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Abstract
Purpose – This paper aims to propose and test a research model that links social media usage with
networking capabilities on the commercialization performance.

Design/methodology/approach – The target population of this study consisted of 530 managers and
experts in knowledge-based firms in Science and Technology Parks of Isfahan (Iran), which were active in the
electronics and electronic engineering, bio, renewable energy, nano and information and communication
technologies. To determine the effects of the social media and networking capability on the commercialization
performance in knowledge-based firms, this study collected the data through a questionnaire survey with
knowledge-based firms and conducted statistical analysis. The unit of analysis is the entire firm. The random
sampling method was applied in this study. This study mainly uses the validated existing scales of previous
studies on Likert-type scales with response options ranging from 1 to 5. To increase the response rate and accuracy,
the researchers in this study also conducted phone and e-mail survey. A total of 230 questionnaires were conducted to
remove the questionnaireswith inadequate ormissing answers, and thefinal 220 caseswere selected as valid samples.

Findings – First, this research confirmed that social media usage can positively improve commercialization
performance. Second, this research confirmed the mediating role of the networking capability on the relationship
between social media usage and commercialization performance. In fact, social media tools represent a potential
vehicle to help firms create better relationships with partners and increase commercialization performance via these
mechanisms.

Originality/value – This study contributes to the existing literature by integrating the domains of social
media usage and business networks perspective. Social media has revolutionized the way firms interact with
business partners. A salient characteristic of today’s business setting is that partners use social media to
nurture and sustain their network relationships with others (Kim et al., 2016). Moreover, based on the dynamic
capability theory and business networks perspective, the authors introduce the impression management
capability as a networking capability dimension that has been neglected andmentioned only briefly.

Keywords Commercialization, Business networks, Social media usage, Networking capability,
Commercialization performance

Paper type Research paper

1. Introduction
Commercialization is considered as the process of taking research results as they emerge
from the laboratory and bringing them to successfully marketable services or products.
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Moreover, commercialization is a very complex, risky, time-consuming, and costly activity
with a large potential for failure (Aarikka-Stenroos et al., 2014; Chiesa and Frattini, 2011; Di
Benedetto, 1999; Kirchberger and Pohl, 2016; Razak and Murray, 2017; Salehi-Yazdi, 2015;
Shahmehr et al., 2017). Therefore, managing commercialization activities is crucial for
successful performance, and the creation of competitive advantage for organization (Nelson
and Monsen, 2014; Park and Rhee, 2013). On the other hand, a few firms have the capability
to manage commercialization process internally; success often requires interactive activities
between interrelated organizations and individuals who reciprocally influence each other’s
behavior (Aarikka-Stenroos et al., 2014; Najafi-Tavani et al., 2018; Salehi-Yazdi, 2015; Story
et al., 2009). In fact, a single firm is rarely capable of generating successful diffusion in the
commercialization process, therefore, the network approach is crucial in the
commercialization process (Aarikka-Stenroos et al., 2014; Salehi-Yazdi, 2015). Therefore, to
overcome commercialization challenges, firms must have interactive activities in diverse
networks (Aarikka-Stenroos et al., 2014; Park and Rhee, 2013).

The theoretical foundation of this study originates from the resource-based view (RBV)
and the dynamic capabilities-based perspective. Both perspectives suggest that firm’s
performance is determined by its resource endowment and the firm’s effectiveness at
transforming these resources into organizational capabilities (Schilke and Helfat, 2018;
Teece, 2017; Trainor et al., 2014). Building on these lenses, it can be inferred that networking
as an organizational capability (Mu et al., 2016; Parida et al., 2017; Vesalainen and Hakala,
2014; Walter et al., 2006) and powerful strategy that supports the creation, building, and
reconfiguration of network relationships to improve commercialization performance (Oliver,
2001; Ozcan and Eisenhardt, 2009; Parida et al., 2017; Salehi-Yazdi, 2015; Tolstoy, 2010;
Wincent, 2008). Also, networking capability by focusing on both the operational and
strategic levels of the firm (Parida et al., 2017), creates distinctive ability to acquire and
exploit external resources (Mu et al., 2016; Parida et al., 2017) that might be hard to obtain in
the market or impossible to keep in the hierarchy due to costs (Wincent, 2008). On the other
hand, cyberspace and Web technology enable internal and external collaborations that lead
to better partner relationship and networking capability (Trainor et al., 2014).

