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Introduction
Social media is sometimes regarded as a double-edged sword, presenting both benefits and difficulties for businesses. It connects businesses connected to their clients, and when done correctly, it can help boost sales while also providing a considerable financial return (Hameri and Hintsa, 2009. Supply network management, as well as technology, are becoming more advanced, resulting in the establishment of highly specialized networks throughout the globe (Trainor et al., 2014). Because of the widespread availability of a dynamic technological network, social media have emerged as a critical idea in the majority of business strategies (Kaplan and Haenlein, 2010). Sociable media platforms are increasingly being used by businesses to increase profitability, detect issues, stimulate innovation, communicate with consumers, reply promptly when they need something, and enhance organizational performance (Gallaugher and Ransbotham, 2010). Social media also helps workers to effortlessly exchange information and expertise inside a company by improving consumer interactions with external businesses, as well as delivering job updates or best practices via increased business analysis (Wu, 2013).
Even though social media has gained significant attention in a variety of academic groups, like marketing or information systems (Fader and Winer, 2012), business management study is still in its early stages (Melnyk, Flynn and Awaysheh, 2018). Further, it is said that there is still a lot of work to be done on social media, as well as the available studies don’t give enough evidence about how social media affects the supply chain (Parveen, Jaafar, and Ainin, 2015). However, during the last few decades, the essence of rivalry between firms has evolved from product development to supply chain management (Croom, Romano, and Giannakis, 2000). Therefore, multiple past studies have demonstrated that supply chain interactions are amongst the top objectives that must be handled efficiently and methodically to avoid losing a competitive advantage over its competitors, respectively (Choi and Krause, 2006). As a result, the purpose of this research is to investigate the influence of social media in enhancing supply chain performance.
Amazon is a gigantic corporation that dominated the world of e-commerce or e-fulfillment. As a result, what began as a simple online bookshop has grown into an advanced digital ecosystem with thousands of interconnected moving components, such as workers, suppliers, or shippers. While Amazon continues to develop and flourish, there is a need to develop and simplify its supply chain. To keep up with the times, Amazon uses technology such as mobile applications and social media to develop its supply chain management. Its more automated methods save expenses while also enhancing overall speed as well as productivity of the organization. Amazon is well-known not just for its extensive catalogue with over 400 million things, as well as for the accuracy with which they handle their inventory. Customers on Amazon may pick from a choice of delivery options, and in certain places, their purchases can be delivered in as little as an hour. It is necessary for all components of the supply chain must operate in perfect synchronization to meet such aggressive delivery deadlines (Trivedi and Madan, 2018).
Aims and Objectives
The aim and objective of this study are to investigate to what extent, social media marketing plays a role in the supply chain performance of a company like Amazon. More specifically, the study will examine the perceptions of social media marketing and how it affects the purchasing decisions on a variety of Amazon products.
2: Literature Review
[bookmark: _Toc94522645]2.1. Social Media Platforms
Internet-based apps that are built on the technological underpinnings of Web 2.0 and allow for the production and sharing of user-generated information are collectively referred to as "social media" (Whiting and Williams 2013). Consumers like using social media to share information about goods, services, or brands with others. Social media encompasses online information sources which have been created, disseminated, and utilized by consumers to share product information, facilities, and brands with others (Whiting, Williams, and Hair, 2019). Furthermore, social media includes websites such as social media platforms, virtual communities, video-sharing webpages, review sites, dating services, and virtual gaming worlds (Gussenhoven, 2013). Internet-based social media has seen an explosive expansion in recent years, with the advent of social media platforms like Twitter, Facebook, and Instagram among several other platforms (Meixner et al., 2013).
