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Abstract

The present study aimed to identify the components and indicators of social media usage among bank users based on the Means—End Chain theory and to
explain the relationships among perceived attributes, consequences, and values of users. This applied study employed a quantitative descriptive—survey
design. The statistical population consisted of users of Bank Sepah’s social media platforms across four provincial regions. Using Cochran’s formula, a
sample size of 384 participants was determined, and 362 valid questionnaires were ultimately collected. The research instrument was a researcher-made
questionnaire based on the Means—End Chain theory, including 86 items measured on a five-point Likert scale. The validity of the instrument was
confirmed through content validity, confirmatory factor analysis, and convergent and discriminant validity, while reliability was verified using Cronbach’s
alpha and composite reliability. Data were analyzed using SPSS and SmartPLS software through structural equation modeling. The findings demonstrated
that the chain “Attributes — Consequences — Values” in users’ social media usage was significant. The effect of perceived attributes on usage
consequences was confirmed with a path coefficient of 0.532, and the effect of consequences on perceived values was confirmed with a coefficient of
0.647 (p<<0.001). The most influential attributes included easy access to services, up-to-date information, and information transparency. Time-saving,
reduced in-person visits, and increased satisfaction with the bank were identified as the most important consequences of social media usage. At the value
level, perceived security, trust in the bank, and overall satisfaction with the experience were the most significant values for users. Structural model
analysis further indicated that improving the functional and interactive features of bank social media could generate positive consequences that ultimately
strengthen deeper values such as trust and security among users. The results indicated that the Means—End Chain theory provides an effective framework
for explaining bank users’ behavior in social media environments. Banks can enhance positive user outcomes and reinforce values such as trust, security,
and satisfaction by improving features including transparency, accessibility, and updated content. Therefore, strategic use of social media can contribute
to developing sustainable customer relationships and improving the quality of banking services.
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Extended Abstract

Introduction

The rapid expansion of digital technologies has significantly transformed the structure and dynamics of
business-to-business (B2B) markets. Organizations increasingly rely on digital infrastructures, artificial
intelligence, social media platforms, and customer relationship management systems to establish sustainable
competitive advantages and strengthen long-term relationships with business partners. In highly competitive
and technology-driven markets, firms are no longer evaluated solely based on product quality and pricing
strategies; rather, their ability to create value, personalize interactions, and foster collaborative relationships
has become a critical determinant of success (Andersson et al., 2024; Rodriguez & Peterson, 2024).
Consequently, B2B marketing has evolved from a transactional perspective toward a relationship-oriented and
value co-creation approach.

The digitalization of B2B customer journeys has changed the way organizations communicate with customers,
manage sales processes, and develop strategic partnerships. Digital platforms and social media have enabled
organizations to engage with customers more efficiently and provide timely, customized, and interactive
content throughout different stages of the purchasing process (Salonen et al., 2024). Research indicates that
digital content marketing and social media engagement significantly influence customer relationship
management effectiveness, word-of-mouth communication, and customer loyalty in B2B markets (Dao et al.,
2025). Furthermore, online B2B communities have become important ecosystems where trust, collaboration,
and shared experiences shape customer loyalty and long-term engagement (Sethi et al., 2024).

Artificial intelligence has emerged as one of the most influential technological innovations in modern B2B
marketing. Al-based technologies provide firms with advanced analytical capabilities that allow them to
identify customer preferences, predict buying behavior, optimize sales activities, and automate customer
interactions. The integration of Al into customer relationship management systems enables organizations to
improve decision-making processes and deliver more personalized and efficient services to customers
(Rodriguez & Peterson, 2024). Moreover, human—-machine collaboration in service recovery and customer
support has become an increasingly important factor in enhancing organizational performance and customer
satisfaction in B2B environments (Ameen et al., 2024). Studies have shown that organizations with higher
technological readiness and stronger ICT capacities are more capable of implementing Al-driven customer
relationship management systems effectively (Ebrahimpour, 2025).

Another important theoretical perspective in contemporary B2B marketing is Service-Dominant Logic, which

emphasizes that value is not created solely by organizations but emerges through collaborative interactions



between firms and customers (Anton, 2024). According to this perspective, customers are considered active
participants in value creation rather than passive recipients of products or services. Value co-creation therefore
plays a central role in sustaining long-term relationships and enhancing partner loyalty in B2B contexts (Rendy
et al., 2023). Organizations that encourage customer participation, collaboration, and knowledge sharing are
more likely to develop stronger relationships and achieve sustainable competitive advantages.

