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Abstract: This article highlights the adoption of social media by organizations and its
consequences on the company's performance. These topics of debate are becoming more
and more common in the business environment. In fact, it is the main argument for which
this paper relates the particularly important aspects of the adoption of social media (social
networks) by organizations. In the following, important aspects that bring value to the
organization, both by acquiring and by adopting social media in sales performance, have
been structured. This research is built on a theoretical study, including as main terms of
discussion: social media adoption and digital transformation. In the last part of the article,
we have summarized and concluded these factors. We have identified how they can
contribute to a more efficient orientation of sales performance, to increase the
organizational management of the relationship and the connection between customers and
the organization. Referring to the orientation towards "use of social networks" by
organizations, we demonstrate that organizations are required to give high importance to
understanding the organization's customers and, of course, a high degree of relational
performance. Another factor encountered in this theoretical research is “digital
transformation”. We debated this topic in order to easily make the transition to the adoption
of "social media" by organizations. Following the theoretical research, we can say that
today, digital transformation has special importance in the organization and the fact that a
strong link has been created among social media, reality management and performance in
relational sales.
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[.1. Introduction
This paper begins by reviewing the existing literature about the characteristics and
effects of digital transformation, continuing with the use of social media in the
relational sales process. Therefore, the key factors of the adoption of social
networks will be identified, so that later in another research study it will be
possible to build a conceptual model and conduct quantitative research based on it.
Various methodologies adopted by organizations will be discussed. Analyzing the
literature, with the help of research, in this article I will highlight theoretical and
key elements of the adoption of social networks by companies.
The purpose of this study is to find out if social networks significantly affect sales
processes and business to business sales performance, according to a theoretical
basis. Following several research studies, it is specified that “in the literature, there
iS no academic study that measures the effects of social media and sales
performance in a B2B context”, this being stated in an article written by Rodriguez
et al. (2012). Therefore, the current study makes some contributions. First, the
study of social media and its use in the sales organization is an extension of the
existing research and literature in the field of sales technologies. Second, we
suggest that exists a link between social media and sales performance by creating
opportunities and managing customer relationships — treated as two critical
components of sales processes. Therefore, we approach the utility of social
networks in a Business to Business framework.
The whole discussion of this article is built around the theory of existence,
underlining the following concepts: digital transformation and the concept of social
media. The concept of social media is seen from two perspectives: once as a
theoretical basis for understanding and once as a description of the evolution in the
field of sales technology. Then we discuss the development of our hypotheses,
which focus on the behaviors of the sales process — the use of social media,
creating opportunities, understanding customers, relationship management,
performance in relational sales and company performance. We will apply and
clarify all these hypotheses as | said above in another qualitative and quantitative
research study. Therefore, in the next research study that | will perform, | will
develop more detailed and apply these aspects with the help of the conceptual
model. In this paper, | will only sketch the conceptual model | have prepared. The
methodologies of this study are then shared and followed by the results. Finally,
the conclusions of this research and the potential aspects of the research are
presented.
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2. Characteristics and effects of digital transformation. Social media — the
factor of sales performance

2.1. Digital transformation
As we specified in the introduction of this article, this paper begins by transposing
and defining the term digital transformation. This term is frequently used by
organizations, but what does this actually imply and how does it influence the
business environment? According to the specialized literature, the term “digital
transformation” has been used to describe almost anything, from the development
of a mobile website to the development of a social media strategy. “But reality tells
us that the digital transformation must involve much more than the final product”.
(Chahal, 2016). Thom Groot states: “Digital is at the heart of the business and in
his opinion is a reflection of the fact that customer behavior is changing more and
more. The speed of digitization has accelerated this change, and therefore
companies need to be able to change quickly to respond to customer behavior.
“Basically, digital transformation is the key factor in the adaptability of companies
to customers. Both in current practice and among companies, in order to build the
executive board of a company and to carry out digital transformation projects
requires the contribution of the entire business, or rather the contribution of the
entire team: from the highest leaders positions to those in the Board of Directors.
All are important for the plan to be successful. It's not about doing 'digital
marketing’, it's about doing effective marketing in a digital world” (Chahal, 2016).
In order for organizations to achieve a series of objectives, we will list some
“strategic objectives encountered inside any organization in the era of digital
disruption”, according to www.star-storge.ro:

o Facilitating innovation.

e Improve the user experience, whether we are talking about your customers

or employees.
e Excellent execution and on-demand of the business processes by
eliminating complexity.

e Minimizing risks and exposure of the company.
Among the most important and tangible benefits that a company can get from
digital transformation are the following:

o simplicity;
e transparency;
o efficiency.

