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Social Media Marketing — from Tool
to Capability

Whereas the application of social media marketing has been trending in business, the theoretical research
that analyses the phenomenon of social media marketing is to some extent lagging behind. In practice, social
media marketing is often viewed as a customer relationship management (CRM) tool or technique and not as
a capability. This paper builds on the theories of the resourced-based view (RBV) and dynamic capabilities to
explore the concept of social media marketing capability. The aim of this paper is to redefine the phenomenon
of social media marketing capability and to contribute to the existing literature. In addition, it urges firms
to look into social media marketing not only as a tool or technique, but also as an organizational capability.
Keywords: social media marketing, social media marketing capability, resource-based view (RBV), dynamic
capabilities.

Nepaisant to, kad rinkodaros socialinése medijose taikymas versle plinta sparciai, teoriniai tyrimai, analizuo-
jantys §j fenomeng, tam tikru mastu atsilieka. Rinkodara socialinése medijose praktikoje daznai traktuojama
kaip santykiy su klientais valdymo (ang. Customer Relationship Management, CRM) technologija arba jrankis,
bet ne specialus jmonés gebéjimas. Siame straipsnyje, remiantis iStekliais gristu poifiriu (angl. Resource Based
View, RBV) bei dinaminiy gebéjimy (angl. Dynamic Capabilities) teorijomis, plétojama rinkodaros socialinése
medijose gebéjimy savoka. Straipsnio tikslas — apibrézti rinkodaros socialinése medijose gebéjimy fenomeng
taip prisidedant prie esamos mokslinés literatiiros $ia tema. Taip pat Siuo straipsniu siekiama pasidlyti
imonéms j rinkodarg socialinése medijose ziareéti ne tik kaip j jrankj, bet ir kaip j organizacinj gebéjima
Raktiniai ZodZiai: rinkodara socialinése medijose, rinkodaros socialinése medijose gebéjimai, istekliais
gristas pozZidris, dinaminiai gebéjimai.

Introduction

Social media is often viewed as a ground-
breaking Internet-related technology that
has emerged over the last decades. J. H. Ki-
etzmann et al. (2011) describe social me-
dia as web-based and mobile technologies
that “create highly interactive platforms
via which individuals and communities
share, co-create, discuss, and modify
user-generated content” (p. 241). It is no
secret that the increased usage of social
media in the last decade has changed
the ways individuals communicate and

access relevant information. In addition
to this, the appearance of social media
has not only affected the lives of indi-
viduals, but also opened up new avenues
for firms to promote themselves. In other
words, it has had a dramatic influence on
the traditional model of marketing com-
munications (Hanna, Rohm, Crittenden,
2011) and has significantly changed the
tools and strategies for communicating
with customers (Mangold, Faulds, 2009).

The rise of social media over the last
years has drawn the interest of researchers
and practitioners to acknowledge social
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media as a tool to better serve customers
(Sashi, 2012). Given that the use of social
media allows firms to engage in timely
and direct contact with end customers
at relatively low costs and high efficiency
compared to traditional media (Kaplan,
Haenlein, 2010), it is assumed that social
media is relevant for firms of all sizes. On
the other hand, given the relative (com-
pared to, for example, traditional mar-
keting channels) novelty of social media,
firms still experience issues with regards
to monetization and measurement of ac-
tions in social media. For instance, despite
the common notion of social media being
a very powerful tool, some firm executives
still tend to ignore it and are incapable of
developing strategies that would allow ef-
fective engagement within social media
(Kietzmann et al., 2011) or still unwilling
to view social media as one of the key ele-
ments of marketing strategy (Divol, Edel-
man, Sarrazin, 2012). This reluctance to
acknowledge the power of this phenom-
enon may stem from the fact that firms
do not fully understand how to use social
media in an effective way or how to meas-
ure the performance of activities on social
media (Hanna et al., 2011).

Despite the reluctance of some firm
executives to acknowledge the phenome-
na of social media, marketing competen-
cies that are shaped due to the existence
of social media seem, to a large extent, to
provide value for firms in reaching their
marketing and strategic goals. This leads
to a supposition that social media related
activities should be acknowledged and de-
veloped within firms. Even though it has
received much attention in recent years,
both by practitioners and researchers,
the understanding of social media and its

implications with regards to marketing is
still simplistic. In other words, social me-
dia marketing is typically viewed as a tool
or technique and not as an organizational
capability, which presents the problem
of this paper. Thus, the research ques-
tion of this paper is proposed as: “What
groundwork theory constitutes the con-
cept of social media marketing capability
and how this concept can be redefined?”