Currently, while social media is broad and ever-changing, in the same way that a consumer can recognize a physical business by its branding should also be the same way that a customer can discover an organization's online presence and also be able to easily access the appropriate accounts when required (Kapoor et al., 2018). FMCG merchants get a competitive advantage by being able to satisfy their consumers' expectations in full and on time (Vogt, Förster, and Kabst, 2014). When compared to paid marketing and advertising initiatives, social media communication techniques give FMCG merchants a mechanism for boosting their agility for consumer involvement, smoothing demands, and acquiring information about customer views on items being offered at a cheap cost (Kasemsap, 2018). Diffley and McCole (2019) argue that organizations with little or no presence on social media are falling behind their rivals. As a result, firms' use of social media has prompted them to reconsider how they see and govern their client relationships, necessitating a reform of old practices to satisfy the evolving expectations of consumers.
[bookmark: _Toc94522646]2.2. Social media and Customer Engagement
Using social marketing, and particularly social area marketing, to drive sales in retail had been an area where there was a potential to capitalize on the trend early and frequently. Consumers' purchasing decision cycle may be influenced by social location marketing in all stages of the process - from awareness through elevation, evaluation, and purchase, among other things. Social location sharing was indeed limited to a specified geographic area. Customers, visitors, and users are all examples of people who have been or are in the approach of becoming a customer. Retailers, particularly those with brick-and-mortar locations, are fully cognizant of the importance of providing their visitors with such a positive experience to convert them into customers. More importantly, businesses want all visitors who become customers to return again and again. To communicate with their consumers, get feedback, and build client loyalty, they make use of internet forums.
Several online surveys conducted by the Pew Research Centre’s Internet and American Life Project (Hampton et al., 2011) revealed that Facebook is the leading social media platform (SMP) by a significant margin. Almost the majority of individuals who utilize a social networking site do so via Facebook (92 percent). Among other social networking sites, Facebook is joined in prevalence by Myspace (29%), LinkedIn (18%), Twitter (13%) as well as other social networking services (10 percent). The frequency with which people utilize social networking sites varies significantly. LinkedIn and Myspace are utilized far less regularly by its users, but Facebook and Twitter are used far more frequently. Only 7 percent of Myspace users and 6 percent of LinkedIn users connect with the site daily, compared to 52 percent of Facebook users as well as 33 percent of Twitter users who do the same. By contrast, just 62 percent of MySpace users, 40 percent of Twitter users, and 44 percent of LinkedIn users interact with their social networking sites more than once a month, respectively. Only 6% of Facebook users use the network less than once each month, according to data from the company (Markova and Petkovska-Mirčevska, 2013).
[bookmark: _Toc94522647]2.3. Supply Chain
Customers-centric supply chains have been more popular in recent years owing to a "perfect storm of circumstances," which include market movements, developments in the target customer, and technological developments (Melnyk and Stanton, 2017). It has become more necessary to break through "walls" in the supply chain and establish genuine connections with clients. When conventional supply chain management (SCM) techniques are transformed via the use of digital tools or resources, this represents significant potential. However, while many people associate "modernization of the supply chain" with technological innovations like big data analytics, Artificial Intelligence (AI), self-driving cars, and drones, the notion of "digital supply chain" is much wider in scope. According to Buyukozkan and Gocer (2018), the digital innovation of a supply chain includes the way supply chain operations are controlled through the use of a wide range of innovative technology solutions. It also includes the application of different digital business models throughout relevant supply chain situations (Hofmann et al., 2019). Supplier digitalization allows businesses to make use of digital tools or sources to boost the speed for capturing, the total number of inputs, as well as the quality of information flow (Stank et al., 2019). Successful supply chain digitalization allows businesses to establish customer-centric skills to detect changing trends in consumer preferences and swiftly predict and react to customer demand adjustments (Min et al., 2019).
