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Abstract: Problem statement: The study aims to offer a discussion on social nét& and their
effect on firm performance and also to illustrate ways by which the firms utilize social capital
through networksApproach: The literature review and arguments were condudtegirovide a
systematic discussion of social networks and thffects. Results. The study had provided with a
detailed understanding of the strategies that heshkfound to be highly significant in successful
organizational performance. The results of thicuision suggested that social networks affect firm
performance in a positive manner and can contrituistainable competitive advantaGenclusion:

It confirms that building up of social networks faig and small firms provides valuable links antves
numerous issues which auger well for the compamesshould be treated with great importance.
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INTRODUCTION scientists, people with more and better social tahpi
will be able to realize their goals. Ranging from
A sudden growth and expansion of social networksontracts to building goodwill and securing finasice
have led to an increasing interest in the studyhef social capital is the priority in all types of erders
structure and the function of social networkingsiand  around the globe (Huang and Wang, 2011; Schutjens
how they affect the functioning of the firms. A tBet  and Volker, 2010; Asadit al., 2008). Social ties have
understanding of social networks can help companies peen found to regulate exchanges through an informa
predict economic outcomes and take strategic @ewsi  ang interpersonal way and they help to push baek th

Social networks, in the form of online brand pjtations of a weak infrastructure, especially the
communities, with customers as members, allow the,se of a financial crisis (Sheaal., 2011).

companies to interact with the customers and hielps The study is to provide several facts and
the exchange of information thereby allowing discussions in relation to social networks and aoci

companies to get a valuable feedback regarding itéapital and their effect on firm performance based

products and merchandise. the following literature review. Propositions ingeed

Firms also enter into collaborations for joint : o L :
. : ' to the use of social capital in organizations wéhpect
production and social commerce. In the field ofderct , ! . .
fo managerial decisions, resource reconfiguration,

development the inter organization networks can b . . ; .
product innovation and firm performance are being

very effective for the joint discussion about thedquct . .
(Mitsuhashi and Greve, 2009; Anszi al., 2011) continuously  developed for achievement of
’ ’ X " . _organizational goals.

Many new and small firms have lack of resources for

the development, mainly due to inexperience arath | MATERIALSAND METHODS
of goodwill. Thus as a way of competing and gragbi
a foothold in such a scenario involves bootstragpin Literature review and propositions development

which involves activities for securing funds and provide constructs in relation to social networksla

resources. By using social networks such companiefirm performance.

can gather finances, by building up strong tieshia

initial stages and later on weak ties as they gbigy ~ Social networks: In the last decade, research has

(Jones and Jayawarna, 2010). shown the importance of social capital in everyeasp
Another important aspect which is emergingof life. Studies show that social capital is a dlie

slowly is the concept of a local social capital whan resource as compared the job being done and people

individual who values more of his local contactgere who bring in more social capital into the work gain

though he has global contacts. This is relevannipai success  more. Inter-firm  relationships  and

in case of local entrepreneurs. Thus according tgonnectedness via networking have grown and gained
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substantial amount of attention in organizationalthe channels of communication for the firms. Such
research, strategy planning and marketing. Competincollaborations can be of immense value to the firms
firms find themselves rooted to networks of soeiatl  Degree of centrality is the extent to which a firsn
professional relationships, which can be used forcentral to the network, based on the number ofslink
exchange of information. Companies are forced ito jo that join it with other firms in the network. Theamn
hands in the presence of short life cycles of petglu advantages form such collaborations range from
and increasing costs of research and developmBm. exchange of knowledge, which is very essential for
activities carried out among members in a networkjnnovation. Such links help in gathering compleraent
when shared among them, affects the decision makingkills from other firms as innovation requires the
for every firm. In this report we explore the varso combined use of several important factors. Also
effects social network and social capital has om theconomies of scale emerge when more knowledge is
overall firm performance. Matters concerning thereceived via large projects, which are always bdiign
utilization of networks by ESS firms and how small projects. (Chiu, 2009) Network structureséen
networks can be advantageous over political demssio as a core and a periphery. Firms in the centre are
have been discussed. Social networking among thdensely and more intensely linked to each other.
artists and people in general is used a form oPrincipal players which occupy the central regibthis
marketing (Schutjens and Volker, 2010; Liagigal.,  core drive many other smaller firms. The absenca of
2010; Collins and Clark, 2003). principal player would result in lesser connectegnier

the lesser firms. In this report we will see hownganies
Marketing and social networks: Ansariet al. (2011), Wwith high level of network competence are located
in their research tells us how marketers are bergmi centrally on the network (Chiu, 2009).
extremely intent on understanding the predictabditd
the connection of social networks. Social netwoskad Social networks, bootstrapping and firm success:
and actions offer various opportunities for reskarc  Bootstrapping is something every small firm has to
the field of marketing. They reveal that connedtfivi resort to. A small firm when initially set up has n
with one aspect may lead to further connectivity tomarket reputation, goodwill and has limited resesrc
other aspects. Secondly, their research also points The resources are usually funds of the entrepresuedir
that friendship, music downloads and communitiedoans from banks. For a firm to grow in businesd an
show a kind of reciprocity. While networks can be profits, it has to capture the attention of thedeig
huge, communities become a part of the network andompanies. Social networks have been instrumental i
become clusters within the network. A brief revietv  creating a bridge between these small enterprisds a
marketing and statistical literature regarding abci the large ones. The small firms can avoid asymmetri
networks reveals how it can be divided into twoinformation and responds to a change in the
streams. The first one deals with results pertgiri;m  environment to a competitive scenario. Entrepresmeur
word of mouth behavior and social interactions whil who can use innovative techniques through social
the second deals with modeling on network structurenetworks to gain resources are better able to wirvi
While the first is a common phenomenon, the later  and grow and gain the reputation. In this regaronsf
rapidly developing concept helping organizations aties have been found to play more important rahes t
large. Organizations performing in different indieg  weak ties and at a newly established phase bathgstr
and varied market environments have been founeéto band weak ties are preferred. The initial ties arened
facilitated by marketing through social networkstloé  as identity ties, based on already existing refstips
organization and helps managers to make strategiwith other social partners, they are very importemt
decisions towards achieving innovative productsthe new firm. For a later stage, however, weak ties
technology and attaining competitive advantage. based on purpose and function become more important