The aim of this paper is to propose
a thorough redefinition of social media
marketing capability by examining the
groundwork theory behind this concept
and proposing why it should be viewed
not only as a tool, but also as a capability.
The objectives of the paper are:

- To describe the implications of so-
cial media marketing for firms;

- To explain social media marketing
from the resource-based view (RBV) and
dynamic capabilities theories;

- To suggest a redefinition of the so-
cial media marketing capability concept;

- To provide theoretical and manage-
rial recommendations with regards to so-
cial media marketing activities.

In order to achieve the set objectives
and the aim of this paper, a literature
analysis method was applied.

Social media marketing and its
implications for firms

The so-called Internet revolution in the
1990s led to the belief that the Inter-
net is critical for the effective manage-
ment of customer relationships (Novak,
Hoffman, Yung, 2000). The technology
facilitated marketing activities and in-
troduced new ways of doing business
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as well as enhancing relationships with
customers (Brodie et al., 2007). Similarly,
the emergence of social media can be at-
tributed to the revolution of the 2000s,
given that the dissemination of informa-
tion through social media appeared to
be much faster compared to traditional
media, such as TV, radio and print (Kel-
ler, 2009).

The growth of social media has been
unlimited given the increasing invest-
ments by firms in social media (Kozinets
et al., 2010). This phenomenon has be-
come a new method of communication
not only between its users, but also as
a channel for firms to interact with its
current and potential customers on a
global scale. There are a number of ways
in which the use of social media can be
attributed to marketing activities per-
formed by firms given the opportunities
to leverage competitive advantage given
the knowledge hidden in the textual data
(He, Zha, Li, 2013). Some of the key roles
of social media in the marketing context
are outlined as follows.

Customer engagement. According to
R. Agnihotri et al. (2012), social media
provides customer information based
on customer-customer as well as com-
pany-customer interactions. Due to the
empowerment of being able to respond
to information provided by firms on so-
cial media, customers may feel engaged
and over time may become more loyal
to the firm. According to M. Durkin,
P. McGowan and N. McKeown (2013),
social media has become a catalyst in
customer empowerment. This happens
due to the interactivity of social media
that enables information exchange not
only between sellers and their customers,

but also among customers themselves
(Sashi, 2012). This interactivity provided
by social media turns customers into the
initiators and recipients of information
exchange, where both of these processes
happen simultaneously. Compared with
traditional marketing techniques that
focus solely on the firm-customer rela-
tionships, social media places a focus on
customer-to-customer relationships as
well and tends to yield greater consumer
engagement (Trusov, Bucklin, Pauwels,
2009).

Enhancing relationships with cus-
tomers. Social media technology fa-
cilitated marketing activities and intro-
duced new ways of doing business as well
as enhancing relationships with custom-
ers (Brodie et al., 2007). Social media is
nowadays viewed a tool helps firms to
develop long-lasting customer relation-
ships (Trainor et al., 2014) that are es-
sential in order to sustain or enhance
performance. Social media enables or-
ganizations to create relationships with
existing and potential customers, and
helps to build interactive and collabora-
tive communities, which allows firms to
recognize and solve potential customer
problems as well as helps improving cus-
tomer relationship management process-
es within firms.

Information dissemination. Upon
the arrival of a new generation of in-
teractive technologies, namely social
networks, blogs, forums and others, the
market power shifted from the firm to the
consumer. Therefore, social media ena-
bles information dissemination among
consumers given that the content has be-
come easy to create, publish and dissemi-
nate. According to E. Constantinides and