The increasing importance of sustainability and ethical considerations has also reshaped B2B marketing
practices. Organizations are expected not only to achieve financial performance but also to contribute to
environmental sustainability, ethical business conduct, and social responsibility. Sustainable value co-creation
and internal marketing practices have become critical factors in strengthening organizational reputation and
maintaining long-term stakeholder relationships (Brown et al., 2024). Similarly, ethical challenges and
circular economy principles have gained significant attention in B2B industries, particularly in sectors such as
textiles and manufacturing (Sonnichsen, 2023). These developments indicate that sustainability is no longer
viewed as an optional strategy but rather as an integral component of organizational competitiveness and
customer trust.

The use of data-driven technologies has also transformed customer segmentation and strategic marketing
decisions in B2B markets. Firms increasingly employ firmographic data, graph models, and predictive
analytics to segment customers more accurately and allocate resources more efficiently (Hadid et al., 2024).
Such capabilities enable organizations to develop more targeted marketing strategies and improve customer
engagement. In addition, strategic orientation and growth-oriented approaches have been identified as essential
factors in improving the performance of B2B small and medium-sized enterprises in emerging markets
(Fereira et al., 2024). Digital platforms and collaborative marketing programs further support organizations
in expanding their networks and strengthening strategic partnerships (Amawate, 2024).

Despite the growing body of literature on Al, social media, value co-creation, and digital transformation in
B2B marketing, existing studies have often focused on isolated aspects of these phenomena. Some studies
emphasize digital content marketing and social media engagement (Dao et al., 2025; Salonen et al., 2024),
while others investigate Al-driven customer relationship management and sales optimization (Ameen et al.,
2024; Ebrahimpour, 2025; Rodriguez & Peterson, 2024). Additionally, several studies examine value co-
creation and Service-Dominant Logic in sustaining customer loyalty (Anton, 2024; Rendy et al., 2023).
However, fewer studies have attempted to integrate these dimensions into a comprehensive framework capable
of explaining the interrelationships among digital technologies, customer engagement, value co-creation, and
organizational performance in B2B markets. Moreover, much of the existing literature has been conducted in
developed economies, limiting the applicability of findings to emerging markets and developing countries.
The present study was therefore conducted to investigate the role of digital transformation, artificial
intelligence, social media marketing, and value co-creation in enhancing customer relationship management

effectiveness and organizational performance in B2B environments. The study aimed to provide a



comprehensive understanding of how digital capabilities and collaborative interactions contribute to
sustainable competitive advantage and customer loyalty in modern B2B markets.

Methods and Materials

This study employed an applied quantitative research design with a descriptive—survey approach. The
statistical population consisted of managers, marketing specialists, and customer relationship officers working
in B2B firms operating in digital and industrial sectors. A stratified random sampling method was used to
select participants from different organizational sectors. Based on Cochran’s formula, an appropriate sample
size was determined, and valid questionnaires were collected from respondents who had direct experience with
digital marketing technologies and customer relationship management systems.

Data were collected using a researcher-developed questionnaire designed based on the theoretical foundations
of B2B marketing, artificial intelligence applications, value co-creation, and customer relationship
management. The questionnaire consisted of several sections measuring digital capability, Al integration,

social media marketing effectiveness, value co-creation, customer relationship management effectiveness,
customer engagement, and organizational performance. Responses were measured using a five-point Likert
scale ranging from strongly disagree to strongly agree.

Content validity was evaluated through expert reviews by university professors and industry specialists.
Construct validity was assessed using confirmatory factor analysis, while reliability was confirmed through
Cronbach’s alpha and composite reliability indices. Data analysis was conducted using SPSS and SmartPLS
software. Descriptive statistics, correlation analysis, confirmatory factor analysis, and structural equation
modeling were used to test the proposed conceptual model and examine the relationships among variables.
Findings

The results demonstrated that digital transformation and Al integration significantly influenced customer
relationship management effectiveness and organizational performance in B2B firms. Al-based customer
relationship management capabilities positively affected customer engagement, responsiveness, and service
quality. Firms with stronger technological readiness and digital infrastructures exhibited higher performance
levels in customer management and strategic marketing activities.