Researchers have demonstrated that internet technologies and social media applications
provide many benefits for both the individuals’ private lives and the organization’s business
activities (Jones et al., 2015; Ngai et al., 2015; Tajvidi and Karami, 2017). Also, social media
applications have been seen as an effective billboard for commercial goals of firms and
higher commercialization performance (Tajvidi and Karami, 2017). Scholars have argued
that social media usage can influence performance outcomes directly (Durkin et al., 2013;
Roberts et al., 2017; Tajvidi and Karami, 2017; Trainor et al., 2014; Drummond et al., 2018).
Moreover, social media usage can influence performance outcomes indirectly through a
variety of means and mechanisms such as enhancing business-to-business relationship
(Drummond et al., 2018); innovation performance (Scuotto et al., 2017); sales growth (Ezeife,
2017); knowledge sharing (Panahi et al., 2012); customer relationship management (Hudson
et al., 2015) and value added (Roblek et al., 2013). Also, social media usage provides the
opportunity to maximize benefit from IT resources of firms and represents the set of
technologies that enables the firms to improve their networking capability (Tajvidi and
Karami, 2017; Trainor et al., 2014). Thus, we can say that social media is an antecedent of
networking capability on commercialization performance. Therefore, networking capability
can be suggested as the mediator of the relationship between social media and
commercialization performance.

While it is compelling to believe that social media and networking capability can
influence commercialization performance, the empirical test of the relationship between
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social media and networking capability on commercialization performance has remained
scant. This study aims at filling this gap by proposing and testing a research model that
links social media usage with networking capabilities on the commercialization
performance. Therefore, the model suggests that networking capability acts as a mediating
mechanism that transmits the positive influences of social media to commercialization
performance.

This study contributes to the existing literature by integrating the domains of internet
innovations, dynamic capabilities-based perspective, and business networks perspective.
Social media has revolutionized the way firms interact with business partners. A salient
characteristic of today’s business setting is that partners use social media to nurture and
sustain their network relationships with others(Kim et al., 2016). Moreover, based on the
dynamic capability theory and business networks perspective, we introduce the impression
management capability as a dimension of networking capability that has been neglected or
mentioned only briefly in the previous studies. Impression management topic was originally
examined by social psychologists. In recent years, however, organizational scholars have
also become increasingly interested in impression management. In this study, we believe
that impression management should be considered as a distinct capability. Therefore, firms
with higher impression management capability can be seen better and, consequently, have
more active presence in business networks and, finally, will enjoy a higher level of
performance.

2. Theoretical background and hypotheses
2.1 Commercialization
The concept of innovation today is fundamental to firm success (Goyal and Pitt, 2007) and
the true value of innovation is clear in outcomes such as commercialized products (Datta
et al., 2013; Kirchberger and Pohl, 2016; Schendel and Hitt, 2007). Also, from an economics-
based perspective, commercialization is a crucial concept for firms seeking growth in the
market (Shahmehr et al., 2017). Thus, success in commercialization can help develop newer
markets or dominate current markets which contributes to continued industry leadership
(Datta et al., 2013; Mu et al., 2018). Commercialization is considered as the critical part of the
innovation process that is very complex, risky, time-consuming, and costly activity with a
large potential for failure (Aarikka-Stenroos et al., 2014; Chiesa and Frattini, 2011; Di
Benedetto, 1999; Razak and Murray, 2017; Salehi-Yazdi, 2015; Shahmehr et al., 2017).
Estimates suggest that, of every 3,000 raw ideas, only one (0.03 per cent) is commercialized
into a successful product (Datta et al., 2013; Stevens and Burley, 1997).

According to Aarikka-Stenroos et al. (2014):

[. . .] commercialization refers to how an innovative firm can accrue income from its new product,
service, concept, or technology. They believed that commercialization includes strategic and
tactical planning and activities concerning the product/concept, launch, and interactive activities
with relevant players.

Almost all scholars believe that commercialization activities are crucial for successful
performance and for creating a competitive advantage (Park and Rhee, 2013).

What is shared among scholars’ views is that commercialization process not only
involves orchestrating the firm activities in creating the value of a new idea or technology
but also requires mobilizing other partners in the innovation chain and the surrounding
networks of the firm (Aarikka-Stenroos et al., 2014; Hung and Chu, 2006; Nelson and
Monsen, 2014; Salehi-Yazdi, 2015). Therefore, one can conclude that commercialization
requires network and sources that are different from innovation (Hemert et al., 2013). On the
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other hand, internet technologies and social media provide many benefits to businesses
(Jones et al., 2015; Tajvidi and Karami, 2017). Scholars have argued that social media can
influence firm performance generally and commercialization performance specifically
through a variety of means and mechanisms (Jones et al., 2015; Roblek et al., 2013; Tajvidi
and Karami, 2017; Trainor et al., 2014; Vervest et al., 2005).

