHPHQW� �D� ÀUVW�RUGHU� FRQVWUXFW��� 6RFLDO�
RQOLQH� FXVWRPHU� HQJDJHPHQW� ZDV� VSHFLÀHG� DV� D� FRPSRVLWH� DW�
ÀUVW�� DQG�VHFRQG�RUGHU� OHYHO�GHWHUPLQHG�E\�)DFHERRN�FXVWRPHU�
engagement, Twitter customer engagement, and blog customer 
engagement, with information on the degree of customer activity, 
interaction, and contribution to Facebook, Twitter, and blog of 
WKH� ÀUP�� FROOHFWHG� IURP� WKH� ÀUP·V� )DFHERRN�� 7ZLWWHU�� DQG� EORJ�
VLWHV�IURP�-XQH�WR�$XJXVW�������+H�HW�DO���������.LURQ�HW�DO����������
Facebook customer engagement was measured through fan 
HYROXWLRQ��QXPEHU�RI�XVHU�FRPPHQWV��OLNHV��DQG�VKDUHV�SHU�ÀUP·V�
SRVW�ZLWK�GDWD�IURP�WKH�ÀUP·V�)DFHERRN�VLWH��:H�DVVHVVHG�7ZLWWHU�
FXVWRPHU�HQJDJHPHQW�LQ�WHUPV�RI�ÀUP·V�QXPEHU�RI�IROORZLQJ��WKH�
evolution of followers, number of customer comments, favorites, 
DQG�UHWZHHWV�SHU�ÀUP·V�WZHHW�ZLWK�GDWD�FROOHFWHG�IURP�WKH�ÀUP·V�
Twitter site. Finally, blog customer engagement was measured as 
WKH�QXPEHU�RI�FXVWRPHU�FRPPHQWV�DQG�VKDUHV�SHU�ÀUP·V�SRVW�
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Table 3.3. List of e-commerce functionalities  
(Zhu & Kraemer, 2002)

Category Functionality Description

Information

3URGXFW�
information 

online
3URGXFW� FDWDORJXH� RU� RWKHU� SURGXFW�
availability information

Search capability If the website offers search engine to 
UHÀQH�E\�QHHGV

3URGXFW�UHYLHZ Third party reviews or customer 
ratings

3URGXFW�XSGDWH
If the website presents frequently 
asked questions and offers 
maintenance, support email, or other 
pre-and post-sales support 

Transaction

Buy capability If it is possible to buy online
Online order 

tracking
If it is possible to view the order 
processing cycle

Account 
management

If the customer can log and make 
HDVLHU� WKH� RUGHU� RU� FDQ� EHQHÀW� IURP�
SHUVRQDOL]HG� DFFRXQW� RU� UHZDUG�
programs

Return Information, procedure, and 
mechanism to facilitate returns

Security
Indications about the security 
of transactions, payment, and 
YHULÀFDWLRQ�V\VWHPV�

Interaction and 
FXVWRPL]DWLRQ

&XVWRPL]DWLRQ )XQFWLRQDOLW\� WR� FRQÀJXUH� SURGXFW�
features via website

Customer 
registration

If you can log or subscribe to 
electronic bulletin system 

Online 
recommendation

If there exist dynamic real-time online 
product recommendations or other 
tools to provide recommendations to 
customers 

Real-time 
support (chat)

Instant messaging communication 
and open discussion forum

&RQYHQWLRQDO�RQOLQH�FXVWRPHU�HQJDJHPHQW�LV�D�FRPSRVLWH�ÀUVW�
order construct measured as the degree of customer’s contribution 
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WR�WKH�ÀUP·V�ZHEVLWH��:H�HYDOXDWHG�WKH�UHODWLYH�WUDIÀF�UDQN�SRVLWLRQ�
RI� WKH� ÀUP·V� ZHEVLWH� ZLWK� GDWD� FROOHFWHG� IURP�$OH[D� GDWDEDVH�
(http://www.alexea.com) from June to August 2014 (Heath et 
al., 2013). Alexa database provides a website ranking based on 
a combination of reach (the number of visitors in a given day) 
and page views (the total number of visits). The website with the 
highest combination of both measures is ranked #1. We evaluated 
WKH�$OH[D�UDQNLQJ�SHU�LQGXVWU\�DQG�SHUIRUPHG�WKH�UHODWLYH�WUDIÀF�
rank position by calculating the rate of sectoral excellence (RSE) 
in web customer engagement for June, July, and August 2014 as 
IROORZV�������5DQN�SRVLWLRQ�RI�WKH�ÀUP·V�ZHEVLWH���1XPEHU�RI�ÀUPV�
LQ�WKH�LQGXVWU\���%HQLWH]�	�:DOF]XFK��������%HQLWH]�HW�DO�������D��
%HQLWH]�HW� DO��� ����E��%HQLWH]�HW� DO��� ����G���&RQYHQWLRQDO�RQOLQH�
customer engagement was measured as the average RSE in web 
customer engagement from June to August 2014.

Firm performance is a composite second-order construct 
FRPSRVHG� RI� WZR� WUDGLWLRQDO� GLPHQVLRQV� RI� ÀUP� SHUIRUPDQFH��
innovation performance and customer service performance 
(Mithas et al., 2011). Innovation performance is a single construct 
WKDW�ZDV�PHDVXUHG�DV�WKH�ÀUP·V�SDWHQW�TXDOLW\�ZLWK�GDWD�FROOHFWHG�
IURP�WKH�8�6��3DWHQW�DQG�7UDGHPDUN�2IÀFH�GDWDEDVH�LQ�WKH�SHULRG�
���������� �%HQLWH]� HW� DO��� ����D��� 7KLV� WKUHH�\HDU�SHULRG� VPRRWK�
out the bias derived from a good or bad year (Tanriverdi, 2005). 
7R� HYDOXDWH� SDWHQW� TXDOLW\�� ZH� ÀUVW� HVWLPDWHG� D� SDWHQW� TXDOLW\�
ZHLJKWLQJ� UDWLR� �34:5��� DQG� WKHQ�� ZH� FDOFXODWHG� WKH� 56(� LQ�
LQQRYDWLRQ� �%HQLWH]� 	� :DOF]XFK�� ������ %HQLWH]� HW� DO��� ����D���
34:5�ZDV�PHDVXUHG�ZHLJKWLQJ�WKH�QXPEHU�RI�SDWHQWV�LQ������E\�
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the citations that these patents have obtained within a three-year 
ZLQGRZ��.OHLV�HW�DO����������:H�FDOFXODWHG�34:5�IRU�����������DV�
IROORZV��34:52011-2014� �1XPEHU�RI�FLWDWLRQV�UHFHLYHG�E\�WKH�ÀUP·V�
patents of 2011 in subsequent patents within 2012-2014/Number 
RI�SXEOLVKHG�SDWHQWV�E\�WKH�ÀUP�LQ�������56(�LQ�LQQRYDWLRQ�ZDV�
calculated as follows: 1 - (Firm’s position in its industry in our 
34:5�UDQNLQJ���7RWDO�QXPEHU�RI�ÀUPV�LQ�HDFK�LQGXVWU\�LQ�RXU�
34:5� UDQNLQJ��� 7KH� ÀQDO�PHDVXUH� RI� LQQRYDWLRQ� SHUIRUPDQFH�
was the RSE in innovation for 2011-2014.

&XVWRPHU� VHUYLFH� SHUIRUPDQFH� LV� D� FRPSRVLWH� ÀUVW�RUGHU�
FRQVWUXFW�PHDVXUHG�ZLWK�LQIRUPDWLRQ�RQ�WKH�ÀUP·V�UHOLDELOLW\�DQG�
honesty in serving customers collected from the Better Business 
Bureau (BBB) database (https://www.bbb.org/) in October 2014 
�0D� HW� DO��� ������� %%%� LV� D� QRQ�SURÀW� RUJDQL]DWLRQ� WKDW� IRFXVHV�
RQ� SURYLGLQJ� IUHH� EXVLQHVV� UHYLHZV� EDVHG� RQ� ÀUPV·� WUXVW� DQG�
KRQHVW\�� %%%� VHUYHV� DV� LQWHUPHGLDU\� EHWZHHQ� 8�6�� ÀUPV� DQG�
QHDUO\���PLOOLRQ�GLVSXWHV�IURP�FXVWRPHUV�HDFK�\HDU��6SHFLÀFDOO\��
we used the number of solved complaints in the last three years 
(from October 2011 to October 2014) and the presence or absence 
of accreditation for implementing the BBB Code of Business 
3UDFWLFHV��EDVHG�RQ�WKH�ÀUP·V�WUXVW�DQG�KRQHVW\��LQ�2FWREHU������DV�
two indicator proxies to measure customer service performance. 
Managing complaints to solve customers’ problems is part of 
customer service performance (Gunarathne et al., forthcoming). 
7KH�EHWWHU�WKH�ÀUP·V�DELOLW\�WR�VROYH�FRPSODLQWV��WKH�EHWWHU�LV�WKH�
customer service performance. Then, it is rational to expect that 
ÀUPV�WKDW�HIIHFWLYHO\�VROYH�FRPSODLQWV�DQG�DUH�JXLGHG�E\�D�FRGH�
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of practices for honesty are more reliable and outperformers for 
customers in terms of customer service. These two indicators are 
thus objective and credible to effectively measuring customer 
service performance7. We used the natural logarithm of the 
QXPEHU�RI�FRPSODLQWV�WKDW�ZHUH�VROYHG�E\�WKH�ÀUP�GXULQJ�2FWREHU�
2011 - October 2014. The presence or absence of accreditation was 
PHDVXUHG�DV�D�GXPP\�JLYLQJ�WKH�YDOXH���LI�WKH�ÀUP�SRVVHVVHV�WKH�
BBB accreditation and 0 in other cases.

)LQDOO\��ZH�FRQWUROOHG�IRU�ÀUP�VL]H��LQGXVWU\��DQG�ÀUP�DJH�RQ�
ÀUP�SHUIRUPDQFH��0LWKDV�HW�DO����������:H�FRQWUROOHG�IRU�ÀUP�VL]H�
RQ� ÀUP� SHUIRUPDQFH� EHFDXVH� ÀUPV� ZLWK� PRUH� RUJDQL]DWLRQDO�
resources are more likely to invest in innovation and customer 
VHUYLFH�SUDFWLFHV��%HQLWH]�	�:DOF]XFK���������:H�PHDVXUHG�ÀUP�
VL]H�DV�WKH�QDWXUDO�ORJDULWKP�RI�WKH�QXPEHU�RI�HPSOR\HHV�LQ������
ZLWK�LQIRUPDWLRQ�FROOHFWHG�IURP�&203867$7�GDWDEDVH��%HQLWH]�
et al., 2018a). Innovation and customer service performance 
FDQ� DOVR� GHSHQG� RQ� WKH� LQGXVWU\� LQ� ZKLFK� WKH� ÀUP� RSHUDWHV��
:H� FRQWUROOHG� IRU� LQGXVWU\� RQ� ÀUP� SHUIRUPDQFH� E\�PHDVXULQJ�
LQGXVWU\�DV�D�GXPP\�YDULDEOH�����0DQXIDFWXULQJ�����6HUYLFH�ÀUP��
ZLWK� LQIRUPDWLRQ�FROOHFWHG� IURP�WKH�)RUEHV�GDWDEDVH� �%HQLWH]�	�
5D\���������$V�ÀUP�DJH�FDQ�H[SODLQ�GLIIHUHQFHV�LQ�RUJDQL]DWLRQDO�
attitude toward innovation and performance, we also controlled 

7 Traditionally, customer service has been related to the number of complaints (e.g., Ray et 
DO���������0D�HW�DO����������)RU�H[DPSOH��5D\�HW�DO���������RSHUDWLRQDOL]HG�FXVWRPHU�VHUYLFH�
performance as the quality of the process of serving customers by using a complaint ratio. 
5HFHQWO\��VRPH�,6�OLWHUDWXUH�JLYHV�PXFK�LPSRUWDQFH�WR�DQDO\]H�FRPSODLQWV�RQ�VRFLDO�PHGLD�
to provide customer service (e.g., Gunarathne et al., forthcoming). Being realistic, every 
ÀUP�UHFHLYHV�FRPSODLQWV��WKHQ��HIIHFWLYHQHVV�LQ�PDQDJLQJ�WKHP�LV�HVVHQWLDO��:H�JR�EH\RQG�
WKH�QXPEHU�RI�FRPSODLQWV�DQG�PHDVXUH�WKH�ÀUP·V�DELOLW\�LQ�VROYLQJ�FRPSODLQWV��:H�DUH�QRW�
interested in measuring customer satisfaction but how effective is the company in handling 
complaints. In this sense, we consider and assume that solving complaints is an objective 
proxy to effectively measure customer service performance.
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IRU�ÀUP�DJH�RQ�ÀUP�SHUIRUPDQFH��)LUP�DJH�ZDV�FDOFXODWHG�DV�WKH�
QDWXUDO�ORJDULWKP�RI�WKH�QXPEHU�RI�\HDUV�LQ������WKDW�WKH�ÀUP�KDV�
been operating on its key industry with information collected from 
)RUEHV�GDWDEDVH��&KHQ�HW�DO����������2XU�FRQVWUXFWV�ZHUH�VSHFLÀHG�
DV� FRPSRVLWH� DW� ÀUVW��� VHFRQG��� DQG� WKLUG�RUGHU� OHYHO� �+HQVHOHU�
et al., 2016). Table 3.A1 in the appendix shows a summary of 
WKH� PHDVXUH� GHÀQLWLRQ� DQG� GDWD� VRXUFHV� IRU� DOO� WKH� FRQVWUXFWV�
employed in this study.

3.5. Empirical analysis and results

3.5.1. Motivation of the method of estimation

We tested the proposed model by using the structural equation 
PRGHOLQJ� �6(0�� WHFKQLTXH�� 6SHFLÀFDOO\��ZH�SHUIRUPHG�D�SDUWLDO�
OHDVW� VTXDUHV� �3/6�� SDWK� PRGHOLQJ8. It is appropriate to use 
3/6�LQ� WKLV�VWXG\�DV� WKH�PHWKRG�RI�HVWLPDWLRQ�IRU� WKH� IROORZLQJ�
UHDVRQV�� )LUVW�� 3/6� LV� D� IXOO�ÁHGJHG� 6(0�PHWKRG� RI� HVWLPDWLRQ�
WKDW� FDQ� FRQGXFW� H[DFW� WHVW� RI� PRGHO� ÀW�� DQG� LW� LV� VXLWDEOH� IRU�

8 SEM is a statistical technique used to model complex relationships between latent variables/
FRQVWUXFWV��XQREVHUYHG�YDULDEOHV��E\�FRQÀJXULQJ�DVVRFLDWLRQV�EHWZHHQ�LQGLFDWRUV��REVHUYHG�
YDULDEOHV��DQG�FRQVWUXFWV��3/6�LV�D�6(0�PHWKRG�RI�HVWLPDWLRQ�WKDW�FUHDWHV�SUR[LHV�IRU�ODWHQW�
YDULDEOHV�DV�ZHLJKWHG�VXPV�RI�LQGLFDWRUV��,Q�D�WZR�VWHS�DSSURDFK��3/6�ÀUVW�FUHDWHV�SUR[LHV�
IRU� WKH� ODWHQW� FRQVWUXFWV� DQG� WKHQ� HVWLPDWHV� SDWK� FRHIÀFLHQWV�� 7KH� ÀUVW� VWHS� FRQVLVWV� LQ�
DQ� LWHUDWLYH� 3/6� DOJRULWKP� WR� HVWLPDWH�ZHLJKWV�� UHOLDELOLWLHV�� DQG� FRPSRVLWH� FRUUHODWLRQV�
(inner and outer weight estimations), thus obtaining the measurement model (relationship 
between latent variables and their indicators). The second step consists in using the 
previous weight scheme (relationship between latent variables and their indicators) 
WR� HVWLPDWH�SDWK� FRHIÀFLHQWV� DQG� ORDGLQJV� �%HQLWH]� HW� DO��� ������� %RWK� 6(0�DQG�3/6� DUH�
employed correctly in the context of this research because the proposed conceptual model 
of this study includes very complex measurement and structural relationships. However, 
on the basis of the suggestions of one of the reviewers of the panel, we re-estimated the 
proposed interaction model by using the latent variable scores and employing ordinary 
least squares as the method of estimation. This OLS estimation yielded similar results to 
those obtained for the interaction model (Table 3.5), which suggests that the method of 
estimation selection did not affect the results, and consequently, it is not an issue in this 
research. 
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empirical research development (Henseler et al., 2016). Second, 
3/6� LV� DQ� RSWLPDO�PHWKRG� RI� HVWLPDWLRQ� IRU� FRPSRVLWH�PRGHOV��
DV�WKH�SURSRVHG�FRQFHSWXDO�PRGHO��+HQVHOHU�HW�DO���������%HQLWH]�
HW�DO����������7KLUG��3/6�LV� WKH�GRPLQDQW�DQG�PRVW�XVHG�PHWKRG�
of estimation in IS empirical research published in the leading 
,6� MRXUQDOV� �3ROLWHV� HW� DO��� ������ %HQLWH]� HW� DO��� ����E�� %HQLWH]� HW�
al., 2018d). We used the statistical software package Advanced 
$QDO\VLV� IRU�&RPSRVLWHV� �$'$1&2��������3URIHVVLRQDO� �KWWS���
www.composite-modeling.com/) (Henseler & Dijkstra, 2015). 
ADANCO is a variance-based SEM software that models causal 
and predictive models by estimating composites, common factors, 
and single indicators. 

3ULRU� WR� SHUIRUPLQJ� WKH� HPSLULFDO� DQDO\VLV�� ZH� FRPSOHWHG� D�
VWDWLVWLFDO�SRZHU�DQDO\VLV�WR�GHWHUPLQH�WKH�PLQLPXP�VDPSOH�VL]H�
required to estimate the proposed model. Assuming an anticipated 
HIIHFW�VL]H�RI��������D�GHVLUHG�VWDWLVWLFDO�SRZHU�OHYHO�RI��������ÀYH�
predictors (i.e., the number of links received by the construct 
7ZLWWHU�HQJDJHPHQW���DQG�D�FRQÀGHQFH�OHYHO�RI�������WKH�PLQLPXP�
UHTXLUHG� VDPSOH� VL]H� WR� HVWLPDWH� WKH�PRGHO� LV� ��� �&RKHQ�� ������
1LW]O�HW�DO����������7KXV��RXU�VDPSOH�������KDG�D�JRRG�VL]H�WR�WHVW�
the proposed theory.
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3.5.2. Confirmatory composite analysis

Before testing the structural model, we checked for the 
external validity of our composite constructs by performing a 
FRQÀUPDWRU\�FRPSRVLWH�DQDO\VLV��+HQVHOHU�HW�DO���������%HQLWH]�HW�
al., 2017). This analysis is useful to detect wrong assignment of 
indicators to constructs or wrong number of constructs (model 
PLVVSHFLÀFDWLRQ���:H�HYDOXDWHG�WKH�JRRGQHVV�RI�PRGHO�ÀW�IRU�WKH�
saturate model (i.e., a model where there is free correlation among 
PHDVXUHPHQWV��E\�H[DPLQLQJ�WKH�VWDQGDUGL]HG�URRW�PHDQ�VTXDUHG�
residual (SRMR), unweighted least squares (ULS) discrepancy 
(dULS), and geodesic discrepancy (dG�� �+HQVHOHU� HW� DO��� ������
%HQLWH]�HW�DO����������7KHVH�PHDVXUHV�RI�JRRGQHVV�RI�ÀW�HYDOXDWH�
the discrepancy between the empirical correlation matrix and the 
model-implied correlation matrix. The lower they are, the better is 
WKH�PRGHO�ÀW��+HQVHOHU�HW�DO����������7DEOH�����VKRZV�UHVXOWV�RI�WKH�
VDWXUDWH�PRGHO�ÀW�HYDOXDWLRQ�IRU�WKH�ÀUVW���VHFRQG���DQG�WKLUG�RUGHU�
FRQVWUXFWV��$OO�GLVFUHSDQF\�YDOXHV�DUH�ORZHU�WKDQ�WKH�����TXDQWLOH�
of the bootstrap discrepancies (HI95 values), which shows that 
ZLWK�D����OHYHO�RI�SUREDELOLW\��WKH�PHDVXUHPHQW�VWUXFWXUH�RI�RXU�
composite constructs is correct. There is an empirical support for 
WKH� VWUXFWXUH� RI� RXU� FRPSRVLWH� FRQVWUXFWV� DW� ÀUVW��� VHFRQG��� DQG�
third-order levels. Then, we can proceed with the measurement 
model evaluation9 and the structural model evaluation.

�� 7KLV�FRQÀUPDWRU\�FRPSRVLWH�DQDO\VLV�FDQ�EH�DOVR�FRQVLGHUHG�DV�SDUW�RI�WKH�PHDVXUHPHQW�
PRGHO�HYDOXDWLRQ��%HQLWH]�HW�DO���������



164

Essays on social media and business transformation

Table 3.4. Results of the confirmatory composite analysis

Discrepancy
First-order  
constructs

Second-order  
constructs

Third-order  
constructs

value HI95 Conclusion value HI95 Conclusion value HI95 Conclusion

SRMR 0.077 0.091 Supported 0.046 0.073 Supported 0.040 0.052 Supported

dULS 1.655 2.287 Supported 0.095 0.240 Supported 0.016 0.027 Supported

dG 0.779 2.701 Supported 0.048 0.103 Supported 0.006 0.011 Supported

3.5.3. Measurement model evaluation

We assessed the multicollinearity, weights, and its level of 
VLJQLÀFDQFH��ORDGLQJV��DQG�LWV�OHYHO�RI�VLJQLÀFDQFH�RI�WKH�LQGLFDWRUV�
DQG�GLPHQVLRQV�RI�RXU�FRPSRVLWH�ÀUVW���VHFRQG��DQG�WKLUG�RUGHU�
constructs10��&HQIHWHOOL�	�%DVVHOOLHU��������%HQLWH]�HW�DO����������7KHUH�
LV�QR�PXOWLFROOLQHDULW\�SUREOHP�LI�YDULDQFH�LQÁDWLRQ�IDFWRUV��9,)V��
of the indicators and dimensions are lower than 10 (Tanriverdi & 
8\VDO��������%HQLWH]�HW�DO�������E���([FHSW�IRU�RQH�LWHP�SHUWDLQLQJ�
to the Facebook engagement dimension, VIF values are well 
EHORZ�����:H�GURSSHG�WKLV�LWHP��WKHUHIRUH��PXOWLFROOLQHDULW\�LV�QRW�
a problem in our empirical analysis. A composite item/dimension 
VKRXOG� EH� UHWDLQHG� LI� LWV� ZHLJKW� DQG�RU� ORDGLQJ� DUH� VLJQLÀFDQW�
�&HQIHWHOOL�	�%DVVHOOLHU��������%HQLWH]�HW�DO�������E���:H�SHUIRUPHG�D�
ERRWVWUDS�DQDO\VLV�ZLWK������VXEVDPSOHV�WR�REWDLQ�WKH�VLJQLÀFDQFH�
level of indicator and dimension weights and loadings, and 
EHWD� FRHIÀFLHQWV��$OO� WKH� LQGLFDWRU� DQG�GLPHQVLRQ� ORDGLQJV� DQG�
10 7UDGLWLRQDO� HYDOXDWLRQ� RI� UHOLDELOLW\� DQG� YDOLGLW\� IRU� UHÁHFWLYH� GRHV� QRW� ZRUN� ZHOO� IRU�

FRPSRVLWH�PRGHOV� �3HQJ� 	� /DL�� �������$OO� WKH� FRQVWUXFWV� LQ� RXU� SURSRVHG�PRGHO� ZHUH�
VSHFLÀHG� DV� FRPSRVLWH�� )DFWRU� DQG� FRPSRVLWH�PRGHOV� DUH� HYDOXDWHG�GLIIHUHQWO\� �%HQLWH]�
et al., 2017). First, content validity should be ensured by creating measures based on prior 
literature, interviews with executives, and/or the opinion of the author team. Then, a 
FRQÀUPDWRU\�FRPSRVLWH�DQDO\VLV�LV�SHUIRUPHG�WR�VXSSRUW�WKH�FRPSRVLWH�VWUXFWXUH��)LQDOO\�
PXOWLFROOLQHDULW\�SUREOHPV�DQG�VLJQLÀFDQFH�RI�ZHLJKWV�DQG�ORDGLQJV�VKRXOG�EH�HYDOXDWHG�
�&HQIHWHOOL�	�%DVVHOOLHU��������%HQLWH]�	�5D\���������
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ZHLJKWV�DUH�VLJQLÀFDQW�DW������OHYHO��2YHUDOO��WKLV�DQDO\VLV�VKRZV�
good measurement properties for the proposed model. Table 3.A2 
in the appendix presents the details of the measurement model 
HYDOXDWLRQ�DW�ÀUVW���VHFRQG���DQG�WKLUG�RUGHU�OHYHOV��

3.5.4. Structural model evaluation

To test the hypotheses of the proposed model, we considered two 
PRGHOV������D�EDVHOLQH�PRGHO��ZKHUH�ZH�HYDOXDWH�+���+���DQG�+���
and (2) an interaction model, where we included the interaction 
term of social media capability and e-commerce capability to 
evaluate H3. To test the interaction model, we followed a two-
stage approach to form the interaction term (social media 
capability * e-commerce capability) (Fassott et al., 2016). In the 
ÀUVW� VWDJH�� ZH� UDQ� WKH� EDVHOLQH� PRGHO� WR� REWDLQ� WKH� FRQVWUXFW�
scores of independent (i.e., e-commerce capability or social media 
capability)11 and moderator variables (i.e., e-commerce capability 
or social media capability). In the second stage we built the 
interaction term as the product of the independent and moderator 
(i.e., e-commerce capability and social media capability) construct 
scores. The interaction term was then added to the interaction 
model in the second stage.

All the hypotheses were supported by the empirical analysis. 
Social media and e-commerce capabilities individually contribute 
to the development of online customer engagement (0.001 

11 Considering social media capability or e-commerce capability as the independent or the 
PRGHUDWRU� YDULDEOH� GRHV� QRW�PDWWHU�� %RWK� LQWHUSUHWDWLRQV� DUH� YDOLG� �6SLOOHU� HW� DO��� ������
Fassott et al., 2016).
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OHYHO��� ,Q� DGGLWLRQ�� RQOLQH� FXVWRPHU� HQJDJHPHQW� LPSURYHV� ÀUP�
performance (0.01 level). The interaction term of social media 
capability and e-commerce capability on online customer 
engagement was also supported (0.001 level), which means that 
social media and e-commerce capabilities jointly contribute to 
the development of online customer engagement. The effect of 
e-commerce capability (or social media capability) becomes larger 
when social media capability (or e-commerce capability) increases 
(Fassott et al., 2016).