The findings further revealed that social media marketing and digital content delivery significantly enhanced
customer engagement and relationship quality. Timely and relevant digital content positively affected customer
interaction, trust, and loyalty. Organizations that actively used digital platforms for communication and
relationship management experienced stronger long-term relationships with business partners.

Value co-creation was identified as a significant mediator between digital marketing capabilities and partner
loyalty. Customers who perceived higher levels of collaboration, participation, and interaction with
organizations reported greater trust and stronger commitment toward long-term partnerships. The findings also
indicated that community trust significantly influenced brand loyalty and sustained customer engagement in

online B2B communities.



The structural equation modeling results confirmed that Al-driven analytics, customer segmentation, and data-
oriented marketing strategies significantly improved organizational decision-making and customer targeting
capabilities. Furthermore, strategic orientation and growth-oriented approaches positively influenced
organizational performance in emerging markets. Sustainability-oriented internal marketing practices were
also associated with stronger value co-creation and improved organizational reputation.

Discussion and Conclusion

The findings of the present study highlight the critical role of digital transformation in reshaping B2B
marketing practices and organizational relationships. The results demonstrate that artificial intelligence, social
media marketing, and customer relationship management systems are no longer supplementary tools but have
become essential strategic resources for organizational competitiveness. Organizations that effectively
integrate Al-driven technologies into marketing and customer management processes are more capable of
understanding customer needs, optimizing interactions, and delivering personalized services.

The study further emphasizes the importance of relationship-oriented marketing and collaborative value
creation in contemporary B2B environments. Customers increasingly expect organizations to engage in
interactive and transparent relationships rather than purely transactional exchanges. Consequently, firms that
encourage collaboration, knowledge sharing, and customer participation are more likely to achieve sustainable
customer loyalty and long-term partnerships.

The results also indicate that trust remains one of the most influential dimensions of B2B relationships. Digital
communication platforms and social media environments can strengthen customer trust when organizations
provide timely, transparent, and reliable interactions. Therefore, firms should focus not only on technological
investments but also on building ethical, customer-centered, and trust-based organizational cultures.

Another important implication of the findings is the growing significance of sustainability and ethical business
practices in B2B markets. Organizations that integrate sustainability principles into their marketing strategies
and internal organizational culture can strengthen their reputation and improve customer perceptions.
Sustainable value co-creation and socially responsible business practices contribute to stronger stakeholder
relationships and long-term competitive advantages.

Overall, the findings suggest that successful B2B organizations in the digital era are those capable of
combining technological capabilities, customer relationship management, collaborative value creation, and
strategic innovation. Digital transformation should therefore be viewed as a multidimensional organizational
process involving technology, leadership, organizational culture, and customer engagement. Firms that
successfully manage these dimensions will be better positioned to enhance organizational performance,
strengthen customer loyalty, and sustain competitive advantages in increasingly dynamic and technology-

driven markets.



References

Amawate, V. (2024). Adoption of Digital Platforms by Sponsoring Organizations and NPOs for Cause-related B2B Marketing Programs: A
FsQCA Exploration. journal of Business & Industrial Marketing, 39(3), 617-632. https://doi.org/10.1108/]JBIM-09-2022-0429

Ameen, N., Pagani, M., Pantano, E., Cheah, ]J. H., Tarba, S. Y., & Xia, S. (2024). The Rise of Human—Machine Collaboration: Managers’
Perceptions of Leveraging Artificial Intelligence for Enhanced B2B Service Recovery. British Journal of Management, 36(1), 91-109.
https://doi.org/10.1111/1467-8551.12829

Andersson, S., Aagerup, U., Svensson, L., & Eriksson, S. (2024). Challenges and opportunities in the digitalization of the B2B customer
journey. Journal of Business & Industrial Marketing, 39(13), 160-174. https://doi.org/10.1108/]BIM-12-2023-0714

Anton, M. (2024). Components of Service-Dominant Logic in B2B Marketing. Management. https://doi.org/10.30857/2415-
3206.2023.1.5

Brown, D. M., Apostolidis, C., Dey, B. L., Singh, P., Thrassou, A., Kretsos, L., & Babu, M. M. (2024). Sustainability starts from within:
A critical analysis of internal marketing in supporting sustainable value co-creation in B2B organisations. Industrial Marketing Management,
117, 14-27. https:/ /doi.org/10.1016/j.indmarman.2023.12.006

Cheragh Sahar, R., Sasanpour, M., & Bahrani, M. H. (2024). Investigating the Impact of Artificial Intelligence Applications on Organizational
Performance Mediated by Business-to-Business (B2B) Marketing Capabilities (Case Study: Janbo Chain Stores).