Social media is an example of a digital tool or supply that may be very beneficial in the development of customer-centric supply chain strategies. To digitalize the supply chain, social networking sites must be used since it is not only a digitized platform that may give large amounts of important data, however, it is a great tool for improving communication efficiency and productivity to increase internally and externally integrations (Sanders et al., 2019). Social media is defined as "a collection of Internet-based apps that are built on the conceptual and technical underpinnings of Web 2.0 and that enable the production and sharing of User Generated Content" (Kaplan and Haenlein, 2010). Using social media inside the supply chain is advantageous because it provides particular discussion forums and "behaves as an external site that allows supply chain management to effectively improve the productivity of the firm's total knowledge base and much more effectively exchange information in supply chain networks" (e.g., Facebook, LinkedIn, Twitter) (Cheng and Krumwiede, 2018). This approach to social media use differs significantly from traditional communication techniques, like email, fax, phone calls, or enterprise resource planning tools. Internally and internationally, social media has predominantly been employed in two ways in an organizational context: externally and internally (Leonardi et al., 2013). When it comes to external social media, contact with customers, suppliers, or the general public is easier than it is with workers inside the company's walls through internal social media. In this research, we look at how organizations utilize social media marketing in a supply chain management framework.
[bookmark: _Toc94522648]2.4. Social Media and Supply Chain
Early adopters have the early lead. Although a vast majority of people reference only Facebook, Twitter, and LinkedIn are the three most popular social media platforms. When it comes to social media, the genuine social media experience for businesses is far greater than it is for individuals. They may involve consumers via smartphone apps, RFID, Internet of Things, Data Management, and corporate social media (to exchange information across partner groups) to assist in the rapid dissemination of information. Several businesses utilize social media implementations that are solely available to their personnel. If you look at Home Depot, they have created their unique social media sharing webpage called The Warehouse to assist in the rapid transfer of information among management and the provision of a fast and effective method of reaching individuals who need to be kept informed as soon as possible (Johnson and Whang, 2002).
The usage of social media in supply chain management procedures is widespread across other major corporations. In the field of supply chain management, these organizations are at the leading edge of innovation. Social media is unavoidably going to play a pivotal role in the development, and this will be true across all sorts of media platforms. Employers and customers now have more methods than ever before to interact with one another, whether it's via 140-character text messages on Twitter or.mp3 uploads on Soundcloud. In today's extremely competitive economy, businesses need to think of imaginative new methods to simplify their processes, boost efficiency, and maximize productivity to remain one step ahead of their competitors (Markova and Petkovska-Mircevska, 2013).
Utilizing cutting-edge technology, like social media, may help your firm enhance the management of its supply chain. It may enhance visibility, improve communication, strengthen control, and minimize operational and personnel expenses, among other things. The ability to improve customer satisfaction is enhanced when a company has a more efficient and reliable supply chain. The ripple effect of adopting social media to optimize company supply chain management may spread outward throughout almost your whole organization, which is beneficial to your company's bottom line and reputation. Social media is all about developing connections, and it can be utilized in a supply chain to facilitate the development and growth of partnerships between trade partners and other stakeholders. Information and expertise obtained by supply chain partners via the usage of social media may give insight into a variety of problems about the supply chain, business, competitiveness, and other related topics. As well as for relationship building, it may be used to identify key performance indicators, like the on-time delivery of a carrier or the tardy payment from a shipper. Some businesses utilize social media to seek information from their consumers and to serve as a forum for making improvements based on that information (Stank et al., 2019).
Social media helps supply chain players to keep track of supply chain events and transactions in real-time, keeping everyone up to know on current conditions such as a delivery delay or perhaps a carrier fails to pick up a package. Twitter tweets may be used to notify customers of the arrival or departure of cargo from a certain warehouse location. Twitter may be used to express the requirement for a certain sort of cargo as well as to inform drivers of vehicle collisions restrictions that may occur. Companies may benefit from social media because it can give them more immediate and accurate information about threats and occurrences, allowing them to take remedial action sooner and so reducing the effect of a supply chain interruption.
