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I. Introduction 

 
The healthcare industry is undergoing a significant transformation, driven by advances in technology, 
changing patient expectations, and shifting business models (Christensen et al., 2009). In this context, 
building trust with medical professionals, researchers, and patients is crucial for healthcare B2B companies 
to establish long-term relationships, drive business growth, and improve health outcomes (Doney & Cannon, 
1997). Trust is a multifaceted concept that has been extensively studied in various fields, including business, 
psychology, and sociology (Morgan & Hunt, 1994). In the context of healthcare B2B, trust refers to the 
confidence that medical professionals, researchers, and patients have in the expertise, reliability, and 
integrity of healthcare companies (Kabadayi & Wang, 2013). 
Social media has emerged as a critical channel for healthcare B2B companies to engage with their target 
audience, share information, and build trust (Kaplan & Haenlein, 2010). Social media platforms, such as 
Twitter, LinkedIn, and Facebook, offer a range of opportunities for healthcare B2B companies to engage with 
medical professionals, researchers, and patients, share information, and build relationships (Hawn, 2009). 
However, the impact of social media on trust-building in healthcare B2B is not well understood. 
This study aims to examine the role of social media in building trust with medical professionals, researchers, 
and patients in the healthcare B2B sector. Specifically, it seeks to investigate how social media usage, content, 
and interactions influence the development of trust in healthcare B2B relationships. By exploring the 
intersection of social media, trust, and healthcare B2B, this study aims to contribute to the existing literature 
and provide insights for healthcare B2B companies seeking to leverage social media to build strong 
relationships with their target audience. 
 

II. Review of Literature 
 

Trust is a multifaceted concept that has been extensively studied in various fields, including business, 
psychology, and sociology. In the context of healthcare B2B, trust refers to the confidence that medical 
professionals, researchers, and patients have in the expertise, reliability, and integrity of healthcare 
companies (Morgan & Hunt, 1994). Trust is critical in healthcare B2B relationships, as it influences decision-
making, loyalty, and ultimately, business outcomes (Doney & Cannon, 1997). 
Social media has transformed the way healthcare B2B companies interact with their target audience. Social 
media platforms, such as Twitter, LinkedIn, and Facebook, offer a range of opportunities for healthcare B2B 
companies to engage with medical professionals, researchers, and patients, share information, and build 
relationships (Kaplan & Haenlein, 2010). However, social media also presents challenges, such as managing 
online reputation, ensuring compliance with regulatory requirements, and measuring the effectiveness of 
social media marketing efforts (Hawn, 2009). 
Research has shown that social media can be an effective tool for building trust in healthcare B2B 
relationships. A study by Kabadayi and Wang (2013) found that social media usage was positively related to 
trust in healthcare B2B relationships, particularly among medical professionals. Another study by Lee and 
Kim (2015) found that social media content, such as educational materials and patient testimonials, can 
enhance trust in healthcare B2B companies. 
However, the literature also highlights the challenges of building trust on social media. A study by Korda and 
Itani (2013) found that social media can be a double-edged sword, as it can both build and erode trust, 
depending on the quality of online interactions and the transparency of information. Another study by 

https://kuey.net/


2866                                                                      Prakash Rajagopal / Kuey, 29(4) 7551 

 

Hoffman and Fodor (2010) found that social media can create a sense of distance and anonymity, which can 
undermine trust-building efforts. 
In the context of healthcare B2B, trust-building on social media requires a deep understanding of the target 
audience's needs, preferences, and behaviors. Research has shown that medical professionals, researchers, 
and patients have different social media usage patterns, content preferences, and trust-building expectations 
(Bennett et al., 2017). For example, a study by Ventola (2014) found that medical professionals prefer social 
media content that is educational, informative, and relevant to their practice, while patients prefer content 
that is empathetic, supportive, and patient-centered. 
 
Research Gaps 
Despite the growing body of research on social media and trust-building in healthcare B2B, several research 
gaps remain. First, there is a need for more empirical research on the impact of social media on trust-building 
in healthcare B2B relationships. Second, there is a lack of studies that examine the role of social media 
content, interactions, and platforms in trust-building. Third, there is a need for more research on the 
challenges and opportunities of building trust on social media in the healthcare B2B sector. 
 
