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ABSTRACT

There is no doubt that social media (SM) has changed the fundamental nature of 
customer-company interaction and communication. The extant literature on SM use 
is focused on the mechanics of SM use and the possible benefits that companies 
can achieve. The literature has also identified number of managerial challenges 
associated with SM use in companies. However, the literature is fragmented when 
it comes to the question as to how these benefits can be realized by companies. This 
study attempts to provide a comprehensive coverage of the SM use by the companies. 
This study also reviews various managerial challenges associated with SM data use 
and provides recommendations to deal with these challenges.

INTRODUCTION

The SM has provided companies a platform that has change the nature of interaction 
between companies and their customers. As such, a growing body of literature has 
focused on the use of SM by the companies (Gallaugher & Ransbotham, 2010; Aydin 
et al., 2021). A review of literature reveals that there is no clear, comprehensive, 
and agreed-upon definition of SM. Majority of the empirical literature has focused 
on how individuals use SM with little attention paid on SM use by the companies. 
Therefore, the main objective of this study is to investigate how companies use social 
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media (SM) data (DesAutels, 2011; Ngai, Tao, et al., 2015). SM data use refers to 
processes used to monitor, process, act and use SM data (Baidokhti,2019; Zamani 
& Brady, 2012). One of the focus areas of this study is the various managerial 
challenges associated with use of SM data.

The processes of SM data use have been examined using model of relational 
information (Evers, et al., 2017; Tseng, 2020) and SM analytics (Bekmamedova 
& Shanks, 2014). The main difference between these two perspectives is that first 
perspective looks at SM data use in companies at conceptual level while second 
perspective looks at SM data use at aggregate level. A review of extant literature reveals 
that there exist seven stages related to the use of SM data: Reciprocity, Monitoring, 
Analysis, Integration, Dissemination, Utilization, and Storage (Baidokhti, 2019). 
However, literature provides limited coverage as to how companies can apply these 
stages for SM data use. This leads to the need to conduct further research to gain 
deeper insight of the SM data use by the companies and its associated managerial 
challenges.

REVIEW OF SOCIAL MEDIA LITERATURE

Role of Information Technology (IT) in Marketing

The role and impact of IT in the marketing is a focus of researchers for long time 
(O’Driscoll, 2008). The researchers view modern marketing as largely driven by data 
and information and argue that IT-enabled marketing practices are the need of the 
hour (Brinker & McLellan, 2014; Mauti, 2021). In this context, the term decision-
driven marketing has been coined to reflect the interaction of IT and marketing 
practices in the companies (Harrigan & Hulbert, 2011). The researchers have used 
various theories to explore the relationship between marketing and IT. These theories 
include The Stages Theory of IT adoption (Nolan, 1979), Theory of Paradoxes 
of Technology (Mick & Fournier, 1998), and the Technology Acceptance Model 
(Davis, et al., 1989). These researchers stress the urgency of adopting marketing 
practices to the new technology era and recommend that IT should be an integral 
part of the marketing practices of companies (Brady, et al., 2008; Johnson, Bardhi, 
et al., 2008; Muk & Chung, 2015).

Social Media (SM)

SM is diverse and dynamic and users use variety of SM platforms and applications. 
Companies use SM to interact directly with customers, collect and analyze customer 
information, and tailor their products/services. Customers use SM for variety of 
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