2.2 Social media usage and commercialization performance
Social media is a source of advantage in organizations (Ferris et al., 2007) that can be defined
as “a group of internet-based applications built on the ideological and technological
foundations of Web 2.0 that allow the creation and exchange of user-generated content”
(Bashir et al., 2017; Kaplan and Haenlein, 2010; Tajvidi and Karami, 2017). In broader terms,
social media content includes words, pictures, videos and audios to facilitate information
and knowledge sharing, communication, collaboration, education and entertainment (Bashir
et al., 2017; Ezeife, 2017; Tajvidi and Karami, 2017). Thus, social media offers a possibility
for multiple ways of communication and enables firm involvement in the co-creation
(Jackson and Young, 2016; Jones et al., 2015; Kim et al., 2016; Lam, 2016; Palacios-Marqués
et al., 2015; Scuotto et al., 2017).

Scholars have argued that social media usage can influence firm performance generally
and commercialization performance specifically through a variety of means and
mechanisms (Jones et al., 2015; Lam, 2016; Roblek et al., 2013; Siamagka et al., 2015; Tajvidi
and Karami, 2017; Trainor et al., 2014; Vervest et al., 2005). Evidence shows that social
media usage can have a dramatic impact on organizations in areas such as enhancing
relative sales (Ezeife, 2017; Tajvidi and Karami, 2017); innovation performance (Scuotto
et al., 2017; Soto-Acosta et al., 2017); value added (Roblek et al., 2013); brand value, brand
trust, brand recognition and brand loyalty (Bolino and Turnley, 1999; Debono, 2013; Hudson
et al., 2015; Nisar and Whitehead, 2016; Parveen et al., 2016; Roblek et al., 2013; Wirtz et al.,
2013).

Other areas shown to be affected by social media usage involve new product launch and
new product development (Bashir et al., 2017; Roberts et al., 2017); mining innovative ideas
(Johannisson, 1987; Parveen et al., 2016); entrepreneurial orientation (Chen et al., 2015);
knowledge management performance (Panahi et al., 2012; Roblek et al., 2013); organizational
performance (Parveen et al., 2016; Scuotto et al., 2017); and customer relationship
management (Trainor et al., 2014). Also, social media is a cost-effective method for
marketing activities (Parveen et al., 2016). Therefore the rise in the social media usage has
offered numerous potential advantages to the firms for enhancing the firm performance
generally and commercialization performance specifically (Bashir et al., 2017; Jones et al.,
2015; Parveen et al., 2016; Roblek et al., 2013; Scuotto et al., 2017; Tajvidi and Karami, 2017).
Indeed, social media, by generating information and valuable insights, can improve the
commercialization performance and help achieving a competitive advantage (Bashir et al.,
2017; Choudhury and Harrigan, 2014). Therefore, to test the influence of social media usage
on the commercialization performance,H1 is proposed as follows:

H1. Social media usage has positive effect on commercialization performance.

2.3 Networking capability
Networking capability may be seen as a source of competitive advantage for firms
(Aarikka-Stenroos et al., 2014; Blomqvist and Levy, 2006; Mu and Di Benedetto, 2012; Mu
et al., 2016; Parida et al., 2017; Sakhdari et al., 2014; Salehi-Yazdi, 2015; Sarkar et al., 2009;
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Vesalainen and Hakala, 2014), as it is valuable, rare, difficult to imitate and socially
complex (Blomqvist and Levy, 2006). In the context of business networks, different terms
have been used to address the inter-firm relationship phenomenon such as “alliance
capability” (Duisters et al., 2007; Kale et al., 2002), “relational capability” (Lorenzoni and
Lipparini, 1999), “network competence” (Dyer and Singh, 2011; Ritter and Gemünden,
2003), “network capability”(Parida et al., 2017; Walter et al., 2006), “networking
capability” (Kenny and Fahy, 2011; Mitrega et al., 2012, 2017; Mu, 2013; Mu and Di
Benedetto, 2012; Sakhdari, 2014; Sakhdari et al., 2014), and “alliance portfolio
management” (Sarkar et al., 2009). Also, these terms are commonly used interchangeably,
and some of them have high overlaps and similarities. Table I provides a summary of the
prior studies on networking capability. From this table, we can infer that most scholars
suggest that networking capability be the ability of the firm to manage inter-firm
relationships (Mu, 2014; Sakhdari et al., 2014).

