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Social media has redefined the ways through which brand was developed earlier. Now-a-days repeat 
and integrated use of social media including blogging, micro-blogging, photo-sharing, video-sharing 
and social networking sites have been very useful in creating a favorable and long-lasting branding 
image of the organizations resulting into more responsive and prompt service,pleasantuser 
experience, customer acquisition, conversion, retention or loyalty, patronization, etc.It is also now a 
common online media strategy in the leading firms of various industries. From this perspective the 
current study is an attempt to examine the role of social media in B2B brand development. 
 
The findings of the some recent research works suggest the significant role of social media in 
B2B brand development. But each of the studies cited in this paper focuses on the usage of 
social media in B2B brand development in the countries other than Bangladesh. So, there is a 
clear research gap and to mitigate this gap a rigorous research is yet to be systematically 
attempted. With this end in view, the present study investigates the research question: “Is there 
any role of social media in B2B brand development?” As answer to this research question one 
hypothesis has been developed which is ‘There is effective role of social media in B2B brand 
development’. From the light of the above hypothesis, the principal objective of this study is to 
examine whether there is any role of social media in B2B brand development or not. 
 
The current study is the embodiment of both primary and secondary data collection and their 
analyses in which, the secondary data have been collected from the recent research findings 
published in the international journals, technology related magazines and research & consulting 
reports relevant to the subject matter of the study. While the primary data have been collected 
during the month of October 1, 2019 to November 30, 2019 from the sample size of110 
respondents including merchandisers of RMG factories in Bangladesh using judgment sampling 
method through a structured and self-administered questionnaire based extensive survey 
comprising of open-ended and non-forced, balanced and odd numbered non-comparative 
itemized questions using a 5-point Likert scale (1 = strongly disagree, 5 = strongly agree). 
Inferential statistical tools have been used for the analysis of the collected primary data. 
 
The current study found that there are numerous advantages of using social media channels such 
as Facebook, LinkedIn, Twitter, YouTube, blogs and Instagram by the companies in a business-
to-business (B2B) in developing brands through digital innovation, increased customer 
awareness and engagement via content creation and sharing, viral marketing, user generated 
content, integrated marketing campaigns via photo sharing, video sharing and document sharing 
sites, etc.; customized and personalized services through two-way interactive and facilitative 
communication via live chat; enhanced relationships with the customers; electronic word of mouth 
(eWOM), lead generation, etc.Thus, social media can be considered to enable effective integrated 
marketing communication and ensure B2B brand development by the Bangladeshi RMG industry 
in general and respective RMG factories in particular. 
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