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Abstract : Engaging and co-creating value with buyers (i.e., the buying organizations) have rapidly become a rising trend for
sellers (i.e., the selling organizations) within Business-to-Business (B2B) environments, through which buyers can interact
more with sellers and be better informed about products. One important way to achieve this is through engaging with buyers
on social media, termed as brand engagement on social media, which provides a platform for sellers to interact with customers.
This study addresses the research gap by answering the following questions: (1) Are B2B firms’ brand engagement on social
media related to their firm value? (2) To what extent do analyst stock recommendations channel B2B firms’ brand engagement
on social media’s possible impact on firm value? To answer the research questions, this study collected data merged from
multiple sources. The results show that there is a positive association between seller-initiated engagement and B2B sellers’
firm value. Besides, analyst stock recommendations mediate the positive relationships between seller-initiated engagement and
firm value. However, this study reveals buyer-initiated engagement has a counterintuitive and negative relationship with firm
value, which shows a dark side of buyer-initiated engagement on social media for B2B sellers.
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