Following this research path, a firm’s networking capability is hereafter defined in this
paper as the firm’s ability to present itself, select appropriate partners, and manage network

Table I.
Summary of the prior
studies on
networking
capability

Term Definition Dimensions Sources Outcome

Alliance
capability

The organizational mechanisms
and routines that are
purposefully designed to
accumulate, store, integrate,
diffuse and apply relevant
organizational knowledge
acquired through individual and
organizational experience of
alliances

Alliance
management
process awareness
and infrastructure

Duisters et al.
(2007), Kale
et al. (2002)

Alliance
success

Relational
capability

The capability to find and
interact with other firms

Absorption,
combination and
coordination

Lorenzoni and
Lipparini (1999)

Growth and
innovativeness
Innovation

Collaboration
capability

The actor’s capability to build
and manage network
relationships

Trust, commitment,
communication

Blomqvist and
Levy (2006)

Performance

Network
competence

A firm’s capability to develop
and use inter-firm relationships

Task execution,
qualifications

Ritter and
Gemünden
(2003)

Innovation
success

Network
capability

A firm’s ability to initiate,
maintain and utilize relationships
with various external partners

Coordination,
relational skills,
partner knowledge,
internal
communication

Parida et al.
(2017), Walter
et al. (2006)

Performance

Networking
capability

A firm’s ability to find network
partners and manage network
relationships to create
competitive advantage

Finding and
managing network
partner
relationships

Mu (2014) NPD
performance

Alliance
portfolio
management
capability

A firm’s capability to form,
develop and integrate
relationships with different
partners

Partnering pro-
activeness,
relational
governance,
portfolio
coordination

Sarkar et al.
(2009)

Performance
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relationships for successful presence in business networks. Thus, networking capability has
three dimensions: Impression Management (self-presentation) capability, partner selection
capability and relationships management capability.

Impression Management Capability (Self-presentation Capability[1]) has been defined as
the “attempt to control images that are projected in real or imagined social
interactions”(Oliveira et al., 2016). Although this topic was originally examined by social
psychologists, organizational scholars have also become increasingly interested in
impression management in recent years (Bolino and Turnley, 1999). In the context of
business networks, we define impression management capability as the ability to control or
influence other partners’ perceptions. Although this may be related to some of the aspects of
networking capability (i.e. finding appropriate partners and managing relationships)
(Gibson et al., 2014), we believe that impression management should be considered as a
distinct capability. Therefore, firms that are especially good at impression management
capability, can be seen better and, consequently, have a more active presence in business
networks.

The sustainability and viability of a network relationship is, to a great extent, determined
by the partner selection (Moeller, 2010; Mu and Di Benedetto, 2012). Selecting appropriate
partners requires screening potential partners and acquiring knowledge about them
(Mitrega et al., 2012, 2017). Scholars have argued that partner selection capability is
influenced by three endogenous factors – trust, fit and strategic expediency – depending on
the extent of two other exogenous factors – uncertainty and time constraints (Alves and
Meneses, 2015). Successful partner selection minimizes the risk of partner opportunistic
behavior and creates the potential for resource synergies (Mitrega et al., 2017). Besides being
able to select an appropriate partner, firms should also be able to manage relationship with
the selected partners (Mitrega et al., 2017).

The management of partner relationships has been a central topic in the business
networks literature for many years (Geersbro and Ritter, 2013; Mu, 2014; Najafi-Tavani
et al., 2018). Various aspects of how to initiate, develop and terminate partner relationships
are well covered by the existing literature under terms like “relationship managing”
(Geersbro and Ritter, 2013; Mitrega et al., 2017; Reinartz et al., 2004). Partner relationships
management denotes the firms relational skills in navigating effective and efficient network
relationships with resource persons or organizations (Mu, 2014). However, we believe that
partner relationship management includes three capabilities: relationship initiation
capability, relationship tracking capability and relationship fading capability. Relationship
initiation capability refers to set of activities and organizational routines to initiate network
relationships for the benefit of the firm (Mitrega et al., 2012). Subsequently, we define
relationship tracking capability as the set of organizational and behavioral activities which
are aimed at coordination between collaborating firms, organization and structuring of
information about a partners, conflict management skills, self-reflection, emotional stability,
sense of justice and cooperativeness. Finally, concept of relationship fading capability refers
to the set of activities and organizational routines aimed at fading unbeneficial business
relationships.