Dao, T. C., Liao, Y. K., Chen, G., Luu, T. M. N., & Le, T. M. (2025). The Influence of B2B Social Media Marketing and Relationship
Marketing on Customer Relationship Management Effectiveness, WOM and Loyalty: A Mediator Analysis. International Review of
Management and Marketing, 15(1), 71-81. https://doi.org/10.32479/irmm.17340

Ebrahimpour, S. (2025). The Effect of B2B Firms' Technology Readiness on Al-Based Customer Relationship Management Capacity with the Mediating
Role of ICT Capacity and the Moderating Role of Industry Dynamism: A Study of B2B Firms Fourth International Congress on Management,
Economics, Humanities, and Business Development,

Fereira, H. D., Hirvon, G., & Sanchy, D. S. (2024). Strategic and Growth Orientation to Improve Performance of B2B SMEs in Emerging
Markets. Jebi, 1(3), 301-320. https://doi.org/10.69725/jebi.v1i3.178

Hadid, A. B., Bouguelia, S., & Kheddouci, H. (2024). A New Method of B2B Customer Segmentation Based on Firmographic Data, and
REM and Graph Models. 2024 IEEE International Conference on e-Business Engineering,

Rendy, A. P., Budiyanto, & Suhermin. (2023). The Role of Value Co-Creation in Sustaining Partner Loyalty in B2B Business: A Service-
Dominant Logic Approach. International Journal of Research in Business and Social Science. https://doi.org/10.20525/ijrbs.v12i9.3056

Rodriguez, M., & Peterson, R. (2024). Artificial intelligence in business-to-business (B2B) sales process: a conceptual framework. Journal of
Marketing Analytics. https://doi.org/10.1057/541270-023-00287-7

Salonen, A., Mero, J., Munnukka, J., Zimmer, M., & Karjaluoto, H. (2024). Digital content marketing on social media along the B2B
customer journey: The effect of timely content delivery on customer engagement. Industrial Marketing Management, 118, 12-26.
https://doi.org/10.1016/j.indmarman.2024.02.002

Sethi, A. R., Dash, S., Mishra, A., & Cyr, D. (2024). Role of community trust in driving brand loyalty in large online B2B communities.
Journal of Business & Industrial Marketing, 39(2), 256-272. https://doi.org/10.1108/]JBIM-10-2022-0469

Sénnichsen, S. D. (2023). Corporate Fashion and Circular Economy - How to Manage Ethical Challenges in Marketing of B2B Textiles. In
P.N.E. U. H. S. M. Ghauri (Ed.), Creating a Sustainable Competitive Position: Ethical Challenges for International Firms (Vol. 37, pp. 33-57).
Emerald Publishing Limited. https://doi.org/10.1108/51876-066X20230000037003

Sousa, B., & Ferreira, P. (2025). In the heart of B2B branding: Exploring the link between brand-specific transformational leadership,
employer branding and employee-based brand equity. Management Research: Journal of the Iberoamerican Academy of Management, 23(3),
315-338. https://doi.org/10.1108/MRJIAM-05-2024-1542

Wu, M., Andreev, P., Benyoucef, M., & Hood, D. (2024). Unlocking B2B buyer intentions to purchase: Conceptualizing and validating
inside sales purchases. Decision Support Systems. https://doi.org/10.1016/j.dss.2023.114165



https://doi.org/10.1108/JBIM-09-2022-0429
https://doi.org/10.1111/1467-8551.12829
https://doi.org/10.1108/JBIM-12-2023-0714
https://doi.org/10.30857/2415-3206.2023.1.5
https://doi.org/10.30857/2415-3206.2023.1.5
https://doi.org/10.1016/j.indmarman.2023.12.006
https://doi.org/10.32479/irmm.17340
https://doi.org/10.69725/jebi.v1i3.178
https://doi.org/10.20525/ijrbs.v12i9.3056
https://doi.org/10.1057/s41270-023-00287-7
https://doi.org/10.1016/j.indmarman.2024.02.002
https://doi.org/10.1108/JBIM-10-2022-0469
https://doi.org/10.1108/S1876-066X20230000037003
https://doi.org/10.1108/MRJIAM-05-2024-1542
https://doi.org/10.1016/j.dss.2023.114165