134

Dominyka VENCIUTE

S. T. Fountain (2008), social media allows
firms to create consumer “communities”
where they discuss products, services
and brands as well as participate in the
product development processes, in other
words, share information. W. G. Man-
gold and D. J. Faulds (2009) claim that
social media has become a key contribu-
tor to influencing consumer behaviour in
terms of awareness, acquiring informa-
tion, opinions, attitudes as well as pur-
chase and post-purchase behaviour.
Enhanced reach and targeting. Social
media is considered to be a tool that is
used to connect to customers, enabling
wider media expansion and a larger reach
(Thackeray et al., 2008). This phenom-
enon has become a new method of com-
munication not only between its users,
but also as a channel for firms to interact
with its current and potential customers
on a global scale (Chu, Kim, 2011). Fur-
thermore, due to its uniqueness, social
media allows potential customers to be
targeted based on their demographic and
psychographic characteristics, which
proves its importance in the internation-
al and customer targeting contexts (Con-
stantinides, Fountain, 2008).
Acknowledging social media in mar-
keting research. With respect to previous
research studies, it is clear that since the
emergence of social media applications
like Facebook (Hoffman, Fodor, 2010) it
has changed and transformed the way in
which firms perform their marketing ac-
tivities. The role of social media in mar-
keting strategies has been the focus of
previous research studies. For example,
a study by M. Bruhn, V. Schoenmueller

and D. B. Schifer (2012) investigated
the impact of brand communication
on brand equity through social media
comparing it with traditional media and
found that both traditional and social
media communications significantly af-
fect brand equity. Traditional media was
found to be stronger in terms of brand
awareness, whereas social media com-
munications were discovered to strongly
impact brand image. J. Braojos-Gomez, J.
Benitez-Amado and F. J. Llorens-Montes
(2015) found that information technol-
ogy infrastructure capability, social com-
petitor pressure, marketing management
and innovation management are the
critical means for firms to learn how to
develop social media competence.

While social media is used for many
purposes, both by individuals and en-
terprises as a source of information or
as a marketing communication instru-
ment, it can be assumed that social me-
dia has a large influence on the success of
a firm, and the importance and growth
of it seems unlimited (Trusov et al,
2009). Moreover, the emergence of so-
cial media has urged marketers to shift
their marketing expenditure and instead
of investing in traditional channels, has
shifted the emphasis to networks that can
reach consumers online. Thus, firms are
in need of social media marketing com-
petencies on an organizational level that
should be deployed in order to add to
firms’ competitive advantage. However,
the question of what social media mar-
keting capability actually is still remains
rather undetermined in the theoretical
research.
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Social media from
a capability-based perspective

The theories of the resource-based view
(RBV) and dynamic capabilities serve as
the theoretical foundations of this paper
in order to understand the phenomenon
of social media marketing capability. The
RBV as a viewpoint to explain a firm’s
performance argues that the resources
of the firm determine and define its per-
formance (Wernerfelt, 1984). The RBV
therefore refers to the theory stating
that valuable, rare, inimitable and non-
substitutable resources contribute to sus-
taining the competitive advantage of a
firm, and the performance of a firm is de-
termined by its heterogeneous resources
(Barney, 1991).

As the RBV stems from the notion
that firms strategize based on their re-
sources and capabilities in order to
achieve a competitive advantage and
subsequently improve their performance
(Barney, 1991), it is assumed that tech-
nological resources and their succes-
sive capabilities can become a source to
achieve a competitive advantage both in
a national and international context (Fil-
ipescu, Rialp & Rialp, 2009; Filipescu et
al,, 2013). Thus, more specifically, being
able to exploit social media channels to
adjust a firm’s strategic marketing actions
could lead to an enhanced competitive
advantage and subsequently improved
performance.

Since its introduction, the RBV has
often received criticism due to its in-
ability to consistently and reliably ex-
plain the development and deployment
of resources that are intended to enable
a firm to perform better and to gain a

competitive advantage against other
firms (Priem, Butler, 2001). It has also
been criticized for overlooking the im-
portance of dynamic market environ-
ments (Lengnick-Hall, Wolf, 1999). The
RBV theory is static, and therefore it
does not properly explain what drives
the competitive advantage of a firm when
business-related environmental changes
occur in the marketplace (Teece, Pisano,
Shuen, 1997).

To address the limitations of the RBV
theory, the perspective of dynamic capa-
bilities has become increasingly popular
over the last decades. Dynamic capabil-
ity is defined as “the firm’s ability to in-
tegrate, build, and reconfigure internal
and external competences to address rap-
idly changing environments” (Teece et al.,
1997, p. 516). Dynamic is related to the
ability to renew competences in order to
adjust to environmental changes in the
business-related context and capabilities
describe the competencies of adapting,
integrating and reconfiguring organiza-
tional skills as well as resources in order
to stay competitive in an environment
that is competitive and rapidly changing.