2.4 Mediating role of networking capability
For successful commercialization, in a dynamic and competitive environment, firms have to
share resources in their networks to enter new foreign markets (Tolstoy, 2010). they also
need to adopt networks that may help them to succeed in markets (Chiesa and Frattini,
2011). The emphasis of networking capability is on the creation of a sustainable relationship
that is beneficial to the firm (Bengesi and Le Roux, 2014). Networking capability enables a
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firm to connect its own resources to those of other firms by building relationships (Walter
et al., 2006).On the other hand, social media usage provides the opportunity to maximize
benefit from a firm’s IT resources and represents the set of technologies that enable firms to
improve their networking capability (Tajvidi and Karami, 2017; Trainor et al., 2014). Thus,
we can say that social media usage is an antecedent of networking capability on
commercialization performance. Therefore, networking capability can be suggested as the
mediator of the relationship between social media and commercialization performance.
Therefore, the second hypothesis of study is proposed bellow:

H2. Networking capability mediates the relationship between social media usage and
commercialization performance.

3. Method
3.1 Sample and data collection
3.1.1 Population. Target population of the research consisted of 530 managers and experts
in knowledge-based firms in Science and Technology Parks of Isfahan (Iran), which were
active in the electronics and electronic engineering, bio, renewable energy, nano and
information and communication technologies.

3.1.2 Sample. To determine the effects of the social media and networking capability on
the commercialization performance in knowledge-based firms, this study collected the data
through a questionnaire survey with knowledge-based firms and, then, conducted statistical
analysis. Our unit of analysis is the entire firm. The random sampling method was applied
in this study. This study mainly uses the validated existing scales of previous studies on
Likert-type scales with response options ranging from 1 to 5. To increase the response rate
and accuracy, the researchers in this study also conducted phone and e-mail survey. A total
of 230 questionnaires were conducted to remove the questionnaires with inadequate or
missing answers, and the final 220 cases were selected as valid samples. Also, an analysis of
potential non-response bias did not show any significant results. Table II summarizes the
sample of this study.

Table II.
Sample
characteristics

Category and items Sample size Ratio (%)

Operating years
Less than 4 yrs 59 27
4 yrs� 6 yrs 61 28
More than 7 yrs 100 45

Activity
ICT 96 44
Machinery/Metal 57 26
Chemical industry 21 9
Biotech 9 4
Nano technology 26 12
Etc 11 5

Number of employees
Less than 20 39 18
20� 40 52 24
40� 60 62 28
More than 60 67 30
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3.2 Variables and measures
3.2.1 Dependent variables
3.2.1.1 Commercialization performance. Performance is defined in the literature as
“effectiveness in reaching levels of achievements on specified objective function, given the
resources and constraints facing the organization” (Mukerji, 2008). Prior research suggests
that commercialization performance was measured by multi-dimensional constructs such as
financial and non-financial dimensions. Financial dimension involves cases such as relative
sales, return on assets, stock returns, market share, market growth and sales growth and so
on (Jo and Park, 2017; Mu et al., 2016; Zahra and Nielsen, 2002). Non-financial dimension, on
the other hand, includes cases like time to market, marketability of new products, product
innovations, frequency of introduction of new products, the number of patent and so on
(Mukerji, 2008; Zahra and Nielsen, 2002). The non-financial dimensions of commercialization
performance refer to the progress contributing to the success of business rather than the
results indicating the actual success of business (Jo and Park, 2017). In fact, in the financial
dimension, the empirical results serve as a realistic and visible standard for the firm, but it,
generally, is regarded as management performance or firm performance rather than
commercialization performance (Jo and Park, 2017; Zahra and Nielsen, 2002). Therefore, in
this study, wemeasured commercialization performance by non-financial dimensions.
3.2.2 Independent variables
3.2.2.1 Networking capability. In this research, we measured the networking capability
construct by using three high-level capabilities including impression management (Bolino
and Turnley, 1999; Leary, 1995; Oliveira et al., 2016; Peleckis et al., 2013; Roblek et al., 2013),
partner selection (Alves andMeneses, 2015; Barney andArikan, 2001; Moeller, 2010; Mu and
Di Benedetto, 2012) and managing network relationships (Mitrega et al., 2012, 2017; Mu and
Di Benedetto, 2012; Mu, 2014) (Table III).

