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Social Network Management Enhances
Customer Relationship
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Abstract—The study aims to develop a framework of social
network management to enhance customer relationship. Social
network management of this research is derived from social network
site management, individual and organization social network usage
motivation. The survey was conducted with organization employees
who have used social network to interact with customers. The results
reveal that content, link, privacy and security, page design and
interactivity are the major issues of social network site management.
Content, link, privacy and security, individual and organization
motivation have major impacts on encouraging business knowledge
sharing among employees. Moreover, Page design and interactivity,
content, organization motivation and knowledge sharing can improve
customer relationships.
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. INTRODUCTION

ECENTLY, people use social network to interact with

customers [29]. Social network have many benefits which
include knowledge sharing, improved feedback/service,
improved market and sales [5]. From the organizations’
viewpoint, use of social network channel can enhance
relationship to customers [12, 13, 39]. Social network is used
to gather information from customers, analyze customer
information, and respond to customer faster. Prior research on
social network has mainly focused on individual perspectives
such as the impact of social influence, social presence [12,
13], behavior and benefits [38]. Social network sites provide
an opportunity to enhance relationship between customer and
business [29]. Therefore, it’s important to know how to
manage social network site in details so that organization can
use as the framework to manage social network site more
effectively. The better social network site management can
make customers feel impression and intention to use the site.
Only effective social network site management cannot
enhance knowledge sharing among employees. Behavior of
employees who deal with customer is a major factor of
creating business knowledge sharing. The use and
gratification theory mentions that individual motivation of
social network usage can enhance knowledge sharing [1, 30].
Moreover, organization motivation is another management
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aspect that can assist social network usage of employees to
interact with customer and create business knowledge sharing.
Relatively little research has integrated social network site
management, individual and organization social network
usage motivation with knowledge sharing and customer
relationship. This research aims to develop social network
management component that can enhance knowledge sharing
and customer relationship.

Il. LITERATURE REVIEW

Business knowledge sharing

Social network can increase business knowledge sharing.
Tacit knowledge is one result of using social network [22].
Tacit knowledge is deeply rooted in action, commitment, and
involvement in a specific context [21]. Most organization
found that knowledge sharing influences the willingness of an
individual to share his/her knowledge [8]. Knowledge from
customers is mainly generated within business processes. For
example, when marketing personnel collects complaint from
customer via the social network channel, data can be used to
discuss and set the better service requirements to customers
[20].

Social network sites management

Social networks focused on building online social network
or communities of people who wanted to share interests and
interact with others [24]. There were many components in
social network that needs to be managed properly such as
page design [31], interactivity [1, 35, 36, 38], content [36],
privacy [10, 29, 33, 38], security [10] and linkage [7, 36]. The
better site management can enhance knowledge sharing [22].
The first hypothesis with four sub hypotheses was as the
following:

H;: The higher level of social network site management, the
higher level of business knowledge sharing among employees.
Hia: The higher level of privacy and security policy, the
higher level of business knowledge sharing among employees.
Hip: The higher level of page design and interaction, the
higher level of business knowledge sharing among employees.
Hic: The higher level of linkage, the higher level of business
knowledge sharing among employees.

Hiq4: The higher level of content, the higher level of business
knowledge sharing among employees.
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A.Individual social network usage motivation

One factor that has an influence on social network
management is individual motivation to use social network.
The use and gratification theory explained that factors
influencing motivations for using different media consisted of
a large number of values: purposive value, self-discovery,
maintaining interpersonal connectivity, social enhancement,
entertainment  value. Purposive value derived from
accomplishing  including and giving or receiving
information/knowledge, learning through social network
participation [12, 13, 17, 30]. Self-discovery was learning of
individual from self-interaction through society. Maintaining
interpersonal connectivity was one social benefit derived from
establishing and maintaining contact with other people and
keeping track with other members. Social enhancement was
the value from obtaining acceptance and approval from other
members through social network. Finally entertainment value
derived from fun and relaxation through interacting with
others [12, 13]. The previous work revealed that individual
motivation can enhance business knowledge sharing among
employees [1, 11]. Therefore,

H,: The higher level of individual social network usage
motivation, the higher level of business knowledge sharing.

B.Organization social network usage motivation

Employees’ empowerment from the organization can
motivate individuals to participate and perform the work
effectively [35]. Organization needed to support resources to
employees so that specific task can be performed successfully
[33]. Specific to this context, the clear policy of employee
empowerment to interact with online customers can motivate
employees to participate in responding to customers more
frequently [26]. The decision-making and problem solving
power was an important empowerment that allowing
employees to use social network channel to respond and solve
customers’ problem immediately [22, 25]. Finally, the positive
of empowerment management of the organization was the
encouragement of allowing employees to do something more
creatively with the reward system [6, 14, 15, 22].

Hs: The higher level of organization social network usage
motivation, the higher level of business knowledge sharing.

C. Customer relationship

Many organizations wanted to build long-term relationships
with the customers. Integrated customer knowledge can build
close cooperation with their customers [3]. The social network
management provided potential value of enhancing customer
relationship which can create customer satisfaction and
retention [5]. Abed Abedniya & Sahar Sabbaghi Mahmouei,
2010) indicated that many companies start to use social
network to build relationship with customers. The social
network site management had an impact on enhancing
customer relationship [1, 29]. Therefore, the next hypothesis
was:

H,: The higher level of social network site management, the
higher level of customer relationship.
Haa: The higher level of privacy and security policy, the

higher level of customer relationship.
Hap: The higher level of page design and interaction, the
higher level of customer relationship.
Hac: The higher level of linkage, the higher level of customer
relationship.
Haq: The higher level of content, the higher level of customer
relationship.