When it comes to supply chain experts, social media might be a significant resource for identifying new ideas, understanding commodity, and price trends, capturing best practices, and collaborating with stakeholders, colleagues, and suppliers, among other things. It has the potential to enhance current processes, reduce risk, and boost efficiency. Businesses may promote innovation inside their supply networks by using the pooled ideas and expertise of supply chain players. This results in continual improvement and company development for all partners in the supply chain. More businesses are likely to use social media methods in the future. The goal of supply chain management is to determine the most efficient method of delivering information to customers. Social media, by its very nature, facilitates the dissemination of essential information, and it continued to be a popular and successful means for businesses to communicate such information as fast as possible. Organizations that neglect social media are passing up valuable business growth possibilities and putting themselves at risk of losing market share (Cheng and Krumwiede, 2018).
[bookmark: _Toc94522649]2.4.1. Challenges
Social media also had altered how businesses operate themselves and how companies connect with their clients (Rapp et al., 2013). It is now common for consumers to seek information on the web, and their choices are influenced by what they read about all other customers' experiences on social media sites. Customers' selections on their future buy are influenced by their previous purchasing experiences (Bronner and de Hoog, 2014). Businesses without a social media presence risk losing contact with their clients as the medium changes (Kietzmann et al., 2011)
The usage of social media has indeed grown in importance as a tool for consumers in making purchase choices, and this is affecting the way customers act and view businesses (Gunarathne et al., 2017). Everyone who uses social media platforms has been recognized as a publisher (Meixner et al., 2013), and research has demonstrated that material posted on review sites, on individual pages, blogs, Facebook, and Twitter has an impact on consumer choices. Therefore, organizations have almost no influence over the narrative that is presented on these many websites and social media platforms.
The selection of the most suitable social media platform to use for an organization's operations may be difficult, but it is critical (Campie, 2015). As a result, a company should avoid selecting a social media platform just for the goal of being visible online or because a rival is already using the platform. A more appropriate approach is for social media marketing to be aligned with the organization’s overall aims and objectives (Kaplan and Haenlein, 2010). Social media platforms are more appealing to different parts of the market than other platforms. As a result, an organization might also be confronted with the issue of managing various social media accounts to serve diverse market groups.
The organization must also choose between developing a web-based application and using an existing social networking site. The use of social media facilitates open communication between the client as well as the organization. While that might be the goal of social media platforms, it might be implemented with a good intention, it may be detrimental to the company if it is unable to react appropriately to consumers' questions and concerns (Bharucha, 2018). Is it possible that the issue of how much access the organization should grant arises? Due to the volatility of social media platforms, public relations professionals must set boundaries and develop well-considered measures in the event of an unfavorable online occurrence that might harm the organization's reputation (Valentini, 2015).
[bookmark: _Toc94522650]2.4.2. Benefits
Utilizing cutting-edge technology, like social media, may help a firm to enhance the management of its supply chain. It may enhance visibility, facilitate communication, strengthen control, and minimize operational and personnel expenses, among other things. The ability to improve customer satisfaction is enhanced when a company has a more reliable and efficient supply chain. The ripple effect of adopting social media to better the supply chain management may spread outward throughout almost the whole organization, which is beneficial to any company's bottom line and reputation (Orji, Kusi-Sarpong, and Gupta, 2020).
Better Communication with Customers
The enormous effect of social media has found its way into the business environment. However, although social media has taken the globe by storm in recent years, many businesses remain behind the trends and aren't making use of this newfound technological capability. Sites such as Twitter, LinkedIn, Google+, and Facebook can assist firms in openly communicating with their consumers, which will aid them in increasing demand, improving customer service, and increasing exposure in the marketplace.
It is possible, for example, to produce automatic updates regarding company inventory and publish them on these websites. Customers may use these to report issues, such as inclement weather, that might because delivery plans to be disrupted. Instead, businesses may address issues or concerns that customers may have about company goods or services, delivery, or other aspects of the supply chain. Customers' happiness and retention rates may both be improved as a result of improved contact with them via social media (Valentini, 2015). 