3.2.2.2 Social media usage. This variable was measured via the six-item using the
(Tajvidi and Karami, 2017) scale.

3.2.3 Control variables. To reduce the possibility of alternative explanations and secure
robustness of results, we include firm age (age), firm size (size) and environmental
dynamism as control variables. Firm age was controlled because of its potential impact on
commercialization performance (Mu et al., 2018; Park and Rhee, 2013). It was measured by
the number of years a company has existed. Also, firm size was taken into account as a
likely influence on the business outcome and was measured by number of the company’s
full-time employees (Mu et al., 2018; Mu, 2014; Park and Rhee, 2013; Zahra et al., 2000).
Finally, environmental dynamism, as a third control variable, refers to the rapid rate of
technological and market change. It was measured by using the scales developed by
Jaworski and Kohli (1993).

4. Analysis and results
This study attempts to understand the relationships between social media use, networking
capability, and commercialization performance. Table IV displays the means, standard
deviations and the correlation matrix of the research variables. As expected, social media
usage and networking capability are positively correlated with commercialization
performance.

To test the direct and indirect relationships between variables, partial least squares
analysis (PLS) was used. PLS is a Structural Equation Modeling (SEM) technique with a
number of advantages over covariance-based techniques such as LISREL and AMOS
(Yigitbasioglu, 2015). Accordingly, to assess the reliability of the scales, we computed
Cronbach’s alphas and composite reliability for each multiple scale item and found these to
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Table III.
Measurement items

Dimensions Variables Items Sources

Commercialization
performance (CP)

Marketability of new products Jo and Park
(2017), Zahra
and Nielsen
(2002)

Rate of new product launches
The frequency of new product introductions
The number of patents

Networking
capability (NC)

Impression
management
(IM)

Talk proudly about your experience or
education

Bolino and
Turnley (1999)

Make firms aware of your talents or
qualifications
Let others know that you are valuable to initiate
the relationship
Make firms aware of your accomplishments
Compliment your partners so that they will see
you as likeable
Praise your partners for their accomplishments
so that they will consider you a nice partner
Do personal favors for your partners to show
them that you are friendly

Partners
selection
(PS)

How pivotal were the potential partners’
competencies for partner selection

Moeller (2010)

How do you judge the importance of the partner
selection for your special business network
How pivotal were the potential partners’
resources for partner selection

Relationship
management
(RM)

We can design appropriate mechanism to
navigate the dynamics of partner network

Mu (2014)

We can fine-tune network partnership
relationships
We constantly assess and analyze our
relationships with partners so that we know
what adjustments to make
We can dynamically integrate networking
activities into our business operational process

Social media
usage (SMU)

Facebook Tajvidi and
Karami (2017)LinkedIn

Twitter
YouTube
Instagram
Googleþ

Environmental
dynamism(ED)

It was difficult to forecast technology
developments in our industry

Jaworski and
Kohli (1993),
Mu (2017)The technology environment was uncertain

Technological development was unpredictable
The technology environment was complex
Customer needs and preferences changed
rapidly
Product demands and preferences were
uncertain
It was difficult to predict change in customer
needs and preferences
Market competitive conditions were
unpredictable
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be well above the threshold value of 0.7 in each case. In addition, to verify the validity of the
constructs, the discriminant and convergent validity were estimated. For convergent
validity assessment, the AVE threshold frequently recommended for acceptable validity is
0.5 (Bagozzi and Yi, 1988; Kock, 2013; Wetzels et al., 2009). To demonstrate that the
measurement instruments pass widely accepted criteria for discriminant validity
assessment, we typically showed the table of correlations among latent variables, with the
square roots of the average variances extracted on the diagonal. For discriminant validity
assessment, the following criterion is recommended subject to, the square root of the
average variance extracted for each latent variable should be higher than any of the
correlations involving that latent variable (Wetzels et al., 2009).

Finally, we used full collinearity VIFs for common method bias tests (Kock, 2015; Kock
and Lynn, 2012; Lindell and Whitney, 2001). A rule of thumb rooted in many SEM analyses
in the past suggests that full collinearity VIFs of 3.3 or lower suggest the existence of no
multi-collinearity in the model and no common method bias (Kock, 2015; Kock and Lynn,
2012) (Tables V and VI).