In addition, both individual and organization social network
usage motivation can create relationship with customers
[1, 10, 27, 22, 23].

Hs: The higher level of individual social network usage
motivation, the higher level of customer relationship.

He: The higher level of organization social network usage
motivation, the higher level of customer relationship.

Finally, business knowledge sharing led to enhance
customer relationship [22].

H;: The higher level of business knowledge sharing, the
higher level of customer relationship.

e
/ Social Network\\ H1
( Site ]
\Management \ S
- = / Business \
(

N knowledge

sharing
/ Individual Sacial\

( network usage

\ motivation

// Customer \\

H3
( Relationship )

Organization ( % \\\\7%7777/7////

( social network ]
/

\\usage motivation./

Fig. 1 The research framework of social network management to
enhance customer relationship was illustrated

I1l. METHODOLOGY

Survey research was conducted with organizations using
social network to interact with their customers. The target
respondents were employees who have ever used social
network to contact with the customers. Questionnaire was
developed to ask the five constructs of the framework. Data
were collected through online social network channel to ask
the employees’ perspectives about social network
management. The total of 287 employees responded to the
questionnaire. The profile of respondents was shown in Table
I
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TABLE |
RESPONDENTS PROFILE

Characteristics N %

Type of social network site
(Could chooses more than one choice)

Facebook 287 68.82
Hi 5 115 27.58
Twitter 14 3.36
Myspace 1 0.24
Period of social network sites (Year)

Less than 1 63 21.72
1-2 213 74.22
3 10 3.45
4 1 0.34

Department that uses social network sites
(Could chooses more than one choice)

Sales 222 23.59
Marketing 218 23.17
Advertising 188 16.15
Services 161 17.11
Public Relations 152 16.15
Type of business

Consumer Goods 115 40.07
Services /Tourism & Recreation 91 3171
Technology 40 13.94
Property & Construction 16 5.57
Industrial Products 10 3.48
Agriculture & Food Industry 6 2.09
Others 5 1.74
Finance 4 1.39

IV. RESULTS

Exploratory factor analysis was used to explore the
components of social network management which consisted of
social network site management, individual and organization
motivation to use social network. The social network site
management consisted of four factors: privacy and security,
page design and interaction, linkage and content (Table II).

TABLE Il
THE RESULT OF FACTOR ANALYSIS AND RELIABILITY TESTING
No. Composite %
Factor of Reliability Variance
items Explained
Social network site management
Privacy and Security 5 0.818 36.798%
Page design and interaction 5 0.815
Linkage 3 0.916
Content 3 0.755
Individual motivation 5 0.851 64.949%
Organization motivation 7 0.918 67.352%
Business knowledge sharing 3 0.796 71.625%
Customer relationship 3 0.822 74.441%

Table Il presented the Cronbach’s alpha of each factor
ranging from 0.755- 0.918 which is acceptable (> 0.7) and
have adequate items reliability.

TABLE 111
THE IMPACT OF SOCIAL NETWORK MANAGEMENT ON KNOWLEDGE SHARING

Variable B Sig

Privacy and Security 0.443 0.000*
Page design and interaction 0.066 0.267
Linkage 0.497 0.000*
Content 0.318 0.000*
Individual motivation 0.169 0.025*
Organization motivation -0.330 0.000*

Dependent: Business knowledge sharing R* = 0.548 *Sig. p<.05

The regression analysis showed that privacy and security,
linkage, content, individual motivation, and organization
motivation had positive influences on business knowledge
sharing. Moreover, the result illustrated that the organization
motivation component had negative impact on knowledge
sharing. Page design and interaction factor had no impact on
knowledge sharing (Hy, is rejected) (See Table I11).

TABLE IV
THE IMPACT OF FACTORS THAT ENHANCE CUSTOMER RELATIONSHIP

Variable B Sig
Privacy and Security 0.104 0.067
Page design and interaction 0.297 0.000*
Linkage 0.036 0.524
Content 0.234 0.000*
Individual motivation 0.047 0.549
Organization motivation 0.280 0.000*
Business knowledge sharing 0.210 0.001*

Dependent: Customer relationship R* = 0.511  *Sig. p<.05

Table IV showed that page design and interaction, content,
organization motivation, and knowledge sharing had positive
influence on customer relationship. Moreover, the result
illustrated that page design and interaction component had the
most influence on customer relationship. Therefore, Hy,, Hag,
Hg and H; were accepted.

V. CONCLUSION

This study aimed to examine the components of social
network management which can create customer relationships.
The survey results showed that the enhancement of the
customer relationships between customers and organization
greatly relied on how organization managed the social
network site with their customers. To manage the social
network site, organization needs to concern about webpage
design, privacy and security policy, linkage, and content
management. Individual and organizational social network
usage motivations were very important antecedents of social
network management. The two components of social network
site management that having impact on encouraging business
knowledge sharing within the organization were privacy and
security policy, and linkage of the social network to the
related information. Quality of content on the social network
site has major impacts on both business knowledge sharing
and customer relationship. Page design and interactivity had
only major impact on enhancing customer relationship.
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Moreover, individual usage motivation had positive impact on
business knowledge sharing whereas organization motivation
had negative impact on encouraging business sharing. This
was an important indicator that employees felt that
organization has less motivation to let them share knowledge
through social network. On the other hand, employees
perceived that organization motivation of using social network
and business knowledge sharing can enhance customer
relationships. This research focused on studying the
determinants of social network management that had the
influence on creating customer relationships from the
employees’ perspective. The future researches can extend the
study by measuring the customers’ perspective on using firm
social network to interact with the organization.
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