Initially, marketplaces are viewed
as dynamic environments in addition
to addressing the heterogeneity of the
firm’s resources (Morgan, Vorhies, Ma-
son, 2009). D. J. Teece et al. (1997) state
that dynamic capabilities are strategically
important for firms that operate in fast-
changing and turbulent environments
due to their ability to respond to envi-
ronmental uncertainties. Thus, dynamic
capabilities are viewed as a combination
of the resources of the firm and its envi-
ronment; they are gained and deployed,
and can explain the performance of the
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firm (Einsenhardt, Martin, 2000). Dy-
namic capabilities are also defined as
“the firms processes that use resources -
specifically the processes to integrate, re-
configure, gain and release resources to
match and even create market change;
dynamic capabilities thus are the organi-
zational and strategic routines by which
firms achieve new routines by which firms
achieve new resource configurations as
markets emerge, collide, split, evolve, and
die” (Eisenhardt, Martin, 2000, p. 1107).

Firms that operate in turbulent and
constantly changing business environ-
ments may benefit from real-time market
information. Therefore, it is important
for firms to obtain relevant resources and
competencies to take advantage of real-
time market information that can ben-
efit them. When operating in chaotic and
turbulent environments, firms have to
cultivate unique individual resources and
competencies in order to build a competi-
tive advantage against other firms (Hitt,
Keats, DeMarie, 1998). Social media with
its knowledge in the textual data (He et al.,
2013) may be linked to providing firms
with opportunities to leverage competi-
tive advantage.

Henceforth, this paper uses the dy-
namic capabilities theory to provide an
understanding of how social media chan-
nels can be deployed to shape the capa-
bilities that generate advantages for firms
(Wade, Hulland, 2004). According to K.
J. Trainor et al. (2011), if resources are
deployed efficiently, it may lead to an im-
provement in the firm’s ability to adapt
to its competitive environment, where
adaptability relates to the extent a firm
can deploy various organizational capa-
bilities (Sanchez, Mahoney, 1996) and to

implement strategic changes (Oktemgil,
Greenley, 1997).

Whereas innovative capability is con-
sidered to stem from a firm’s internal
innovation, which creates a competitive
advantage (Barney, 1991), technological
capability may also refer to the extent
to which a firm is able to exploit exter-
nal technologies. As indicated by previ-
ous research, to compete with others,
firms should generate their competitive
advantage through innovation (Cho,
Pucik, 2005) as well as the development
of new capabilities (Grant, 1996; Dan-
neels, 2002; Branzei, Vertinsky, 2006),
which makes technology an important
factor in increasing the competitiveness
of a firm. Therefore, it can be assumed
that interactive technologies such as
social media can stimulate a firm’s dy-
namic capabilities on an organizational
level and, if exploited in a relevant man-
ner, can lead to a competitive advantage
and thus enhance a firm’s performance.
In other words, social media should be
combined with marketing capabilities in
order to drive the competitive advantage
of a firm.

Acknowledging customer
relationship management in social
media marketing

Social media channels, such as Facebook,
LinkedIn, Instagram, Snapchat, Twitter,
etc., have, in recent years, been adopted
by Internet users in order to connect
with peers as well as firms (Berthon et
al., 2012; Hanna et al.,, 2011, Rainie, Pur-
cell, Smith, 2011). Firms have been faced
with the challenge of deploying novel
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technologies and capabilities in order to
facilitate interactions with their customers
(Andzulis, Panagopoulos, Rapp, 2012;
Trainor, 2012). Thus, previous research
has suggested that social media marketing
activities deployed by firms are insepara-
ble from customer relationship manage-
ment (CRM) activities.

CRM refers to the idea that a firm is
required to understand its market and
customers in order to demonstrate a suc-
cessful performance (Rygielski, Wang,
Yen, 2002). W. Boulding et al. (2005) de-
fines CRM as “strategy, the management
of the dual creation of value, the intel-
ligent use of data and technology, the
acquisition of customer knowledge and
the diffusion of this knowledge to the ap-
propriate stakeholders, the development
of appropriate (long-term) relationships
with specific customers and/or customer
groups, and the integration of processes
across the many areas of the firm and
across the network of firms that collabo-
rate to generate customer value” (p. 157).
This definition acknowledges CRM as a
strategy as well as a method for imple-
menting information technology, which
then correspondingly supports market-
ing activities that creates customer value
(Trainor, 2012). The critical information
development processes that are influ-
enced by a firm’s technology and strate-
gic orientation have an impact on CRM
technology outcomes (Jayachandran et
al., 2005).