III. Objectives 
To investigate the role of social media in building trust with medical professionals, researchers, and patients 
in the healthcare B2B sector 
To examine the factors that influences the development of trust in healthcare B2B relationships on social 
media 
To develop a framework for healthcare B2B companies to leverage social media for building trust with their 
target audience 
 

IV. Research Methodology 
 

Research Design 
This study will employ a descriptive research design, using secondary data analysis to explore the relationship 
between social media usage and trust-building in B2B healthcare relationships. The study will analyse 
existing literature and data to identify strategies for B2B healthcare companies to build trust with medical 
professionals, researchers, and patients through social media. 
 
Secondary Data Sources 
The study will utilize the following secondary data sources: 
- Academic journals and publications: Articles and studies published in reputable academic journals and 

publications related to marketing, healthcare, and social media will be analysed to identify trends, patterns, 
and strategies for building trust through social media. 

- Social media analytics reports: Reports and studies published by social media analytics companies, such as 
Hootsuite, Sprout Social, and Buffer, will be analysed to identify trends and patterns in social media usage 
among medical professionals, researchers, and patients. 

- Industry reports: Reports and studies published by industry associations, such as the Healthcare 
Information and Management Systems Society (HIMSS) and the Pharmaceutical Research and 
Manufacturers of America (PhRMA), will be analysed to identify trends and patterns in the use of social 
media in the healthcare industry. 

- Online databases: Online databases, such as PubMed and Google Scholar, will be searched for studies and 
articles related to the use of social media in healthcare and trust-building in B2B relationships. 

 
Data Collection: 
The study will collect secondary data from the sources listed above using the following methods: 
- Literature review: A comprehensive literature review will be conducted to identify relevant studies and 

articles related to the use of social media in healthcare and trust-building in B2B relationships. 
- Database searches: Online databases will be searched using keywords and phrases related to the study 

topic to identify relevant studies and articles. 
- Report analysis: Social media analytics reports and industry reports will be analyzed to identify trends 

and patterns in social media usage among medical professionals, researchers, and patients. 
 
Data Analysis: 
The study will analyse the collected secondary data using the following methods: 
Content analysis: The study will conduct a content analysis of the collected data to identify themes, 
patterns, and trends related to the use of social media in healthcare and trust-building in B2B relationships. 
Thematic analysis: The study will conduct a thematic analysis of the collected data to identify common 
themes and patterns related to the use of social media in healthcare and trust-building in B2B relationships. 
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Sampling Frame: 
The study will use a non-probability sampling frame, as the data will be collected from existing literature and 
reports. The sampling frame will include: 
- Academic journals and publications 
- Social media analytics reports 
- Industry reports 
- Online databases 
 
Sample Size: 
The study will not have a specific sample size, as the data will be collected from existing literature and 
reports. The sample size will be determined by the number of relevant studies and articles identified through 
the literature review and database searches. 
 
Limitations 
The study has several limitations, including: 
- Secondary data analysis: The study will rely on secondary data analysis, which may limit the depth and 

breadth of the findings. 
- Non-probability sampling: The study will use a non-probability sampling frame, which may limit the 

generalizability of the findings. 
- Limited scope: The study will focus on the use of social media in healthcare and trust-building in B2B 

relationships, which may limit the scope of the findings. 
 
Expected Outcomes 
The study expects to identify strategies for B2B healthcare companies to build trust with medical 
professionals, researchers, and patients through social media. The study also expects to identify trends and 
patterns in social media usage among medical professionals, researchers, and patients, and to identify 
correlations and relationships between social media usage and trust-building in B2B healthcare relationships. 
 

V. Results and Discussion 
 

Objective 1: To investigate the role of social media in building trust with medical professionals, researchers, 
and patients in the healthcare B2B sector 
Social media has become an essential tool for healthcare B2B companies to engage with their target audience, 
share information, and build trust (Kaplan & Haenlein, 2010). A study by Kabadayi and Wang (2013) found 
that social media usage was positively related to trust in healthcare B2B relationships, particularly among 
medical professionals. The study found that social media platforms such as Twitter, LinkedIn, and Facebook 
were used by healthcare B2B companies to share information, engage with customers, and build relationships 
(Kabadayi & Wang, 2013). 
The use of social media by healthcare B2B companies can be seen as a way to build trust with medical 
professionals and patients. Social media platforms provide a way for companies to share information, engage 
with customers, and build relationships. For example, a study by Lee and Kim (2015) found that social media 
content, such as educational materials and patient testimonials, can enhance trust in healthcare B2B 
companies. The study found that social media content that is informative, relevant, and engaging can help to 
build trust with medical professionals and patients (Lee & Kim, 2015). 
However, social media also presents challenges for healthcare B2B companies, such as managing online 
reputation, ensuring compliance with regulatory requirements, and measuring the effectiveness of social 
media marketing efforts (Hawn, 2009). A study by Hoffman and Fodor (2010) found that social media can 
create a sense of distance and anonymity, which can undermine trust-building efforts. 
 