7KH�YDOXHV�RI�WKH�EHWD�FRHIÀFLHQWV��WKHLU�OHYHO�RI�VLJQLÀFDQFH��WKH�
HIIHFW�VL]H��I2) values, and the R2 values are individual measures of 
WKH�H[SODQDWRU\�SRZHU�RI�WKH�PRGHO��%HWD�FRHIÀFLHQWV�DURXQG�������
DUH� FRQVLGHUHG� HFRQRPLFDOO\� VLJQLÀFDQW�� DQG� 52 values higher 
than 0.200 indicate good explanatory power of the endogenous 
YDULDEOHV�RI�WKH�PRGHO��%HQLWH]�HW�DO�������E���7KH�EHWD�FRHIÀFLHQWV�
RI� WKH� K\SRWKHVL]HG� UHODWLRQVKLSV� UDQJH� IURP� �����*** to 0.493***. 
H1, H2, and H3 were supported by the data with 0.001 level of 
VLJQLÀFDQFH��ZKLOH�+��ZDV�VLJQLÀFDQW�DW������OHYHO��7KH�I2�VSHFLÀHV�
WKH�UHODWLYH�VL]H�RI�HDFK�LQFUHPHQWDO�UHODWLRQVKLS�LQFOXGHG�LQ�WKH�
proposed model. The f2 values of the key relationships of the 
model ranged from 0.100 to 0.399. 

The R2 value of the variable online customer engagement was 
������� ZKLOH� WKDW� RI� ÀUP� SHUIRUPDQFH� ZDV� ������� 2YHUDOO�� WKLV�
analysis shows a good explanatory power for the proposed model. 
Figure 3.2. shows the result of the interaction model.
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Figure 3.2. Results of the test of hypotheses 

Note: †p < 0.10, *p < 0.05, **p < 0.01, ***p < 0.001, one-tailed test.

:H�DOVR�HYDOXDWHG�WKH�JRRGQHVV�RI�PRGHO�ÀW�IRU�WKH�VWUXFWXUDO�
model by examining the SRMR, dULS, and dG��+HQVHOHU�HW�DO���������
%HQLWH]�HW�DO����������6505�YDOXHV�IRU�WKH�WZR�PRGHOV�ZHUH�ZHOO�
EHORZ�WKH�WKUHVKROG�RI��������+HQVHOHU�HW�DO���������%HQLWH]�HW�DO���
2017). All discrepancy values for the two models were below 
WKH� ����TXDQWLOH� RI� WKH� ERRWVWUDS� GLVFUHSDQFLHV�� ZKLFK� PHDQV�
WKDW��ZLWK� D� SUREDELOLW\� RI� ����ZH� FDQ� FODLP� WKDW� WKH� SURSRVHG�
WKHRU\�RI� VRFLDO� FRPPHUFH�,7�FDSDELOLWLHV�DQG�ÀUP�SHUIRUPDQFH�
is correct and capable to explain how the IT and corporate worlds 
IXQFWLRQ��+HQVHOHU�	�'LMNVWUD��������%HQLWH]�HW�DO���������DQG�KRZ�
companies can create business value from their social commerce-IT 
capabilities investments. Table 3.5 provides detailed information 
of the structural model evaluation.
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3.5.5. Test of time selection bias

We checked for potential time selection bias in the measures of 
social media capability, e-commerce capability, online customer 
engagement, and innovation performance in two ways (a 
double test). First, we checked for potential time selection bias 
by collecting data on social commerce-IT capabilities and online 
customer engagement in November and December 2017 and 
estimating several robust models. The development of social 
PHGLD�DQG�H�FRPPHUFH�FDSDELOLWLHV�DQG�WKHLU�LQÁXHQFH�RQ�RQOLQH�
FXVWRPHU�HQJDJHPHQW�FDQ�UHTXLUH�WLPH��WKHUHIRUH��WKHUH�FDQ�EH�D�
time effect bias in our study associated with the date in which 
data were collected. Then, we collected data in November 2017 for 
social commerce capabilities (i.e., social media and e-commerce 
capabilities) and in December 2017 for online customer 
engagement, leaving one-month time lapse. We measured social 
media capability by Facebook capability, Twitter capability, 
and blog capability with information collected from Facebook, 
7ZLWWHU��7ZRSFKDUWV�GDWDEDVH��DQG�ÀUP·V�EORJ�VLWH� LQ�1RYHPEHU�
2017. E-commerce capability was measured as the accumulated 
WRWDO� QXPEHU� RI� ÀUP·V� ZHE� IXQFWLRQDOLWLHV� LQ� 1RYHPEHU� ������
Online customer engagement is a composite third-order level 
construct determined by social online customer engagement and 
conventional online customer engagement. Social online customer 
engagement was determined by Facebook customer engagement, 
Twitter customer engagement, and blog customer engagement, 
ZLWK�LQIRUPDWLRQ�FROOHFWHG�IURP�WKH�ÀUP·V�)DFHERRN��7ZLWWHU��DQG�
blog site from November to December 2017. Conventional online 
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FXVWRPHU�HQJDJHPHQW�ZDV�HYDOXDWHG�E\�WKH�UHODWLYH�WUDIÀF�UDQN�
position in Alexa database for November and December 2017. We 
HVWLPDWHG�WKUHH�UREXVW�PRGHOV�IRU�WKLV�ÀUVW�WHVW�RI�WLPH�VHOHFWLRQ�
bias: (1) social commerce-IT capabilities measured in June 2014 
and November 2017: we correlated social media/e-commerce 
capability measured in June 2014 and social media/e-commerce 
capability measured in November 2017. Results suggest a high 
FRUUHODWLRQ� EHWZHHQ� PHDVXUHV�� 7KH� EHWD� FRHIÀFLHQW� EHWZHHQ�
social media capability measured in June 2014 and November 
2017 was 0.886***�� 7KH� EHWD� FRHIÀFLHQW� EHWZHHQ� H�FRPPHUFH�
capability measured in June 2014 and November 2017 was 0.812***. 
These results give additional credibility to our social media 
and e-commerce capabilities measures. (2) Online customer 
engagement measured in June-August 2014 and November-
December 2017: we correlated online customer engagement 
measured in the period from June to August 2014 and online 
customer engagement measured in the period from November 
WR�'HFHPEHU�������5HVXOWV�VKRZ�WKDW�WKH�EHWD�FRHIÀFLHQW�EHWZHHQ�
the measures was 0.852***, which gives additional credibility to 
our online customer engagement measure. (3) Social commerce-
IT capabilities and online customer engagement in November-
December 2017: we estimated a model in which social commerce-
,7� FDSDELOLWLHV� LQ� 1RYHPEHU� ����� LQÁXHQFHV� RQOLQH� FXVWRPHU�
engagement in November-December 2017. This alternative model 
provides results similar to those of the proposed model (Table 
3.5), as social media capability is positively associated with online 
customer engagement (ß = 0.564***), and e-commerce capability 
is positively associated with online customer engagement (ß = 
0.259***). 
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Second, we also checked for potential time selection bias in 
WKH� RSHUDWLRQDOL]DWLRQ� RI� LQQRYDWLRQ� SHUIRUPDQFH� �RQH� RI� WKH�
GLPHQVLRQV� RI�ÀUP�SHUIRUPDQFH��� E\� HVWLPDWLQJ� WZR� DGGLWLRQDO�
DOWHUQDWLYH�PRGHOV�� ,Q� WKH�ÀUVW� DOWHUQDWLYH�PRGHO��ZH�PHDVXUHG�
innovation performance as a single construct determined by the 
number of patents published in 2014 with information collected 
IURP� 8�6�� 3DWHQW� DQG� 7UDGHPDUN� 2IÀFH� GDWDEDVH� �.OHLV� HW� DO���
2012). In the second alternative model, we measured innovation 
performance as a single construct determined by the RSE in 
innovation for 2014-2017 in a similar vein as we did for RSE in 
LQQRYDWLRQ�IRU������������)LUVW��ZH�HVWLPDWHG�D�34:5��DQG�WKHQ��
we built a ranking by industry, where the better the position of a 
ÀUP��WKH�JUHDWHU�LV�WKH�34:5��WR�VXEVHTXHQWO\�FDOFXODWH�WKH�56(�
LQ�LQQRYDWLRQ��34:5�ZDV�PHDVXUHG�E\�ZHLJKWLQJ�WKH�QXPEHU�RI�
patents in 2014 by the citations that these patents have obtained 
ZLWKLQ�D�WKUHH�\HDU�ZLQGRZ��������������.OHLV�HW�DO����������5HVXOWV�
in both cases are similar to those of the proposed interaction 
model, which gives robustness and additional credibility to our 
innovation performance measure. Table 3.A3 in the appendix 
shows the results of the test of time selection bias (robustness) 
for innovation performance. Overall, the results of this double 
test of time selection bias indicate that time selection bias is not a 
problem in our empirical analysis.
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3.5.6. Test of endogeneity

Endogeneity may be caused between two variables by the 
omission of variables in a proposed model and by the existence 
RI� ELGLUHFWLRQDO� UHODWLRQVKLSV� �%HQLWH]� HW� DO��� ����G��� %HFDXVH� LW�
is debatable whether greater online customer engagement has a 
positive association with social media capability and e-commerce 
capability as well as online customer engagement may be affected 
by other variables (e.g., customer experience), we performed a 
test of endogeneity on the relationships between social media 
capability and online customer engagement and between 
e-commerce capability and online customer engagement. By 
XVLQJ� WKH� ÀUP·V� ,7� LQIUDVWUXFWXUH� FDSDELOLW\� DV� DQ� LQVWUXPHQWDO�
variable of social media capability and e-commerce capability, the 
Hausman tests revealed that the relationships between e-commerce 
capability and online customer engagement (r  = 1.0389, d.f. = 1, p 
= 0.308) and between social media capability and online customer 
engagement appear unaffected by endogeneity (r  = 3.0586, d.f. 
= 1, p = 0.080). This analysis indicates that omitted variables and 
reverse causality are not a problem in the relationships between 
social media and e-commerce capabilities and online customer 
HQJDJHPHQW�LQ�WKH�FRQWH[W�RI�WKLV�UHVHDUFK��%HQLWH]�HW�DO�������G��
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3.5.7. Mediation analysis

We performed a post hoc mediation analysis by adding the direct 
effect of the social commerce-IT capabilities interaction term on 
ÀUP� SHUIRUPDQFH�� :H� SHUIRUPHG� D� ERRWVWUDS� DQDO\VLV� RI� �����
VXEVDPSOHV� WR� WHVW� WKH� VLJQLÀFDQFH� RI� WKH� LQGLUHFW� HIIHFW� �=KDR�
HW�DO���������1LW]O�HW�DO����������:H�HYDOXDWHG�ZKHWKHU�WKH�LQGLUHFW�
HIIHFW�ZDV�VLJQLÀFDQW�WR�GHWHUPLQH�WKH�W\SH�RI�PHGLDWLRQ��,Q�RXU�
DQDO\VLV�� WKH�GLUHFW� HIIHFW�ZDV�QRW� VLJQLÀFDQW��ZKLOH� WKH� LQGLUHFW�
HIIHFW�ZDV�VLJQLÀFDQW�DW������OHYHO���� ������*), showing an indirect-
RQO\�PHGLDWLRQ� �=KDR� HW� DO��� ������1LW]O� HW� DO��� ������ �7DEOH� ������
7KH�WRWDO�HIIHFW�ZDV�DOVR�VLJQLÀFDQW�DW������OHYHO���� ������*). These 
results reinforce those obtained in the test of hypotheses and 
suggest that social media and e-commerce capabilities interaction 
SRVLWLYHO\� DIIHFWV� ÀUP� SHUIRUPDQFH� WKURXJK� RQOLQH� FXVWRPHU�
HQJDJHPHQW��=KDR�HW�DO���������%HQLWH]�HW�DO����������

Table 3.6. Indirect effect analysis

Relationship Direct effect Indirect effect Total effect
Social media 
capability * 
E-commerce 
capability A Firm 
performance

0.127
(1.199)

[-0.083, 0.323]

0.055*

(1.755)
[0.001, 0.123]

0.182*

(1.731)
[-0.034, 0.378]
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3.5.8. Test of robustness

&RQWHPSRUDU\�3/6�SDWK�PRGHOLQJ�UHTXLUHV�D�UREXVWQHVV� WHVW�RQ�
the proposed model against alternative theoretical and empirical 
H[SODQDWLRQV� �%HQLWH]� HW� DO��� ������ %HQLWH]� HW� DO��� ����E��� ,Q� WKLV�
sense, we checked for the robustness of the proposed theory in 
WZR� ZD\V�� ,Q� WKH� ÀUVW� DOWHUQDWLYH� PRGHO�� ZH� FRQVLGHUHG� VRFLDO�
media capability and e-commerce capability as two dimensions 
of a same concept/construct, named social commerce competence 
(a third-order construct composed of social media capability 
and e-commerce capability). Results of this alternative model 
indicate that social commerce competence is positively related 
to online customer engagement (ß = 0.731***). This indicates that 
WKH� RSHUDWLRQDOL]DWLRQ� RI� WKH� SKHQRPHQRQ� VRFLDO� FRPPHUFH�
IT capabilities does not affect the results of the study. In the 
VHFRQG�DOWHUQDWLYH�PRGHO��ZH�FRQVLGHUHG�WKH�GLPHQVLRQV�RI�ÀUP�
performance separately, keeping every other relationship the 
same. This means that the key endogenous variables of this model 
were innovation performance and customer service performance. 
Results obtained in the second alternative model yield similar 
results to those obtained in the proposed model (Figure 3.2.). 
7KLV� LQGLFDWHV� WKDW� WKH� RSHUDWLRQDOL]DWLRQ� RI� WKH� FRQVWUXFW� ÀUP�
performance does not affect the results of the study. As the 
SURSRVHG� WKHRU\�GRHV� QRW� KDYH� D� VLJQLÀFDQWO\�ZRUVH� HVWLPDWHG�
PRGHO�ÀW��LW�LV�RXU�EHVW�WKHRUHWLFDO�XQGHUVWDQGLQJ�RI�WKH�UHVHDUFK�
problem, and it is a more parsimonious theory, the proposed 
theory is preferred to the alternative models included in this test 
RI�UREXVWQHVV��+HQVHOHU�HW�DO���������%HQLWH]�HW�DO����������7DEOH�����
shows the details of this test of robustness.
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3.6. Discussion and conclusions

3.6.1. Summary of key findings

This research examines the impact of two contemporary social 
commerce-IT capabilities (social media capability and e-commerce 
FDSDELOLW\�� RQ� ÀUP�SHUIRUPDQFH� RQ� D� VDPSOH� RI�8�6�� ÀUPV��:H�
WKHRUL]HG� WKDW� WKH� GHYHORSPHQW� RI� WKHVH� VRFLDO� FRPPHUFH�,7�
FDSDELOLWLHV�HQDEOHV�ÀUPV�WR�RQOLQH�HQJDJH�FXVWRPHUV�WR�LPSURYH�
WKHLU� ÀUP� SHUIRUPDQFH�� 7KH� HPSLULFDO� DQDO\VLV� VXSSRUWV� RXU�
WKHRU\�� 6SHFLÀFDOO\�� WKH� HPSLULFDO� DQDO\VLV� VXJJHVWV� WKDW� WKH�
social commerce-IT capabilities of social media and e-commerce 
SRVLWLYHO\�LQGLYLGXDOO\�LQÁXHQFH�ÀUP�SHUIRUPDQFH�WKURXJK�RQOLQH�
customer engagement. The empirical analysis also supports our 
theory in examining the effects of social media and e-commerce 
as two complementary capabilities. The interplay of social media 
and e-commerce capabilities (i.e., social commerce) improves the 
ÁRZ�RI�LQIRUPDWLRQ�DQG�GHYHORS�D�EHWWHU�DQG�GHHSHU�FRQQHFWLRQ�
with customers, who may be more motivated to participate in the 
digital platforms (social media and e-commerce).

Firms that better leverage its social media and e-commerce 
DFKLHYH�ÀQH�JUDLQHG�FXVWRPHU�NQRZOHGJH�E\�HQJDJLQJ�FXVWRPHUV�
YLUWXDOO\� LQ� VRFLDO� PHGLD� DQG� WKH� ÀUP·V� ZHEVLWH�� )RU� H[DPSOH��
Finnair (a Finland’s national airline) ran some social media 
SODWIRUPV��)DFHERRN��7ZLWWHU��FRUSRUDWH�EORJV��<RX7XEH��3LQWHUHVW��
looking for innovative ideas from customers. After properly 
developing the community (e.g., offering support, reacting to 
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comments, giving information), Finnair obtained hundreds of 
ideas from community members. Some of the most voted ideas to 
implement were giving passengers a service of swapping books 
and offering vegetarian meals onboard (Jarvenpaa & Tuunainen, 
�������7KLV�H[DPSOH�LOOXVWUDWHG�KRZ�D�FRPSDQ\�ZLWK�SURÀFLHQF\�
in social media can engage customers to acquire knowledge to 
innovate in product and service.

2YHUDOO�� ÀUP·V� VRFLDO� PHGLD� DQG� H�FRPPHUFH� FDSDELOLWLHV�
individually and jointly motivate customers to participate, 
give opinions, interchange ideas, and create a sense of brand 
LGHQWLÀFDWLRQ�� FRPPLWPHQW�� DQG� OR\DOW\� �&KHQ� 	� 6KHQ�� �������
This deep connection and interaction with/among customers are 
EHQHÀFLDO�IRU�ÀUPV��

3.6.2. Limitations and future research lines

7KLV� VWXG\� KDV� WZR� PDLQ� OLPLWDWLRQV�� )LUVW�� WKH� ÀQGLQJV� RI�
WKLV� VWXG\� FDQ� EH� JHQHUDOL]HG� RQO\� WR� WKH� EHVW� VPDOO�8�6�� ÀUPV�
(included in the Forbes database). Future research should 
examine whether the results obtained in this study are kept in the 
context of other countries (e.g., European Union, Asia, LATAM) 
DQG�RU�RWKHU� W\SH�RI�ÀUPV� �H�J���PLFUR�ÀUPV��RWKHU� VPDOO�ÀUPV��
ODUJH� ÀUPV��� )XUWKHUPRUH�� IXWXUH� UHVHDUFK� VKRXOG� FRPSDUH�
ZKHWKHU� VPDOO� ÀUPV� EHQHÀW�PRUH� RU� OHVV� WKDQ� ODUJH� ÀUPV� IURP�
social commerce. Second, the constructs social media capability 
DQG�VRFLDO�RQOLQH�FXVWRPHU�HQJDJHPHQW�ZHUH�FRQFHSWXDOL]HG�DQG�
measured by covering Facebook, Twitter, and corporate blog(s), 
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ZKLFK� LV� FRQVLVWHQW�ZLWK� SULRU� ,6� UHVHDUFK� �&XOQDQ� HW� DO��� ������
%HQLWH]� HW� DO��� ����D��� +RZHYHU�� WKH� IRFXV� RQO\� RQ� WKHVH� WKUHH�
external social media may constitute a limitation. Drawn on our 
study, we encourage IS scholars to develop the concepts of social 
media capability and social online customer engagement by 
H[WHQGLQJ�RXU�FRQFHSWXDOL]DWLRQ�DQG�PHDVXUHV�WR�RWKHU�H[WHUQDO�
social media (e.g., WeChat, LinkedIn, Instagram, or YouTube) and 
to enterprise social media (e.g., Microsoft Yammer). This line of 
UHVHDUFK�DSSHDUV� WR�EH�D�YHU\�SURPLVLQJ�DYHQXH�IRU� IXWXUH�ÀQH�
grained IS research. Finally, because our study was interested on 
the customer side of e-commerce and its effect on online customer 
HQJDJHPHQW��ZH�RQO\�IRFXVHG�RQ�WKH�ZHE�WHFKQRORJ\�ÀUP·V�XVDJH�
to interact with customers. Future IS research should examine 
the supplier side of e-commerce and its effect on online customer 
engagement.

3.6.3. Contributions to IS research

7KLV�UHVHDUFK�KDV�VHYHUDO�FRQWULEXWLRQV�WR�WKH�ÀHOG�RI�,6��)LUVW��WKLV�
VWXG\�FRQFHSWXDOL]HV�VRFLDO�FRPPHUFH�,7�FDSDELOLWLHV�DQG�DQDO\]HV�
WKHLU� HIIHFWV� RQ� SHUIRUPDQFH� IURP� D� ÀUP·V� SHUVSHFWLYH� DQG� D�
capabilities’ view. According to the social commerce literature, 
WKLV� UHVHDUFK� VSHFLÀFDOO\� FRQVLGHUV� VRFLDO� PHGLD� FDSDELOLW\� DQG�
e-commerce capability as two social commerce-IT capabilities 
because social media and e-commerce are the two pillars of the 
social commerce initiatives. Social commerce-IT capabilities refer 
WR�WKH�ÀUP·V�DELOLW\�LQ�leveraging and inter-connecting social media 
and e-commerce (capabilities). These capabilities were examined 
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individually and as two complementary capabilities, which were 
supported by the empirical analysis.

We study social commerce-IT capabilities’ effects on performance 
IURP�D�ÀUP·V�SHUVSHFWLYH��0DMRULW\�RI�DUWLFOHV�RQ�VRFLDO�FRPPHUFH�
explore customers’ behavior from an individual’s perspective. 
/LWHUDWXUH�RQ�VRFLDO�FRPPHUFH�IURP�WKH�ÀUP·V�SHUVSHFWLYH�LV�LQ�LWV�
infancy and primarily focuses on how to use social commerce to 
LPSURYH�ÀQDQFLDO�SHUIRUPDQFH��,Q�DGGLWLRQ�WR�KHOSLQJ�FXVWRPHUV�
LQ�PDNLQJ� SXUFKDVH� GHFLVLRQV�� VRFLDO� FRPPHUFH� FDQ� KHOS� ÀUPV�
to improve their internal innovation and customer service 
SURFHVVHV�� 5HFHQW� OLWHUDWXUH� KDV� HPSKDVL]HG� WKH� UROH� RI� RQOLQH�
communities, for example, in open innovation success (Mount & 
*DUFLD�� ������ DQG� LQ�KHOSLQJ�ÀUPV� WR�XQGHUVWDQG�KRZ� WR�EHWWHU�
VHUYH�FXVWRPHUV� �.DQH�HW�DO����������7KLV� UHVHDUFK�FRQWULEXWHV� WR�
the social commerce literature by studying social commerce from 
D�ÀUP·V�SHUVSHFWLYH�DQG�FDSDELOLWLHV·�YLHZ��VSHFLÀFDOO\�DQDO\]LQJ�
KRZ�ÀUPV�WDNH�EHQHÀW�RI�WKHLU�VRFLDO�FRPPHUFH�,7�FDSDELOLWLHV�WR�
improve innovation and customer service performance. 

6HFRQG�� ZH� SURYLGH� D� XQLTXH� RUJDQL]DWLRQDO� WKHRU\� DQG�
empirical evidence on how social commerce-IT capabilities 
LQÁXHQFH� ÀUP� SHUIRUPDQFH� WKURXJK� WKH� RQOLQH� HQJDJHPHQW�
RI� FXVWRPHUV��:H�ÀQG� WKDW�ÀUPV� WKDW� LQYHVW� DQG�GHYHORS� VRFLDO�
commerce-IT capabilities achieve tangible and intangible 
EXVLQHVV�EHQHÀWV�VXFK�DV�JUHDWHU�LQQRYDWLRQ�DQG�FXVWRPHU�VHUYLFH�
performance. Few studies have conceptually and empirically 
examined the business value of social commerce-IT capabilities, 
WKDW� LV�� WKH� LPSDFW� RI� VRFLDO� FRPPHUFH�,7� FDSDELOLWLHV� RQ� ÀUP�
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performance through customer participation. This study provides 
D�XQLTXH�RUJDQL]DWLRQDO� WKHRU\� DQG�HPSLULFDO� HYLGHQFH�RQ�KRZ�
VRFLDO� FRPPHUFH�,7� FDSDELOLWLHV� LQÁXHQFH� ÀUP� SHUIRUPDQFH�
through the online engagement of customers.

