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      Cool, Social Media, and Marketing 
Communications Strategy: An Anarchy- 
Network Logic of Value Creation 

             Mark     Pelletier      and     Frank     G.     Adams    

    Abstract     Scholars and practitioners have been frustrated in the attempt to identify 
a viable strategy to capitalize on the potential marketing applications presented by 
social networking media. The very nature of social networking media may render 
long accepted assumptions about how desirable customer attention is captured and 
leveraged obsolete. Relying on recent developments in Critical Service Logic litera-
ture, along with theories stemming from research in fashion marketing, secondary 
data is examined to illuminate how this powerful new medium may operate, and 
how it may change the manner in which marketing communications strategy is 
conducted.  

  Keywords     Social Media   •   Marketing Communications Strategy   •   Anarchy-
Network Logic   •   Value Creation     

    References 

  References Available Upon Request     

        M.   Pelletier      (*) •    F.  G.   Adams      
  Mississippi State University ,   Starkville ,  MS ,  USA   
 e-mail: mp918@msstate.edu; fadams@business.msstate.edu  

© Academy of Marketing Science 2016
M.W. Obal et al. (eds.), Let’s Get Engaged! Crossing the Threshold of Marketing’s 
Engagement Era, Developments in Marketing Science: Proceedings of the 
Academy of Marketing Science, DOI 10.1007/978-3-319-11815-4_77

mailto:mp918@msstate.edu
mailto:fadams@business.msstate.edu

	Cool, Social Media, and Marketing Communications Strategy: An Anarchy-Network Logic of Value Creation
	References