Table V.
Measurement model
construct

Constructs Indicators
Factor
loading

Cronbach’s
alphas

Composite
reliability AVE

Full
colliniarity. VIF

CP CP1 0.839 0.808 0.874 0.636 2.381
CP2 0.832
CP3 0.767
CP4 0.748

NC IM1 0.814 0.890 0.947 0.567 2.880
IM2 0.879
IM3 0.688
IM4 0.663
IM5 0.780
IM6 0.717
IM7 0.808
PS1 0.894
PS2 0.824
PS3 0.630
RM1 0.665
RM2 0.594
RM3 0.773
RM4 0.734

SMU SM1 0.708 0.852 0.891 0.581 1.915
SM2 0.742
SM3 0.854
SM4 0.785
SM5 0.598
SM6 0.854

ED ED1 0.517 0.849 0.917 0.593 1.266
ED2 0.553
ED3 0.977
ED4 0.629
ED5 0.698
ED6 0.977
ED7 0.878
ED8 0.777
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The statistical analysis showed that the coefficient alphas, discriminant, and convergent
validity of the adapted scales were satisfactory. After reviewing the measurement fit,
goodness of fit for structural model was investigated. Then, global model fit and quality
indices were provided (Kock, 2010, 2013): average path coefficient (APC), average R-squared
(ARS), average adjusted R-squared (AARS), average block variance inflation factor (AVIF),
average full collinearity VIF (AFVIF), Tenenhaus GoF (GoF), Simpson’s paradox ratio
(SPR), R-squared contribution ratio (RSCR), statistical suppression ratio (SSR) and nonlinear
bivariate causality direction ratio (NLBCDR) (Table VII).

As seen, the fit indices show a good fit for the structural model. Therefore it can be
concluded that the model has an acceptable fit and quality indices for testing the
hypotheses. Figure 1 illustrates the graphical view of the report and shows that all paths are
significant. The path coefficients are noted as beta coefficients. “Beta coefficient” is another
term often used to refer to path coefficients in PLS-based SEM analyses (Kock, 2013). The P
values are displayed below the path coefficients, within parentheses. In addition, the R-
squared coefficients are shown below each endogenous latent variable. Table VIII shows
path coefficients and P values h of the SEM parameters. All parameters are satisfactory, and
there are positive relationships between latent variables.

The results show that social media use has a positive effect on commercialization
performance (Path coefficients = 0.20; p value < 0.01) and networking capability has a

Table VII.
Model fit and quality

indices

Model fit and quality
indices Value Thresholds (Kock, 2010, 2013) Result

Average path coefficient
(APC)

0.278, p< 0.001 p values<= 0.05 Supported

Average R-squared (ARS) 0.527, p< 0.001 p values<= 0.05 Supported
Average adjusted
R-squared (AARS)

0.522, p< 0.001 p values<= 0.05 Supported

Average block variance
inflation factor (AVIF)

2.535 acceptable if<= 5, ideally<= 3.3 Supported

Average full collinearity
VIF (AFVIF)

3.322 acceptable if<= 5, ideally<= 3.3 Supported

Tenenhaus GoF (GoF) 0.607 small>= 0.1, medium>= 0.25, large>= 0.36 Supported
Sympson’s paradox ratio
(SPR)

0.833 acceptable if>= 0.7, ideally = 1 Supported

R-squared contribution
ratio (RSCR)

0.999 acceptable if>= 0.9, ideally = 1 Supported

Statistical suppression
ratio (SSR)

0.833 acceptable if>= 0.7 Supported

Nonlinear bivariate
causality direction ratio
(NLBCDR)

0.750 acceptable if>= 0.7 Supported

Table VI.
Correlations among
latent variables with
square roots of AVEs

SMU CP NC ED

SMU 0.762
CP 0.504 0.797
NC 0.371 0.444 0.753
ED 0.326 0.399 0.344 0.770
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significant positive influence on commercialization performance (Path coefficients = 0.56;
p value< 0.01). Hence, the result is in support ofH1. The finding adds to the understanding
that networking capability is indeed necessary for commercialization performance. Better
networking capabilities of firms may be linked to favorable commercialization performance.

To analyze mediation relationship, this study tests the mediating effect of networking
capability following the procedures of previous research (Baron and Kenny, 1986;
MacKinnon and Dwyer, 1993). The first condition is to establish that the independent
variable, social media usage, influences the mediator, networking capability. Result shows
that social media usage has a significantly positive effect on networking capability
(b = 0.68, p < 0.01), which supports the first condition for mediating effect. Then, the
relationship between the independent and the dependent variable shows that social media
usage has a significantly positive effect on commercialization performance (b = 0.53,
p< 0.01), also supporting the second condition. Lastly, the mediator, networking capability,
is included in the models to examine whether the mediator reduces the effects of the
antecedents to non-significance. Results show that social media usage has significantly
positive relationship with commercialization performance (b = 0.20, p < 0.01), and
networking capability has significantly positive relationship with commercialization
performance (b = 0.56, p < 0.01). The findings reveal the indirect effect of social media
usage on commercialization performance through networking capability. When adding the
mediator, social media use decreases its influence, but maintains a significant direct effect
on commercialization performance (total effect = 0.58, indirect effect = 0.38, p < 0.01, direct