Third, the microfoundations approach suggests that individual/
JURXS�PHPEHU�DFWLRQV�DUH� WKH�NH\� VRXUFH�RI�ÀUP�KHWHURJHQHLW\�
LQ� H[HFXWLQJ�GHYHORSLQJ� RUJDQL]DWLRQDO� URXWLQHV�FDSDELOLWLHV�
and creating business value (Felin et al., 2012). For example, this 
approach argues that job processes and employee’s characteristics 
DUH� FULWLFDO� WR� H[SODLQ� WKH� RYHUFRPLQJ� RI� GLYHUVH� RUJDQL]DWLRQDO�
FDSDELOLWLHV� �+RGJNLQVRQ� 	� +HDOH\�� ������ 7HHFH�� ������� :H� XVH�
WKH�PLFURIRXQGDWLRQV�DSSURDFK�WR�FRQFHSWXDOL]H�RQOLQH�FXVWRPHU�
engagement as an individual behavior of the customer and to 
explain how IT creates business value by considering online 
customer engagement as an individual behavior facilitated by 
social commerce-IT capabilities. This seems to be a promising 
YHQXH�IRU�IXWXUH�UHVHDUFK�LQ�WKH�ÀHOG�RI�,6�

Finally, this research has also a methodological contribution. 
We provide a rich validated set of secondary measures to evaluate 
social commerce-IT capabilities, online customer engagement, 
innovation performance, and customer service performance that 
comes from nine high-quality databases from the industry (e.g., 
ÀUP·V�DQQXDO�UHSRUWV��)DFHERRN��7ZRSFKDUWV���)XWXUH�,6�UHVHDUFK�
can use these measures to explore these and/or other related 
research questions.
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3.6.4. Implications for managers

Firms invest millions of dollars in IT but not all these investments 
JHQHUDWH� WKH� H[SHFWHG� UHVXOWV� �%HQLWH]� 	�:DOF]XFK�� ������� 7KLV�
research provides useful lessons for IT managers. First, this study 
shows that the development of social media and e-commerce, 
L�H��� WZR� VRFLDO� FRPPHUFH�,7� FDSDELOLWLHV�� FDQ� LPSURYH� ÀUP�
performance through customer participation. Companies can 
take advantage of users’ reviews to know what they are expecting 
in terms of new product development and new ways of serving 
and supporting customer service. Social and conventional online 
FXVWRPHU�LQYROYHPHQW�DQG�SDUWLFLSDWLRQ�SURYLGH�WKH�ÀUP�FULWLFDO�
information on customer needs and ideas for new product 
GHYHORSPHQW� DQG� FXVWRPHU� VHUYLFH� VXSSRUW�� )RU� H[DPSOH�� 6$3�
exploits social media (i.e., Facebook, Twitter, YouTube, and 
LinkedIn) to directly communicate with customers, getting 
feedback from them, and hence providing information about new 
SURGXFWV�DQG�DFWLQJ�DV�D�FXVWRPHU�VHUYLFH�IXQFWLRQ��.LURQ������F���

Second, this study explains how to engage customers to 
participate and give information online. On the one side, IT 
managers can learn that managing social commerce-IT capabilities 
(social media and e-commerce) can enable a better online customer 
engagement. On the other side, senior executives can see the 
strategic need of exploiting relationship among complementary 
resources if they suffer resource constraints. This study highlights 
the importance of jointly developing social media and e-commerce 
capabilities to improve performance. 
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Overall, we provide IT managers a simple, eloquent, and new 
H[SODQDWLRQ� RQ� KRZ� VRFLDO� FRPPHUFH�,7� FDSDELOLWLHV� DIIHFW� ÀUP�
performance. Social media and e-commerce capabilities create 
innovation and customer value by serving as the foundation 
to facilitate social and conventional online engagement. Thus, 
investments in social media and e-commerce create business 
value for companies. Social commerce-enabled customer 
engagement provides rich customer knowledge to innovate in 
product development and customer experience. Social commerce-
IT capabilities matter.
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APPENDIX CHAPTER 3

Table 3.A1. Construct name, measure definition, and data sources

Construct name Measure description Source

Social media capability
Facebook capability, 
Twitter capability, and 
blog capability

Second-order construct

Facebook capability: 
Facebook activity of the 

ÀUP�LQ�WHUPV�RI�

Number of events, 
experience, and updated 
content in June 2014

)DFHERRN�VLWH�RI�WKH�ÀUP

Number of events
Number of events 
published on Facebook 
(from 0 to 168)

)DFHERRN�VLWH�RI�WKH�ÀUP

Experience
Number of months 
operating in Facebook 
(from 0 to 77.996)

)DFHERRN�VLWH�RI�WKH�ÀUP

Updates

)RU� HDFK� ÀUP�� ZH� VFRUHG�
IURP���WR���ZKHQ�WKH�ÀUP�
had made a comment on 
Facebook more than one 
month ago (1), in the last 
month (2), two weeks ago 
(3), in the last week (4), in 
the last two days (5)

)DFHERRN�VLWH�RI�WKH�ÀUP

Twitter capability: 
Twitter activity of the 
ÀUP�LQ�WHUPV�RI�

Spent time writing tweets, 
experience, and updated 
content in June 2014

7ZLWWHU� VLWH� RI� WKH� ÀUP�
and Twopcharts

Spent time
Number of hours spent in 
writing tweets (from 0 to 
219)

Twopcharts

Experience
Number of months 
operating in Twitter (from 
0 to 75.565)

Twopcharts

Updates

)RU� HDFK� ÀUP�� ZH� VFRUHG�
IURP���WR���ZKHQ�WKH�ÀUP�
had made a comment on 
Twitter more than one 
month ago (1), in the last 
month (2), two weeks ago 
(3), in the last week (4), in 
the last two days (5)

7ZLWWHU�VLWH�RI�WKH�ÀUP

Blog capability: Blog 
DFWLYLW\�RI�WKH�ÀUP�LQ�

terms of:
Experience and updated 
content in June 2014 %ORJ�VLWH�RI�WKH�ÀUP
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Experience
Number of months 
operating in the blog 
(from 0 to 163.909)

%ORJ�VLWH�RI�WKH�ÀUP

Updates

)RU� HDFK� ÀUP�� ZH� VFRUHG�
IURP���WR���ZKHQ�WKH�ÀUP�
had made a comment on 
the corporate blog more 
than one month ago (1), 
in the last month (2), two 
weeks ago (3), in the last 
week (4), in the last two 
days (5)

%ORJ�VLWH�RI�WKH�ÀUP

E-commerce capability

Accumulated total 
QXPEHU� RI� ��� ÀUP·V� ZHE�
functionalities to interact 
with customers in June 
2014. This measure ranges 
from 0 to 13

Structured content 
DQDO\VLV� RI� WKH� ÀUP·V�
website

Online customer 
engagement

Social online customer 
engagement and 
conventional online 
customer engagement

Third-order construct

Social online customer 
engagement

Facebook engagement, 
Twitter engagement, and 
blog engagement

Second-order construct

Facebook engagement: 
Facebook customer 

engagement in terms of:

Fan evolution, number of 
XVHU� FRPPHQWV�SHU�ÀUP·V�
SRVW�� OLNHV�SHU�ÀUP·V�SRVW�
DQG�VKDUHV�SHU�ÀUP·V�SRVW�
from June to August 2014

)DFHERRN�VLWH�RI�WKH�ÀUP

Fan evolution

(Number of fans in 
September2014 - Number of 
fans in June2014) / Number 
of fans in June2014 (from 0 
to 1.294)

)DFHERRN�VLWH�RI�WKH�ÀUP

Number of comments 
per post

Users’ comments from 
June2014 to August2014 / 
Firm’s comments from 
June2014 to August2014 (from 
0 to 223.790)

)DFHERRN�VLWH�RI�WKH�ÀUP

Number of likes per post

Number of likes from 
June2014 to August2014 / 
Firm’s comments from 
June2014 to August2014 (from 
0 to 4600.894)

)DFHERRN�VLWH�RI�WKH�ÀUP

Number of shares per 
post

Number of shares from 
June2014 to August2014 / 
Firm’s comments from 
June2014 to August2014 (from 
0 to 735.213)

)DFHERRN�VLWH�RI�WKH�ÀUP
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Twitter engagement: 
Twitter customer 

engagement in terms of:

Number of following, the 
evolution of followers, 
number of customer 
FRPPHQWV� SHU� ÀUP·V�
WZHHW�� IDYRULWHV�SHU�ÀUP·V�
tweet and retweets per 
ÀUP·V� WZHHW� IURP� -XQH� WR�
August 2014

7ZLWWHU�VLWH�RI�WKH�ÀUP

Number of following
Number of following 
in August2014 (from 0 to 
24472)

7ZLWWHU�VLWH�RI�WKH�ÀUP

Follower evolution

(Number of followers in 
September2014 - Number 
of followers in June2014) 
/ Number of followers 
in June2014 (from -0.045 to 
0.864)

7ZLWWHU�VLWH�RI�WKH�ÀUP

Number of customer 
WZHHWV�SHU�ÀUP�WZHHW

Users’ tweets from June2014 
to August2014 / Firm’s 
tweets from June2014 to 
August2014 (from 0 to 1.655)

7ZLWWHU�VLWH�RI�WKH�ÀUP

Number of favorites per 
tweet

Number of favorites from 
June2014 to August2014 / 
Firm’s comments from 
June2014 to August2014 (from 
0 to 20.943)

7ZLWWHU�VLWH�RI�WKH�ÀUP

Number of retweets per 
tweet

Number of retweets from 
June2014 to August2014 / 
Firm’s comments from 
June2014 to August2014 (from 
0 to 7.593)

7ZLWWHU�VLWH�RI�WKH�ÀUP

Blog engagement: Blog 
customer engagement in 

terms of:

Number of customer 
FRPPHQWV�SHU�ÀUP·V�SRVW�
DQG�VKDUHV�SHU�ÀUP·V�SRVW�
from June to August 2014

%ORJ�VLWH�RI�WKH�ÀUP

Number of comments 
per post

Customer comments from 
June2014 to August2014 / 
Firm’s comments from 
June2014 to August2014 (from 
0 to 7.800)

%ORJ�VLWH�RI�WKH�ÀUP

Number of shares per 
post

Shares in Facebook, 
Twitter, LinkedIn, 
Google + from June2014 
to August2014 / Firm’s 
comments from June2014 
to August2014 (from 0 to 
335.351)

%ORJ�VLWH�RI�WKH�ÀUP
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Conventional online 
customer engagement

RSE in web customer 
engagement = 1 - (Rank 
SRVLWLRQ� RI� WKH� ÀUP·V�
website / Total number of 
ÀUPV�LQ�WKH�LQGXVWU\���7KH�
ÀQDO�VFRUH�RI�WKH�56(�ZDV�
calculated as the mean 
average for the months 
of June, July, and August 
2014 (from 0 to 1)

Alexa

Firm performance
Innovation performance 
and customer service 
performance

Second-order construct

Innovation performance

RSE2011-2014 in innovation 
= 1 - (Firm’s position in 
LWV� LQGXVWU\�LQ�RXU�34:5�
ranking / Total number of 
ÀUPV� LQ� HDFK� LQGXVWU\� LQ�
RXU�34:5�UDQNLQJ�

8�6�� 3DWHQW� DQG�
7UDGHPDUN�2IÀFH

Customer service 
performance

Number of solved 
complaints in the last 
three years and a dummy 
variable (0 = Absence, 
��  � 3UHVHQFH� RI� %%%�
accreditation) in October 
2014

BBB

Number of solved 
complaints

Natural logarithm of 
the number of solved 
complaints from October 
2011 to October 2014

BBB

$ZDUGHG�ÀUP
Absence (0) or possession 
(1) of accreditation based 
on the BBB Code of 
%XVLQHVV�3UDFWLFHV�LQ�����

BBB

Firm size
Natural logarithm of the 
number of employees in 
2014

&203867$7

Industry
Dummy variable (0: 
Manufacturing, 1: Service 
ÀUP�

Forbes

Firm age
Natural logarithm of the 
number of years in the 
industry in 2014

Forbes
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Table 3.A2. Measurement model evaluation at first-, second-, and 
third-order level

Mean S.D. vIF weight Loading

Social media capability 
(composite second-order 

construct)
Facebook capability: 
Facebook activity of 
WKH�ÀUP�LQ�WHUPV�RI�
�FRPSRVLWH�ÀUVW�RUGHU�
construct)

2.334 0.356*** 0.871***

Number of events 5.510 18.549 1.111 0.252*** 0.532***

Experience 33.773 25.582 2.260 0.476*** 0.908***

Updates 2.740 2.223 2.219 0.480*** 0.902***

Twitter capability: 
Twitter activity of 
WKH� ÀUP� LQ� WHUPV� RI�
�FRPSRVLWH� ÀUVW�RUGHU�
construct)

2.644 0.433*** 0.917***

Spent time 17.280 32.149 1.306 0.383*** 0.745***

Experience 35.752 27.651 2.114 0.434*** 0.870***

Updates 2.750 2.285 2.254 0.384*** 0.878***

Blog capability: Blog 
DFWLYLW\� RI� WKH� ÀUP� LQ�
WHUPV�RI��FRPSRVLWH�ÀUVW�
order construct)

1.596 0.356*** 0.809***

Experience 17.266 31.681 1.913 0.545*** 0.920***

Updates 1.255 1.949 1.913 0.543*** 0.919***

E-commerce capability 
(composite single 

indicator)
6.110 2.685 1.000*** 1.000***

Online customer 
engagement 

(composite third-order 
construct)

Social online customer 
engagement (composite 
second-order construct)

1.307 0.415** 0.769***

Facebook engagement: 
Facebook engagement 
of the customer in terms 
RI� �FRPSRVLWH�ÀUVW�RUGHU�
construct)

1.045 0.481*** 0.623***

Fan evolution 0.113 0.210 1.001 0.490*** 0.489***

Number of comments 
per post 5.933 25.296 1.513 0.490*** 0.781***
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Number of likes per post 100.923 485.299 1.513 0.490*** 0.769***

Number of shares per 
post 12.008 75.025 Dropped Dropped Dropped

Twitter engagement: 
Twitter engagement of 
the customer in terms 
RI� �FRPSRVLWH�ÀUVW�RUGHU�
construct)

1.059 0.596*** 0.751***

Number of following 1065.960 2902.486 1.477 0.361*** 0.742***

Follower evolution 0.091 0.147 1.510 0.153* 0.601***

Number of customer 
WZHHWV�SHU�ÀUP�WZHHW 0.129 0.277 1.250 0.234*** 0.367**

Number of favorites per 
tweet 0.826 2.630 6.057 0.254*** 0.850***

Number of retweets per 
tweet 0.652 1.229 7.668 0.363*** 0.932***

Blog engagement: Blog 
engagement of the 
customer in terms of 
�FRPSRVLWH� ÀUVW�RUGHU�
construct)

1.016 0.459*** 0.553***

Number of comments 
per post 0.171 0.954 1.008 0.694*** 0.751***

Number of shares per 
post 8.796 40.508 1.008 0.662*** 0.723***

Conventional online 
customer engagement 
(composite single 
indicator)

0.474 0.286 1.307 0.731*** 0.932***

Firm performance 
(composite second-order 

construct)
Innovation performance 
(composite single 
indicator)

0.167 0.309 1.006 0.760*** 0.807***

Customer service 
performance (composite 
ÀUVW�RUGHU�FRQVWUXFW�

1.554 1.880 1.006 0.592** 0.653***

Number of solved 
complaints 0.854 0.281 1.508 0.624*** 0.861***

$ZDUGHG�ÀUP 0.165 0.373 1.508 0.499*** 0.914***
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Table 3.A3. Test of time selection bias (robustness) for innovation 
performance

%HWD�FRHIÀFLHQW Interaction model First alternative 
model

Second alternative 
model

Social media 
capability A 
Online customer 
engagement (H1)

0.493*** 0.494*** 0.493***

E-commerce 
capability A 
Online customer 
engagement (H2)

0.279*** 0.276*** 0.279***

Social media 
capability * 
E-commerce 
capability A 
Online customer 
engagement (H3)

0.209*** 0.211*** 0.209***

Online customer 
engagement A 
Firm performance 
(H4)

0.317** 0.237* 0.264**

Control variables

)LUP�VL]H�A Firm 
performance 
(control variable)

0.121 0.136 0.115

Industry A Firm 
performance 
(control variable)

0.028 0.045 -0.023

Firm age A Firm 
performance 
(control variable)

-0.289*** -0.301*** -0.341***

R2 R2 Adjusted 
R2 R2 Adjusted 

R2 R2 Adjusted 
R2

Online customer 
engagement 0.587 0.574 0.588 0.575 0.587 0.574

Firm performance 0.217 0.184 0.179 0.144 0.205 0.171
SRMR value 0.059 0.055 0.061
SRMR HI99 0.069 0.063 0.069
dULS value 0.194 0.164 0.204
dULS HI99 0.261 0.220 0.258
dG value 0.090 0.081 0.096
dG HI99 0.092 0.085 0.090

Note: In the first alternative model, innovation performance is measured as 
number of patents published in 2014. In the second alternative model, innovation 
performance is measured as RSE in innovation for 2014-2017.
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4. SOCIAL MEDIA CAPABILITY AND NEw 
PRODUCT DEvELOPMENT PERFORMANCE: 

AN EMPIRICAL INvESTIGATION

Abstract

)DLOXUHV�LQ�QHZ�SURGXFW�GHYHORSPHQW��13'��FDQ�EH�DWWULEXWHG�WR�
failures in matching products to customers’ needs. Social media 
XVHUV�FDQ�LQWHUDFW�ZLWK�WKH�ÀUP�JLYLQJ�IHHGEDFN�WKDW�FDQ�KHOS�WR�
create products that better match customers’ needs. This study 
FRQFHSWXDOL]HV� social media capability� DV� WKH�ÀUP·V�SURÀFLHQF\� LQ�
OHYHUDJLQJ� LQWHUQDO� DQG� H[WHUQDO� VRFLDO� PHGLD� WR� VXSSRUW� 13'�
DFWLYLWLHV��DQG�LW�H[DPLQHV�LWV�UROH�LQ�13'�SHUIRUPDQFH��'UDZLQJ�
RQ� WKH� LQIRUPDWLRQ� WHFKQRORJ\� �,7��HQDEOHG� RUJDQL]DWLRQDO�
capabilities perspective, we propose an indirect role of social media 
FDSDELOLW\� LQ� 13'� SHUIRUPDQFH� WKURXJK� WKH� PHGLDWLQJ� UROH� RI�
dynamic capabilities (market orientation, coordination capability, 
DEVRUSWLYH� FDSDFLW\�� FROOHFWLYH� PLQG�� DQG� EXVLQHVV� ÁH[LELOLW\���
The research model was tested using partial least squares path 
PRGHOLQJ�RQ� D� VDPSOH�RI� ���� ODUJH� 6SDQLVK�ÀUPV��:H�ÀQG� WKDW�
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VRFLDO�PHGLD� FDSDELOLW\� LPSURYHV�13'�SHUIRUPDQFH� E\�KHOSLQJ�
ÀUPV� WR�GHYHORS�D�SRUWIROLR�RI�G\QDPLF�FDSDELOLWLHV��7KLV� VWXG\�
theoretically develops and empirically captures the social media 
capability construct, and it contributes to the IT strategy and the 
business value of IT literatures by demonstrating the indirect role 
RI�VRFLDO�PHGLD�FDSDELOLW\�LQ�13'�SHUIRUPDQFH�WKURXJK�G\QDPLF�
capabilities. 

Keywords: Social media capability, dynamic capabilities, new 
product development performance, business value of IT.

4.1. Introduction

2UJDQL]DWLRQDO� VXUYLYDO� GHSHQGV� RQ� WKH� DELOLW\� WR� FRQWLQXDOO\�
detect new opportunities and innovate in rapidly-changing 
environments (Duran et al., 2016). Failures in new product 
GHYHORSPHQW� �13'�� FDQ� EH� DWWULEXWHG� WR� IDLOXUHV� LQ� PDWFKLQJ�
products to customers’ changing needs. For example, Google 
failed when released the “Google Glass” in 2012. Google glass 
is a hands-free device with some smartphone functionalities. 
After two years of production Google stopped producing Google 
Glass in 2015 admitting that the world was not prepared to this 
technological revolution. The main explanations of this failure are 
due to privacy and security concerns. Although useful for certain 
professional industries like medicine, Google Glass functionalities 
ZHUH�QRW�UHDGLO\�DSSDUHQW� WR�VRFLHW\��$�PLVÀW�RFFXUUHG�EHWZHHQ�
customers’ needs and the innovation. At that moment society 
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was not prepared to this innovation. This example illustrates the 
importance of capturing customers’ needs and reactions on time. 

2UJDQL]DWLRQV� VHHN� WR� HVWDEOLVK� ELGLUHFWLRQDO� UHODWLRQVKLSV�
to co-create value with internal (i.e., employees1) and external 
stakeholders (e.g., customers) to pursue innovation activities. 
Firm’s information technology (IT) initiatives such as digital 
technologies have a prominent role in executing new and 
disrupted innovation activities (Nambisan et al., 2017). IT enables 
better connectivity, collaboration, experimentation, and real-time 
LQIRUPDWLRQ�VKDULQJ��ZKLFK�LQ�WXUQ�IDFLOLWDWHV�LQQRYDWLRQ��%OD]HYLF�
& Lievens, 2008). 

Enterprise (e.g., Microsoft Yammer) and external (e.g., 
Facebook, Twitter) social media - an idiosyncratic new IT - may 
have become a critical channel where employees and customers 
FDQ�SOD\�DQ�DFWLYH�UROH�LQ�13'�DFWLYLWLHV��$UDO�HW�DO���������-DUYHQSDD�
	� 7XXQDLQHQ�� ������� 6RFLDO� PHGLD� FDQ� KHOS� RUJDQL]DWLRQV� WR�
create value through employees’ and customers’ contributions. 
Employees can contribute in enterprise social media by giving 
information about internal processes and possible solutions to a 
given problem, while customers can contribute in external social 
media by giving and sharing information about their needs and 
expectations, and products. Collaboration with employees and 
customers is often called “co-creation.” However, simply co-
creating with employees and customers through social media 
PD\�EH� LQVXIÀFLHQW� WR� LPSDFW�13'�SHUIRUPDQFH�� 6RPH� LQWHUQDO�

�� ,Q� WKLV�PDQXVFULSW�ZH�UHIHU� WR�HPSOR\HHV�DV�DOO�RUJDQL]DWLRQDO�PHPEHUV� �H[HFXWLYH�DQG�
non-executive employees).
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capabilities may be needed to transform the co-created knowledge 
LQWR�PDUNHWDEOH� DQG� SURÀWDEOH�13'�� 7KH�PDQQHU� LQ�ZKLFK� WKH�
RUJDQL]DWLRQ� KDQGOHV� DQG� OHYHUDJHV� NQRZOHGJH� DQG� H[SHUWLVH�
IURP�HPSOR\HHV�DQG�FXVWRPHUV�ZLOO�EH�NH\�WR�FUHDWH�13'�EXVLQHVV�
value. 

When using social media to co-create with employees 
DQG� FXVWRPHUV�� FRQÁLFWLQJ� RSLQLRQV� FDQ� RFFXU�� DQG� LQWHUQDO�
capabilities (e.g., understanding customers’ needs and detecting 
YDOXDEOH�LQIRUPDWLRQ��DUH�QHHGHG�WR�IDFLOLWDWH�13'�VXFFHVV��)LUVW��
confronting ideas from employees and customers can appear, 
DQG� WKH�ÀUP·V�DELOLW\� WR�XQGHUVWDQG� WKH�PDUNHW�DQG�UHVSRQG� WR�
FXVWRPHUV·� QHHGV� �L�H��� PDUNHW� RULHQWDWLRQ�� FDQ� LQFUHDVH� 13'�
success. Second, information regarding different activities of 
WKH�13'�SURFHVV��H�J���FRQFHSW�JHQHUDWLRQ��SURWRW\SLQJ��SURGXFW�
testing) can also be leveraged. The ability to share this information 
DQG� V\QFKURQL]H� EXVLQHVV� WDVNV� �L�H��� HIIHFWLYH� FRRUGLQDWLRQ���
while acquiring, assimilating, transforming, and exploiting 
the co-created knowledge (i.e., absorptive capacity) can enable 
13'� VXFFHVV� HIIHFWLYHO\�� )LQDOO\�� WKH� DELOLW\� WR� XQGHUVWDQG� WKH�
knowledge possessed by others (i.e., collective mind) and quickly 
UHVSRQG�WR�QHZ�RSSRUWXQLWLHV��L�H���EXVLQHVV�ÁH[LELOLW\��FDQ�KHOS�
RUJDQL]DWLRQV�WR�WDNH�DGYDQWDJH�LQ�EHLQJ�WKH�ÀUVW�LQ�EULQJLQJ�D�QHZ�
SURGXFW�VHUYLFH�WR�WKH�PDUNHW��3DYORX�	�(O�6DZ\��������%HQLWH]�HW�
DO�������D���,Q�VXPPDU\��VRFLDO�PHGLD�FDQ�SURYLGH�WKH�RUJDQL]DWLRQ�
ZLWK�D�YDVW�DPRXQW�RI�LQIRUPDWLRQ�DQG�WKH�RUJDQL]DWLRQ·V�DELOLW\�
to search and process that information with dynamic capabilities 
(i.e., market orientation, coordination capability, absorptive 
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FDSDFLW\�� FROOHFWLYH�PLQG�� EXVLQHVV� ÁH[LELOLW\��PD\�EH� FUXFLDO� WR�
develop new products that address customers’ expectations and 
leverage employee’s input. Accordingly, we propose that dynamic 
capabilities are required as mediating processes to transform the 
XVH�RI�VRFLDO�PHGLD�LQWR�EHWWHU�13'�SHUIRUPDQFH��

2UJDQL]DWLRQV�VXFK�DV�6WDUEXFNV��1HVWOH��,%0��'HOO��'RQJ�	�:X��
2015), Microsoft, Ducati (Nambisan & Baron, 2009), Heineken (Lee 
& Van Dolen, 2015), and Danone (Beyersdorfer et al., 2011) have 
successfully managed creative ideas provided by employees and 
customers through social media. Nestle is an excellent example of 
using enterprise social media to capture ideas from its employees. 
7KH�RUJDQL]DWLRQ�FUHDWHG�WKH�HQWHUSULVH�VRFLDO�PHGLD�´,GHDV�DOOµ�
as a way to motivate employees to participate in the innovation 
process. In less than four years, 3,500 new ideas were generated 
from which 350 were considered for implementation, and 80 were 
ÀQDOO\� LQWURGXFHG�� ,Q� WKH� VSLULW� RI� FXVWRPHU� FR�FUHDWLRQ��'XFDWL�
established the social media platform “Tech Cafe” to obtain 
technical knowledge and generate new ideas (e.g., mechanical 
and technical designs) from its customers (Nambisan & Baron, 
2009). Microsoft obtained substantial product improvements due 
to customers’ suggestions on its social media. Many of the ideas 
IRU�0LFURVRIW�3RZHU3RLQW�����WRROV�ZHUH�RULJLQDWHG�LQ�FXVWRPHU�
discussion forums (Nambisan & Baron, 2009). These practical 
H[DPSOHV� GHPRQVWUDWH� WKH� DELOLW\� RI� RUJDQL]DWLRQV� WR� OHYHUDJH�
VRFLDO�PHGLD�WR�LPSURYH�WKHLU�13'�SHUIRUPDQFH��

Despite the high reach of popularity of social media in 
RUJDQL]DWLRQV� LQ� WKH� UHDO� ZRUOG�� HPSLULFDO� VWXGLHV� H[SODLQLQJ�
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WKHLU�EXVLQHVV�EHQHÀWV�DUH�VFDUFH��3ULRU�,QIRUPDWLRQ�6\VWHPV��,6��
UHVHDUFK� KDYH� IRFXVHG� LQ� H[SORULQJ� WKH� HIIHFW� RI� ÀUP�JHQHUDWHG�
content and user-generated content on user’s quality perceptions 
or satisfaction (Hildebrand et al., 2013) and on user’s behavior to 
repurchase or word-of-mouth intentions to recommend to others 
(Goh et al., 2013). However, despite the potential of using online 
communities for open innovation activities (Leonardi, 2014), there 
is very limited understanding on the effect of social media on the 
innovation process. To the best of our knowledge, none study 
has explored the internal processes that should be developed to 
properly manage the information obtained through social media 
WR�IDFLOLWDWH�13'�SHUIRUPDQFH�DW�RUJDQL]DWLRQDO�OHYHO��

3DYORX� DQG� (O� 6DZ\� ������� HPSLULFDOO\� H[SODLQHG� WKH� HIIHFW�
RI� ,7� OHYHUDJLQJ� FRPSHWHQFH� RQ�13'�SHUIRUPDQFH� WKURXJK� WKH�
mediating effects of dynamic capabilities. Extending this work, 
ZH�FRQFHSWXDOL]H� social media capability� DV� WKH�ÀUP·V�SURÀFLHQF\�
in leveraging internal and external social media to support 
13'�DFWLYLWLHV��DQG�H[DPLQH�LWV�UROH�LQ�13'�SHUIRUPDQFH�WDNLQJ�
into account the mediating role of a proposed set of dynamic 
FDSDELOLWLHV��L�H���WKH�DELOLW\�WR�UHFRQÀJXUH�UHVRXUFHV�LQ�UHVSRQVH�WR�
rapid changes in the business environment). 