Another interesting topic we can approach in our work is the “learning curve of
new technologies”. This approach implies, according to www.imworld.ro, that “it
is important for every employee of the company to understand that the result of the
transformation must be that of simplifying the work. Because no other option
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should be accepted if the digital transformation only leads to the multiplication of
difficulties in the daily routine of an employee. Otherwise, this could mean that the
whole process has been implemented incorrectly”. From here we can say that there
is also the need for each employee to be actively involved in the process, not just
waiting to see what changes will occur in his department. Each individual inside
the organization must be an agent of change by clearly exposing the problems that
technology can bring and believes that they can be simplified, intervening in the
need for transparency at all levels of the organization. It is easy to understand that
streamlining processes and improving transparency in communication naturally
leads to increased profit.

So, we can say that a digital transformation is no longer an option, it is becoming a
necessity. Digital transformation involves an internal and external process of the
metamorphosis of companies and their employees. As technologies develop at a
rapid pace, companies of all sizes need to understand that only by keeping up with
new changes can they maintain their competitiveness and market relevance.
Implementing technologies such as cloud computing, artificial intelligence, the
Internet of Things or Big Data Analytics within an organization will improve its
long-term performance. Digital transformation is not just about the technology
itself, but also about the supply between technology and the human factor, adapted
to these new changes.

Once a digital transformation is adopted by a company, it can improve the
following:

a) Analysis and understanding the customers

It all starts with a better understanding of the company's customers and the ability
to offer them the best services. However, the most detailed analysis of customers
can be obtained only through the appropriate digital tools, which allow obtaining
relevant data about them. Here we can talk about Marketing Automation tools,
CRM (Customer Relationship Management) or even chat-bots that approach
customers once they arrive on the website and offer them real-time assistance.

b) Development and innovation of products and services

Digitization certainly accelerates the process of developing the products and
services offered. Some time ago, the product design and design stage was largely
focused on a traditional approach and came in response to market research results.
However, if we refer to the idea expressed in the previous point, it is clear that by
researching customers using digital tools, through a more detailed and real-time
analysis of their behavior during all stages of the purchasing process, it is possible
to create products and services perfectly tailored to consumer needs. Moreover,
through digital transformation, product development can benefit from new
advantages, such as continuous delivery or automatic testing. Here we also refer to
the implementation of “agile” software development methodologies, which require
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a quick and flexible response to change and early and continuous improvement in
order to satisfy customers.

c) Interaction with employees and their productivity

According to the website www.blog.webland.ro, “the employees of a company will
be the first to feel the changes brought about by the digital transformation.
However, according to some studies, they can also be a barrier to digital
transformation, due to a possible lack of digital skills. Therefore, it is necessary for
a company to ensure that employees will receive appropriate training to facilitate
their transition to new technologies”. However, once this moment is over,
collaboration and communication between employees will certainly be improved,
and their productivity will increase.

In what ways can the employee experience be concretely improved? Companies
now have developed digital tools, starting with software applications dedicated to
the HR department, ERP (Enterprise Relationship Management) applications,
CRM and continuing with internal social media tools, instant messaging or
platforms for virtual meetings. At the same time, a new trend seems to be the use of
wearables. Such examples include smartwatches (through which employees can
check their email, messages or calendar and communicate in real time), smart
glasses (to increase security, the company being in this way able to identify what
information was accessed, when and by who) or smart bracelets (for measuring, for
example, the pulse, the number of steps taken in a day or the number of calories
consumed, in order to motivate employees to approach a healthy lifestyle).
Recently, new marketing trends are emerging in the retail industry, “the integrated
development of digital technology and the gradual creation of the digital society”
(Zhu & Gao, 2019). The author concludes in his article: “If retail businesses do not
want to be abandoned by consumers, they need to see new conceptual marketing
models to efficiently improve their core competitiveness. Sustainable development
among merchants can be achieved by using new technologies, changing the
traditional marketing method and accurately collecting precision marketing
resources for valuable customers and establishing a new conceptual model” (Zhu &
Gao, 2019).

2.2. Social media

Nowadays, business people tend to use social media marketing to raise awareness
and promote their brands to both current and potential customers. The main point
of sharing information through social media marketing is about creating content to
attract more consumers. “Social media content marketing (SMCM) also plays an
important role in conveying effective information to consumers” (Ahmad et al.,
2016). There are few indicators for measuring the “health of the brand”, such as
time on the site, repeat visitors on the site, social likes, subscriptions and rejection
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rates. There are still limited studies on the impact of social media marketing
(SMCM) content on “brand health”.