Figure 1.
Graphical view of the
structural model with
path coefficient

Table VIII.
Path coefficients and
P values for
structural equation
model

Hypothesis Path coefficients p value Result

Social media usage commercialization performance 0.20 < 0.01 Supported
Networking capability commercialization performance 0.56 < 0.01 Supported
Social media usage networking capability 0.68 < 0.01 Supported
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effect = 0.20, p < 0.01). In the case, the indirect effect is significant, and the direct path
remains significant (although is reduced) in the presence of networking capability. Although
the direct effect remains significant, the effect comprises only 34.48 per cent of the total
effect of the independent variable on the dependent variable. The remaining 65.52 per cent
occurs through the mediating variable of networking capability. The results show a
mediating role of networking capability in the relationship between social media usage and
commercialization. Thus, the mediation effect inH2 is supported.

5. Discussion
The aim of this study is to investigate the influence of social media usage on
commercialization performance with mediating role of networking capabilities, a subject
that has not been fully investigated in empirical studies in the prior literature. First, this
research confirmed that social media usage can positively improve commercialization
performance. However, if this study adds networking capability as a mediator, the direct
positive relationship between social media usage and commercialization performance will
attenuate. In other words, firms that use social media platforms can improve their
commercialization performance and, subsequently, can improve their overall performance.
A research by Tajvidi and Karami (2017) showed the positive influence of social media
usage on firm performance in hotel industry. Similarly, in a study by Parveen et al. (2016) it
has been revealed that social media usage has a very strong positive impact on
organizations’ performance. Also, they argued that, social media usage has helped
organizations to optimize their expenses while still increase their interactions with business
partners. Additionally, they claimed that, social media usage enabled firms to have easier
access to information about their partners.

Second, this research confirmed the mediating role of the networking capability on the
relationship between social media usage and commercialization performance. Taking a
business networks lens, the social media tools represent a potential vehicle to help firms
create better relationships with partners, and increase commercialization performance via
these mechanisms. These firms’managers understand the important role of the social media
in, for example, developing the intangible relationships with partners and presence in the
market to remain competitive. It has also enabled organizations to have easier access to
information about potential partners. Drummond et al. (2018) showed that social media
platforms have a clear impact on the network development and B2B relationship of firms.
They believed that social media enables the firm and its business partners to co-operate for
the creation of new products, services and potentially new networks. Also, a research by Mu
(2014) highlighted the positive influence of networking capabilities on new product
development (NPD) performance. Similarly, in a study by Gensler et al. (2013), it has been
revealed that social media provides opportunity for the firms to make strong networks and
improve their networking capability to influence the performance. According to Kärkkäinen
et al. (2013), social media can improve the knowledge creation and distribution both within
and outside the firm via open communities of peers using various types of collaborative web
tools. It can also provide useful ways of interacting and collaborating in the
commercialization process. Moreover, in a study by Tajvidi and Karami (2017), the results
showed that organizational capabilities positively mediate the association between social
media usage and firm performance. They believed that access to social media tools is not
equivalent to fully using those sources. The firms need to improve their capabilities to make
most of the available social media.

Role of
networking
capability

1187



6. Conclusion
This study contributes to existing literature by integrating the domains of social media tools
and networking capability view. Social media has revolutionized the way firms interact with
partners. A salient characteristic of today’s business setting is that firms use social media
tools to sustain and nurture their relationships with partners (Kim et al., 2016). The results of
this study would clearly benefit managers in illuminating the various areas of
commercialization performance that can be improved by social media usage. The results
suggest that managers can use social media as tools to improve their firms’ networking
capabilities and subsequently, enhance their firms’ commercialization performance. The
results also suggest that networking capability can be dynamic. The seemingly non-radical
changes in networking capability can generate tangible results such as improved firm
commercialization performance and tangible products. The implication for firm
organizations is that continuous improvement in networking capability facilitated by social
media tools can produce unexpected results that seem impossible in the short run but
possible in the long haul. Some instances of improvement in networking capability
facilitated by social media tools are improving impression management capability,
improving relationship management skills and selecting appropriate and strategic partners.
Thus, firm organizations should simultaneously nurture social media usage and networking
capabilities to create a competitive advantage.

Note

1. Although the two terms (self-presentation and impression management) differ in certain respects,
we use them interchangeably throughout this paper
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