We explore the mediating effect of dynamic capabilities, 
DV� HVVHQWLDO� FDSDELOLWLHV� QHHGHG� WR� UHFRQÀJXUH� WKH� NQRZOHGJH�
obtained through social media to transform knowledge into 
LQQRYDWLRQ��:H�VSHFLÀFDOO\�FRQVLGHU� WKH�G\QDPLF�FDSDELOLWLHV�RI�
market orientation, coordination capability, absorptive capacity, 
FROOHFWLYH�PLQG��DQG�EXVLQHVV�ÁH[LELOLW\��0DUNHW�RULHQWDWLRQ�UHIHUV�
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WR�WKH�RUJDQL]DWLRQ·V�DELOLW\�WR�XQGHUVWDQG�WKH�PDUNHW�DQG�UHVSRQG�
to customers’ expectations. Coordination capability refers to 
WKH� RUJDQL]DWLRQ·V� DELOLW\� WR� DOORFDWH� UHVRXUFHV�� DVVLJQ� WDVN� DQG�
V\QFKURQL]H�HPSOR\HHV� WR�HIIHFWLYHO\�ZRUN� WRJHWKHU��$EVRUSWLYH�
FDSDFLW\� LV� WKH� RUJDQL]DWLRQ·V� DELOLW\� WR� DFTXLUH�� DVVLPLODWH��
transform, and exploit internal and external knowledge into the 
RUJDQL]DWLRQ��&ROOHFWLYH�PLQG�UHIHUV�WR�WKH�RUJDQL]DWLRQ·V�DELOLW\�
to integrate thoughts talking the same “language”. Business 
ÁH[LELOLW\�UHIHUV�WR�WKH�RUJDQL]DWLRQ·V�DELOLW\�WR�UDSLGO\�FKDQJH�WKH�
RSHUDWLRQDO�SURFHVVHV��RUJDQL]DWLRQDO�VWUXFWXUH��DQG�VWUDWHJLHV�WR�
sense business opportunities and serve customers’ requirement 
�%HQLWH]�HW�DO�������D���7KLV�VWXG\�ZLOO�WU\�WR�DQVZHU�WKH�IROORZLQJ�
UHVHDUFK� TXHVWLRQ�� +RZ� GRHV� VRFLDO� PHGLD� FDSDELOLW\� LQÁXHQFH�
13'�SHUIRUPDQFH"�

7KH�FHQWUDO�WKHVLV�RI�WKH�VWXG\�LV�WKDW�RUJDQL]DWLRQV�FDQ�OHYHUDJH�
VRFLDO�PHGLD�WR�LQFUHDVH�13'�SHUIRUPDQFH�E\�GHYHORSLQJ�G\QDPLF�
capabilities. First, social media capability facilitates the co-creation 
of knowledge with employees and customers, which in turn enables 
the development of dynamic capabilities (market orientation, 
coordination capability, absorptive capacity, collective mind, 
DQG�EXVLQHVV�ÁH[LELOLW\���6HFRQG��G\QDPLF�FDSDELOLWLHV�WUDQVIRUP�
NQRZOHGJH� LQWR� LQQRYDWLRQ� WR� LPSURYH�13'� SHUIRUPDQFH�� 7KH�
research model was tested by performing a partial least squares 
�3/6��SDWK�PRGHOLQJ�ZLWK�D�FRPELQDWLRQ�RI�VXUYH\�DQG�VHFRQGDU\�
GDWD� IURP�D� VDPSOH�RI� ���� ODUJH�ÀUPV��5HVXOWV� VKRZ� WKDW� VRFLDO�
PHGLD�FDSDELOLW\�LPSURYHV�13'�SHUIRUPDQFH��7KLV�UHODWLRQVKLS�LV�
mediated by dynamic capabilities. 
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This study has several contributions to the IS research. First, 
WKLV�UHVHDUFK�FRQFHSWXDOL]HV��PHDVXUHV��DQG�WHVWV�D�QRYHO�FRQVWUXFW�
called social media capability. Second, this paper also contributes to 
literature on IT strategy and business value of IT by theoretically 
explaining and empirically demonstrating the business value of 
VRFLDO�PHGLD�FDSDELOLW\�RQ�13'�SHUIRUPDQFH��

4.2. Theoretical background

4.2.1. NPD performance in the IT context

3ULRU�,6�OLWHUDWXUH�HPSKDVL]HV�WKH�UROH�RI�FROODERUDWLYH�,7�WRROV�LQ�
WKH�13'�SURFHVV��)RU�H[DPSOH��%DOD�HW�DO���������VWXG\�WKH�HIIHFW�
that several collaboration technologies have in developing a 
collaboration capability and enhancing collaboration satisfaction 
LQ�D�13'�SURFHVV��5HLG�HW�DO�� �������H[DPLQH�KRZ�WKH�XVH�RI� ,7�
collaborative resources improves the pre-development stage 
SHUIRUPDQFH�DQG�13'�WHDP�FROODERUDWLRQ��2WKHU�VWXGLHV�IRFXVHG�
RQ� WKH� HIIHFW� RI� ,7� XVDJH� RQ� LQQRYDWLRQ� SHUIRUPDQFH� �%OD]HYLF�
	� /LHYHQV�� ������ .OHLV� HW� DO��� ������� 6SHFLDO� IRFXV� SODFHG� RQ�
transparency and knowledge sharing obtained by using IT 
UHVRXUFHV��)RU�H[DPSOH��%OD]HYLF�DQG�/LHYHQV��������WKHRUHWLFDOO\�
investigated how companies use different electronic interaction 
channels to co-produce knowledge with customers for innovation 
tasks. In general, the literature has concluded that the collaborative 
XVH�RI�,7�WRROV�KDV�D�SRVLWLYH�UROH�LQ�WKH�13'�SURFHVV��
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6WXGLHV�RQ�,7�FDSDELOLWLHV�DQG�13'�SHUIRUPDQFH�PDLQO\�GHVFULEH�
the need of some processes (e.g., knowledge management) (Chen 
et al., 2015) or dynamic capabilities (e.g., market orientation, 
DEVRUSWLYH�FDSDFLW\�� �3DYORX�	�(O�6DZ\�������� -RVKL�HW�DO���������
PHGLDWLQJ� WKH� UHODWLRQVKLS� EHWZHHQ� ,7� FDSDELOLWLHV� DQG� 13'�
performance. For example, Joshi et al. (2010) focus on potential 
DQG� UHDOL]HG� DEVRUSWLYH� FDSDFLW\� WR� VWXG\� WKH� UROH� RI� ,7� RQ�
LQQRYDWLRQ��DQG�WKH\�ÀQG�WKDW�NQRZOHGJH�FDSDELOLWLHV�HQDEOHG�E\�
,7�LPSURYH�LQQRYDWLRQ��2YHUDOO��SULRU�OLWHUDWXUH�JHQHUDOO\�VSHFLÀHV�
the mediating processes or capabilities that underlie the impact 
RI� ,7� RQ� RUJDQL]DWLRQDO� SHUIRUPDQFH�ZLWK� G\QDPLF� FDSDELOLWLHV�
being the most common mediator. 

4.2.2. Dynamic capabilities

Dynamic capabilities are seen as powerful capabilities to create 
EXVLQHVV� YDOXH� �*UDQW�� ������� 7KH\� UHIHU� WR� WKH� RUJDQL]DWLRQ·V�
DELOLW\� WR� UHFRQÀJXUH� UHVRXUFHV� LQ� UHVSRQVH� WR� UDSLG� FKDQJHV� LQ�
the environment (Teece, 2007). Many studies in IS research have 
demonstrated the role of dynamic capabilities in the creation of 
business value. Other IS studies examined the effect of dynamic 
FDSDELOLWLHV� RQ�13'� SHUIRUPDQFH�� )RU� H[DPSOH�� 3DYORX� DQG� (O�
Sawy (2006) studied the role of IT leveraging competence on 
13'� SHUIRUPDQFH� WKURXJK� WKH� PHGLDWLQJ� HIIHFWV� RI� G\QDPLF�
capabilities. In sum, prior IS literature on the IT-enabled 
RUJDQL]DWLRQDO� FDSDELOLWLHV� SHUVSHFWLYH� KDV� VKRZQ� G\QDPLF�
capabilities as a typical mediating mechanism in the role of IT in 
IDFLOLWDWLQJ�RUJDQL]DWLRQDO�SHUIRUPDQFH��
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4.2.3. Business value of social media

Business value of social media refers to the extent to which 
RUJDQL]DWLRQV�FDQ�REWDLQ�ÀUP�YDOXH�IURP�WKH�XVH�RI�VRFLDO�PHGLD�
such as enterprise and external social media platforms (Melville 
HW� DO��� ������ 'RQJ� 	� :X�� ������� 7KH� XVDJH� RI� HQWHUSULVH� DQG�
H[WHUQDO�VRFLDO�PHGLD�E\�RUJDQL]DWLRQV�LV�D�QHZ�SKHQRPHQRQ�DQG�
the theoretical and empirical understanding of business value of 
VRFLDO�PHGLD� LV� LQ� LQLWLDO� VWDJHV� �/DP�HW� DO��� ������ %HQLWH]� HW� DO���
2018b). The majority of past research has focused on the role of 
H[WHUQDO�VRFLDO�PHGLD�LQ�PDUNHWLQJ�DFWLYLWLHV��3ULRU�,6�UHVHDUFK�KDV�
IRFXVHG�LQ�H[SORULQJ�WKH�HIIHFW�RI�ÀUP�JHQHUDWHG�FRQWHQW�DQG�XVHU�
generated content on user’s quality perceptions or satisfaction 
(Hildebrand et al., 2013) and on user’s behavior to repurchase 
or word-of-mouth intentions to recommend to others (Goh et al., 
2013). Although recent IS managerial literature focuses on the 
RUJDQL]DWLRQ·V�XVDJH�RI�VRFLDO�PHGLD�WR�FUHDWH�EXVLQHVV�YDOXH�E\�
GHYHORSLQJ�RUJDQL]DWLRQDO�FDSDELOLWLHV��H�J���DJLOLW\��FRRUGLQDWLRQ��
�.LURQ��������.DQH���������SULRU�,6�DFDGHPLF�UHVHDUFK�KDV�IDLOHG�LQ�
examining dynamic capabilities as the pathways through which 
social media can create business value (Wagner & Wagner, 2013). 
An exemption is the Dong and Wu’s (2015) work that examines 
the business value of online communities by testing the effect of 
two dynamic capabilities enabled by online communities (ideation 
capability and implementation capability).

Social media can be especially critical in innovation. Some 
conceptual and case studies highlight the importance of using 
RQOLQH�FRPPXQLWLHV�IRU�RSHQ�LQQRYDWLRQ��/HRQDUGL��������0RXQW�
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& Garcia, 2014). For example, Jarvenpaa and Tuunainen (2013) 
show the case study of Finnair, a Finland’s national airline, and 
KRZ� LW� XWLOL]HV� VRFLDO� PHGLD� WRROV� WR� HQJDJH� FXVWRPHUV� LQ� WKH�
open co-creation process. Some recent literature argues that 
simply entering in the social media platform does not involve 
customers to contribute with innovative ideas (Goh et al., 2013). 
A social media strategy and some ability to manage and exploit 
content are needed to properly create knowledge from social 
media (Culnan et al., 2010). Building on this emerging literature, 
we seek to propose the construct of social media capability as an 
,7�FDSDELOLW\�WKDW�LV�OLNHO\�WR�IDFLOLWDWH�13'�SHUIRUPDQFH�WKURXJK�
dynamic capabilities. 

4.3. Research model and hypotheses development

IT-enabled capabilities perspective is an emerging perspective 
in IS research on business value of IT that suggests that IT 
LQGLUHFWO\� LQÁXHQFH� RUJDQL]DWLRQDO� SHUIRUPDQFH� E\� GHYHORSLQJ�
RUJDQL]DWLRQDO�FDSDELOLWLHV��7KLV�ERG\�RI�OLWHUDWXUH�DGYRFDWHV�WKDW�
IT capabilities need some other internal intermediate processes 
RU�FDSDELOLWLHV�WR�HQKDQFH�RUJDQL]DWLRQDO�SHUIRUPDQFH��([DPSOHV�
RI�WKHVH�LQWHUPHGLDWH�RUJDQL]DWLRQDO�FDSDELOLWLHV�LQFOXGH�EXVLQHVV�
ÁH[LELOLW\��DEVRUSWLYH�FDSDFLW\��HQWUHSUHQHXULDO�FXOWXUH��RU�SURDFWLYH�
PDQDJHPHQW��7DQULYHUGL��������5DL�HW�DO���������0LWKDV�HW�DO���������
%HQLWH]� 	� :DOF]XFK�� ������ %HQLWH]� HW� DO��� ����D��� 6RFLDO� PHGLD�
FDSDELOLW\�LV�WKHRUL]HG�DV�D�W\SH�RI�,7�FDSDELOLW\�RI�WKH�RUJDQL]DWLRQ��
Extending the IT-enabled capabilities perspective to the social 
media context, we propose that social media capability indirectly 
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DIIHFWV� 13'� SHUIRUPDQFH� E\� GHYHORSLQJ� G\QDPLF� FDSDELOLWLHV��
Although social media can enable collaboration and bring a great 
QXPEHU�RI�LGHDV��WKLV�QHZ�NQRZOHGJH�GRHV�QRW�GLUHFWO\�LQÁXHQFH�
RUJDQL]DWLRQDO� SHUIRUPDQFH�� 6RFLDO� PHGLD� FDSDELOLW\� H[LVWHQFH�
GRHV�QRW�PHUHO\�JXDUDQWHH�13'�VXFFHVV��2XU�VWXG\�SURSRVHV�DQ�
LQGLUHFW� LPSDFW�RI� VRFLDO�PHGLD�FDSDELOLW\�RQ�13'�SHUIRUPDQFH�
through the development of the following dynamic capabilities: 
market orientation, coordination capability, absorptive capacity, 
FROOHFWLYH�PLQG�� DQG� EXVLQHVV� ÁH[LELOLW\��� )LJXUH� ����� VKRZV� WKH�
conceptual model. 

Figure 4.1. Conceptual model

4.3.1. Conceptualization of the key constructs

4.3.1.1. Social media capability 

5HFHQW� VWXGLHV� �H�J��� .LURQ� HW� DO��� ������ VKRZ� VRFLDO� PHGLD� DV�
business tools, and not only as marketing applications. Social 
PHGLD�DUH�FRQVLGHUHG�DV�PHFKDQLVPV�IRU�WKH�HQWLUH�RUJDQL]DWLRQ�
and all its business functions and daily decision-making, moving 
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EH\RQG�VWULFWO\�PDUNHWLQJ�SUDFWLFHV��.LURQ�HW�DO���������.DQH�HW�DO���
2014a). Social media tools can be especially critical for innovation 
by serving as interactive channels where employees and customers 
provide innovative knowledge. 

However, simply launching a social media site does not readily 
drive users to participate with innovative ideas (Jarvenpaa & 
7XXQDLQHQ�� ������� 2UJDQL]DWLRQV� VKRXOG� GHYHORS� WKH� H[SHUWLVH�
and learning to leverage enterprise and external social media, 
ZKLFK�VXJJHVWV�WKDW�WKH�SURÀFLHQF\�LQ�XVLQJ�DQG�OHYHUDJLQJ�VRFLDO�
PHGLD� LV�KHWHURJHQHRXV�DPRQJ�RUJDQL]DWLRQV�� ,Q� WKLV� VHQVH�DQG�
based on the literature of IT capabilities, this study introduces 
DQG�WKHRUL]H�social media capability as an IT capability that refers 
WR� WKH� RUJDQL]DWLRQ·V� SURÀFLHQF\� WR� XVH� DQG� OHYHUDJH� LQWHUQDO�
(enterprise social media platforms such as Microsoft Yammer) 
and/or external social media platforms (e.g., Facebook, Twitter, 
LinkedIn, YouTube) to execute business activities. Internal social 
PHGLD� SODWIRUPV� DUH� FUHDWHG� E\� WKH� RUJDQL]DWLRQ� DQG� UHVWULFWHG�
to the employees use, while external social media platforms are 
public sites to interchange information with external stakeholders, 
VXFK� DV� FXVWRPHUV�� 6SHFLÀFDOO\�� ZH� UHO\� XSRQ� WKH� VRFLDO� PHGLD�
OLWHUDWXUH�WR�FRQFHSWXDOL]H�WKH�FRQVWUXFW�VRFLDO�PHGLD�FDSDELOLW\�DV�
WKH�PHDQV�WR�OHYHUDJH�VRFLDO�PHGLD�WR�LPSURYH�13'�SHUIRUPDQFH�

Recent managerial literature on social media (Culnan et al., 
������.DQH�HW�DO�������D������E��KLJKOLJKWV�VRFLDO�PHGLD�PLQGIXO�
DGRSWLRQ�DV�RQH�RI� WKH�NH\� LQJUHGLHQWV� WR�GHYHORS�D�SURÀFLHQF\�
in using social media. Social media mindful adoption refers to 
carefully thinking the best social media to adopt, the right moment 
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and the best way to implement them. In this regard, based on this 
SULRU� OLWHUDWXUH� �&XOQDQ� HW� DO��� ������ .DQH� HW� DO��� ����D�� ����E���
interviews with six social media executives, and suggestions 
provided by the Spanish Association of Community Managers 
DQG� 6RFLDO� 0HGLD� 3URIHVVLRQDOV� �LQ� VKRUW�� $(5&2�360�2, we 
FRQFHSWXDOL]H�WKH�FRQVWUXFW�RI�social media capability as composed of 
three key ingredients/dimensions: social media mindful planning, 
social media management, and social media exploitation. Social 
PHGLD� PLQGIXO� SODQQLQJ� UHIHUV� WR� WKH� RUJDQL]DWLRQ·V� DELOLW\� WR�
FDUHIXOO\� GHVLJQ� WKH� VRFLDO� PHGLD� VWUDWHJ\� RI� WKH� RUJDQL]DWLRQ��
that is, selecting the social media platform to adopt and deciding 
the goals of the social media adoption (Culnan et al., 2010). 
6RFLDO� PHGLD� PDQDJHPHQW� UHIHUV� WR� WKH� RUJDQL]DWLRQ·V� DELOLW\�
to purposely manage the content created and provided on the 
social media (e.g., providing and monitoring relevant, timely, and 
accurate content in enterprise and external social media). Social 
PHGLD�H[SORLWDWLRQ� UHIHUV� WR� WKH�RUJDQL]DWLRQ·V� DELOLW\� WR� H[SORLW�
VRFLDO� PHGLD� GDWD� WR� DFKLHYH� WKH� ÀUP·V� JRDOV� �H�J��� VXSSRUWLQJ�
daily decision-making, or getting new ideas to innovate). Table 
����SURYLGHV�WKH�GHÀQLWLRQV�RI�WKH�NH\�FRQVWUXFWV�RI�WKLV�VWXG\�

4.3.1.2. Dynamic capabilities 

'\QDPLF�FDSDELOLWLHV�UHIHU�WR�WKH�ÀUP·V�SURÀFLHQF\�LQ�LQWHJUDWLQJ�
DQG� UHFRQÀJXULQJ� UHVRXUFHV� �H�J��� NQRZOHGJH�� LQ� UHVSRQVH� WR�
rapid changes in the business environment (Teece, 2007). This 
VWXG\� IRFXVHV� RQ� ÀYH� FULWLFDO� G\QDPLF� FDSDELOLWLHV� IRU� 13'��

�� $(5&2�360�LV�WKH�PDMRU�PDQDJHULDO�DVVRFLDWLRQ�RI�VRFLDO�PHGLD�H[HFXWLYHV�DQG�
community managers of Spain, the country where the study has been performed.
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market orientation, coordination capability, absorptive capacity, 
FROOHFWLYH�PLQG���3DYORX�	�(O�6DZ\��������3DYORX�	�(O�6DZ\��������
DQG�EXVLQHVV�ÁH[LELOLW\��%HQLWH]�HW�DO�������D���DV�GHÀQHG�LQ�7DEOH�
4.1.

4.3.1.3. NPD performance 

13'�SHUIRUPDQFH�UHIHUV�WR�WKH�RXWFRPHV�RI�WKH�SURFHVV�RI�PDNLQJ�
changes on existing products and/or developing new ones. It is 
WKH�RYHUDOO�YDOXH�FUHDWLRQ�DFKLHYHG�RU�REWDLQHG�LQ�WKH�13'�SURFHVV�
�3DYORX�	�(O�6DZ\��������)DQJ�HW�DO����������13'�SURFHVV�FRQVLVWV�
in bringing a new product to the market from the idea generation 
WR�WKH�SURGXFW�ODXQFK��.LP�	�$WXDKHQH��������
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Table 4.1. Definitions of key constructs

Construct 'HÀQLWLRQ Dimensions Informing 
source

Social media 
capability

2UJDQL]DWLRQ·V�
ability in 

leveraging 
internal and/

or external 
social media 

platforms 
to execute 
business 
activities

Social media mindful planning: 
ability to carefully design and 
plan the social media strategy of 
WKH�RUJDQL]DWLRQ

Culnan et al. 
��������.DQH�
et al. (2014a, 

2014b)

Social media management: 
RUJDQL]DWLRQ·V�DELOLW\�WR�
purposely manage the content 
created on the social media
Social media exploitation: 
RUJDQL]DWLRQ·V�DELOLW\�WR�H[SORLW�
social media data to achieve the 
ÀUP·V�JRDOV

Dynamic 
capabilities

2UJDQL]DWLRQ·V�
SURÀFLHQF\�LQ�

integrating and 
UHFRQÀJXULQJ�
resources in 
response to 

rapid changes 
in the business 
environment

Market orientation: 
RUJDQL]DWLRQ·V�DELOLW\�WR�
envision and respond to market 
by proposing products and 
SURFHVVHV�WKDW�ÀW�FXVWRPHU�QHHGV�

3DYORX�DQG�
El Sawy 
(2006), 

Teece (2007), 
%HQLWH]�HW�DO��

(2018a)

Coordination capability: 
RUJDQL]DWLRQ·V�DELOLW\�WR�DOORFDWH�
resources, assign tasks and 
V\QFKURQL]H�HPSOR\HHV�WR�
effectively work together. 
Absorptive capacity: 
ability to acquire, assimilate, 
transform, and exploit internal 
and external knowledge into the 
RUJDQL]DWLRQ�
Collective mind: 
RUJDQL]DWLRQ·V�DELOLW\�WR�LQWHJUDWH�
the thoughts and interaction 
patterns of multiple individuals
%XVLQHVV�ÁH[LELOLW\: 
RUJDQL]DWLRQ·V�DELOLW\�WR�UDSLGO\�
change the operational processes, 
RUJDQL]DWLRQDO�VWUXFWXUH��DQG�
strategies to sense business 
opportunities and serve 
customer requirement

13'�
performance

Outcomes of 
the process 
of making 
changes 

on existing 
products and/
or developing 

new ones

Extent to which the product 
meets customer needs, and 
achieves sales, market share, 
SURÀW�PDUJLQ��DQG�UHWXUQ�RQ�
DVVHWV�REMHFWLYHV�GXULQJ�WKH�ÀUVW�
24 months of its life in the market 

3DYORX�DQG�
El Sawy 

(2006), Fang 
et al. (2008), 
.LP�DQG�
Atuahene 

(2010)
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4.3.2. Social media capability and dynamic capabilities

Social media capability may facilitate the internal and external 
social co-creation process, which in turn may enable dynamic 
capabilities. On the one hand, enterprise social media facilitate 
the exchange of information among employees, enhancing the 
interaction and cooperation of cross-functional teams (Huy & 
6KLSLORY�� ������� 2Q� WKH� RWKHU� KDQG�� RUJDQL]DWLRQV� FDQ� OHYHUDJH�
H[WHUQDO�VRFLDO�PHGLD�WR�EHQHÀW�IURP�FXVWRPHUV·�LQSXWV��0DKU�	�
Lievens, 2012). Customers can express opinions or ideas about 
existing or future products, thus contributing to the creation of new 
knowledge. Employees and customers provide knowledge, which 
FDQ�KHOS�WKH�RUJDQL]DWLRQ�WR�LPSURYH�LWV�FDSDELOLWLHV��7KH�PDQQHU�
LQ�ZKLFK�WKH�RUJDQL]DWLRQ�KDQGOHV�DQG�OHYHUDJHV�NQRZOHGJH�DQG�
H[SHUWLVH� IURP� HPSOR\HHV� DQG� FXVWRPHUV� LV� NH\� WR� FUHDWH�13'�
value. We thus expect social media capability to facilitate an 
LPSURYHPHQW�LQWR�D�VHW�RI�WKH�RUJDQL]DWLRQ·V�G\QDPLF�FDSDELOLWLHV��
market orientation, coordination capability, absorptive capacity, 
FROOHFWLYH�PLQG��DQG�EXVLQHVV�ÁH[LELOLW\��DV�ZH�H[SODLQ�EHORZ��

4.3.2.1. Social media capability and market orientation 

6RFLDO�PHGLD�DUH�WRROV�IRU�FROODERUDWLRQ�WKDW�KHOS�WKH�RUJDQL]DWLRQ�
to rapidly connect and interact with employees and customers 
�.LURQ���������,Q�WKLV�UHJDUG��VRFLDO�PHGLD�HQDEOH�WKH�RUJDQL]DWLRQ�
to deploy a bidirectional relationship with employees and 
FXVWRPHUV��7KH�RUJDQL]DWLRQ·V�SURÀFLHQF\�LQ�SODQQLQJ��PDQDJLQJ��
and exploiting social media content stimulate discussion and 
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dialog with users, hence improving their participation and 
LQWHUUHODWHGQHVV�LQ�WKH�YDOXH�FUHDWLRQ��$JJDUZDO�HW�DO���������5LVKLND�
et al., 2013). Customers can collaborate with their opinions helping 
WKH�RUJDQL]DWLRQ�WR�EHWWHU�XQGHUVWDQG�WKH�PDUNHW��ZKDW�DQG�ZKHQ�
the customer wants the product to be), which facilitates market 
orientation capability (Li et al., 2014). Better insights on customers’ 
QHHGV�FDQ�KHOS�ÀUPV�WR�XQGHUVWDQG�WKH�PDUNHW��PDNLQJ�SRVVLEOH�
WR�SURYLGH� VXLWDEOH� VHUYLFHV�ÀWWLQJ� WKH�RUJDQL]DWLRQ·V�RIIHU�ZLWK�
their expectations. Overall, social media capability may increase 
market orientation, as the more knowledge external members co-
SURGXFH��WKH�PRUH�DQG�WKH�TXLFNHU�WKH�RUJDQL]DWLRQ�OHDUQV�DERXW�
WKHLU�FXUUHQW�DQG� IXWXUH�H[SHFWDWLRQV� �%OD]HYLF�	�/LHYHQV��������
Gnyawali et al., 2010). 

4.3.2.2. Social media capability and coordination capability 

Social media platforms facilitate the exchange of information 
among employees, enhancing the interaction and cooperation 
of cross-functional teams to work together (Huy & Shipilov, 
������� 2UJDQL]DWLRQV� WKDW� HQKDQFH� LQWHUDFWLRQV� RQ� WKHLU� VRFLDO�
media platforms are more able to coordinate their activities. 
Information provided by employees and customers can help to 
properly coordinate activities, which enable the development of 
the coordination capability. Employees can provide information 
and suggestions about how to improve internal business 
SURFHVVHV� RI� WKH� RUJDQL]DWLRQ�� 7KLV� LQWHUQDO� FRRSHUDWLRQ� WHQGV�
to better understand the process, thus enhancing coordination 
HIÀFLHQF\��H�J���UHGXFLQJ�WUDQVDFWLRQ�FRVWV�RI�LQWHU�RUJDQL]DWLRQDO�
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collaborations). For example, Siemens uses an enterprise social 
media called Technoweb and the collaborative knowledge created 
on the social media helps in solving daily operational problems. 
7HFKQRZHE� IDFLOLWDWHV� UHDO�WLPH� LQIRUPDWLRQ� H[FKDQJH� WR� ÀQG�
hidden knowledge. Therefore, work time is saved and problems 
DUH� VROYHG� LQ� D� IDVWHU� DQG� PRUH� HIÀFLHQW� ZD\� WKDQNV� WR� WKH�
employees’ collaboration and shared knowledge among experts 
on this enterprise social media (Lakhani et al., 2015). Overall, 
LQIRUPDWLRQ� VKDULQJ� FDQ� KHOS� RUJDQL]DWLRQV� WR� FRRUGLQDWH� LQ� D�
more cooperative and effective way.