Social Media Platforms Used by Healthcare B2B Companies 
Healthcare B2B companies use a variety of social media platforms to engage with their target audience, share 
information, and build trust. According to a study by Kabadayi and Wang (2013), the most commonly used 
social media platforms by healthcare B2B companies are Twitter, LinkedIn, and Facebook. Twitter is used by 
healthcare B2B companies to share short messages, known as tweets, with their followers. LinkedIn is used 
by healthcare B2B companies to connect with medical professionals and share information about their 
products and services. Facebook is used by healthcare B2B companies to share information, engage with 
customers, and build relationships. 
 
Types of Social Media Content Used by Healthcare B2B Companies 
Healthcare B2B companies use a variety of social media content to engage with their target audience, share 
information, and build trust. According to a study by Lee and Kim (2015), the most commonly used types of 
social media content by healthcare B2B companies are educational materials, patient testimonials, and 
product information. Educational materials, such as blog posts and videos, are used by healthcare B2B 
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companies to educate medical professionals and patients about their products and services. Patient 
testimonials, such as case studies and reviews, are used by healthcare B2B companies to demonstrate the 
effectiveness of their products and services. Product information, such as product descriptions and 
specifications, is used by healthcare B2B companies to provide medical professionals and patients with 
detailed information about their products and services. 
 
Challenges of Using Social Media in Healthcare B2B 
While social media can be a powerful tool for healthcare B2B companies to engage with their target audience, 
share information, and build trust, there are also challenges associated with its use. According to a study by 
Hawn (2009), some of the challenges of using social media in healthcare B2B include managing online 
reputation, ensuring compliance with regulatory requirements, and measuring the effectiveness of social 
media marketing efforts. Managing online reputation is a challenge for healthcare B2B companies because it 
is difficult to control what is said about their company and products online. Ensuring compliance with 
regulatory requirements is a challenge for healthcare B2B companies because there are many regulations that 
govern the use of social media in the healthcare industry. Measuring the effectiveness of social media 
marketing efforts is a challenge for healthcare B2B companies because it is difficult to quantify the impact of 
social media on trust-building. 
Social media is an essential tool for healthcare B2B companies to engage with their target audience, share 
information, and build trust. Healthcare B2B companies use a variety of social media platforms, such as 
Twitter, LinkedIn, and Facebook, to connect with medical professionals and patients. The most commonly 
used types of social media content by healthcare B2B companies are educational materials, patient 
testimonials, and product information. However, there are also challenges associated with the use of social 
media in healthcare B2B, such as managing online reputation, ensuring compliance with regulatory 
requirements, and measuring the effectiveness of social media marketing efforts. 
 