The emergence of social media has
pushed firms to move their CRM activi-
ties towards the base of their customers
and changed the traditional perception
of CRM. Whereas the traditional no-
tion of CRM considered the role of the

customer as passive, with the rise of
social media, customers became active
users and disseminators of information.
To address the move from the tradition-
al view of CRM towards the incorpora-
tion of social media technologies and
their consequent impact on resources
and capabilities, a new term, “social
CRM”, was coined by Greenberg (2010).
“Social CRM”, based on P. Greenberg’s
(2010) definition, is “the integration of
traditional customer-facing activities
including processes, systems, and tech-
nologies with emergent social media
applications to engage customers in col-
laborative conversations and enhance
customer relationships” The rise of so-
cial media provided firms with oppor-
tunities to listen to and to engage with
their customers, who could then con-
sequently spread positive information
about their products or services (Malt-
house et al., 2013). A novel approach of
“social CRM” extended the traditional
CRM approach into a more collabora-
tive and network-focused concept that
enables better customer relationship
management.

The “social CRM” approach recog-
nizes the importance of interactions be-
tween the firm and its customers through
social media applications, which sup-
ports the notion of A. M. Kaplan and
M. Haenlein (2010), who claim that the
interactivity between consumers and
businesses is made possible through
social media adoption. According to L.
Rainie et al. (2011), social media appli-
cations encourage interactivity among
network members where interactivity is
expected to happen in both personal and
business networks.
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According to K. J. Trainor (2012),
managing  customer  relationships
through social media positively influ-
ences consumer engagement and cor-
respondingly creates value from those
interactions, which may have a dramatic
positive impact on firm performance.
“Social CRM” acknowledges the val-
ue created by technological and social
changes from social media applications.
K. J. Trainor (2012) extends the tradi-
tional view of CRM by including the
perspective of social media technologies
and providing suggestions of how these
technologies can have an impact on a
firm’s performance. He, thus, defined so-
cial CRM capability as “the integration
of traditional customer-facing activi-
ties, including processes, systems, and
technologies with emergent social me-
dia applications to engage customers in
collaborative conversations and enhance
customer relationships” (Trainor, 2012,
p. 321).

Thus, taking the above into consid-
eration, the role of CRM has to be ac-
knowledged when redefining the concept
of social media marketing competencies,

Redefining social media marketing
capability

Having provided the argumentation
why social media marketing capabili-
ties should be based upon the resource-
based view (RBV) and dynamic capa-
bilities theory and linked to customer
relationship management (CRM), this
paper continues towards redefining
the concept of social media marketing
capability.

Information technology, primarily
the Internet and social media, has radi-
cally changed the landscape of marketing
activities used by firms (Sinkovics, Sink-
ovics, Jean, 2013) given such benefits as
real-time feedback on products or their
ideas, opportunities to build communi-
ties among customers or seeking brand
awareness (Constantinides, Fountain,
2008).

Firms relying on information tech-
nology, especially the Internet, have been
able to improve their customer service
management as well as firm performance
(Jean, Sinkovics, 2010; Jean, Sinkovics,
Kim, 2008; Liang, You, Liu, 2010; Liu et
al., 2013; Ray, Muhanna, Barney, 2005;
Trainor et al., 2011). Thus, social media
competencies are considered to be a co-
hesive set of technologic resources that
may lead to a competitive advantage and
improve firm performance, given a more
efficient information management sys-
tem (Trainor et al., 2014).

According to J. H. Kietzmann et al.
(2011), social media enables content
dissemination between customers and
firms. Additionally, social media may
generate better access to customer infor-
mation given the customer-to-customer
or firm-to-customer interactions (Ag-
nihotri et al., 2012). Social media has
been acknowledged by customers due to
the connectivity it provides. Customers
therefore tend to expect that companies
will also interact with them (Berthon et
al., 2012; Hanna et al., 2011; Rainie et al.,
2011; Trainor et al., 2014).