4.3.2.3. Social media capability and absorptive capacity 

Social media capability may enable the development of an 
absorptive capacity. Social media are the ideal enterprise and 
external platforms to capture internal and external knowledge 
�%HQLWH]� HW� DO��� ����E��� 7KH� JUHDWHU� WKH� QXPEHU� RI� NQRZOHGJH�
opportunities, the greater the chances of absorbing new useful 
NQRZOHGJH�� )LUVW�� DQDO\]LQJ� UHOHYDQW� DQG� WLPHO\� NQRZOHGJH�
on social media (i.e., social media management) can make the 
RUJDQL]DWLRQ� PRUH� DEOH� LQ� DFTXLULQJ� QHZ� SURGXFW� FRQFHSWV��
Second, using social media as a source of big data (i.e., social 
media exploitation) can help to better assimilate and interpret 
knowledge. Third, exploiting social media data to get new ideas 
(i.e., social media exploitation) can generate a new thinking and 
transforming knowledge. Finally, using social media data to 
give new business solutions can lead to exploit new or existing 
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NQRZOHGJH� �%HQLWH]� HW� DO��� ����E��� ,Q� VXPPDU\�� VRFLDO� PHGLD�
capability can facilitate absorptive capacity.

4.3.2.4. Social media capability and collective mind 

6RFLDO�PHGLD�FDSDELOLW\�PD\�OHDG�WR�FROOHFWLYH�PLQG��2UJDQL]DWLRQV�
may leverage information provided by employees and customers 
in social media to collectively manage tasks to adapt the internal 
EXVLQHVV�SURFHVVHV�RI�WKH�RUJDQL]DWLRQ��ZKLFK�HQDEOHV�D�FROOHFWLYH�
mind. Social media can increase the relational phenomena 
creating a sense of community, conception of group, and a sense of 
FRPPLWPHQW�LQ�WKH�13'�SURFHVV��-DUYHQSDD�	�7XXQDLQHQ���������
)LUP·V�SURÀFLHQF\�LQ�FUHDWLQJ�D�XVHIXO�DQG�HQMR\DEOH�HQYLURQPHQW�
on social media (i.e., social media management) promotes deeper 
relationships between the members of the community, making 
them more willing to interact and collaborate in the community 
�.DQH�HW�DO���������6HRO�HW�DO����������(QWHUSULVH�DQG�H[WHUQDO�VRFLDO�
media are collaborative technologies that enable work and develop 
a collective spirit among the employees. In sum, it is plausible 
to expect that the unique experience of information sharing 
HQDEOHG�E\�VRFLDO�PHGLD�FDQ�KHOS�PHPEHUV�RI�WKH�RUJDQL]DWLRQ�WR�
collectively manage tasks (Fang et al., 2008). 

4.3.2.5. Social media capability and business flexibility 

6RFLDO�PHGLD�FDSDELOLW\�PD\�LQFUHDVH�EXVLQHVV�ÁH[LELOLW\��(QWHUSULVH�
and external social media are agile platforms that enable a faster, 
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WLPHOLHU��DQG�ÁH[LEOH�UHDO�WLPH�LQIRUPDWLRQ�DPRQJ�HPSOR\HHV��DQG�
EHWZHHQ�WKH�RUJDQL]DWLRQ�DQG�FXVWRPHUV��ZKLFK�PD\�IDFLOLWDWH�WKH�
UDSLG�FKDQJH�RI�RSHUDWLRQDO�SURFHVVHV��RSHUDWLRQDO�ÁH[LELOLW\��DQG�
EXVLQHVV� VWUDWHJLHV� �VWUDWHJLF� ÁH[LELOLW\�� WR� VHQVH� DQG� VHL]H� QHZ�
EXVLQHVV�RSSRUWXQLWLHV��%OD]HYLF�	�/LHYHQV��������/HH�	�9DQ�'ROHQ��
2015). Additionally, enterprise social media empower employees 
and enable the agile communication among employees to facilitate 
WKH� FKDQJH� RI� RUJDQL]DWLRQDO� VWUXFWXUHV� DQG� FRPPXQLFDWLRQ�
SURFHVVHV�� WKXV� LQFUHDVLQJ� VWUXFWXUDO� ÁH[LELOLW\� �%HQLWH]� HW� DO���
2018a). For example, Danone’s capability in using enterprise social 
PHGLD� �FDOOHG�'DQ������ HPSRZHUHG� WKH�RUJDQL]DWLRQ·V�PHPEHUV�
beyond their job tasks. Dan 2.0 was an interactive channel through 
which Danone’s employees can communicate in an agile way. 
When trying to launch a breakfast biscuits marketing campaign 
in Finland, LU France and LU Norway employees forewarned 
Danone about the fact that Finns did not eat biscuits for breakfast. 
This valuable knowledge made Danone  succeed by shifting the 
breakfast biscuits marketing campaign to a mid-morning snack 
based on the knowledge exchange among employees in Dan 2.0 
(Beyersdorfer et al., 2011). This real world example illustrates the 
role of enterprise social media platforms in increasing business 
ÁH[LELOLW\�

7DNHQ�WRJHWKHU��VRFLDO�PHGLD�FDSDELOLW\�RIIHUV�WKH�RUJDQL]DWLRQ�
ZLWK�LQIRUPDWLRQ�DERXW�WKH�PDUNHW�DQG�WKH�RUJDQL]DWLRQ·V�LQWHUQDO�
functioning. This information can help to understand better the 
PDUNHW�� DQG� FDQ� EH� VKDUHG� DFURVV� WKH� RUJDQL]DWLRQ·V� IXQFWLRQDO�
DUHDV��PDNLQJ� SRVVLEOH� D� SURSHU� V\QFKURQL]DWLRQ� DQG� FROOHFWLYH�
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PDQDJLQJ�RI�WKH�RUJDQL]DWLRQ�WDVNV��$W�WKH�WLPH�QHZ�OHDUQLQJ�FDQ�
be performed and innovative opportunities can be quickly sensed 
DQG�VHL]HG��7R�VXP�XS��SODQQLQJ��PDQDJHPHQW��DQG�H[SORLWDWLRQ�
RI� HQWHUSULVH� DQG� H[WHUQDO� VRFLDO� PHGLD� HQDEOH� WKH� ÀUP� WR� FR�
create knowledge with employees and customer to learn, better 
XQGHUVWDQG��FRRUGLQDWH�WKH�ÀUP��DQG�UHVSRQG�WR�WKH�FXVWRPHU�QHZ�
SURGXFW� H[SHFWDWLRQV�� WKXV� GHYHORSLQJ� RUJDQL]DWLRQ·V� G\QDPLF�
FDSDELOLWLHV��:H�WKHUHIRUH�K\SRWKHVL]H�WKDW�

Hypothesis 1 (H1): There is a positive relationship between social media 
capability and dynamic capabilities.

4.3.3. Dynamic capabilities and NPD performance

'\QDPLF� FDSDELOLWLHV� PD\� LQFUHDVH� 13'� SHUIRUPDQFH�� $Q�
internal management of knowledge, by envisioning customer 
needs, coordinating tasks, acquiring, assimilating, transforming, 
exploiting knowledge, integrating thoughts, and quickly 
UHVSRQGLQJ�WR�EXVLQHVV�RSSRUWXQLWLHV��FDQ�KHOS�WKH�RUJDQL]DWLRQ�
WR� EHWWHU� VXFFHHG� LQ� WKH�13'� SURFHVV�� 7KHQ�� WKH� RUJDQL]DWLRQ·V�
SURÀFLHQF\� LQ� GHYHORSLQJ� PDUNHW� RULHQWDWLRQ�� FRRUGLQDWLRQ�
capability, absorptive capacity, collective mind, and business 
ÁH[LELOLW\�FDQ�HQKDQFH�13'�SHUIRUPDQFH��DV�HODERUDWHG�LQ�GHWDLO�
below.
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4.3.3.1. Market orientation and NPD performance 

.QRZLQJ� FXVWRPHU� SUHIHUHQFHV� LV� D� SUHUHTXLVLWH� IRU� VXFFHVVIXO�
13'��7KHQ��LI�WKH�RUJDQL]DWLRQ�KDV�WKH�DELOLW\�WR�LQYRLFH�FXVWRPHU�
needs, then, it will succeed in developing products. Market 
RULHQWDWLRQ�KHOSV�WKH�ÀUP�WR�SURSRVH�DQG�GHVLJQ�D�SURGXFW� WKDW�
ÀW�FXVWRPHU�QHHGV��3DYORX�	�(O�6DZ\���������7KH�RUJDQL]DWLRQ·V�
SURÀFLHQF\� LQ� GHVLJQLQJ� SURGXFWV� WKDW� VDWLVI\� FXVWRPHUV� DQG�
EHWWHU�ÀW�WKHLU�QHHGV�FDQ�SRVLWLYHO\�LQÁXHQFH�WKH�RXWFRPHV�RI�WKH�
13'�SURFHVV��H�J���LQFUHDVLQJ�WKH�UDWH�RI�VDOHV�RI�WKH�QHZ�SURGXFW��
having superior customer preferences comparing to competitors’ 
products). 

4.3.3.2. Coordination capability and NPD performance 

The ability to manage work units and dependencies among 
UHVRXUFHV�KHOSV�WR�LPSOHPHQW�QHZ�ZD\V�RI�GRLQJ�WKLQJV��3DYORX�
	� (O� 6DZ\�� ������� 7KH� DSSURSULDWH� V\QFKURQL]DWLRQ� DPRQJ� WKH�
HPSOR\HHV·�WDVNV�DQG�UHVRXUFHV�FDQ�KHOS�WKH�RUJDQL]DWLRQ�WR�EHWWHU�
control the development costs (Fang et al., 2008). In addition, 
matching tasks ensures a timely new product launch and the 
adequate allocation of resources may induce a more effective and 
HIÀFLHQW�ZD\�WR�VROYH�SUREOHPV��WKLV�HQKDQFLQJ�13'�SHUIRUPDQFH��

4.3.3.3. Absorptive capacity and NPD performance 

$�SURFHVV�RI� OHDUQLQJ� LV�HVVHQWLDO� LQ�EXLOGLQJ�13'�SHUIRUPDQFH�
�3DYORX� 	� (O� 6DZ\�� ������� :H� XVH� WKH� RUJDQL]DWLRQDO� OHDUQLQJ�
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IUDPHZRUN� WR� H[SODLQ� WKH� SURFHVV� RI� OHDUQLQJ� LQ� 13'��
2UJDQL]DWLRQDO�OHDUQLQJ�UHIHUV�WR�WKH�SURFHVV�RI�OHDUQLQJ�FRQVLVWLQJ�
LQ�IRXU�VXE�SURFHVVHV������FUHDWLQJ�QHZ�NQRZOHGJH������H[SODLQLQJ�
DQG� FRGLI\LQJ� WKH�QHZ�NQRZOHGJH�� ���� VKDULQJ�DQG� WUDQVIHUULQJ�
WKH�QHZ�NQRZOHGJH��DQG�����HPEHGGLQJ�WKH�NQRZOHGJH�WKURXJK�
UXOHV��SURFHGXUHV��DQG� IRUPV� �0DUFK��������&URVVDQ�	�%HUGURZ��
�������$EVRUSWLYH�FDSDFLW\�KHOSV�WKH�RUJDQL]DWLRQ�WR�DFTXLUH��E\�
creating), assimilate (by explaining), transform (by sharing), and 
exploit (by implanting) existing/new knowledge to generate/learn 
QHZ� SURGXFW� FRQFHSWV�� 2UJDQL]DWLRQV� WKDW� PRQLWRU� NQRZOHGJH�
�H�J���UHFRJQL]LQJ�DQG�H[SORLWLQJ�NQRZOHGJH��DUH�FDSDEOH�WR�WDNH�
DGYDQWDJH�RI�LW��&XOQDQ�HW�DO����������)RU�H[DPSOH��RUJDQL]DWLRQV�
that learn faster (i.e., superior absorptive capacity) can design 
DQG�EXLOG�QHZ�SURGXFWV�EHIRUH�FRPSHWLWRUV��7KHQ��RUJDQL]DWLRQV�
that are able to acquire, assimilate, transform, and exploit existing 
DQG� QHZ� NQRZOHGJH� DUH� PRUH� OLNHO\� WR� HDVLO\� LPSURYH� 13'�
SHUIRUPDQFH��3DYORX�	�(O�6DZ\��������

4.3.3.4. Collective mind and NPD performance 

The ability to integrate thoughts and interaction patterns provides 
a collective understanding among employees, which can enhance 
WKH�13'�SURFHVV��.QRZLQJ� WKH�NQRZOHGJH�SRVVHVVHG�E\�RWKHUV�
(i.e., collective mind) can ensure timely product design and launch. 
Having the ability to speak in the same “language” may reduce 
FRPPXQLFDWLRQ� HUURUV�GXULQJ� WKH�13'�SURFHVV�� KHQFH� HQDEOLQJ�
the product’s speed to the market (Fang et al., 2008).
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4.3.3.5. Business flexibility and NPD performance 

7KH� RUJDQL]DWLRQ·V� DELOLW\� WR� UDSLGO\� FKDQJH� WKH� RSHUDWLRQDO�
SURFHVVHV��RUJDQL]DWLRQDO�VWUXFWXUH��DQG�VWUDWHJLHV�WR�VHQVH�EXVLQHVV�
opportunities and serve customer requirement may increase 
13'� SHUIRUPDQFH�� 7KH� RUJDQL]DWLRQ·V� ÁH[LELOLW\� LQ� PDQDJLQJ�
operational processes (e.g., managing upstream and downstream 
supply chain partners) increases the probability to sense new 
VXSSO\�FKDLQ�LQQRYDWLRQV��%HQLWH]�HW�DO�������D���6LPLODUO\��D�ÁH[LEOH�
structure empowers employees on their task performance, which 
facilitates more creative thinking and new ideas development to 
LQFUHDVH�13'�SHUIRUPDQFH��5REHUWV�	�*URYHU���������)LQDOO\��WKH�
ability to rapidly change strategies can help in taking advantage 
RI�QHZ�RSSRUWXQLWLHV��%HQLWH]�HW�DO�������D���%HLQJ�DEOH�WR�TXLFNO\�
VHQVH� DQG� VHL]H� RSSRUWXQLWLHV� DOORZV� WKH� RUJDQL]DWLRQ� WR� WDNH�
advantage against competitors to bring new products to market, 
WKXV�HQKDQFLQJ�13'�SHUIRUPDQFH��7DOORQ�	�3LQVRQQHDXOW��������

In sum, dynamic capabilities may transform social media-
HQDEOHG�NQRZOHGJH�LQWR�LQQRYDWLRQ�WR�LPSURYH�13'�SHUIRUPDQFH��
7KHUHIRUH��ZH�K\SRWKHVL]H�WKDW��

Hypothesis 2 (H2): There is a positive relationship between dynamic 
capabilities and NPD performance. Table 4.2 summarizes the proposed 
hypotheses.
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4.4. Research methodology

4.4.1. Sample and data

Since no public dataset offers all the information needed to 
address our research question, we conducted a survey. The survey 
instrument was developed following the guidelines provided 
LQ� SULRU� UHVHDUFK� �3DYORX� 	� (O� 6DZ\�� ������� :H� SUH�WHVWHG� WKH�
questionnaire with seven IT/business executives. Additionally, we 
SHUIRUPHG�D�4�VRUWLQJ�WHVW�ZLWK�IRXU�3K�'��VWXGHQWV�NQRZOHGJHDEOH�
RI� WKH� UHVHDUFK� WRSLF�� 7KH� VRUWHUV� FRUUHFWO\� FODVVLÀHG� ������� RI�
the items in the intended dimensions, which suggests a high 
level of agreement and acceptable construct validity (Moore & 
%HQEDVDW���������3ULRU�WR�WKH�VXUYH\�DGPLQLVWUDWLRQ��ZH�SHUIRUPHG�
D�VHOHFWLRQ�RI�LQGXVWULHV�WKDW�ZHUH�KLJKO\�DFWLYH�LQ�UXQQLQJ�13'�
SURMHFWV��3DYORX�	�(O�6DZ\��������DQG�WKDW�XVXDOO\�LQYHVW�LQ�,7�DQG�
VRFLDO�PHGLD� �.DQH� HW� DO��� ����D���ZKLFK� LQFOXGHG� WKH� IROORZLQJ�
industries: consumer goods, manufacturing, automotive, 
entertainment, chemical, information and communications, 
healthcare services, education, and professional services. In this 
UHJDUG��ZH�VHOHFWHG�D�OLVW�RI�WKH������PRVW�DGPLUHG�ODUJH�ÀUPV�LQ�
Spain in the 2015 Actualidad Economica database (http://www.
actualidadeconomica.com/) pertaining to the selected industries. 
$FWXDOLGDG� (FRQRPLFD� LV� D� 6SDQLVK� EXVLQHVV� PDJD]LQH� WKDW�
DQQXDOO\�FRPSLOHV�DQG�SXEOLVKHV�RUJDQL]DWLRQDO�GDWD�IRU�WKH�PRVW�
DGPLUHG�RUJDQL]DWLRQV�LQ�6SDLQ��%HQLWH]�HW�DO�������D���:H�IRFXVHG�
on the Spanish market because the degree of maturity and the 
UDLVH�RI�DZDUHQHVV�RI�VRFLDO�PHGLD�XVDJH�IRU�6SDQLVK�ÀUPV�LQ�WKH�
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last few years. An executive report elaborated by CB Consulting 
KLJKOLJKWV�WKDW�������RI�6SDQLVK�ÀUPV�XVH�VRFLDO�PHGLD�IRU�EXVLQHVV�
activities in 2014. This percentage was expected to increase until 
������WR�WKH�HQG�RI�������

We outsourced the survey administration to a well-established 
consulting vendor with a high degree of expertise administering 
questionnaires in Spain, and we provided the list of 1826 
RUJDQL]DWLRQV� WR� WKH� YHQGRU�� 7KH� FRQVXOWLQJ� YHQGRU� GHGLFDWHG�
two workers from Tuesday to Thursday mornings during 20 
GD\V� WR�FRQWDFW�RUJDQL]DWLRQV�E\�SKRQH��(DFK�ZRUNHU�GHGLFDWHG�
four hours per day, and the duration of the survey was about 16 
minutes on average. The vendor was able to contact with a top 
H[HFXWLYH�RI�����RUJDQL]DWLRQV�IURP�ZKLFK�WKH\�UHFHLYHG�����YDOLG�
questionnaires from the 5th of April 2016 to the 18th of May 2016, 
JLYLQJ�DQ�HIIHFWLYH� UHVSRQVH� UDWH�RI� ��������� ,Q� WKLV� UHJDUG�� WKH�
VDPSOH�RI�WKLV�VWXG\�LV�FRPSRVHG�E\�����RUJDQL]DWLRQV�WKDW�FRPH�
IURP�VHYHQ�LQGXVWULHV�����ÀUPV�����������RSHUDWHG�LQ�WKH�FRQVXPHU�
JRRGV�� ��� ���������� LQ� PDQXIDFWXULQJ� VHFWRUV�� ��� ���������� LQ�
DXWRPRWLYH�LQGXVWULHV���������������LQ�HQWHUWDLQPHQW��������������
LQ�FKHPLFDO��������������LQ�LQIRUPDWLRQ�DQG�FRPPXQLFDWLRQV��DQG�
WKH�UHVW� �HLJKW�ÀUPV���������� LQ�RWKHU� LQGXVWULHV� �L�H���KHDOWKFDUH�
services, education, and professional services). On average, the 
WRWDO�UHYHQXHV�RI�WKH�VDPSOH�RUJDQL]DWLRQV�LQ������ZHUH���������
million Euros, and they had about 677 employees.

:H�HPSOR\HG� RQH� NH\� NQRZOHGJHDEOH� LQIRUPDQW� SHU� ÀUP� WR�
answer the questions included in the questionnaire (Table 4.A1 
in the appendix). Questionnaires were completed by senior 
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PDUNHWLQJ� H[HFXWLYHV� �&KLHI�0DUNHWLQJ� 2IÀFHU��0DUNHWLQJ� 9LFH�
3UHVLGHQW��0DUNHWLQJ�0DQDJHU��&RPPXQLW\�0DQDJHU�������������
,7� H[HFXWLYHV� �&KLHI� ,QIRUPDWLRQ� 2IÀFHU�� ,7� 9LFH� 3UHVLGHQW��
,7� 0DQDJHU�� ����������� DQG� RWKHU� EXVLQHVV� H[HFXWLYHV� �13'�
([HFXWLYH�� &KLHI� ([HFXWLYH� 2IÀFHU�� 2SHUDWLRQV� 9LFH� 3UHVLGHQW��
&RUSRUDWH� 'HYHORSPHQW� 2IÀFHU�� +XPDQ� 5HVRXUFH� 0DQDJHU��
�����������:H�DOVR�DVNHG�WKH�NH\�LQIRUPDQWV�IRU�D�VHOI�HYDOXDWLRQ�
of their degree of expertise and competence in answering the 
survey. The item “How knowledgeable did you feel in answering 
all the questions included in this questionnaire?” (1: Very low, 
5: Very high) was included at the end of the questionnaire 
(Tanriverdi, 2005). The average value for this item was 3.830 (S.D.: 
0.810), which suggests that the key informants had a high level of 
competence to answer the questions included in the survey.

3UHYLRXVO\� WR� SHUIRUP� WKH� HPSLULFDO� DQDO\VLV�� ZH� FKHFNHG�
WKH�PLQLPXP� VDPSOH� VL]H� UHTXLUHG� WR� WHVW� WKH� UHVHDUFK�PRGHO��
$VVXPLQJ�DQ�DQWLFLSDWHG�PHGLXP�HIIHFW�VL]H��D�VWDWLVWLFDO�SRZHU�
level of 0.800, an alpha of 0.05, and nine predictors (i.e., number 
of items of absorptive capacity construct), the minimum required 
VDPSOH�VL]H�IRU�RXU�VDPSOH�ZDV������&RKHQ���������7KH�ÀQDO�VDPSOH�
VL]H�ZDV�����RUJDQL]DWLRQV��ZKLFK�VXJJHVWV�DQ�DFFHSWDEOH�VDPSOH�
VL]H�WR�WHVW�WKH�VWDWLVWLFDO�VLJQLÀFDQFH�RI�WKH�UHODWLRQVKLSV�LQFOXGHG�
in the research model.

We used survey data to measure social media capability, 
G\QDPLF� FDSDELOLWLHV�� 13'� SHUIRUPDQFH�� RUJDQL]DWLRQ� DJH�
(control variable), IT investment (control variable), and innovation 
LQYHVWPHQW��FRQWURO�YDULDEOH���2UJDQL]DWLRQ�VL]H��FRQWURO�YDULDEOH���
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and industry (control variable) are measured with information 
collected from the Actualidad Economica database in December 
2015. 

4.4.2. Measures

4.4.2.1. Social media capability 

:H�FRQFHSWXDOL]H�DQG�LQWURGXFH�WKH�FRQVWUXFW�social media capability. 
As prior IS research has not provided a prior scale to measure this 
construct, social media capability is a newly developed scale. Based 
RQ�SULRU�OLWHUDWXUH��&XOQDQ�HW�DO���������.DQH�HW�DO�������D������E���
interviews with six social media executives, and suggestions 
SURYLGHG�E\�$(5&2�360��ZH�FRQFHSWXDOL]H�WKH�FRQVWUXFW�VRFLDO�
media capability as a second-order construct determined by three 
ÀUVW�RUGHU�FRQVWUXFWV��VRFLDO�PHGLD�PLQGIXO�SODQQLQJ��VRFLDO�PHGLD�
management, and social media exploitation. The three dimensions 
ZHUH�VSHFLÀHG�DV�FRPSRVLWH�DW�ÀUVW�RUGHU�OHYHO�

4.4.2.2. Dynamic capabilities 

Dynamic capabilities is a second-order composite construct 
determined by a set of capabilities: market orientation, 
coordination capability, absorptive capacity, collective mind, and 
EXVLQHVV�ÁH[LELOLW\��:H�DGRSWHG�WKH�VFDOHV�IURP�3DYORX�DQG�(O�6DZ\�
(2006) to measure market orientation, coordination capability, and 
collective mind, with four items each, and absorptive capacity 
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ZLWK� QLQH� LWHPV�� %XVLQHVV� ÁH[LELOLW\� ZDV� PHDVXUHG� ZLWK� HLJKW�
items by adapting the composite scales previously validated by 
%HQLWH]�HW�DO�� �����D���7KHVH�G\QDPLF�FDSDELOLWLHV�ZHUH�VSHFLÀHG�
DV�FRPSRVLWH�DW�ÀUVW�RUGHU�OHYHO��

4.4.2.3. NPD performance 

13'�SHUIRUPDQFH�LV�D�ÀUVW�RUGHU�FRPSRVLWH�FRQVWUXFW�PHDVXUHG�
ZLWK�ÀYH�FRPSRVLWH�LWHPV�E\�DGRSWLQJ�WKH�VFDOHV�IURP�3DYORX�DQG�
(O�6DZ\���������DQG�.LP�DQG�$WXDKHQH��������

4.4.2.4. Control variables 

2UJDQL]DWLRQ�VL]H��LQGXVWU\��RUJDQL]DWLRQ�DJH��,7�LQYHVWPHQW��DQG�
LQQRYDWLRQ�LQYHVWPHQW�ZHUH�LQFOXGHG�DV�FRQWURO�YDULDEOHV�RQ�13'�
SHUIRUPDQFH��'LIIHUHQFHV�LQ�13'�SHUIRUPDQFH�FDQ�EH�DWWULEXWHG�
to differences in the quantity of resources that are available. 
7KXV�ZH� FRQWUROOHG� E\� RUJDQL]DWLRQ� VL]H� RQ�13'� SHUIRUPDQFH�
E\� PHDVXULQJ� RUJDQL]DWLRQ� VL]H� WKURXJK� WKH� QDWXUDO� ORJDULWKP�
of the number of employees in 2016 with information collected 
IURP�$FWXDOLGDG�(FRQRPLFD�GDWDEDVH��0LWKDV�HW�DO���������%HQLWH]�
	� :DOF]XFK�� ������� ,QWHU�LQGXVWU\� GLIIHUHQFHV� FDQ� PDNH� VRPH�
LQGXVWULHV� PRUH� IDYRUDEOH� WKDQ� RWKHUV� WRZDUGV� 13'�� :H� WKXV�
FRQWUROOHG� IRU� LQGXVWU\� RQ� 13'� SHUIRUPDQFH� E\� PHDVXULQJ�
LQGXVWU\� DV� D� FRPSRVLWH� FRQVWUXFW� DV� IROORZV�� :H� FODVVLÀHG�
industries in seven groups, determining the dominant group (i.e., 
WKH�PRVW� LPSRUWDQW� LQGXVWU\��DV� WKH�JURXS�RI�UHIHUHQFH� �%HQLWH]�
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et al., 2017). The group of reference was consumer goods. Then, 
we created for each observation six dummy indicators (industry 
group i) giving the value 0 if it does not pertain to this industry, 
DQG��� LI� LW�GRHV��)LQDOO\�� LQGXVWU\�ZDV�FRPSXWHG�DV�D�ÀUVW�RUGHU�
composite construct composed by six indicators (i.e., six groups of 
industries), thus yielding a construct with equidistant measures 
(Henseler et al., 2016). 