The concept of social media is increasingly met and debated by more and more
researchers. This is due to the fact that researchers and practitioners are desirous to
understand its potential to support brands, sales, customer service and product
development, both new and already on the market. Most of the time, consumers
perceive “social media” as more reliable than any other information sponsored by
organizations and therefore increasingly turn to social media to get more data about
products and services. Taking advantage of the popularity of these social networks
and their perceived credibility in the market, more and more organizations have an
important presence on social media to attract customers with their products and
brands. In other words, empirical evidence suggests that social media adoption can
bring significant benefits to organizations. It indicates, in particular, that social
media can generate higher buying attitudes and intentions than traditional digital
media. Moreover, social media and social networking sites have been widely used
as a marketing communication tool, due to their potential to spread viral and
WOM-generating messages. “Inside the organizations, media relations have the
potential to create capabilities that can be turned into useful resources, which in
turn will result in greater competitive advantage and performance” (Wohn et al.,
2013).

Considering the study of “Our World in Data” from September 18, 2019, published
on the website https://ourworldindata.org/rise-of-social-media entitled “The rise of
social media” by Esteban Ortiz-Ospina, we can see why social networks have such
a big impact on the business environment and on sales performance. In this study,
Esteban Ortiz-Ospina states that: Facebook, the largest social networking platform
in the world, has 2.4 billion users. Other social networking platforms, including
Youtube and Whatsapp, also have over a billion users each. These numbers are
huge - there are 7.7 billion people in the world and at least 3.5 billion people
online. This means that social media platforms are used by one in three people in
the world and more than two-thirds of all internet users. Social media has changed
the world. The rapid and widespread adoption of these technologies is changing the
way we find partners, how we access news information and how we organize to
demand political change. In the chart below you can see the evolution of social
media over the whole world.

Due to the potential of the social networks mentioned above and their need for
marketing departments to capture the value generated by such channels, marketers
tend not to evaluate their effectiveness.

The existing literature suggests that traditional environments are not suitable for
this dynamic and highly interactive environment, which could explain the tendency
of traders not to evaluate their effectiveness. Research on the use of social media
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focuses largely on business to consumer contexts. However, recently, the empirical
investigation has started to address social media marketing in industrial
environments. Following existing evidence highlighting the significant role of the
Internet in business-to-business contexts, business-to-business researchers have
begun to appreciate the importance of these tools, mainly in attracting new
customers and cultivating relationships with existing buyers. This is in line with the
literature on the role of the Internet as a tool to facilitate the development of
relationships. “Business to business organizations can implement strategies when
using the Internet, more exactly three strategic values: the information-rich
strategy, the relational exchange and the common learning strategy. Consistent
with the above evidence, it is clear that social media marketing is as relevant and
valuable in the business to business context as it is in the business to consumer
context, although the adoption rate has been relatively slower for business to
business organizations” (Wohn et al., 2013).

Number of people using social media platforms

Estimates correspond to monthly active users (MAUs). Facebook, for example, measures MAUs as users that have
logged in during the past 30 days. See source for more details

Facebook

2 billion
1.5 billion
1 billion
Tumblr
500 million TikTok
Reddit
Pinterest
Snapchat
0 — — MySpace
2004 2006 2008 2010 2012 2014 2016 2018 2019
Source: Statista and TNW (2019) CCBY

Figure 1 Number of people using social media platforms

“Social media is becoming omnipresent and needs to be managed like all other
forms of media that organizations hire to achieve their goals” (Peters et al., 2013).
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However, social media is fundamentally different from any traditional or other
online media due to the structure of the social network and the egalitarian nature.
These differences require a distinct measurement approach as a necessary condition
for proper analysis and subsequent management.

2.3. Adoption of social media by Business to Business organizations

Companies believe that it is necessary to change their approach to customer
relationship management (CRM) and develop new marketing capabilities that
facilitate customer satisfaction. The purpose of this study is to examine how the use
of social media can help companies develop new CRM capabilities and then
improve their marketing adoption strategies and business performance. “We
suggest that social CRM capability is essential when companies combine social
media into marketing strategies to improve customer engagement and strong
performance” (Wang & Fred Miao, 2017).