Firms are therefore faced with the
challenge of facilitating more interac-
tions with customers by deploying new
technologies and capabilities (Andzulis
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etal., 2012; Trainor, 2012). As mentioned
earlier, ]. Barney (1991) explains the RBV
as a theory that clarifies how strategies
are adopted by firms based on their stra-
tegic resources and capabilities in order
to achieve a sustainable competitive ad-
vantage and thus improve firm perfor-
mance. Thus, technologies and particu-
larly information technology capabilities
can lead to a sustainable competitive ad-
vantage (Filipescu et al., 2013).
Evaluation of a firm’s competitive ad-
vantage refers to information collection
about customer perceptions of products
and services offered by the firm as well as
the investigation of its explanatory fac-
tors such as resources and capabilities in
comparison to the firm’s competitors in
the market (Navarro et al., 2010). How-
ever, previous research suggests that the
resources of the firm do not contribute to
increased performance alone but have to
be converted into distinctive capabilities.
Therefore, media channels from a firm’s
marketing perspective may be worthless
on their own without fully exploiting
the potential of applying organizational
capabilities to make the best out of the
channels. This leads to the supposition
that social media marketing capability
will occur only when the technological
resources (social media channels) are
deployed in combination with comple-
mentary organizational resources (Mel-
ville, Kraemer, Gurbaxani, 2004). In
other words, firms should be capable of
deploying social media channels in or-
der to yield performance improvements.
Dynamic capabilities do not guarantee
enhanced organizational performance;
however, according to K. M. Eisen-
hardt and J. A. Martin (2000), dynamic

capabilities are crucial when aiming at
enhancing firm performance.

C. E. Helfat (1997) notes that dynamic
capability refers to the decisive capability
enabling firms to develop new products
or new processes to respond to market
changes. Discussion on marketing ca-
pabilities and information technology
leads to a supposition that the two are
the antecedents of social media market-
ing capabilities. Social media technology
as information technology, supported by
marketing capabilities of a firm can be
viewed as social media marketing capa-
bility that is essential for firms in order to
catch up with growing social media use
among customers in order to generate,
disseminate and respond to information
gathered from social media channels.

With the help of social media, firms
have been empowered to facilitate their
interactions with customers by develop-
ing new capabilities (Trainor et al., 2014).
Social media marketing capability is in-
separable from customers and relates to a
firm’s ability to generate, disseminate and
respond to information, which is gath-
ered from customers on social media.
Thus, social media marketing capability
extends the definition of social CRM ca-
pability and is described as a firm’s com-
petency by generating, disseminating and
responding to information gathered from
customers via social media channels to
improve customer engagement and thus
satisfaction, loyalty, and retention.

Recommendations and conclusions

Given that the popularity of social me-
dia marketing is growing, both in a
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theoretical and practical sense, this paper
contributes to future research studies with
regards to the understanding of the social
media marketing capability concept. This
is line with observations in the recent sci-
entific literature that see the exploitation
of social media as well other tools of in-
formation technology signifying a criti-
cal, but to large extent untapped topic in
strategy processes and indicates the need
for future research in this area (Baptista et
al., 2017).

The results of the literature analysis
provided in this paper are twofold. First,
it provides theoretical contribution to the
existing literature on social media market-
ing. This paper overviewed the ground-
work theory behind the concept of social
media marketing capability. Based on the
resource-based view (Barney, 1991) and
dynamic capabilities (Teece, 1997) theory,
in light of the common notion of the vital-
ity of social media and its importance in
supporting marketing actions of firms, the
concept of social media marketing capa-
bilities was redefined. As a consequence,
it was proposed for future research studies
to view this concept not only as a tool, but
also as a strategic capability that can help
in adjusting firm’s marketing strategy and
thus enhance performance. Besides, social
media marketing capability was identified
as being closely linked to the customer re-
lationship management (CRM) concept,
which should also be acknowledged in the
future research studies.

Second, besides the theoretical con-
tribution, this paper suggests several
managerial recommendations with re-
gards to social media implementation
within firms. The existence of social