$V�WKH�GHJUHH�RI�H[SHULHQFH�FDQ�DOVR�DIIHFW�13'�SHUIRUPDQFH��
ZH�FRQWUROOHG�E\�RUJDQL]DWLRQ�DJH�WKURXJK�WKH�QDWXUDO�ORJDULWKP�
RI� WKH�QXPEHU�RI�\HDUV� WKH�RUJDQL]DWLRQ�KDV�EHHQ�LQ�WKH�PDUNHW�
LQ� $SULO�0D\� ����� �0LWKDV� HW� DO��� ������ %HQLWH]� HW� DO��� ����E���
We included a single-item question on the number of years the 
RUJDQL]DWLRQ� KDV� EHHQ� LQ� WKH� PDUNHW� LQ� WKH� TXHVWLRQQDLUH�� 7KH�
RUJDQL]DWLRQ·V�LQYHVWPHQW�LQ�,7�DQG�LQQRYDWLRQ�LQLWLDWLYHV�FDQ�DOVR�
DIIHFW�13'�SHUIRUPDQFH��)LQDOO\��ZH�FRQWUROOHG�IRU�,7�LQYHVWPHQW�
and innovation investment by asking the key informant the degree 
of annual IT and innovation investment on total turnover in their 
ÀUP�����9HU\�ORZ�����9HU\�KLJK���

4.5. Empirical analysis

7KH�UHVHDUFK�PRGHO�ZDV�HPSLULFDOO\�WHVWHG�ZLWK�3/6�SDWK�PRGHOLQJ��
3/6� LV�DQ�DSSURSULDWH�PHWKRG�RI�HVWLPDWLRQ� LQ� WKLV� UHVHDUFK� IRU�
WKH�IROORZLQJ�UHDVRQV������3/6�LV�IXOO�ÁHGJHG�VWUXFWXUDO�HTXDWLRQ�
PRGHOLQJ� WHFKQLTXH� WKDW� FDQ� WHVW� IRU� H[DFW�PRGHO� ÀW� �+HQVHOHU�
HW�DO���������%HQLWH]�HW�DO��������������3/6�LV�SDUWLFXODUO\�XVHIXO�IRU�
models that contain multidimensional constructs, as the research 
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PRGHO��+DLU�HW�DO��������������3/6�LV�DQ�RSWLPDO�PHWKRG�WR�HVWLPDWH�
composite models (as our research model) (Henseler et al., 2014, 
������ 5LJGRQ� HW� DO��� ������� DQG� ���� 3/6� LV� VXLWDEOH� ZKHQ� XVLQJ�
newly developed scales (i.e., social media capability) (Tiwana 
	�.RQV\QVNL�� �������:H�XVHG� WKH� VWDWLVWLFDO� VRIWZDUH�$GYDQFHG�
$QDO\VLV� IRU�&RPSRVLWHV� �$'$1&2��������3URIHVVLRQDO� �KWWS���
www.composite-modeling.com/) to estimate the measurement 
and structural model (Henseler & Dijkstra, 2015). We performed 
the bootstrapping algorithm with 5000 subsamples to obtain 
WKH� OHYHO� RI� VLJQLÀFDQFH� RI�ZHLJKWV� DQG� ORDGLQJV� IRU� HDFK� LWHP�
DQG�GLPHQVLRQ�� DQG� WR� JHW� WKH� OHYHO� RI� VLJQLÀFDQFH� RI� WKH� SDWK�
FRHIÀFLHQWV��

4.5.1. Confirmatory composite analysis

$OO� RI� WKH� FRQVWUXFWV� RI� WKH� UHVHDUFK� PRGHO� ZHUH� VSHFLÀHG� DV�
composite-formative (in short, composite). Composite construct is 
one type of formative measurement (Henseler, 2017) in which: (1) 
LQGLFDWRUV�DUH�WKH�LQJUHGLHQWV�RU�FRPSRQHQWV�RI�WKH�FRQVWUXFW������
FRUUHODWLRQV�DPRQJ�LQGLFDWRUV�DUH�SUREDEOH�EXW�QRW�UHTXLUHG������
WKHUH�LV�QR�PHDVXUHPHQW�HUURU��DQG�����GURSSLQJ�DQ�LQGLFDWRU�PD\�
change the composite meaning. We used the correlation weights 
(mode A) to estimate the research model. Correlation weights is 
a weighting scheme that provides more stable results in presence 
RI�QHJDWLYH�RU�QRQ�VLJQLÀFDQW� LQGLFDWRU�ZHLJKWV��7KLV�ZHLJKWLQJ�
scheme should be used when every construct is composite, and 
when previously tried regression weights (mode B) with negative 
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RU�QRQ�VLJQLÀFDQW�LQGLFDWRU�ZHLJKWV��%HQLWH]�HW�DO����������DV�LQ�WKH�
research model. 

We checked the external validity of our composite constructs 
E\�SHUIRUPLQJ�D�FRQÀUPDWRU\�FRPSRVLWH�DQDO\VLV��+HQVHOHU�HW�DO���
2014). This analysis checks the adequacy of the composite model 
by comparing the empirical correlation matrix and the model-
LPSOLHG�FRUUHODWLRQ�PDWUL[��%HQLWH]�HW�DO�������D���7KH�FRQÀUPDWRU\�
FRPSRVLWH�DQDO\VLV�LV�DEOH�WR�GHWHFW�PRGHO�PLVVSHFLÀFDWLRQ��H�J���
wrong assignment of indicators to constructs, wrong number 
RI� FRQVWUXFWV�� DQG� SURYLGHV� DQ� RYHUDOO� H[DFW� PRGHO� ÀW� IRU� WKH�
PHDVXUH�VWUXFWXUH�DW�ÀUVW��DQG�VHFRQG�RUGHU�OHYHO�E\�FDOFXODWLQJ�
WKH�VWDQGDUGL]HG�URRW�PHDQ�VTXDUHG�UHVLGXDO��6505���XQZHLJKWHG�
least squares discrepancy (dULS), and geodesic discrepancy (dG). 
The SRMR provides a proxy for the discrepancy between the 
empirical correlation matrix and the model implied correlation 
PDWUL[��$�PRGHO�VKRZV�D�JRRG�PHDVXUHPHQW�ÀW�ZKHQ�WKH�6505�
is below the threshold of 0.080. dULS and dG values provide exact 
PHDVXUHV�RI�WKH�RYHUDOO�ÀW�RI�WKH�VDWXUDWHG�PRGHO��7KH�ORZHU�WKH�
dULS and dG�YDOXHV�DUH��WKH�EHWWHU�WKH�ÀW�EHWZHHQ�WKH�UHVHDUFK�PRGHO�
DQG�WKH�GDWD��%HQLWH]�HW�DO����������'LVFUHSDQF\�YDOXHV�EHORZ�WKH�
����TXDQWLOH�RI�WKH�ERRWVWUDS�GLVFUHSDQFLHV�LQGLFDWH�DFFHSWDEOH�ÀW�
EHWZHHQ� WKH�UHVHDUFK�PRGHO�DQG�WKH�GDWD� �+HQVHOHU�HW�DO���������
%HQLWH]�HW�DO����������7DEOH�����VKRZV�UHVXOWV�RI� WKH�FRQÀUPDWRU\�
FRPSRVLWH�DQDO\VLV��ZKLFK�ZLWK����RI�SUREDELOLW\�JLYHV�VXSSRUW�WR�
WKH�VWUXFWXUH�RI�FRPSRVLWHV�DW�ÀUVW��DQG�VHFRQG�RUGHU�OHYHOV�
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Table 4.3. Results of the confirmatory composite analysis

Discrepancy
First-order  
constructs

Second-order  
constructs

value HI99 Conclusion value HI99 Conclusion

SRMR 0.062 0.067 Supported 0.057 0.060 Supported
dULS 5.283 6.187 Supported 0.179 0.195 Supported
dG 2.289 3.873 Supported 0.046 0.071 Supported

4.5.2. Measurement model evaluation

(YHU\� FRQVWUXFW� LQ� RXU� PRGHO�� DW� ÀUVW�RUGHU� DQG� VHFRQG�RUGHU�
OHYHO��ZDV� VSHFLÀHG� DV� FRPSRVLWH�� )RU� FRPSRVLWH� FRQVWUXFWV�ZH�
should evaluate content validity, multi-collinearity, weights, 
ORDGLQJV��DQG� OHYHO�RI� VLJQLÀFDQFH� �&HQIHWHOOL�	�%DVVHOOLHU��������
%HQLWH]�HW�DO����������

First, we evaluated whether the items and dimensions of each 
construct contain the full domain of the construct (i.e., content 
validity). Content validity was ensured when wherever possible, 
XVLQJ�SUHYLRXVO\�YDOLGDWHG�VFDOHV��3DYORX�	�(O�6DZ\��������%HQLWH]�
et al., 2018a). This study also develops new scales for social media 
capability, which was pretested with seven IT/business executives 
DQG�ZLWK�IRXU�3K�'��VWXGHQWV��$V�UHSRUWHG�DERYH��ZH�DOVR�FKHFNHG�
WKH� PHDVXUH� YDOLGLW\� E\� SHUIRUPLQJ� D� FRQÀUPDWRU\� FRPSRVLWH�
analysis. Overall, content validity for the constructs employed in 
the study seemed guaranteed.

Then, we evaluated multi-collinearity, weights, loadings, and 
WKHLU� OHYHO�RI� VLJQLÀFDQFH��7R�DYRLG�PXOWL�FROOLQHDULW\�SUREOHPV��
WKH� LQGLFDWRU� DQG� GLPHQVLRQ� YDULDQFH� LQÁDWLRQ� IDFWRUV� �9,)V��
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VKRXOG� EH� EHORZ� ��� �7DQULYHUGL� 	� 8\VDO�� ������ %HQLWH]� HW� DO���
�������9,)V�YDOXHV�UDQJHG�IURP�������WR�������DW�ÀUVW�RUGHU�OHYHO��
and range from 1.424 to 2.320 at second-order level. Composite 
indicator and dimension should be retained when its weight is 
VLJQLÀFDQW��,Q�FDVH�WKH�ZHLJKW�LV�QRW�VLJQLÀFDQW��WKHQ�WKH�LQGLFDWRU�
RU�GLPHQVLRQ�LV�UHWDLQHG�LI�LWV�ORDGLQJ�LV�VLJQLÀFDQW��3HWWHU�HW�DO���
������&HQIHWHOOL�	�%DVVHOOLHU���������(YHU\�ÀUVW�RUGHU�DQG�VHFRQG�
RUGHU�ZHLJKWV�ZHUH�VLJQLÀFDQW�DW�S���������OHYHO��H[FHSW�IRU�RQH�
LQGLFDWRU�RI�VRFLDO�PHGLD�PLQGIXO�SODQQLQJ��ZHLJKW�VLJQLÀFDQW�DW�S�
�������OHYHO���DQG�EXVLQHVV�ÁH[LELOLW\�GLPHQVLRQ��ZHLJKW�VLJQLÀFDQW�
DW�S��������OHYHO���/RDGLQJV�ZHUH�DOVR�VLJQLÀFDQW�DW�S���������OHYHO��
except for the same indicator of social media mindful planning 
�ORDGLQJ�VLJQLÀFDQW�DW�S��������OHYHO���7DEOH���$���LQ�WKH�$SSHQGL[��
provides more details on the measurement model evaluation.

4.5.3. Structural model evaluation

4.5.3.1. Test of endogeneity and overall fit of the estimated 
model 

Endogeneity between two variables may be generated by the 
omission of variables on the research model and by the existence 
RI�IHHGEDFN�ORRSV��%HQLWH]�HW�DO�������D���6LQFH�LW�PD\�EH�GHEDWDEOH�
whether greater degree of development of dynamic capabilities is 
positively related to social media capability, we performed a test 
of endogeneity on the relationship between social media capability 
DQG�G\QDPLF�FDSDELOLWLHV��8VLQJ�WKH�RUJDQL]DWLRQ·V�H[SHULHQFH�XVLQJ�
social media as an instrumental variable of social media capability, 
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a Hausman test3 reveals that the relationship between social 
media capability and dynamic capabilities appears unaffected by 
endogeneity (r  = 0.093287, d.f. = 1, p = 0. 760). Similarly, because it 
PD\�EH�GLVFXVVHG�WKDW�RUJDQL]DWLRQV�ZLWK�EHWWHU�13'�SHUIRUPDQFH�
may have and invest more resources in developing their dynamic 
capabilities, we additionally performed a test of endogeneity on the 
UHODWLRQVKLS�EHWZHHQ�G\QDPLF�FDSDELOLWLHV�DQG�13'�SHUIRUPDQFH��
Using social co-creation as an instrumental variable of dynamic 
capabilities, a Hausman test reveals that the relationship between 
G\QDPLF� FDSDELOLWLHV� DQG� 13'� SHUIRUPDQFH� DSSHDUV� XQDIIHFWHG�
by endogeneity (r  = 0.074133, d.f. = 1, p = 0.785)4. These analyses 
indicate that omitted variables and reverse causality are not a 
SUREOHP�LQ�WKH�UHODWLRQVKLSV�RI�WKH�UHVHDUFK�PRGHO��%HQLWH]�HW�DO���
2018a).

2XU� QH[W� VWHS�ZDV� WR� FKHFN� IRU� WKH� RYHUDOO�PRGHO� ÀW� IRU� WKH�
structural model by examining the SRMR, dULS, and dG (Henseler 
HW�DO���������%HQLWH]�HW�DO����������7KH�6505�YDOXH�IRU�WKH�HVWLPDWHG�
model is 0.073, and dULS and dG�YDOXHV�DUH�EHORZ�WR�WKH�����TXDQWLOH�
of the bootstrap discrepancies, thus our research model should not 
be rejected based on the alpha level of 0.01. This result means that 
ZLWK�D�SUREDELOLW\�RI�����WKH�UHVHDUFK�PRGHO�VKRXOG�EH�DFFHSWHG�
DQG� FRQVLGHUHG� DV� UHDVRQDEOH� WKHRU\�RQ� VRFLDO�PHGLD� DQG�13'�
�+HQVHOHU� HW� DO��� ������ %HQLWH]� HW� DO��� ������� 7KH� UHVHDUFK�PRGHO�

3 The Hausman test is well-established test to check if two variables are affected by 
endogeneity. The Hausman test is a comparison between the estimates obtained from 
ordinary least squares versus two stages least squares (2SLS) if the model is identical. The 
2SLS estimation requires at least one instrumental variable to be included on the exogenous 
variable of the model (social media capability in the research model).

4 This test was performed on the second equation of the mediation model that includes a link 
EHWZHHQ�VRFLDO�PHGLD�FDSDELOLW\�DQG�13'�SHUIRUPDQFH��7KH�WHVW�ZDV�UHSHDWHG�H[FOXGLQJ�
WKH� OLQN� EHWZHHQ� VRFLDO�PHGLD� FDSDELOLW\� DQG�13'� SHUIRUPDQFH� DQG� VKRZHG� LGHQWLFDO�
results (r  = 0.0000058, d.f. = 1, p = 0.998).
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WKXV�VKRZV�D�JRRG�VWUXFWXUDO�PRGHO�ÀW��+HQVHOHU�	�'LMNVWUD���������
Table 4.4 presents the results of the base model and the base model 
with the direct effects (i.e., the mediation model), and Figure 4.2. 
shows the results of the structural analysis. After all the analyses, 
we can proceed with the test of hypotheses of the research model.

4.5.3.2. Test of hypotheses 

:H�H[DPLQHG�SDWK�FRHIÀFLHQWV�DQG�WKHLU�OHYHO�RI�VLJQLÀFDQFH��52, 
DQG�HIIHFW�VL]H��I2) values. We considered two models: (1) the base 
PRGHO��DQG�����WKH�PHGLDWLRQ�PRGHO�ZKHUH�ZH�DOVR�LQFOXGHG�WKH�
GLUHFW�HIIHFW�RI�VRFLDO�PHGLD�FDSDELOLW\�RQ�13'�SHUIRUPDQFH��:H�
found support for both hypotheses H1 and H2, indicating that social 
PHGLD� FDSDELOLW\� HQDEOHV� WKH�GHYHORSPHQW�RI� WKH�RUJDQL]DWLRQ·V�
dynamic capabilities (H1) (ß = 0.393, pone-tailed < 0.001), which in 
WXUQ�LPSURYHV�13'�SHUIRUPDQFH��+������ ��������Sone-tailed < 0.001). 
5HJDUGLQJ�WKH�FRQWURO�YDULDEOHV��WKHUH�ZHUH�QR�VLJQLÀFDQW�HIIHFW�RQ�
DQ\�RI�WKH�FRQWURO�YDULDEOHV�RQ�13'�SHUIRUPDQFH��52 values are 
������ IRU� G\QDPLF� FDSDELOLWLHV� DQG� ������ IRU�13'�SHUIRUPDQFH��
Adjusted R2 values are 0.149 for dynamic capabilities and 0.234 for 
13'�SHUIRUPDQFH��3DYORX�DQG�(O�6DZ\�KDYH�H[SODLQHG�52 values 
RI�������IRU�G\QDPLF�FDSDELOLWLHV�DQG�������IRU�13'�SHUIRUPDQFH��
but adjusted R2 values were not reported. In our study we are using 
a different dynamic capabilities portfolio and we are considering 
a revolutionary dependent variable (i.e., social media capability). 
&RQVLGHULQJ�WKH�QRYHOW\�RI�RXU�ÀUVW�GHSHQGHQW�YDULDEOH��L�H���VRFLDO�
media capability) and the difference in the dynamic capabilities 
portfolio, we can assume that our theory explains a good value 
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RI� G\QDPLF� FDSDELOLWLHV� DQG� 13'� SHUIRUPDQFH�� 7KH� HIIHFW� VL]H�
DQDO\VLV�VKRZV�WKH�UHODWLYH�VL]H�RI�LQFOXGLQJ�HDFK�UHODWLRQVKLS�WR�
the model. f2�YDOXHV�RI� WKH�K\SRWKHVL]HG� UHODWLRQVKLSV�DUH�������
and 0.173 respectively to H1 and H2, indicating medium-large 
HIIHFW�VL]H��+HQVHOHU�	�)DVVRWW��������%HQLWH]�HW�DO����������

Table 4.4. Structural model evaluation

%HWD�FRHIÀFLHQW Base model Mediation Model

Social media capability A 
Dynamic capabilities (H1)

0.388***

(5.667)
[0.261, 0.530]

0.393***

(5.696)
[0.264, 0.532]

Dynamic capabilities A� 13'�
performance (H2)

0.387***

(5.964)
[0.252, 0.503]

0.406***

(6.124)
[0. 269, 0.529]

Social media capability A� 13'�
performance

-0.068
(0.821)

[-0.226, 0.090]
Control variables

2UJDQL]DWLRQ� VL]H� A� 13'�
performance (control variable)

0.034
(0.525)

[-0.096, 0.161]

0.046
(0.673)

[-0.089, 0.177]

Industry A� 13'� SHUIRUPDQFH�
(control variable)

0.281
(0.899)

[-0.444, 0.433]

0.288
(0.908)

[-0.448, 0.440]

2UJDQL]DWLRQ� DJH� A� 13'�
performance (control variable)

-0.009
(0.142)

[-0.127, 0.114]

-0.010
(0.167)

[-0.129, 0.113]

IT investment A� 13'�
performance (control variable)

-0.023
(0.233)

[-0.223, 0.174]

-0.010
(0.104)

[-0.206, 0.183]

Innovation investment A� 13'�
performance (control variable)

0.025
(0.252)

[-0.161, 0.218]

0.027
(0.274)

[-0.162, 0.221]

R2 Adjusted 
R2 R2 Adjusted 

R2

Dynamic capabilities 0.151 0.145 0.154 0.149
13'�SHUIRUPDQFH 0.267 0.236 0.270 0.234

SRMR value 0.073 0.073
SRMR HI99 0.073 0.074
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dULS value 1.021 1.000
dULS HI99 1.020 1.027
dG value 0.210 0.208
dG HI99 0.252 0.252

f2

Social media capability A 
Dynamic capabilities (H1) 0.177 0.182

Dynamic capabilities A� 13'�
performance (H2) 0.170 0.173

1RWH��W�YDOXHV�LQ�SDUHQWKHVHV��%RRWVWUDSSLQJ�������FRQILGHQFH�LQWHUYDO�ELDV�FRUUHFWHG�
in square bracket (based on n = 5000 subsamples). †p < 0.10, *p < 0.05, ** < 0.01, ***p 
��������>EDVHG�RQ�W��������RQH�WDLOHG�WHVW@��W������������ ��������W������������� ��������
t(0.001, 4999) = 3.092

4.5.3.3. Halo effects analysis

13'� SHUIRUPDQFH� SHUFHSWLRQ� FDQ� EH� LQÁXHQFHG� E\� SULRU�
performance. We performed a halo effects analysis to check 
WKH� SRWHQWLDO� LQÁXHQFH� RI� SULRU� SHUIRUPDQFH� RQ� FXUUHQW� 13'�
performance (Santhanam & Hartono, 2003). By doing so we 
FRQWUROOHG�WKH�FRQVWUXFW�13'�SHUIRUPDQFH�ZLWK�SULRU�SHUIRUPDQFH�
built as a composite of RSE for 2013, RSE for 2014, and RSE for 
2015. Results are similar to the results of our baseline model. There 
are no halo effect concerns in our analysis.

4.5.3.4. Mediation analysis 

,Q�RUGHU�WR�DQDO\]H�WKH�PHGLDWRU�UROH�RI�G\QDPLF�FDSDELOLWLHV� LQ�
WKH� LPSDFW�RI� VRFLDO�PHGLD� FDSDELOLW\�RQ�13'�SHUIRUPDQFH��ZH�
evaluated the indirect effects involved in the research model. We 
DGGHG�D� OLQN� IURP�VRFLDO�PHGLD� FDSDELOLW\� WR�13'�SHUIRUPDQFH�
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(in the model that we have called “the mediation model”). The 
LQGLUHFW�HIIHFW�ZDV�VLJQLÀFDQW� ��� ��������Sone-tailed < 0.001), while 
the direct effect was not. These results indicate that dynamic 
capabilities indirect-only mediate the relationship between social 
PHGLD�FDSDELOLW\�DQG�13'�SHUIRUPDQFH��=KDR�HW�DO����������7DEOH�
4.5 provides details of the mediation analysis.

Figure 4.2. Results of the test of hypotheses 

(†p < 0.10, *p < 0.05, **p < 0.01, ***p < 0.001)

Note: Rectangular shapes refer to control variables

Table 4.5. Mediation analysis

Direct effect Indirect effect Total effect

Social media capabil-
ity A� 13'� SHUIRU-
mance

-0.068
(0.821)

[-0.226, 0.090]

0.159***

(4.024)
[0.091, 0.244]

0.092
(1.112)

[-0.073, 0.256]
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4.5.4. Common method variance

Although formative/composite measures are not compatible with 
common method variance (CMV) (Ronkko & Ylitalo, 2011), we 
have attempted to prevent CMV during the research design phase. 
&RQÀGHQWLDOLW\�DQG�DQRQ\PLW\�ZHUH�JXDUDQWHHG�DW�WKH�EHJLQQLQJ�
of the survey. In addition, to reduce cause and effect, variables 
ZHUH�QRW�JLYHQ�LQ�WKH�K\SRWKHVL]HG�RUGHU��UHVSRQGHQWV�FRXOGQ·W�
go back to prior questions, and there were no tags to questions.

