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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.

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. 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
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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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