media empowers firms and their rep-
resentatives to first conceptualize the
overall marketing strategy of firms and
not solely focus on tactics, which should
instead follow a well thought-out mar-
keting strategy (Hanna et al., 2011).
Keeping in mind that social media has
become a vital part of firms’ marketing
activities with regards to existing and
potential customers, it is proposed that
social media should support a firm’s
marketing strategy. Thus, social media
should not be a standalone tool that is
incorporated into the marketing plan;
instead, companies should adjust their
marketing strategies with regards to dif-
ferent media for various purposes such
as launching and promoting a new prod-
uct or service, communicating new firm
initiatives or simply engaging customers
(Hanna et al., 2011). Moreover, in order
to cultivate effective marketing strategy,
reaching customers is not enough and
efforts should be focused on capturing
the attention of and engaging custom-
ers, which calls for both traditional and
social media channels to be incorpo-
rated into the marketing strategies of
firms (Hanna et al., 2011). Hence, social
media marketing capabilities should be
developed within firms and involved
in the formulation of firms marketing
strategies, which should lead to improv-
ing relationships with customers and
performance as follows. Despite the fact
that social media marketing capabilities
do not necessarily guarantee improved
performance, they are vital when aim-
ing to achieve a competitive advantage.
Thus, it is proposed for firms to in-
vest in technological resources (social
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media) in combination with comple-
mentary organizational resources to im-
prove performance. This suggests that
firms should invest in improving social
media marketing capabilities on an or-
ganizational level.
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RINKODARA SOCIALINESE MEDIJOSE - NUO |RANKIO IKI GEBEJIMO

Santrauka

Pastarajj desimtmetj socialinés medijos pakeité
ne tik individy gyvenimus bendravimo vieny su
kitais kontekste, bet atvéré ir naujas galimybes
verslui, darydamos jtaka tradiciniam rinkodaros
komunikacijos supratimui. Suteikdamos galimy-
bes jmonéms bendrauti su savo vartotojais, ska-
tinti jy jsitraukima, sudaryti salygas keistis infor-
macija tarp vartotojy, pasiekti tiksline auditorija
ir kt., socialinés medijos leidzia jmonéms jtvirtinti
konkurencinj prana§umg. Tam, kad galéty jj kur-
ti, jmonéms reikalingos organizacinio lygmens
rinkodaros socialinése medijose kompetencijos.
Nors rinkodara socialinése medijose versle spar-
¢iai plinta, teoriniai tyrimai, analizuojantys rin-
kodaros socialinése medijose fenomeng, atsilieka.
Rinkodara socialinése medijose dazniausiai ver-
tinama kaip jrankis, ta¢iau ne kaip organizacinis
gebéjimas. Tai leidZia kelti $io tyrimo klausima:
»Kokios teorijos salygoja rinkodaros socialinése
medijose gebéjimo fenomeng ir kaip $io fenome-
no apibrézimas galéty biti atnaujintas?®

Sio darbo tikslas — apibrézti rinkodaros soci-
alinése medijose gebéjimus, taip prisidedant prie

esamos mokslinés literatiiros Sia tema. Tikslams
pasiekti formuluojami $ie uZdaviniai:

- Apibudinti socialiniy medijy reik§me jmo-
néms.

- Paaigkinti rinkodara socialinése medijose re-
miantis iStekliais pagristu poZiariu (angl. Resource
Based View, RBV) bei dinaminiy gebéjimy (angl.
Dynamic Capabilities) teorijomis.

- Pasialyti atnaujinta rinkodaros socialinése
medijose gebéjimy apibréZima.

— Pateikti teorines ir vadybines rekomendacijas
rinkodaros veikloms socialiniy medijy kontekste.

Tikslui pasiekti tyrimo metodu buvo pasirink-
ta mokslinés literataros analizé remiantis uZsienio
mokslininky atliktomis stebésenomis bei analizé-
mis.

Analizés metu paai$kéjo, kad rinkodaros so-
cialinése medijose gebéjimas gali buti paaiskintas
kaip dinaminis gebéjimas, jmonéms reikalingas
norint prisitaikyti prie poky¢iy verslo aplinkoje
integruojant ir perkonfigaruojant organizacinius
jgiidzius bei isteklius. Sis prisitaikymas jmonei
reikalingas norint i$laikyti konkurencinj prana-
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$umg konkurencingoje bei nuolat kintamoje vers-
lo aplinkoje. Taip pat i$siaiskinta, kad rinkodara
socialinése medijose neatsiejama nuo santykiy su
klientais valdymo (angl. Customer Relationship
Management, CRM).

Straipsnyje pasitlytas rinkodaros socialiné-
se medijose gebéjimo apibrézimas, kuris $j feno-

meng apibadino kaip jmonés gebéjima pagerinti
vartotojy jsitraukima, pasitenkinima, lojaluma bei
islaikyma generuojant, skleidziant bei reaguojant
i socialiniy medijy kanalais i§ vartotojy gauta in-
formacija. Taip pat, pasiilyta imonéms j rinkodarg
socialinése medijose Zitiréti ne tik kaip i jrankj, bet
kartu, kaip j organizacinj gebéjima.