We also examined potential common method variance in 
three ways. First, the correlation matrix does not suggest high 
FRUUHODWLRQV� EHWZHHQ� YDULDEOHV� �U� !� ������ �%DJR]]L� HW� DO��� ������
3DYORX�	�(O�6DZ\���������7KH�KLJKHVW�FRUUHODWLRQ�DPRQJ�SULQFLSDO�
construct is r = 0.865, though it pertains to the correlation between 
social media capability and one of its dimensions. Second, drawn 
IURP� .RFN� DQG� /\QQ� �������� 9,)� YDOXHV� ODUJHU� WKDQ� ���� PD\�
alert about potential CMV. We tested a full collinearity test and 
concluded that the maximum VIF value in our model is 1.894 
(Table 4.6). This result suggests that our model can be considered 
IUHH�RI�&09��.RFN�	�/\QQ��������

Table 4.6. Full collinearity vIFs

vIF values
Social 
media 

capability
Dynamic 

capabilities
13'�

performance
2UJDQL]DWLRQ�

VL]H Industry 2UJDQL]DWLRQ�
age

IT 
investment

Innovation 
investment

1.318 1.519 1.359 1.123 1.220 1.014 1.894 1.857
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Third, we examined CMV by correlating our survey measure 
RI� 13'� SHUIRUPDQFH� ZLWK� D� VHFRQGDU\� PHDVXUH� RI� 13'�
performance. We followed Joshi et al.’s (2010) procedure to 
PHDVXUH�13'�SHUIRUPDQFH�DV�FRPPHUFLDOL]HG�LQQRYDWLRQ��-RVKL�
HW�DO�FRQVLGHUHG�FRPPHUFLDOL]HG�LQQRYDWLRQ�DV�EULQJLQJ�QHZ�LGHDV�
to the market through new product or service introductions. We 
draw from Joshi et al. and made a content analysis of news about 
QHZ�SURGXFW� DQG� VHUYLFH� LQWURGXFWLRQV� IRU� WKH� RUJDQL]DWLRQV� RI�
the sample in the period 2016-2017. First, we searched news in 
Spanish journals in the period 2016-2017 making use of “Mynews” 
database. “Mynews” is a private database created by My News, a 
Spanish company dedicated to tracking information from more 
WKDQ� ���� QDWLRQDO� DQG� LQWHUQDWLRQDO� MRXUQDOV�� 7R� ÀOWHU� WKH� QHZV�
we searched by the name of the company and the keywords of: 
introduce, unveil, and launch. Then, we carefully read the news 
and coded the news that clearly show new product and service 
LQWURGXFWLRQV� E\� WKH� RUJDQL]DWLRQ��:H�PHDVXUH� FRPPHUFLDOL]HG�
innovation as the natural logarithm of the aggregated number of 
new products and services introduced in the period 2016-2017. 
:H�FRUUHODWHG�13'�SHUIRUPDQFH�PHDVXUHG�ZLWK�VXUYH\�GDWD��DQG�
FRPPHUFLDOL]HG� LQQRYDWLRQ�PHDVXUHG�ZLWK�VHFRQGDU\�GDWD��DQG�
the correlation was 0.179**, which gives additional credibility to 
RXU�13'�SHUIRUPDQFH�SHUFHSWLRQDO�PHDVXUH��
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4.6. Discussion and implications

4.6.1. Summary of key findings

2UJDQL]DWLRQDO� VXUYLYDO� GHSHQGV� RQ� WKH� RUJDQL]DWLRQ·V� DELOLW\�
WR�FRQWLQXDOO\�LQQRYDWH��EHLQJ�13'�RQH�RI�WKH�FULWLFDO�SDWKZD\V�
RUJDQL]DWLRQV�KDYH� WR� LQQRYDWH�DQG�FRPSHWH��$V�HQWHUSULVH�DQG�
external social media have emerged as a new and idiosyncratic 
W\SH� RI� ,7� WKDW� RUJDQL]DWLRQV� FDQ� XVH� WR� LQWHUDFW� DQG� FR�FUHDWH�
knowledge with employees and customers, this study examines 
WKH� UROH� RI� VRFLDO� PHGLD� FDSDELOLW\� LQ� 13'� SHUIRUPDQFH�� 7KLV�
VWXG\� LQWURGXFHV�� DQG� FRQFHSWXDOL]HV� VRFLDO�PHGLD� FDSDELOLW\� DV�
WKH�RUJDQL]DWLRQ·V�DELOLW\� LQ� OHYHUDJLQJ� LQWHUQDO�DQG�RU�H[WHUQDO�
social media platforms to execute business activities, and measure 
it as a component of three key ingredients/dimensions: social 
media mindful planning, social media management, and social 
PHGLD�H[SORLWDWLRQ��:H�ÀQG�WKDW�VRFLDO�PHGLD�FDSDELOLW\�LPSURYHV�
13'�SHUIRUPDQFH�E\�KHOSLQJ�RUJDQL]DWLRQV�WR�GHYHORS�D�SRUWIROLR�
of dynamic capabilities composed by market orientation, 
coordination capability, absorptive capacity, collective mind, and 
EXVLQHVV�ÁH[LELOLW\�

:H�ÀQG�D�SRVLWLYH�UHODWLRQVKLS�EHWZHHQ�VRFLDO�PHGLD�FDSDELOLW\�
DQG� G\QDPLF� FDSDELOLWLHV� �+���� 3URÀFLHQF\� LQ� GHVLJQLQJ� WKH�
social media strategy, managing social media content, and 
exploiting social media data enables dynamic capabilities 
development. Ability in using social media allows: (1) rapidly 
connection and interaction with customers, which facilitates a 
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EHWWHU� XQGHUVWDQGLQJ� RI� WKH� PDUNHW� �L�H��� PDUNHW� RULHQWDWLRQ���
���� IDVWHU� ÁRZ� RI� LQIRUPDWLRQ� DQG� H[FKDQJH� RI� LQIRUPDWLRQ�
DPRQJ�HPSOR\HHV��ZKLFK� HQDEOHV� V\QFKURQL]DWLRQ�RI� WDVNV� �L�H���
FRRUGLQDWLRQ� FDSDELOLW\��� ���� RSLQLRQV� DQG�QHZ�NQRZOHGJH�ZLWK�
employees and customers, which facilitates learning of new 
WKLQJV� �L�H��� DEVRUSWLYH� FDSDFLW\��� ���� WKH� UHODWLRQDO� SKHQRPHQD��
ZKLFK�IDFLOLWDWHV�NQRZOHGJH�LQWHJUDWLRQ��L�H���FROOHFWLYH�PLQG�������
and timelier real-time information, which helps in the operational, 
VWUXFWXUDO��DQG�VWUDWHJLF� WUDQVIRUPDWLRQ�RI� WKH�RUJDQL]DWLRQ� �L�H���
EXVLQHVV�ÁH[LELOLW\���

:H� DOVR� ÀQG� D� SRVLWLYH� UHODWLRQVKLS� EHWZHHQ� G\QDPLF�
FDSDELOLWLHV�DQG�13'�SHUIRUPDQFH��+����7KH�RUJDQL]DWLRQ·V�DELOLW\�
to manage and integrate knowledge through dynamic capabilities 
LPSURYHV�13'�SHUIRUPDQFH�DV�IROORZV������PDUNHW�XQGHUVWDQGLQJ�
KHOSV� WR� ÀW� FXVWRPHU·V� H[SHFWDWLRQV�ZLWK� VXLWDEOH� SURGXFWV�� ����
V\QFKURQL]DWLRQ�RI�WDVNV�KHOSV�WR�VDYH�WLPH�LQ�WKH�13'�SURFHVV��
(3) knowledge acquisition, assimilation, transformation, and 
exploitation help to convert employee and customer knowledge 
LQ� VSHFLÀF� QHZ� SURGXFW�� ���� FROOHFWLYH� NQRZOHGJH� UHGXFHV�
FRPPXQLFDWLRQ� HUURUV�� HQVXULQJ� WLPHO\�SURGXFW� ODXQFK�� DQG� ����
faster operational, structural, and strategy transformation help 
to timely bring products to the market. In summary, leveraging 
enterprise and external social media (i.e., social media capability) 
LQGLUHFWO\� LQÁXHQFHV�13'�SHUIRUPDQFH�E\�GHYHORSLQJ�G\QDPLF�
FDSDELOLWLHV�� 6RFLDO� PHGLD� FDSDELOLW\� HQDEOHV� WKH� RUJDQL]DWLRQ�
to co-create knowledge with employees and customers to 
develop dynamic capabilities. Dynamic capabilities transform 
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WKLV�NQRZOHGJH�LQWR�DFWXDO�SURGXFW�LQQRYDWLRQ�WR�LPSURYH�13'�
performance.

4.6.2. Contributions to IS research

Empirical research examining the economic consequences of 
social media is scarce. One stream of research on social media and 
innovation has largely been limited to conceptual or case studies 
�-DUYHQSDD� 	� 7XXQDLQHQ�� ������ /HRQDUGL�� ������� 3DYORX� DQG� (O�
Sawy (2006) empirically explained the effect of IT leveraging 
FRPSHWHQFH� RQ� 13'� SHUIRUPDQFH� WKURXJK� WKH� PHGLDWLQJ� UROH�
of dynamic capabilities. We based on this study and extend 
its work by empirically examining the effect of social media 
FDSDELOLW\� �DQ� ,7� FDSDELOLW\�� RQ� 13'� SHUIRUPDQFH� WDNLQJ� LQWR�
account the mediating effects of a set of dynamic capabilities (i.e., 
market orientation, coordination capability, absorptive capacity, 
FROOHFWLYH�PLQG��DQG�EXVLQHVV�ÁH[LELOLW\���7KLV�VWXG\�FRQWULEXWHV�
to the IS literature in two ways. First, this paper theoretically and 
HPSLULFDOO\�FRQWH[WXDOL]HV�WKH�VRFLDO�PHGLD�FDSDELOLW\�FRQVWUXFW�DV�
a new IT capability. We rely on prior theoretical and case studies 
from social media and IS literature, and draw from Culnan et al. 
(2010) to build the novel concept of social media capability as a 
composite of three dimensions: social media mindful planning, 
social media management, and social media exploitation. We 
WKHRUL]H� VRFLDO� PHGLD� FDSDELOLW\� DV� WKH� ÀUP·V� SURÀFLHQF\� LQ�
leveraging internal and/or external social media platforms to 
execute business activities. 
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Second, this study makes a contribution by showing the effect 
of social media on business value. Social media is becoming 
UHOHYDQW� LQ� WKH� HQWLUH� RUJDQL]DWLRQ� �L�H��� EH\RQG� PDUNHWLQJ�
purposes), and we contribute to the literature by explaining 
the economic consequences of leveraging social media. We rely 
RQ� WKH� ,7�HQDEOHG� RUJDQL]DWLRQDO� FDSDELOLWLHV� SHUVSHFWLYH� WR�
empirically demonstrate the joint effect of social media capability 
DQG�G\QDPLF�FDSDELOLWLHV�RQ�13'�SHUIRUPDQFH��:H�FRQWULEXWH�WR�
the social media business literature by explaining how to leverage 
VRFLDO�PHGLD�WR�HQKDQFH�13'�SHUIRUPDQFH�E\�RSHUDWLRQDOL]LQJ�D�
set of dynamic capabilities. In sum, this study theoretically and 
HPSLULFDOO\�FRQFHSWXDOL]HV�WKH�VRFLDO�PHGLD�FDSDELOLW\�FRQVWUXFW��
and contributes to the IT business value literature by demonstrating 
WKH�LQGLUHFW�HIIHFW�RI�VRFLDO�PHGLD�FDSDELOLW\�RQ�13'�SHUIRUPDQFH�

4.6.3. Limitations and future research lines

As business value of IT research has been traditionally focused in 
8�6�� DQG�8�.��RUJDQL]DWLRQV� �%HQLWH]�HW� DO��� ����D��� DQG�EHFDXVH�
Spain is a critical market of the European Union with a high 
YROXPH�RI�VRFLDO�PHGLD�LQLWLDWLYHV�DQG�13'�SURMHFWV��WKLV�UHVHDUFK�
ZDV�FRQWH[WXDOL]HG�LQ�ODUJH�RUJDQL]DWLRQV�LQ�6SDLQ��,Q�WKLV�VHQVH��
WKH�UHVXOWV�VKRXOG�EH�JHQHUDOL]HG�WR�ODUJH�RUJDQL]DWLRQV�LQ�6SDLQ��
Future research should explore whether the support to our 
theory keeps in other markets of the European Union or Asia and 
ZKHWKHU� WKLV� WKHRU\� LV� VXSSRUWHG� LQ� VPDOO� ÀUPV�� $GGLWLRQDOO\��
future IS research would like to explore what kind of social media 
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platforms (i.e., internal or external) or social media features are 
PRUH�LQÁXHQWLDO�LQ�13'�SHUIRUPDQFH�

4.6.4. Implications for managers

Some useful lessons for managers are derived from this study. 
)LUVW�� ÀQGLQJV� VXJJHVW� WKDW� PDQDJHUV� VKRXOG� JR� EH\RQG� WKH�
marketing effect of social media, and focus on developing a 
social media capability. Social media enable information and 
QHZ�NQRZOHGJH�FUHDWLRQ��KHQFH��EHLQJ�FULWLFDO�IRU�LQWHUQDO�ÀUPV·�
processes like innovation. Second, a social media capability should 
be developed (simply launching social media platforms is not 
enough). In addition, social media capability existence does not 
JXDUDQWHH�13'�VXFFHVV��2XU�VWXG\�GHPRQVWUDWHV�WKDW�D�SURSRVHG�
set of dynamic capabilities (market orientation, coordination 
capability, absorptive capacity, collective mind, and business 
ÁH[LELOLW\�� LV� QHHGHG� WR�PDQDJH� DQG� LQWHJUDWH� LQIRUPDWLRQ� DQG�
knowledge obtained by social media. Managers should then pay 
attention on how to leverage social media to properly manage 
LQWHUQDO� FDSDELOLWLHV� RI� WKH�ÀUP�� ,Q� WKLV� VHQVH��PDQDJHUV� VKRXOG�
carefully design and plan the social media strategy, properly 
manage content created on the social media platform, and exploit 
VRFLDO�PHGLD�GDWD�WR�DFKLHYH�ÀUP·V�JRDOV�
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4.7. Conclusion

,Q�FRQFOXVLRQ��WKLV�UHVHDUFK�FRQFHSWXDOL]HV�VRFLDO�PHGLD�FDSDELOLW\�
DV� WKH� ÀUP·V� SURÀFLHQF\� LQ� OHYHUDJLQJ� LQWHUQDO� DQG� H[WHUQDO�
VRFLDO�PHGLD� WR�VXSSRUW�13'�DFWLYLWLHV��DQG� LW�H[DPLQHV� LWV� UROH�
LQ�13'�SHUIRUPDQFH��8VLQJ�D�ÀQH�JUDLQHG�VXUYH\�DQG�VHFRQGDU\�
GDWDVHW� IURP� D� VDPSOH� RI� ���� ODUJH� RUJDQL]DWLRQV� LQ� 6SDLQ�� WKLV�
study presents two mechanisms and pathways through which 
VRFLDO�PHGLD�FDSDELOLW\�DIIHFWV�13'�SHUIRUPDQFH������VRFLDO�PHGLD�
enables the knowledge co-creation with employees and customers 
WR� GHYHORS� G\QDPLF� FDSDELOLWLHV�� DQG� ���� VRFLDO� PHGLD�HQDEOHG�
dynamic capabilities provides the knowledge-to-innovation 
WUDQVIRUPDWLRQ� WR� LPSURYH� 13'� SHUIRUPDQFH�� DQG� FUHDWHV�
business value from technology.
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5. CONCLUSIONES E IMPLICACIONES

Introducción

Teniendo en cuenta el objetivo general del estudio, en el presente 
capítulo se pretende dar respuesta a las preguntas de investigación 
planteadas: 

%� ¿Cómo aprenden las empresas a desarrollar una capacidad 
de medios sociales? ¿Cuáles son los antecedentes de la 
capacidad de medios sociales?

%� ¢,QÁX\H� OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�HQ�HO�GHVHPSHxR�
innovador? ¿De qué forma?

%� ¢,QÁX\H� OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�HQ�HO�GHVHPSHxR�
de servicio al cliente ¿De qué forma?

%� ¿Existe complementariedad entre los medios sociales y los 
recursos digitales tradicionales para mejorar el desempeño 
empresarial? 



278

Essays on social media and business transformation

%� ¿De qué forma se gestiona la información obtenida a través 
de los medios sociales para conseguir un desempeño 
innovador?

En la resolución de dichas cuestiones se aborda la discusión 
de resultados, las contribuciones académicas, las implicaciones 
directivas, así como las limitaciones y sugerencias para futuras 
LQYHVWLJDFLRQHV�� (O� FDStWXOR� ÀQDOL]D� FRQ� XQ� UHVXPHQ� GH� ODV�
FRQVLGHUDFLRQHV�ÀQDOHV�GH�HVWD�LQYHVWLJDFLyQ�

5.1. Conclusiones

La presente investigación doctoral explica en primer lugar cómo 
y por qué las pequeñas empresas aprenden a desarrollar una 
capacidad de medios sociales. El análisis empírico demuestra 
que la presión social competitiva, la capacidad de infraestructura 
WHFQROyJLFD��GRV�FDSDFLGDGHV�RUJDQL]DWLYDV��JHVWLyQ�GH�PDUNHWLQJ�\�
gestión de la innovación), y el tamaño empresarial son mecanismos 
clave a través de los cuales las empresas aprenden a desarrollar 
una capacidad de medios sociales. En primer lugar, las empresas 
HPSLH]DQ�D�GHVDUUROODU�XQD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�FXDQGR�
perciben que sus competidores adoptan medios sociales y obtienen 
EHQHÀFLRV�GH�HOOR��(Q�VHJXQGR�OXJDU��OD�LQIUDHVWUXFWXUD�WHFQROyJLFD�
de la empresa (ej. ordenadores, bases de datos) sirve de base para 
la adopción y desarrollo de la capacidad de medios sociales. 
En tercer lugar, aquellas empresas más orientadas al mercado 
suelen complementar actividades de marketing tradicionales 
con actividades sociales de marketing (usando medios sociales), 
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lo cual ayuda a desarrollar una capacidad de medios sociales de 
forma temprana. De forma similar, las empresas más innovadoras 
suelen ser pioneras en el uso de nuevas tecnologías, por lo que 
desarrollan mejor y más rápido una capacidad de medios sociales. 
3RU� ~OWLPR�� HO� WDPDxR� HPSUHVDULDO� HVWi� UHODFLRQDGR� GH� IRUPD�
negativa con el desarrollo de la capacidad de medios sociales. 
Además, el análisis empírico demuestra que este argumento es 
especialmente válido en empresas de fabricación. 

(Q�VHJXQGR�OXJDU��VH�SRQH�GH�PDQLÀHVWR�OD�FRPSOHPHQWDULHGDG�
de la capacidad de medios sociales con la capacidad de recursos 
digitales tradicionales (comercio electrónico) para obtener un 
desempeño innovador y de servicio al cliente. La interacción 
entre ambas plataformas (medios sociales y comercio electrónico) 
es a lo que la literatura de Sistemas de Información llama social 
commerce (comercio social). El desarrollo de estas capacidades 
de comercio social (capacidad de medios sociales y capacidad 
de comercio electrónico) y la interacción entre ambas permite 
una mayor participación de los usuarios (clientes) de forma que 
VH� FRQVLJXH� PHMRUDU� HO� GHVHPSHxR� RUJDQL]DWLYR�� /DV� HPSUHVDV�
que desarrollan una capacidad de medios sociales y de comercio 
electrónico de forma conjunta crean un sentido de identidad con la 
marca, compromiso y lealtad, motivando al cliente a participar, dar 
opiniones, e intercambiar ideas a través de diversas plataformas 
(Chen y Shen, 2015). Esta conexión e interacción con/entre los 
clientes permite a las empresas innovar en producto/servicio y 
mejorar su servicio al cliente. 
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3RU� ~OWLPR�� HVWD� LQYHVWLJDFLyQ� GRFWRUDO� GHPXHVWUD� TXH� OD�
capacidad de medios sociales mejora el desempeño innovador 
mediante el desarrollo de un conjunto de capacidades 
RUJDQL]DWLYDV��RULHQWDFLyQ�DO�PHUFDGR��FRRUGLQDFLyQ��FDSDFLGDG�GH�
DEVRUFLyQ��PHQWH�FROHFWLYD��\�ÁH[LELOLGDG�GH�QHJRFLR��/D�FDSDFLGDG�
de diseñar una estrategia de medios sociales, y de gestionar y 
explotar su contenido permite en un primer momento desarrollar 
XQD� VHULH� GH� FDSDFLGDGHV� RUJDQL]DWLYDV� SDUD� SRVWHULRUPHQWH�
mejorar el desempeño innovador. En primer lugar la capacidad 
de medios sociales permite: (1) una rápida conexión e interacción 
con los clientes, lo que facilita un mejor entendimiento de las 
QHFHVLGDGHV�GHO�PHUFDGR��RULHQWDFLyQ�DO�PHUFDGR�������XQ�UiSLGR�
intercambio de información entre empleados, lo que facilita 
OD� VLQFURQL]DFLyQ� GH� WDUHDV� �FRRUGLQDFLyQ��� ���� LQWHUFDPELR� GH�
opiniones y nuevo conocimiento entre empleados y clientes, lo 
TXH�PHMRUD� HO� DSUHQGL]DMH� �FDSDFLGDG� GH� DEVRUFLyQ��� ����PHMRUD�
UHODFLRQDO�H�LQWHJUDFLyQ�GH�OD�FRPXQLFDFLyQ��PHQWH�FROHFWLYD�������
información en tiempo real, lo que ayuda en la transformación 
RSHUDWLYD��HVWUXFWXUDO�\�HVWUDWpJLFD�GH�OD�RUJDQL]DFLyQ��ÁH[LELOLGDG�
GH� QHJRFLR��� (Q� VHJXQGR� OXJDU�� ODV� FDSDFLGDGHV� RUJDQL]DWLYDV�
integran y transforman la información de los medios sociales 
en innovación mejorando así el desempeño innovador. La 
orientación al mercado ayuda a las empresas a ajustar sus 
SURGXFWRV�D�ODV�H[SHFWDWLYDV�GH�ORV�FOLHQWHV��/D�VLQFURQL]DFLyQ�GH�
tareas (coordinación) ahorra tiempo en el proceso de desarrollo 
de nuevos productos. La adquisición, asimilación, transformación 
y explotación de conocimiento (capacidad de absorción) 
convierten la información dada por empleados y clientes en 
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SURGXFWRV� HVSHFtÀFRV�� (O� FRQRFLPLHQWR� FROHFWLYR� UHGXFH� HUURUHV�
GH� FRPXQLFDFLyQ�� DVHJXUDQGR� HO� RSRUWXQR� ODQ]DPLHQWR� GHO�
SURGXFWR��/D�ÁH[LELOLGDG�GH� OD� HPSUHVD� DVHJXUD� HO� ODQ]DPLHQWR�
GHO�QXHYR�SURGXFWR�DO�PHUFDGR�HQ�WLHPSR��3RU�WDQWR��OD�KDELOLGDG�
de las empresas para usar y explotar los medios sociales para 
HMHFXWDU�DFWLYLGDGHV�GH�QHJRFLR� LQÁX\H�GH� IRUPD� LQGLUHFWD�HQ�HO�
desempeño innovador a través del desarrollo de una serie de 
FDSDFLGDGHV�RUJDQL]DWLYDV�

5.2. Implicaciones del trabajo de investigación para 
el ámbito académico

/D� SUHVHQWH� LQYHVWLJDFLyQ� GRFWRUDO� TXHGD� FRQWH[WXDOL]DGD� HQ� HO�
campo de Sistemas de Información y concretamente encuadrada 
dentro de la línea de valor de negocio de tecnologías de la 
información (TI). Los estudios más destacados en este campo 
GHÀHQGHQ�XQD�UHODFLyQ�SRVLWLYD�H�LQGLUHFWD�HQWUH�ORV�UHFXUVRV�GH�
7,�\�HO�GHVHPSHxR�RUJDQL]DWLYR��3DYORX�\�(O�6DZ\��������'HYDUDM�
et al., 2007), así como la complementariedad entre recursos de TI 
y de negocio (Ennen y Richter, 2010). Esta investigación doctoral 
HV�FRQVLVWHQWH�FRQ�OD�SHUVSHFWLYD�GH�ODV�FDSDFLGDGHV�RUJDQL]DWLYDV�
IDFLOLWDGDV� SRU� OD� 7,� �%HQLWH]� \�:DOF]XFK�� ������ \� FRQ� OD� WHRUtD�
de la complementariedad de recursos y capacidades (Ennen y 
Richter, 2010). Las capacidades de TI no consiguen directamente 
XQ� GHVHPSHxR� RUJDQL]DWLYR� VXSHULRU�� VLQR� TXH� QHFHVLWDQ� GH� OD�
D\XGD�GH�RWUDV�FDSDFLGDGHV�SURFHVRV�RUJDQL]DWLYRV�LQWHUPHGLRV�
R�FRPSOHPHQWDULRV��%HQLWH]�HW�DO�������D��
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Esta investigación contribuye a la literatura de Sistemas de 
,QIRUPDFLyQ�DQDOL]DQGR�HO�YDORU�GH�QHJRFLR�GH�PHGLRV�VRFLDOHV��
es decir, el impacto de la capacidad de medios sociales en el 
GHVHPSHxR� RUJDQL]DWLYR� �'RQJ� \�:X�� �������'H� HVWD� IRUPD�� VH�
hace uso de la literatura previa de Sistemas de Información para 
FRQWH[WXDOL]DU� OD�JHQHUDFLyQ�GH�YDORU�GH� ODV�HPSUHVDV� IDFLOLWDGD�
por la capacidad de medios sociales. 

En esta investigación doctoral se explica teóricamente y 
se demuestra empíricamente cómo las empresas desarrollan 
una capacidad de medios sociales y si dicha capacidad puede 
ayudarles a generar valor. En los siguientes apartados se concreta 
GH�IRUPD�PiV�HVSHFtÀFD�ODV�FRQWULEXFLRQHV�WHyULFDV�\�HPStULFDV�GH�
la presente investigación.

5.2.1. Contribución teórica

9DULDV�VRQ�ODV�FRQWULEXFLRQHV�WHyULFDV�TXH�VH�SRQHQ�GH�PDQLÀHVWR�D�
lo largo de los capítulos de esta investigación doctoral. En primer 
lugar, se concreta de forma teórica el concepto de capacidad de 
PHGLRV�VRFLDOHV�FRPR�XQD�QXHYD�FDSDFLGDG�GH�7,��6H�FRQFHSWXDOL]D�
el término capacidad de medios sociales como la habilidad para 
usar y explotar los medios sociales para ejecutar actividades de 
negocio. Se diferencia entre medios sociales externos (plataformas 
S~EOLFDV� FRPR� )DFHERRN�� 7ZLWWHU�� R� EORJV� SDUD� LQWHUFDPELDU�
información con usuarios externos) y medios sociales internos 
(plataformas sociales creadas por las empresas y restringidas al 
uso de empleados). El constructo capacidad de medios sociales 
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queda compuesto por tres dimensiones básicas: social media mindful 
planning��SODQLÀFDFLyQ�FRQVFLHQWH�GH�PHGLRV�VRFLDOHV���social media 
management (gestión de medios sociales), y social media exploitation 
�H[SORWDFLyQ�GH�PHGLRV� VRFLDOHV���/D�SODQLÀFDFLyQ�FRQVFLHQWH�GH�
PHGLRV�VRFLDOHV�VH�UHÀHUH�D� OD�KDELOLGDG�GH�GLVHxDU� OD�HVWUDWHJLD�
de medios sociales (selección de la plataforma social a adoptar y 
objetivos empresariales de dicha plataforma). La gestión de medios 
VRFLDOHV�VH�UHÀHUH�D�OD�KDELOLGDG�GH�JHVWLRQDU�HO�FRQWHQLGR�FUHDGR�
y aportado en las plataformas sociales (información relevante, en 
WLHPSR�\�FRQWHQLGR���/D�H[SORWDFLyQ�GH�PHGLRV�VRFLDOHV�VH�UHÀHUH�
a la habilidad de explotar los datos obtenidos en las plataformas 
VRFLDOHV� SDUD� DOFDQ]DU� ORV� REMHWLYRV� HPSUHVDULDOHV� �HM��� WRPD� GH�
GHFLVLRQHV���3RU�WDQWR��OD�SULPHUD�GH�ODV�FRQWULEXFLRQHV�VH�FHQWUD�
en delimitar de forma teórica el concepto y dimensiones de la 
capacidad de medios sociales. 

En segundo lugar, la literatura sobre antecedentes del uso 
de medios sociales en las empresas es muy limitada. En esta 
investigación se argumenta de forma teórica la importancia 
de un conjunto de mecanismos internos y externos a través de 
los que las empresas aprenden a desarrollar una capacidad de 
medios sociales. Se amplía y desarrolla la teoría institucional en 
el campo de Sistemas de Información, considerando la presión 
social competitiva como una forma de persuadir a las empresas a 
adoptar y desarrollar una capacidad de medios sociales. Se vincula 
HO�PDUFR�GHO� DSUHQGL]DMH�RUJDQL]DWLYR�DO� FDPSR�GH�6LVWHPDV�GH�
Información, explorando cómo las empresas aprenden a desarrollar 
una capacidad de medios sociales a través de la capacidad de 
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LQIUDHVWUXFWXUD� WHFQROyJLFD� \� GRV� FDSDFLGDGHV� RUJDQL]DWLYDV�
(gestión de marketing, y gestión de la innovación). Finalmente, 
la literatura previa en Sistemas de Información ha considerado 
la relación negativa entre el tamaño empresarial y el desarrollo 
de capacidades tecnológicas como el comercio electrónico (Zhu et 
al., 2006). Esta investigación apoya este argumento considerando 
que el tamaño empresarial está relacionado de forma negativa 
con la capacidad de medios sociales. En resumen, la segunda 
FRQWULEXFLyQ�WHyULFD�FRQVLVWH�HQ�GHVDUUROODU�ORV�IDFWRUHV�TXH�DFW~DQ�
de antecedente al desarrollo de la capacidad de medios sociales.

