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Abstract

Objective: In an increasingly competitive global environment, social media has
become one of the key components of success in international marketing and the
enhancement of brand interactions in business-to-business (B2B) markets. The
expansion of digital technologies and the transformation of communication patterns
have reshaped the way companies interact with customers and business partners in
cross-border markets, enabling direct, rapid, and cost-effective communication with
international stakeholders. Despite this, a substantial portion of prior research has
focused mainly on the adoption of technologies and digital tools, while the strategic
mechanisms through which social media can be leveraged to create sustainable
competitive advantage have received less attention. The present study was conducted
to explain the dimensions and mechanisms of the strategic leveraging of social media
in international B2B marketing.

Method: This study was conducted using a qualitative approach based on the
structured meta-synthesis method of Sandelowski and Barroso. The research
population consisted of peer-reviewed studies related to social media and international
marketing published during the period 2015 to 2025. Following a systematic search in
international databases and the application of inclusion and exclusion criteria, 44
selected studies entered the analysis process. The data were coded using MAXQDA
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software and examined through thematic analysis. To enhance the credibility and
robustness of the findings, the process of extracting and coding themes was cross-
checked by independent researchers.

Findings: The findings identified five core dimensions of the strategic leveraging of
social media: (1) digital marketing integration and adaptability, (2) customer engagement
and personalization, (3) cultural intelligence and cross-cultural adaptation, (4) data-driven
strategies and optimization, and (5) community building and trust development. The results
showed that social media functions beyond communication tools and serves as a
strategic infrastructure for managing international relationships, aligning marketing
activities, and fostering cross-cultural interactions. The integration of social media into
broader marketing strategies also increases scalability, optimizes resource allocation,
improves cost efficiency, and strengthens the capacity for rapid response to
environmental changes. In addition, cultural intelligence and trust building were
identified as key factors in the sustainability of international business relationships.

Conclusion: This study conceptualizes social media as a dynamic capability in
international marketing that, through identifying market opportunities, reconfiguring
marketing strategies, and strengthening international interactions, provides the
foundation for creating sustainable competitive advantage. The proposed framework
can serve as a practical basis for managers in designing and implementing international
digital strategies and enhancing marketing performance in global markets.
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1 -Resource-Based View (RBV)
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1- Technology Acceptance Model
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