Objective 2: To examine the factors that influences the development of trust in healthcare B2B relationships 
on social media 
Several factors can influence the development of trust in healthcare B2B relationships on social media, 
including the credibility of the company, the relevance of the content, and the responsiveness of the company 
to online interactions (Morgan & Hunt, 1994). A study by Bennett et al. (2017) found that medical 
professionals prefer social media content that is educational, informative, and relevant to their practice, while 
patients prefer content that is empathetic, supportive, and patient-centered. 
The credibility of the company is a critical factor in building trust in healthcare B2B relationships on social 
media. A study by Lee and Kim (2015) found that companies that are perceived as credible and trustworthy 
are more likely to build strong relationships with their customers on social media. The study found that 
companies can establish credibility by providing accurate and reliable information, being transparent about 
their products and services, and engaging with customers in a responsive and timely manner (Lee & Kim, 
2015). 
The relevance of the content is also an important factor in building trust in healthcare B2B relationships on 
social media. A study by Ventola (2014) found that social media content that is relevant to the needs and 
interests of medical professionals and patients is more likely to build trust and engagement. The study found 
that companies can create relevant content by conducting market research, analyzing customer feedback, and 
using social media analytics to understand their audience (Ventola, 2014). 
The responsiveness of the company to online interactions is also a critical factor in building trust in 
healthcare B2B relationships on social media. A study by Hoffman and Fodor (2010) found that companies 
that respond promptly and effectively to customer inquiries and concerns on social media are more likely to 
build trust and loyalty with their customers. The study found that companies can improve their 
responsiveness by using social media management tools, training their customer service staff to respond to 
social media inquiries, and establishing clear policies and procedures for handling customer complaints 
(Hoffman & Fodor, 2010). 
Factors that Influence the Development of Trust in Healthcare B2B Relationships on Social Media 
Several factors can influence the development of trust in healthcare B2B relationships on social media, 
including: 
Credibility: The credibility of the company is a critical factor in building trust in healthcare B2B 
relationships on social media. Companies that are perceived as credible and trustworthy are more likely to 
build strong relationships with their customers on social media. 
 
Relevance: The relevance of the content is also an important factor in building trust in healthcare B2B 
relationships on social media. Companies that create content that is relevant to the needs and interests of 
medical professionals and patients are more likely to build trust and engagement. 
 
Responsiveness: The responsiveness of the company to online interactions is also a critical factor in 
building trust in healthcare B2B relationships on social media. Companies that respond promptly and 
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effectively to customer inquiries and concerns on social media are more likely to build trust and loyalty with 
their customers. 
 
Transparency: Transparency is also an important factor in building trust in healthcare B2B relationships 
on social media. Companies that are transparent about their products and services, and provide accurate and 
reliable information, are more likely to build trust with their customers. 
 
Consistency: Consistency is also an important factor in building trust in healthcare B2B relationships on 
social media. Companies that consistently provide high-quality content and engage with their customers in a 
responsive and timely manner are more likely to build trust and loyalty with their customers. 
The Role of Credibility in Building Trust in Healthcare B2B Relationships on Social Media 
Credibility is a critical factor in building trust in healthcare B2B relationships on social media. Companies 
that are perceived as credible and trustworthy are more likely to build strong relationships with their 
customers on social media. A study by Lee and Kim (2015) found that companies that are perceived as 
credible and trustworthy are more likely to build trust and loyalty with their customers on social media. 
The Role of Relevance in Building Trust in Healthcare B2B Relationships on Social Media 
Relevance is also an important factor in building trust in healthcare B2B relationships on social media. 
Companies that create content that is relevant to the needs and interests of medical professionals and 
patients are more likely to build trust and engagement. A study by Ventola (2014) found that companies that 
create content that is relevant to the needs and interests of medical professionals and patients are more likely 
to build trust and loyalty with their customers. 
The Role of Responsiveness in Building Trust in Healthcare B2B Relationships on Social Media 
Responsiveness is also a critical factor in building trust in healthcare B2B relationships on social media. 
Companies that respond promptly and effectively to customer inquiries and concerns on social media are 
more likely to build trust and loyalty with their customers. A study by Hoffman and Fodor (2010) found that 
companies that respond promptly and effectively to customer inquiries and concerns on social media are 
more likely to build trust and loyalty with their customers. 
Companies that establish credibility, create relevant content, respond promptly to customer inquiries, 
provide transparent and accurate information, and consistently engage with their customers are more likely 
to build trust and loyalty with their customers on social media. 
 
Objective 3: To develop a framework for healthcare B2B companies to leverage social media for building 
trust with their target audience 
To leverage social media for building trust with their target audience, healthcare B2B companies should 
develop a comprehensive social media strategy that includes creating engaging content, managing online 
reputation, and measuring the impact of social media on trust-building (Kaplan & Haenlein, 2010). A study 
by Lee and Kim (2015) found that healthcare B2B companies that use social media to share educational 
content, engage with customers, and build relationships can enhance trust with medical professionals and 
patients. 
 
Content Creation 
Developing a content strategy is a critical component of leveraging social media for building trust with the 
target audience. Healthcare B2B companies should create educational, informative, and engaging content 
that is relevant to the target audience. This can include blog posts, videos, infographics, and social media 
posts that provide valuable information and insights to medical professionals and patients. 
A study by Ventola (2014) found that healthcare B2B companies that create high-quality, relevant content are 
more likely to build trust and engagement with their target audience. The study found that content that is 
informative, educational, and engaging can help to establish the company as a thought leader in the industry 
and build trust with medical professionals and patients. 
 
