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Abstract

Introduction: B2B SMEs have the potential to'strategically use social media to improve customer
expectations and connect with and build cl&r relationships with industry customers (Nunan et

al, 2018), which in turnleads o sust@able competitive advantage (Neeley & Leonardi et al,
2018). B2B startups in Irag can’strategically use these media to introduce their brand and
establish effectivejconnections with customers and other stakeholders. This is especially
important in a,developing market like Irag. Absorptive capacity, which refers to the ability of
organizations to identify, ‘evaluate, and exploit new knowledge and information, has been
proposed in many international studies as a mediating factor between social media and
innovation (Gunes & Ozer, 2024; Tian et al., 2024). Similar results have been reported in Iran
(Falahatofti et al., 1402). However, the research is scattered and few studies have been
conducted on Iraqi stastdps. Accordingly, the present study proposes four hypotheses:

1) Strategic use of social media has a positive effect on absorptive capacity.
2) Strategic use of social media has a positive effect on new business model development.

3) Absorptive capacity has a positive effect on new business model development.
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4) Strategic use of social media has a positive effect on new business model development
through the mediation of absorptive capacity.

Absorption

capacity

Strategic use of New business

social media

Figure 1. Conceptual research model

\

General research method: This research is of _the correlation/ type in terms of its applied

purpose, descriptive-survey naturepand in terms of the relationship between variables. Two
methods of library resources based on‘secondary data and field' methods based on primary data
are used to collect data and information.)The statistical population of the research includes
managers and employees ,of startupgpcompanies in Irag. Since the size of the statistical
population is uncertain and uncertain, basedyon the Cochran formula, a statistical sample of 384
people from the statistical population. was mentioned. The data collection tool is a standard
guestionnaire consisting' of 20 specializec&tems with an ordinal scale and 4 demographic
guestions. The questionnaires,were d"tributed among the samples in a non-random manner
and through available sampling.\Insorder to measure the reliability of the questions, Cronbach's
alpha (more than'0:88) was used, and for validity, confirmatory factor analysis (factor loadings
higher than 0.5) was used. The data were analyzed with SPSS and LISREL software. Structural
equation modelingwas usesto test the hypotheses. The independent variable was defined as
strategic use of social media, the mediating variable was defined as absorptive capacity, and the
dependent variable was defined as new business model development.

Research findings: Regarding demographic characteristics, the results showed that more than
0.66% of the respondents were male, 0.55% were married, and most had a bachelor's degree or
higher. The conceptual model of the research had a good fit based on the fit indices (CF1= 0.92,
CF1=0.94). Also, according to the data in the table, all questions have an acceptable significance
coefficient and an acceptable path coefficient (more than 0.3 in the LISREL software).

Table 1- Significance coefficient values and factor loading coefficients



Variable Abbreviation p- Factor
symbol value | loadin
g
Strategic ST1 \RVARs J7¥
use of social ST2 Vo/70 AN
media ST3 \Y¥/7 ¢ o/VY
ST4 Y#/14 VA
ST5 YVY/YA o /AY
ST6 Y/o) «/FY
Absorption ZAl -- «/VY
capacity ZA2 YY/V «/AY
ZA3 YY/AY Wal4
ZA4 YY/OA /YO
ZAS5 Yo /VA /7¥
ZA6 O/AY /Yo
New DM1 -- /¥
The summary of the business V2 Y ¥y results of thfe
research model DM3 ¥/AT Y hypotheses is as
follows: developme DM4 O/AW ¥
nt DM5 V/Y ¢ AR
DM6 Y/¥Y «/AY
Table 2 - Summary DM7 AR /7 results of research
DMS8 Y/YY /YA
hypotheses
Hypotheses p-value Path result
coefficient
Strategic use of social media has a significant
effect on absorptive capacity in Iraqi B2B supported
startups. 5/18 0/33
Strategic use of social media has a significant
effect on new business model development in supported
Iraqi B2B startups. 6/24 0/57
Absorptive capacity has a significant effect on
new business model development in Iraqi B2B supported
startups. 3/76 0/24
Strategic use of social media has a significant
effect on new business model development in
. . . . supported
Iraqi B2B startups with the mediating role of
absorptive capacity. 3/67 0/08

Conclusion




The results show that improving the strategic use of social media through the mediation of
absorptive capacity has a significant effect on improving the development of new business
models in Iragi B2B startups. In fact, it can be claimed that the strategic use of social media
through the mediation of absorptive capacity increases the ability of organizations to identify,
evaluate, and exploit new knowledge and information based on social media and platforms, and
this capacity can act as a mediating factor that helps B2B startups exploit opportunities in social
media and develop their business models. Also, B2B startups that have higher absorptive
capacity can obtain market-related information and knowledge, through the strategic use of
social media and use it to achieve their business goals. This will not only help them exploit
existing opportunities, but also increase their innovation and competitiveness in the market,
and ultimately develop their new business model.

Keywords: Social media, absorption capacity, new business model development, B2B startups.