The specialists conducted a study that contributes to the current lack of knowledge
about the potential of social media as a marketing tool in the industrial
environment, focusing on the factors that determine the adoption of social media
by B2B organizations. A conceptual model based on acceptable technology theory
and resource theory is developed and tested using quantitative data from B2B
organizations in the UK. Technological developments have introduced significant
changes in the way organizations interact with existing and potential customers.
The advent of Web 2.0 technologies and the increasing popularity of social media
has allowed a more direct and interactive form of communication, in which users
can easily share and digest information on the Internet. Individuals tend to spend
more time on social networking sites than on any other category of sites, while PC
users use 17% of their time just on Facebook.

“Appreciating the popularity of social networks, organizations are increasing their
presence on multiple social platforms. 26% of the American consumers suggest
that they accept ads from social networks that are based on their profile
information and are in line with evidence illustrating the significant benefits of
increased brand involvement, social networking sites are perceived as a tool for
vital marketing” (Wohn et al., 2013).

“Some business to business companies, especially traditional industrial companies,
even today emphasize the fact that social media is only useful in the business to the
consumer sector” (Jussila et al., 2014). Taking into consideration this statement for
about 6 years, | believe that today things have changed and B to B companies have
changed their perception of social media. We can observe this from the current
business environments and from the fact that more and more employees inside the
companies are using more and more social networks to fulfill their tasks.
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3. Social media impact on sales performance

3.1. Adoption of the new technologies in the sales

We discover that the implementation of social media technology in a company's
marketing strategy has been adopted by the sales forces. Creating and sharing
content, followed by building a network of contacts are the main factors behind a
social media database. “The use of social networks (e.g. LinkedIn and Twitter) to
reach business-to-business customers is a relatively new phenomenon, with
essentially unknown performance results. Data were collected from 1,699 business-
to-business vendors in more than 25 different industries. Using the modeling of the
structural equation, the results claim that social media has a positive relationship
with sales processes (creating opportunities and managing relationships) and
relational sales performance” (Rodriguez et al., 2012).

B2B sales face a number of challenges in today's environment, such as: increased
competition, a slowing global economy, product customization and lead
generation. As sales organizations lose customers each year for a variety of
reasons, there is a constant need to expand the customer base by building a sales
strategy. One of the constant obstacles in B2B sales is finding the right type of
customers, through prospecting efforts and then discovering the decision-makers
within the network of external stakeholders. "A growing challenge for B2B sales is
the implementation of technology and its impact on the sales process. Current
research has tested the influence of sales technologies on customer relationship
development and improved internal administrative performance. Other research has
shown that CRM technology has helped sales professionals improve closing rates
and generate revenue faster” (Rodriguez et al., 2012). Sales technology, in the form
of social support, has been used by organizations to improve the performance of
sales tasks. “With the evolution of the Internet and Web 2.0, the use of social
media in the B2B environment has advanced from a simple tool used to connect
with friends, to an important platform to reach new buyers and to develop deeper
relationships with customers” (Rodriguez et al., 2012).

Social capital theory provides a basis for understanding the impact and importance
of social media for organizations. Social capital theory is a sociological concept
that refers to the connections inside and between social networks. This framework
helps to understand how human interaction creates opportunities to influence
relationships, for solutions in the business community. People who join or create
these networks enjoy higher rates of return because they are informed about
opportunities and probably contribute to their creation. In the context of B2B sales,
developing prospects and customer acquisition are two central themes of sales
performance. This paper argues that firms can increase social capital by
systematically mobilizing social networks to expand networks and therefore
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increase performance within their firms. Social capital exists at an individual and
collective level. Therefore, power in share capital can shorten trading periods due
to the social connections between knowledge seekers and knowledge owners. In
essence, prior social connectivity between buyers and sellers can affect results
based on network familiarity and trust, exactly the social capital between the
parties involved. It is concluded that an increase in share capital allows for less
costly collaborative transactions between stakeholders. “Value, mutual trust and
reciprocity increase the chances of mutually beneficial exchange by reducing the
risk of failed transactions” (Rodriguez et al., 2012).

Some sales firms have invested billions of dollars in technology to make their sales
forces more efficient in managing the sales process and building stronger
relationships with buyers. Emphasis was placed on the use of sales technologies
due to several technological challenges within sales firms: high failure rates, low
user acceptance and high implementation costs. “Some sales-focused research on
technological innovation claims that there is a positive relationship between use
and performance. The assumption is that increased use of technology is a desirable
behavior and involves better performance. “Before discussing the influence of
social media in the B2B environment, we first analyze the evolution of social
media in the context of CRM” (Rodriguez et al., 2012).