Online Reputation Management 
Online reputation management is also a critical component of leveraging social media for building trust with 
the target audience. Healthcare B2B companies should monitor and manage online reviews, ratings, and 
feedback to ensure that the company's online reputation is positive and trustworthy. 
A study by Hoffman and Fodor (2010) found that online reputation management is critical for building trust 
with customers. The study found that companies that respond promptly and effectively to online reviews and 
feedback are more likely to build trust and loyalty with their customers. 
 
Engagement and Interaction 
Engagement and interaction are also critical components of leveraging social media for building trust with 
the target audience. Healthcare B2B companies should engage with customers and respond to their questions 
and concerns in a timely and responsive manner. 
A study by Lee and Kim (2015) found that engagement and interaction are critical for building trust with 
medical professionals and patients. The study found that companies that engage with customers and respond 



2870                                                                      Prakash Rajagopal / Kuey, 29(4) 7551 

 

to their questions and concerns in a timely and responsive manner are more likely to build trust and loyalty 
with their customers. 
 
Measurement and Evaluation 
Finally, healthcare B2B companies should use metrics such as engagement rates, follower growth, and 
website traffic to measure the impact of social media on trust-building. A study by Kaplan and Haenlein 
(2010) found that measuring the impact of social media on trust-building is critical for understanding the 
effectiveness of the social media strategy. 
 
A framework for healthcare B2B companies to leverage social media for building trust with their target 
audience could include the following components: 
Content creation: Develop a content strategy that includes creating educational, informative, and engaging 
content that is relevant to the target audience. 
Online reputation management: Monitor and manage online reviews, ratings, and feedback to ensure 
that the company's online reputation is positive and trustworthy. 
Engagement and interaction: Engage with customers and respond to their questions and concerns in a 
timely and responsive manner. 
Measurement and evaluation: Use metrics such as engagement rates, follower growth, and website 
traffic to measure the impact of social media on trust-building. 
Leveraging social media for building trust with the target audience is a critical component of healthcare B2B 
marketing. By developing a comprehensive social media strategy that includes creating engaging content, 
managing online reputation, and measuring the impact of social media on trust-building, healthcare B2B 
companies can build trust and loyalty with medical professionals and patients. 
 
VI. Implications: 
The findings of this study have implications for B2B healthcare companies, medical professionals, 
researchers, and patients. For B2B healthcare companies, the study provides insights into the strategies that 
can be used to build trust through social media, and highlights the importance of authenticity, transparency, 
and consistency in building trust. For medical professionals, researchers, and patients, the study provides 
insights into the ways in which social media can be used to build trust and credibility in B2B healthcare 
relationships. 
 
VII. Future Research Directions: 
The study highlights several areas for future research, including the development of a trust-building 
framework for B2B healthcare companies, the examination of the impact of AI on social media usage and 
trust-building in B2B healthcare relationships, and the investigation of the role of influencers in shaping trust 
and credibility in B2B healthcare relationships. 
 

VIII. Conclusion: 
 
The above study has highlighted the importance of building trust in B2B healthcare relationships, particularly 
in the context of social media. The literature has shown that trust is a critical factor in determining the 
success of B2B healthcare relationships, and that social media can play a significant role in building trust. 
However, the results have also highlighted the challenges of building trust in online environments, where the 
lack of face-to-face interaction and the abundance of information can make it difficult for medical 
professionals, researchers, and patients to distinguish between credible and non-credible sources. 
The review of literature has also identified several key strategies that B2B healthcare companies can use to 
build trust through social media, including creating high-quality content, engaging with stakeholders, and 
using social media analytics to track engagement and sentiment. Additionally, the literature has highlighted 
the importance of authenticity, transparency, and consistency in building trust through social media. 
Despite the importance of building trust through social media, there is a lack of research on the specific 
strategies that B2B healthcare companies can use to build trust with medical professionals, researchers, and 
patients. This study aims to address this gap by exploring the role of social media in building trust in B2B 
healthcare relationships, and identifying effective strategies for B2B healthcare companies to build trust with 
medical professionals, researchers, and patients. 
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