Better Communication with Your Supply Chain
It may be tough to maintain effective contact with the many different entities that comprise the supply chain network. When everyone has various schedules and has been in different places, it might be difficult to keep everyone up to date on the latest developments.
It helps to communicate with the whole supply chain in real-time, allowing the company to manage it more effectively, save time, keep everyone up to date on the latest developments, and enhance productivity. It fosters greater cooperation among the parties and facilitates open and transparent group discussions. The company can keep track of logistical changes, exchange data and information, develop connections, and follow the progress of your whole network of suppliers all in one place (Fisher et al., 2014).
Increased Visibility
When it comes to enhancing the exposure of the supply network, social media platforms such as Source map may be very beneficial. Individuals may view all the supply chain information on a map with this sharing platform, allowing customers to locate the origins of any portion of a product as well as contact any source. It makes it possible to have more transparency, which promotes control (Fournier, 2015).
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Conclusion
There are various advantages to using social media in supply chain management. These advantages include:
1. Building relationships: Successful supplier-retailer partnerships have many key indicators of success, which are as follows: A trusting relationship must be developed and founded on mutual respect in order to be successful. When social media is used to communicate within these connections, it makes communication easier, hence reducing communication barriers.
2. Data gathering and analysis: Identification of bottlenecks may be made simpler by using real-time data from social media platforms such as videos and images. Things such as smartphone applications, employee websites, as well as social media groups make issues more obvious and easier to rectify than they were before.
Information sharing: Notifications of shipping delays, weather concerns, and political upheavals provide merchants the opportunity to rearrange their schedules or locate another lodging.

Bibliography
Bharucha, J., 2018. Social media and young consumers behavior. International Journal of Supply Chain Management, 7(6), pp.72-81.
Bloomberg, 2016. Amazon building global delivery business. [online] Bloomberg.com. Available at: <https://www.bloomberg.com/news/articles/2016-02-09/amazon-is-building-global-delivery-business-to-take-on-alibaba-ikfhpyes> [Accessed 28 January 2022].
Bronner, F. and de Hoog, R., 2014. Social media and consumer choice. International journal of market research, 56(1), pp.51-71.
Büyüközkan, G. and Göçer, F., 2018. Digital Supply Chain: Literature review and a proposed framework for future research. Computers in Industry, 97, pp.157-177.
Campie, P., 2015. The social media playbook for FMS. Buildings, 109(9), pp.50-56.
Canada, J., 2019. Is reputational damage worse than a regulator's fine?. Network Security, 2019(3), pp.11-12.
Chae, B.K., 2015. Insights from hashtag# supplychain and Twitter Analytics: Considering Twitter and Twitter data for supply chain practice and research. International Journal of Production Economics, 165, pp.247-259.
Cheng, C.C. and Krumwiede, D., 2018. Enhancing the performance of supplier involvement in new product development: the enabling roles of social media and firm capabilities. Supply Chain Management: An International Journal.
Choi, T.Y. and Krause, D.R., 2006. The supply base and its complexity: Implications for transaction costs, risks, responsiveness, and innovation. Journal of operations management, 24(5), pp.637-652.
Croom, S., Romano, P. and Giannakis, M., 2000. Supply chain management: an analytical framework for critical literature review. European journal of purchasing & supply management, 6(1), pp.67-83.
Cui, R., Gallino, S., Moreno, A. and Zhang, D.J., 2018. The operational value of social media information. Production and Operations Management, 27(10), pp.1749-1769.
Deans, P.C., 2011. The impact of social media on C-level roles. MIS Quarterly Executive, 10(4), p.6.
Diffley, S. and McCole, P., 2019. The value of social networking sites in hotels. Qualitative Market Research: An International Journal.
Fader, P.S. and Winer, R.S., 2012. Introduction to the special issue on the emergence and impact of user-generated content. Marketing Science, 31(3), pp.369-371.