Marketing practices are increasingly affected by the implementation of new
technologies, creating opportunities and threats for marketing practitioners. The
impact of the Internet on the structure of the market or the new business paradigms
have been more and more often encountered in the specialized literature. “New
technologies act as internal agents of change, sometimes forcing companies to
adapt to new processes. And these, in turn, disrupt existing hierarchies” (Tapp &
Hughes, 2004). The marketing objective must be oriented towards internal
management, facilitating market orientation at the level of the entire organization.

3.2. Sales performance

Previous research has argued that sales technology can enable sales professionals
to improve sales performance, such as efficiency with administrative and
relationship tasks and the efficiency of the sales process. Sales performance is
defined as “the behavior assessed in terms of its contribution to the organization's
objectives”. In the current study, performance is divided into two categories that
conceptualize the two areas of sales performance constructions: relationship
performance and results-based performance. Relationship sales performance is
based on the relational measurement of sales performance, which focuses on
behaviors that strengthen the relationship between buyers and sellers. The results of
sales performance measures are an important aspect in measuring sales
performance and are reflected in the achievement of quotas, the increase in the
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average billing size, the increase in sales productivity and the overall revenue gain.
Superior sales performance of relationships should subsequently lead to sales
performance based on superior results. Previous studies argue that relational sales
behaviors with customers are a “key aspect of outward-looking sales performance”.
Although these two aspects of performance are expected to be correlated, in theory,
they are different aspects of sales performance.

Social media is used to increase the social capital of a company; it can influence
both relationship-based aspects and results based on sales performance. For
example, relationships developed through the social media network can increase
the number of qualified leads and increase relationships with current customers,
which could lead to an increase in customer retention. Companies that use social
media technology can communicate with customers who feel comfortable using
social media to search for information about products or services that meet their
business needs. Using social media can help organizations better provide current
customers with value-added content distribution or more effective communication.
“Social media should also affect results based on sales performance” (Rodriguez et
al., 2012).

“In order to be able to evaluate the return on investment of implementing new sales
technologies, sales managers need a practical means” (Hunter & Perreault Jr.,
2013). Including sales automation and sales-based customer, relationship
management systems can be considered. The technological orientation of a
salesperson has a direct impact on the performance of the internal role and affects
the performance with the customers through a double average mechanism that
involves the efficient use of information and intelligent sales behaviors (planning
and adaptive sales). Sales managers can influence the orientation of sales
technology by providing better internal technology support, taking into account the
technological orientation together with the approval of the technology by the
customer and understanding the probability of negative effects through the
experience of a salesperson.

Market orientation is the center of modern marketing thinking and practices.
“Although research has shown that market orientation contributes to strong
performance through innovation, there is no understanding of how the dimensions
of customer orientation, competitor orientation and inter-functional coordination
can have differential effects on innovation, especially in the context of sale. The
effect of sales force creativity on performance is fully mediated by the
implementation of innovation, which can be strengthened by an innovative
organizational culture” (Wang & Fred Miao, 2015).

4. The conceptual model. Future research
The figure below shows the conceptual model that | will apply according to the
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theoretical basis built in this article. A case study will be conducted based on a
questionnaire applied to a sample of at least 50 companies from different fields of
activity.

Creating
opportunities

Understanding
customers

Relationship
management

Figure 2 Conceptual model

Starting from the explanation of this model, the concept (logical schemes) will be
implemented and studied the effect of social media adoption on the company's
performance. In order to be able to prove this, it is necessary to identify what is the
effect of social media on creating opportunities, understanding consumers and last
but not least on the managerial relationship. After identifying the social media
effect on the 3 factors listed above, we will identify the effect on performance in
relational sales and then demonstrate that all these factors lead to the company's
performance.
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5. Conclusions

In conclusion, we accentuate that building a high-quality relationship with
customers is beneficial for marketing. Marketers are also aware of the importance
of creating satisfied, loyal customers who will tell others about their positive
experiences. In general, the inclusion of social media communications in the
marketing efforts of a company's relationships has many advantages for marketing.
Therefore, the importance of technology in customer relationship management has
increased significantly, especially with the advent of innovations such as cloud
computing technology and web-based technology. One of the most popular topics
in both academic research and business discussions has been the use of customer
relationship technology (CRM) to increase business and sales productivity through
the continuous development of customer relationships. A new phenomenon in
understanding the needs of buyers and reaching new customers is social media
marketing. To streamline the sales process, organizations capture data from tools
such as LinkedIn, Facebook and blogs to try to integrate information into their
sales process. In order to increase the value of the client, the organizations must
extract the value of the technology and build a framework of applied processes.
Recommendations and future directions may be provided following the
guantitative and qualitative study according to the conceptual model presented in
this current study.
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