En tercer lugar, se amplía la perspectiva de complementariedad 
de recursos y capacidades en el campo de Sistemas de Información, 
considerando la complementariedad existente entre la capacidad 
de medios sociales y la capacidad de recursos digitales tradicionales 
(comercio electrónico) para obtener un desempeño innovador y de 
servicio al cliente. La interacción entre medios sociales y comercio 
electrónico es a lo que la literatura de Sistemas de Información 
llama social commerce (comercio social). Basándose en la literatura 
de comercio social, esta investigación considera la capacidad de 
medios sociales y la capacidad de comercio electrónico como dos 
capacidades tecnológicas de comercio social ya que los medios 
sociales y el comercio electrónico son los dos pilares fundamentales 
de las iniciativas de comercio social. De esta forma, se estudia el 
efecto de la interacción entre la habilidad en el uso de los medios 
sociales y el comercio electrónico (capacidad de medios sociales y 
FDSDFLGDG�GH�FRPHUFLR�HOHFWUyQLFR��HQ�HO�GHVHPSHxR�RUJDQL]DWLYR��
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La literatura de comercio social desde la perspectiva empresarial 
ha sido poco explorada, centrándose fundamentalmente en 
explicar cómo el comercio social mejora las ventas. En esta 
LQYHVWLJDFLyQ� GRFWRUDO� VH� SURIXQGL]D� HQ� ODV� FDSDFLGDGHV� GH�
comercio social, considerando que éstas pueden ayudar a las 
empresa a mejorar su desarrollo innovador y de servicio al cliente. 
Las empresas que desarrollan una capacidad de medios sociales 
y de comercio electrónico de forma conjunta crean un sentido 
de identidad con la marca, compromiso y lealtad, motivando al 
cliente a participar, dar opiniones, e intercambiar ideas (Chen y 
Shen, 2015). Esta conexión e interacción con/entre los clientes 
permite a las empresas innovar en producto/servicio y mejorar su 
servicio al cliente. En resumen, la complementariedad existente 
entre la capacidad de medios sociales y la capacidad de comercio 
HOHFWUyQLFR� D\XGD� D�PHMRUDU� HO� GHVHPSHxR�RUJDQL]DWLYR� �(QQHQ�
y Richter, 2010). La tercera contribución al campo de Sistemas 
de Información consiste en el desarrollo de la perspectiva de 
complementariedad de capacidades de TI (capacidad de medios 
sociales y de comercio electrónico) para la mejora del desempeño 
RUJDQL]DWLYR�

En cuarto lugar, basado en la perspectiva de las capacidades 
RUJDQL]DWLYDV� IDFLOLWDGDV� SRU� OD� 7,� �%HQLWH]� \� :DOF]XFK�� �������
3DYORX�\�(O�6DZ\��������HVWXGLDQ�HO�HIHFWR�GH�OD�7,�HQ�HO�GHVHPSHxR�
innovador a través del efecto mediador de una serie de capacidades 
RUJDQL]DWLYDV�� (VWD� LQYHVWLJDFLyQ� GRFWRUDO� DPSOtD� HO� HVWXGLR� GH�
3DYORX� \�(O� 6DZ\�\� DQDOL]D� HO� HIHFWR�GH� ORV�PHGLRV� VRFLDOHV� HQ�
el desempeño innovador a través de una serie de capacidades 
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RUJDQL]DWLYDV� �RULHQWDFLyQ� DO� PHUFDGR�� FRRUGLQDFLyQ�� FDSDFLGDG�
GH� DEVRUFLyQ�� PHQWH� FROHFWLYD�� \� ÁH[LELOLGDG� GH� QHJRFLR��� /D�
capacidad de medios sociales ayuda a desarrollar otras capacidades 
RUJDQL]DWLYDV�PiV�FRPSOHMDV�TXH�VH�DVRFLDQ�GH�IRUPD�SRVLWLYD�\�
GLUHFWD� FRQ�HO�GHVHPSHxR�RUJDQL]DWLYR��(Q�HVWH� VHQWLGR��EDVDGR�
HQ�OD�SHUVSHFWLYD�GH�ODV�FDSDFLGDGHV�RUJDQL]DWLYDV�IDFLOLWDGDV�SRU�
la TI, esta investigación explica el efecto indirecto de la capacidad 
de medios sociales en el desempeño innovador mediante el papel 
mediador de un conjunto de capacidades. Se amplía de este modo 
la literatura de valor de negocio de TI mediante el desarrollo de 
valor de negocio de medios sociales explicando cómo gestionar la 
información proporcionada en los medios sociales para generar 
YDORU��3RU� WDQWR�� OD�~OWLPD�FRQWULEXFLyQ�WHyULFD�D� OD� OLWHUDWXUD�GH�
Sistemas de Información amplía la perspectiva de las capacidades 
RUJDQL]DWLYDV� IDFLOLWDGDV� SRU� OD� 7,� \� HO� YDORU� GH� QHJRFLR� GH� 7,��
IRFDOL]iQGRVH�HQ�HO�FDPSR�GH�YDORU�GH�QHJRFLR�GH�PHGLRV�VRFLDOHV��

5.2.2. Contribución empírica

A pesar de la elevada popularidad de los medios sociales en 
ODV� HPSUHVDV�� ORV� HVWXGLRV� HPStULFRV� H[SOLFDQGR� ORV� EHQHÀFLRV�
empresariales de los medios sociales son escasos (Lam et al., 
2016). La mayoría de la investigación hasta el momento se ha 
centrado en explorar los efectos de la generación de contenido a 
través de los medios sociales externos (Facebook, Twitter) en la 
calidad percibida, reputación de marca, satisfacción del cliente, o 
OD�LQWHQFLyQ�GH�FRPSUD��*RK�HW�DO���������+LOGHEUDQG�HW�DO���������/L�
HW�DO���������5LVKLND�HW�DO����������$OJXQRV�HVWXGLRV�H[SORUDQ�HO�YDORU�
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de negocio de medios sociales centrándose fundamentalmente en 
HO�GHVHPSHxR�ÀQDQFLHUR��6LQ�HPEDUJR��D�SHVDU�GHO�SRWHQFLDO�GH�ORV�
medios sociales para actividades de negocio (Leonardi, 2014), los 
trabajos empíricos sobre el valor de negocio de medios sociales 
son muy limitados. 

La presente investigación doctoral trata de dar respuesta a 
HVWD� HVFDVH]� GH� WUDEDMRV� HPStULFRV�� SDUD� OR� FXDO� VH� GHVDUUROOD�
HPStULFDPHQWH�OD�YDULDEOH�FDSDFLGDG�GH�PHGLRV�VRFLDOHV��3DUD�HOOR�
VH� UHDOL]D�XQD�SULPHUD� DSUR[LPDFLyQ� D� OD�PHGLGD� HQ�EDVH� D� ORV�
indicadores propuestos por el trabajo descriptivo de Culnan et al. 
(2010). En este sentido, se mide el constructo con datos secundarios 
directamente recogidos de las plataformas de Facebook, Twitter y 
blogs. En una segunda fase de perfeccionamiento de la medida 
se desarrolla una escala de encuesta basada en estudios previos 
�&XOQDQ�HW�DO���������.DQH�HW�DO�������D������E���'H�HVWD�IRUPD��HO�
constructo capacidad de medios sociales queda compuesto por tres 
dimensiones: social media mindful planning��SODQLÀFDFLyQ�FRQVFLHQWH�
de medios sociales), social media management (gestión de medios 
sociales), y social media exploitation (explotación de medios sociales). 
Este conjunto de medidas secundarias y de encuesta pueden 
VHUYLU�GH�JUDQ�XWLOLGDG�SDUD�IXWXUDV�LQYHVWLJDFLRQHV��/D�YDOLGH]�GH�
OD�HVFDOD�GH�PHGLGD�VH�FRQÀUPD�HPStULFDPHQWH��FRQIRUPDQGR�OD�
primera contribución empírica de esta investigación. 

El conocimiento empírico sobre el impacto de los medios 
VRFLDOHV� HQ� HO� GHVHPSHxR� RUJDQL]DWLYR� KD� VLGR� WtPLGDPHQWH�
explotado. Esta investigación doctoral contribuye a la literatura 
de Sistemas de Información, concretamente a la línea de valor de 
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negocio de medios sociales demostrando empíricamente cómo 
ODV� HPSUHVDV� REWLHQHQ� EHQHÀFLR� GH� VX� FDSDFLGDG� GH� PHGLRV�
sociales a través del papel complementario o mediador de otras 
FDSDFLGDGHV�SURFHVRV�RUJDQL]DWLYRV��

De un lado, se aportan evidencias empíricas sobre cómo la 
capacidad de medios sociales y su interacción con la capacidad 
GH�FRPHUFLR�HOHFWUyQLFR� LQÁX\H�HQ�HO�GHVHPSHxR�RUJDQL]DWLYR�D�
través de la participación y compromiso de los clientes. El análisis 
empírico sugiere que las capacidades tecnológicas de comercio 
social (capacidad de medios sociales y de comercio electrónico) 
LQÁX\HQ� GH� IRUPD� LQGLYLGXDO� \� FRQMXQWD� HQ� HO� GHVHPSHxR�
innovador y de servicio al cliente mediante la participación 
GHO� FOLHQWH�� 3RU� WDQWR�� HVWD� LQYHVWLJDFLyQ� GRFWRUDO� GHPXHVWUD�
empíricamente la complementariedad existente entre la capacidad 
de medios sociales y de comercio electrónico. De otro lado, se 
demuestra empíricamente el efecto indirecto de la capacidad de 
PHGLRV� VRFLDOHV� HQ� HO� GHVHPSHxR� RUJDQL]DWLYR� D� WUDYpV� GH� XQD�
VHULH� GH� FDSDFLGDGHV� RUJDQL]DWLYDV�� (O� DQiOLVLV� HPStULFR� LQGLFD�
TXH�OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�LQÁX\H�GH�IRUPD�SRVLWLYD�HQ�
XQ�FRQMXQWR�GH�FDSDFLGDGHV�RUJDQL]DWLYDV�TXH�D�VX�YH]�LQÁX\HQ�
de forma positiva en el desempeño innovador de la empresa. 
Esta investigación doctoral contribuye a la literatura de valor 
de negocio de TI demostrando empíricamente el efecto positivo 
indirecto entre la capacidad de medios sociales y el desempeño 
RUJDQL]DWLYR�
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5.3. Implicaciones para la práctica empresarial

Los resultados de la presente investigación doctoral tienen 
importantes implicaciones prácticas y son especialmente 
relevantes para los responsables de Sistemas de Información 
\� GH� 'HVDUUROOR� GH� 1XHYRV� 3URGXFWRV�� /DV� HPSUHVDV� LQYLHUWHQ�
JUDQ� FDQWLGDG� GH� FDSLWDO� HQ� 7,�� VLQ� TXH� HOOR� VLJQLÀTXH� REWHQHU�
XQ�EHQHÀFLR�LQPHGLDWR��%HQLWH]�\�:DOF]XFK���������/D�OLWHUDWXUD�
previa sugiere que la generación de valor a partir de las TI recae 
HQ�HO�XVR�HÀFLHQWH�GH�ORV�UHFXUVRV�GH�7,�\�VX�GHVDUUROOR�FRQMXQWR�
FRQ�RWUDV�FDSDFLGDGHV�RUJDQL]DWLYDV��

Los medios sociales son recursos tecnológicos que están 
DOFDQ]DQGR�XQ�JUDQ� LQWHUpV�SRU� ODV� HPSUHVDV� \D� TXH�PRGLÀFDQ�
la forma en que éstas intercambian información interna y 
externamente (Aral et al., 2013). Dada la importancia actual que 
dan las empresas a los medios sociales surge la necesidad de 
conocer la mejor forma de gestionar estos recursos tecnológicos, 
creando por tanto una capacidad de medios sociales que ayude a 
las empresas a mejorar su ventaja competitiva. Esta investigación 
muestra la importancia de gestionar de forma adecuada los 
medios sociales y la información que de ellos se deriva, creando 
XQD�VHULH�GH�FDSDFLGDGHV�RUJDQL]DWLYDV�TXH�D\XGHQ�D�ORV�PHGLRV�
sociales a generar valor.

De la presente investigación doctoral se destacan tres grandes 
implicaciones directivas. En primer lugar, se indican los factores 
internos (infraestructura tecnológica, gestión de marketing, 
gestión de la innovación y tamaño empresarial) y externos 
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(presión social competitiva) que pueden ayudar a las empresas 
a desarrollar una capacidad de medios sociales. En este sentido, 
centrándonos en aquello que de la empresa depende, es aconsejable 
tener previamente desarrollada una base tecnológica que permita 
integrar la información obtenida de los medios sociales en las bases 
de datos de la compañía. Igualmente importante es desarrollar 
previamente experiencia y manejo en la gestión de marketing 
y gestión de la innovación para sacar el máximo rendimiento a 
la información obtenida en los medios sociales. En resumen, 
disponer de una buena infraestructura tecnológica, y capacidad 
en la gestión de marketing y de la innovación, especialmente en 
las pequeñas empresas, podría ayudar a desarrollar mejor una 
capacidad de medios sociales.

En segundo lugar, se muestra la oportuna complementariedad 
entre medios sociales y comercio electrónico para conseguir 
una mayor participación de los clientes. La participación de los 
clientes procura a la empresa información sobre las necesidades y 
H[SHFWDWLYDV�GHO�FOLHQWH�VREUH�HO�SURGXFWR�VHUYLFLR��3RU�HMHPSOR��
6$3� XWLOL]D� PHGLRV� VRFLDOHV� FRPR� )DFHERRN�� 7ZLWWHU�� <RXWXEH�
o LinkedIn para comunicarse directamente con los clientes y 
recibir feedback� VREUH� VXV� QXHYRV� SURGXFWRV� �.LURQ�� ������� (VWD�
LQYHVWLJDFLyQ� GRFWRUDO� SRQH� GH� PDQLÀHVWR� TXH� HO� GHVDUUROOR�
conjunto de la capacidad de medios sociales y comercio electrónico 
consigue una mayor participación del cliente, fundamental para 
mejorar el desempeño innovador y de servicio al cliente. Además, 
puede ser de interés estratégico para las empresas conocer la 
complementariedad entre recursos tecnológicos, especialmente 
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cuando existen limitaciones presupuestarias. Este estudio destaca 
la importancia de desarrollar de forma conjunta la capacidad 
de medios sociales y de comercio electrónico para mejorar el 
GHVHPSHxR� RUJDQL]DWLYR�� (Q� FRQFUHWR�� IDFLOLWDU� HO� DFFHVR� GHO�
cliente desde la web corporativa a los medios sociales y a la 
inversa puede resultar trascendental para mejorar la implicación 
del cliente. Además, parece oportuno mencionar la posibilidad 
de conectar ambas plataformas de modo que resulte operativo 
gestionar internamente la información obtenida.

3RU�~OWLPR��VH�GHVWDFD�OD�QHFHVLGDG�GH�XVDU�ORV�PHGLRV�VRFLDOHV�
más allá de para simples temas comerciales o de marketing (ej., 
YHQWDV�� UHFRQRFLPLHQWR�GH� OD�PDUFD�� �.LURQ�HW�DO��� ������.DQH�HW�
al., 2014a). A través de los medios sociales las empresas pueden 
obtener información relevante para mejorar sus procesos de 
innovación. No obstante, los directivos deben tener presente que 
el desempeño innovador no se consigue simplemente teniendo 
plataformas de medios sociales. El desarrollo de una capacidad 
GH�PHGLRV� VRFLDOHV�\�XQ� FRQMXQWR�GH� FDSDFLGDGHV�RUJDQL]DWLYDV�
son necesarias para gestionar e integrar la información obtenida 
HQ�ORV�PHGLRV�VRFLDOHV��3DUD�FRQVHJXLU�HO�Pi[LPR�UHQGLPLHQWR�GH�
los medios sociales como herramienta de innovación se aconseja: 
(1) tener predisposición a cumplir las expectativas del cliente, 
GH�PRGR�TXH� H[LVWD�PRWLYDFLyQ�SRU�XVDU�GH� IRUPD� HÀFLHQWH� ORV�
PHGLRV� VRFLDOHV� SDUD� UHVROYHU� VXV� LQTXLHWXGHV�� ���� ÁH[LELOL]DU�
la estructura de la compañía, empoderando al empleado para 
IDFLOLWDU�OD�FUHDWLYLGDG�\�HO�GHVDUUROOR�RSRUWXQR�GH�QXHYDV�LGHDV��
(3) gestionar la nueva entrada de información, asimilando su 
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FRQWHQLGR�� \� WUDQVÀULpQGROR� D� ORV�PLHPEURV� GH� OD� RUJDQL]DFLyQ�
GH�IRUPD�RSRUWXQD�� ����GLVSRQHU�GH�PHFDQLVPRV�TXH�IDFLOLWHQ�OD�
comunicación interna entre empleados, para poder coordinar las 
tareas de acuerdo a la nueva información disponible. En resumen, 
los directivos deben prestar especial atención a la forma en que 
se diseña la estrategia de medios sociales, se gestiona y explota 
su contenido, así como la necesidad de desarrollar una serie de 
FDSDFLGDGHV�RUJDQL]DWLYDV�SDUD�JHVWLRQDU�GH� IRUPD�DGHFXDGD� OD�
información.

5.4. Limitaciones y futuras líneas de investigación

Los resultados de esta investigación doctoral deben ser 
interpretados teniendo en cuenta sus limitaciones. En primer lugar, 
DXQTXH� HO� DQiOLVLV� HPStULFR� H[SOLFD� XQD� YDULDQ]D� VLJQLÀFDWLYD�
GHO� FRQVWUXFWR� FDSDFLGDG� GH� PHGLRV� VRFLDOHV� ��������� VH� GHEH�
tener presente que pueden existir otro tipo de factores internos 
y externos, distintos de los planteados en esta investigación, que 
podrían afectar también a la forma en que las empresa desarrollan 
una capacidad de medios sociales. De este modo, futuras 
investigaciones podrían completar los antecedentes propuestos 
explorando otro tipo de factores clave en el desarrollo de esta 
capacidad.

En segundo lugar, para la muestra se han considerado 
empresas líderes en España y Estados Unidos. De un lado, 
se han usado datos secundarios de 100 pequeñas empresas 
norteamericanas para explorar los antecedentes de la capacidad 
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de medios sociales, y el efecto complementario de esta capacidad 
con la capacidad de comercio electrónico. De otro lado, se han 
usado datos de encuesta de 151 grandes empresas españolas para 
explorar el efecto indirecto de la capacidad de medios sociales en 
el desempeño innovador a través de un conjunto de capacidades 
RUJDQL]DWLYDV�� (Q� OD� LQWHUSUHWDFLyQ� GH� UHVXOWDGRV� VH� GHEH� WHQHU�
SUHVHQWH�TXH�ORV�FULWHULRV�GH�WDPDxR�VRQ�GLVSDUHV�HQWUH�SDtVHV��3RU�
tanto, ORV�UHVXOWDGRV�GH�OD�LQYHVWLJDFLyQ�SXHGHQ�VHU�JHQHUDOL]DGRV�
\� HQWHQGLGRV�~QLFDPHQWH� HQ� HO� FRQWH[WR�GH�SHTXHxDV� HPSUHVDV�
norteamericanas y grandes empresas españolas. Teniendo en 
FXHQWD� TXH� SXHGHQ� H[LVWLU� GLIHUHQFLDV� RUJDQL]DFLRQDOHV� �HM��
FXOWXUD� RUJDQL]DFLRQDO�� VHJ~Q� HO� FRQWH[WR� JHRJUiÀFR� \� WDPDxR�
empresarial, futuras investigaciones podrían explorar si los 
resultados de este estudio son consistentes en otros contextos 
JHRJUiÀFRV��HM��$VLD��/DWLQRDPpULFD���\�HQ�RWUR�WLSR�GH�HPSUHVDV�
(ej., microempresas). También podría ser interesante comparar si 
ODV� SHTXHxDV� HPSUHVDV� DSURYHFKDQ�PiV� R�PHQRV� ORV� EHQHÀFLRV�
de los medios sociales en comparación con las grandes empresas.

En tercer lugar, en una primera aproximación a la medida del 
constructo capacidad de medios sociales, se mide el constructo 
con datos secundarios directamente recogidos de las plataformas 
de Facebook, Twitter y blogs, lo cual es consistente con la literatura 
SUHYLD� �&XOQDQ� HW� DO��� �������1R� REVWDQWH�� FHQWUDUVH� ~QLFDPHQWH�
en estas tres plataformas puede suponer una limitación. En un 
intento de recoger una mayor amplitud del concepto, en una 
segunda fase se desarrolla una escala de encuesta basada en 
HVWXGLRV�SUHYLRV� �&XOQDQ�HW�DO���������.DQH�HW�DO�������D������E���
El constructo capacidad de medios sociales queda compuesto 
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por tres dimensiones que contemplan tanto plataformas sociales 
externas como internas: social media mindful planning��SODQLÀFDFLyQ�
consciente de medios sociales), social media management (gestión 
de medios sociales), y social media exploitation (explotación de 
PHGLRV�VRFLDOHV���3HVH�D�HVWD�PD\RU�DSUR[LPDFLyQ�DO�FRQVWUXFWR��
HVWXGLRV� IXWXURV� SRGUtDQ� GHVDUUROODU� D~Q� PiV� OD� PHGLGD� GHO�
constructo centrándose en otros medios sociales externos (ej. 
WeChat, LinkedIn, Instagram). Igualmente, podría resultar 
interesante explorar qué tipo de plataformas (externas o internas), 
o funcionalidades de medios sociales contribuyen más y mejor al 
GHVDUUROOR�GHO�GHVHPSHxR�RUJDQL]DWLYR�

En cuarto lugar, esta investigación doctoral está muy centrada 
en la participación del empleado y el cliente a través de los medios 
sociales, y cómo esto ayuda a las empresas a mejorar su desempeño 
RUJDQL]DWLYR��)XWXUDV�LQYHVWLJDFLRQHV�SRGUtDQ�H[DPLQDU�HO�HIHFWR�
de la capacidad de medios sociales desde el punto de vista de 
otros grupos de interés (ej. proveedores), así como también hacer 
uso del conjunto de medidas de datos secundarios validadas en la 
presente investigación para evaluar otras cuestiones relacionadas.

3RU�~OWLPR��HQ�OR�TXH�UHVSHFWD�D�OD�PHWRGRORJtD�GH�LQYHVWLJDFLyQ��
la muestra de datos de encuesta considera un informante clave por 
RUJDQL]DFLyQ��6L�ELHQ�HO�XVR�GH�YDULRV�LQIRUPDQWHV�FODYH�KXELHUD�
SURSRUFLRQDGR�XQD�EDVH�PiV�VyOLGD�SDUD�DÀDQ]DU� ODV� UHODFLRQHV�
estructurales del modelo, ello supone una elevada cantidad de 
recursos. La no existencia de common method variance se demuestra 
entre otras técnicas, correlacionando la variable dependiente con 
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una medida de datos secundarios, no obstante, investigaciones 
IXWXUDV� SRGUtDQ� FRQWUDVWDU� HVWD� LQYHVWLJDFLyQ� XWLOL]DQGR� YDULRV�
LQIRUPDQWHV�FODYH�SRU�RUJDQL]DFLyQ��

5.5. Consideraciones finales

La literatura de valor de negocio de TI, bajo la perspectiva de 
ODV� FDSDFLGDGHV� RUJDQL]DWLYDV� IDFLOLWDGDV� SRU� OD� 7,� �%HQLWH]� \�
:DOF]XFK�� ������� \� OD� SHUVSHFWLYD� GH� FRPSOHPHQWDULHGDG� HQWUH�
recursos de TI y negocio (Ennen y Richter, 2010), parece demostrar 
TXH�HO�XVR�HÀFLHQWH�GH�ORV�UHFXUVRV�GH�7,�LQÁX\H�GH�IRUPD�SRVLWLYD�H�
LQGLUHFWD�HQ�HO�GHVHPSHxR�RUJDQL]DWLYR�D�WUDYpV�GH�RWUDV�YDULDEOHV�
RUJDQL]DWLYDV�TXH�PHGLDQ�\�PRGHUDQ�HO�SURFHVR��

Esta investigación doctoral se basa en la perspectiva de las 
FDSDFLGDGHV� RUJDQL]DWLYDV� IDFLOLWDGDV�SRU� OD� 7,� \� OD� WHRUtD�GH� OD�
complementariedad de recursos y capacidades para explorar las 
consecuencias económicas del uso de los medios sociales. De esta 
IRUPD��HQ�SULPHU�OXJDU�VH�FRQFHSWXDOL]D�HO�WpUPLQR�FDSDFLGDG�GH�
medios sociales y en segundo lugar se demuestra empíricamente 
el efecto de esta capacidad en el desempeño innovador y de 
VHUYLFLR�DO�FOLHQWH��/D�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�VH�GHÀQH�FRPR�
la habilidad de usar y explotar los medios sociales para ejecutar 
actividades de negocio. Haciendo uso de datos secundarios de 100 
pequeñas empresas norteamericanas y datos de encuesta de 151 
JUDQGHV�HPSUHVDV�HVSDxRODV��HVWD�LQYHVWLJDFLyQ�GHÀQH�HO�LPSDFWR�
GH�OD�FDSDFLGDG�GH�PHGLRV�VRFLDOHV�HQ�HO�GHVHPSHxR�RUJDQL]DWLYR�
mediante una serie de variables mediadoras y moderadoras. 
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Uno de los principales resultados de la investigación es que la 
interacción entre la capacidad de medios sociales y la capacidad de 
comercio electrónico mejora el intercambio de información y una 
conexión más profunda con los clientes, quienes proporcionan a la 
empresa información sobre nuevos productos/servicios. Otro de 
los resultados fundamentales de esta investigación es la relación 
indirecta existente entre la capacidad de medios sociales y el 
desempeño innovador. Se demuestra que son necesarias una serie 
GH�YDULDEOHV�RUJDQL]DWLYDV�SDUD�JHVWLRQDU�H�LQWHJUDU�OD�LQIRUPDFLyQ�
para mejorar el desempeño innovador.

3HVH�D�ODV�OLPLWDFLRQHV�GHWHFWDGDV�HQ�OD�SUHVHQWH�LQYHVWLJDFLyQ��VH�
trata de un estudio novedoso y de interés para las empresas, dada 
OD�JUDQ�LPSRUWDQFLD�GH�ORV�PHGLRV�VRFLDOHV�HQ�ODV�RUJDQL]DFLRQHV��
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Seguí siendo un/a soñador/a, pero más 
realista que nunca antes, supe que era mi 
momento de volar. Sobre el horizonte vi 
el futuro brillante como nunca antes. La 
diferencia ahora era que sentía el viento en 
mi espalda. Estaba listo/a. 

- Chris Gardner (Will Smith) en “The Pursuit 
of Happyness” (2006)

Still a dreamer, yet more of a realist than 
ever before, I knew this was my time to sail. 
On the horizon I saw the shining future, as 
before. The difference now was that I felt 
the wind at my back. I was ready. 

- Chris Gardner (Will Smith) en “The Pursuit 
of Happyness” (2006)
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