Fernando, Y., Walters, T., Ismail, M.N., Seo, Y.W. and Kaimasu, M., 2018. Managing project success using project risk and green supply chain management: A survey of automotive industry. International Journal of Managing Projects in Business.
Fisher, R., McPhail, R., You, E. and Ash, M., 2014. Using social media to recruit global supply chain managers. International Journal of Physical Distribution & Logistics Management.
Flynn, B.B., Zhao, X., Huo, B. and Yeung, J.H.Y., 2008. We've got the power! How customer power affects supply chain relationships.
Fournier, J., 2015. You Should Be Using Social Media to Improve Supply Chain Management. [online] Hcmworks.com. Available at: <https://www.hcmworks.com/blog/you-should-be-using-social-media-to-improve-supply-chain-management> [Accessed 31 January 2022].
Gallaugher, J. and Ransbotham, S., 2010. Social media and customer dialog management at Starbucks. MIS Quarterly Executive, 9(4).
Gasser, J., 2019. Analysis of Amazon’s customer centric supply chain and its consequences on the international distribution market (Doctoral dissertation).
Gebremikael, F., Szmerekovsky, J. and Gaypong, S., 2019. Leveraging social media platforms to acquire supply chain intelligence with a view to improving supply chain performance using the AHP. ASBBS Proceedings, 26, pp.234-249.
Gussenhoven, C.J., 2013. Twitter’s effect on share price movements of the Johannesburg Stock Exchange (Doctoral dissertation, University of Pretoria).
Hameri, A.P. and Hintsa, J., 2009. Assessing the drivers of change for cross‐border supply chains. International Journal of Physical Distribution & Logistics Management.
Hofmann, E., Sternberg, H., Chen, H., Pflaum, A. and Prockl, G., 2019. Supply chain management and Industry 4.0: conducting research in the digital age. International Journal of Physical Distribution & Logistics Management.
Johnson, M.E. and Whang, S., 2002. E‐business and supply chain management: an overview and framework. Production and Operations management, 11(4), pp.413-423.
Kaplan, A.M. and Haenlein, M., 2010. Users of the world, unite! The challenges and opportunities of Social Media. Business horizons, 53(1), pp.59-68.
Kapoor, K.K., Tamilmani, K., Rana, N.P., Patil, P., Dwivedi, Y.K. and Nerur, S., 2018. Advances in social media research: Past, present and future. Information Systems Frontiers, 20(3), pp.531-558.
Kasemsap, K., 2018. Mastering social media in the modern business world. In Social media marketing: Breakthroughs in research and practice (pp. 111-137). IGI Global.
Kasiri, N., 2021. RFID Applications in Retail. In Radio Frequency Identification Applications. IntechOpen.
Kietzmann, J.H., Hermkens, K., McCarthy, I.P. and Silvestre, B.S., 2011. Social media? Get serious! Understanding the functional building blocks of social media. Business horizons, 54(3), pp.241-251.
Leonardi, P.M., Huysman, M. and Steinfield, C., 2013. Enterprise social media: Definition, history, and prospects for the study of social technologies in organizations. Journal of Computer-Mediated Communication, 19(1), pp.1-19.
Macrina, G., Pugliese, L.D.P., Guerriero, F. and Laganà, D., 2017, September. The vehicle routing problem with occasional drivers and time windows. In International Conference on Optimization and Decision Science (pp. 577-587). Springer, Cham.
Markova, S. and Petkovska-Mirčevska, T., 2013. Social media and supply chain. Amfiteatru Economic Journal, 15(33), pp.89-102.
Meixner, O., Haas, R., Moosbrugger, H. and Magdits, P., 2013. The use of social media within the Austrian supply chain for food and beverages (No. 1021-2016-81784, pp. 1-13).
Melnyk, S.A. and Stanton, D.J., 2017. The customer-centric supply chain. Supply Chain Management Review, 20(12), pp.28-39.