The study will discuss about the implications ofiab

Social networks and innovation: Developed countries Networks on fund securing.

have experienced a decline in the number of

manufacturing countries. In lieu, the governments oDevelopment of propositions. Benefits from

these countries turn to foster innovation and imtu marketing are directly related to social networtks-t

cluster initiatives to obtain prosperity and seiyunf  different researches conducted have clearly ineitat

regions. It was seen from research that the networkRow the benefits of marketing can be magnified by

competence and network location were the key tebet social networks. A study in the application of sdci

innovation and performance. Inter-firm connectians  networks in research and development of a firmatsve
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that social networks integrate several differentdeto firm performance. In accordance with the various
components to gain a multiplicity in the model. Forresults, network competence, location centrality,
research and development, the communication amonignovation and marketing have all been found toehav
professionals has been of major importance. Resfilts positive relation with networks. Different scholdrave
research have clearly indicated that differentrepresented their views reflecting the importanée o
components of the network were needed for &hese aspects. The marketing part of the compamg th
hypothesis and the research concluded that multipleslies heavily on the social networks to study rdlie
gains were involved in modeling relationships jint behavior and interact with them. Internal social
Thus, social networks have been obtained to baetworks provide the platform for internal discoss
positively related to marketing decisions and theirwith individuals from different designations, thus
benefits and this proposition is constantly deviglgp helping them to reach an impetus. The bootstrapping
towards betterment of organizational performancegunds and the building of reputation has been oher
(Ansariet al., 2011; Lianget al., 2010) importance of these small companies and the social
Social networks are positively related to networknetworks have been instrumental in establishingkwea
competence and product innovation-in search ofnd strong ties.
determination of the innovation companies have dabk
into the company’s previous endeavors and findings, DISCUSSION
technological competence and corporate culture.

However with rising costs and shorter factory-torkea o aijapility of certain detailed data from entesgri

time, the firms have resorted to partnerships andps firms, so our study was based on mainly secondaty d

for Innovation concepts. ,Result_s Sh.OW a pOS't'verelating to journals and articles (Schutjens andkio
relation between the firm’s relationships with athe

f d their i . | hi 2010). Also certain questions remain unansweréd, li
Irms and their innovation goals (9 iu, 2009). In\ynat the network members actually do that helps the
network competence, which is the ability of a compa

. h ; h ol o firm to perform in a better way? How do the costs o
to Interact with its environment, the social netisor etting resources decrease through a large network

have an impact on the firms’ performance and glVe%ainly comprising of big companies? More reseanth o

considerable competiti\{e advantage_. Thus _SOPia{hese need to be conducted o get a detailed asalysi
networks have been instrumental in establishing

network competence and have been constantly helping REFERENCES
in the invention of new concepts and fostering

innovation. Also the proximity to the core has b&n apsari AL O. Koenigsberg and F. Stahl, 2011.

The study has some limitations, namely the non

great importance to all firms. Smaller firms haweb Modeling multiple relationships in  social
resorting to partnerships to achieve a closer space Networks. J. Market. Res.. 48: 713-728. DOI:
the core (Chiu, 2009). 10.1509/jmkr.48.4.713

Social networks have a positive influence on smallagadi A. M. Akbari. H.S. Fami. H. Iravani and F.

firms and their quest for securing resources. Rostami et al., 2008. Poverty alleviation and
: Research heips to understand that bootstrappmg IS" sustainable de\,/elopment: The role of social capital
indeed necessary for those from non established Soc. Sci., 4: 202-215. DOI:

backgrounds. Research provides a positive outcame o 10.3844/jssp.2008.202.215

firm performance due to bootstrapping activities -, .
through social networks. Strong ties help gatherCh'u' Y.TH, 2009'.H0W n_etwork compgtence_and
network location influence innovation

resources for friends and family and also enabiet jo ' _
utilization techniques, where they share equipmants performance. J. Bus. Ind. Mark., 24: 46-55. DOI:

labor. Weak ties on the other hand helped to gather _10-1108/08858620910923694 i
resources on a regular basis once the relationstigps Collins, C.J. and K.D. Clark, 2003. Strategic human

established and reputation is made. It was alsodfdlat resource practices, top management team social
those who were able to find funding in the formdebt networks and firm performance: the role of human
and equity continue to bootstrap on a regular l{dsises resource practices in creating organizational
and Jayawarna, 2010; Schutjens and Volker, 2010). competitive advantage. Acad. Manage. J., 46: 740-
751.
RESULTS Huang, K.P. and K.Y. Wang, 2011. How Guanxi relates
to social capital? A psychological perspective. J.
Different studies have thus reflected and supplorte Soc. Sci., 7 120-126. DOL:

the concerned topic on how social networks affbet t 10.3844/jssp.2011.120.126
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