Melnyk, S.A., Flynn, B.B. and Awaysheh, A., 2018. The best of times and the worst of times: empirical operations and supply chain management research. International Journal of Production Research, 56(1-2), pp.164-192.
Min, S., Zacharia, Z.G. and Smith, C.D., 2019. Defining supply chain management: in the past, present, and future. Journal of Business Logistics, 40(1), pp.44-55.
Nguyen, B. and Mutum, D.S., 2012. A review of customer relationship management: successes, advances, pitfalls and futures. Business Process Management Journal.
O'Leary, D.E., 2016. KPMG knowledge management and the next phase: Using enterprise social media. Journal of Emerging Technologies in Accounting, 13(2), pp.215-230.
Orji, I.J., Kusi-Sarpong, S. and Gupta, H., 2020. The critical success factors of using social media for supply chain social sustainability in the freight logistics industry. International Journal of Production Research, 58(5), pp.1522-1539.
Parveen, F., Jaafar, N.I. and Ainin, S., 2015. Social media usage and organizational performance: Reflections of Malaysian social media managers. Telematics and informatics, 32(1), pp.67-78.
Payne, A. and Frow, P., 2005. A strategic framework for customer relationship management. Journal of marketing, 69(4), pp.167-176.
Ramanathan, U., Subramanian, N. and Parrott, G., 2017. Role of social media in retail network operations and marketing to enhance customer satisfaction. International Journal of Operations & Production Management.
Rapp, A., Beitelspacher, L.S., Grewal, D. and Hughes, D.E., 2013. Understanding social media effects across seller, retailer, and consumer interactions. Journal of the Academy of Marketing Science, 41(5), pp.547-566.
Sanders, N.R., Boone, T., Ganeshan, R. and Wood, J.D., 2019. Sustainable supply chains in the age of AI and digitization: research challenges and opportunities. Journal of Business Logistics, 40(3), pp.229-240.
Stank, T., Esper, T., Goldsby, T.J., Zinn, W. and Autry, C., 2019. Toward a digitally dominant paradigm for twenty-first century supply chain scholarship. International Journal of Physical Distribution & Logistics Management.
Swain, A. and Cao, Q., 2013, November. Exploring the impact of social media on supply chain performance: A sentiment analysis. In Proc. 44th Annu. Meeting Decis. Sci. Inst (pp. 16-19).
Trainor, K.J., Andzulis, J.M., Rapp, A. and Agnihotri, R., 2014. Social media technology usage and customer relationship performance: A capabilities-based examination of social CRM. Journal of business research, 67(6), pp.1201-1208.
Trivedi, S. and Madan, M.V., 2018. Amazon Supply Chain Management: A Case Study. NOLEGEIN-Journal of Supply Chain and Logistics Management, pp.23-27.
Valentini, C., 2015. Is using social media “good” for the public relations profession? A critical reflection. Public relations review, 41(2), pp.170-177.
Vogt, S., Förster, B. and Kabst, R., 2014. Social media and e-participation: Challenges of social media for managing public projects. International Journal of Public Administration in the Digital Age (IJPADA), 1(3), pp.85-105.
Wenninger, H., Krasnova, H. and Buxmann, P., 2019. Understanding the role of social networking sites in the subjective well-being of users: a diary study. European Journal of Information Systems, 28(2), pp.126-148.
Whiting, A. and Williams, D., 2013. Why people use social media: a uses and gratifications approach. Qualitative market research: an international journal.
Wu, L., 2013. Social network effects on productivity and job security: Evidence from the adoption of a social networking tool. Information systems research, 24(1), pp.30-51.
Xu, J. and Gao, X., 2021. E-tailing and E-Supply Chain. In E-Business in the 21st Century: Essential Topics and Studies (pp. 83-105).



image1.png




image2.png




