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Abstract 

This study aimed to determine the impact of social media marketing on customer relationship management in 

hotel establishments. To achieve this goal, a questionnaire was designed and distributed to 321 customers who 

follow the social media pages of classified hotel establishments in Algeria, using the facilitated sampling method. 

The applied aspect of the study relied on SPSS.26 for descriptive analysis and SmartPLS4 for structural equation 

modeling using partial least squares. The most important results of this study were that all dimensions of social 

media marketing influence customer relationship management in the hotel establishments under study, with the 

exception of the interaction and personalization dimensions. It also became clear that word-of-mouth was the 

most influential dimension on customer relationship management across all its dimensions. Finally, the study 

presented a set of proposals regarding the adoption of social media marketing by classified hotel establishments in 

Algeria as a mechanism for customer relationship management. 
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Introduction: 

Modern marketing trends and developments have reflected the rapid and unprecedented growth in information 

and communication technology (ICT) in the current decade, particularly in relation to web technologies. These 

technologies have significantly contributed to breaking down barriers and bridging the gap between societies and 

countries. Furthermore, they have created increasingly dynamic and adaptable virtual communities called social 

networks. Social networks are among the most widespread web technologies on the internet, given their 

http://creativecommons.org/licenses/by/4.0/


 
 

 
Sci. Educ. Innov. Context Mod. Probl.| ISSN p (e): 27900169; 27900177   

 
 
 

, | Issue 12, Vol. 8, 2025www.imcra.az.org – 544   

Examining the impact of social media marketing on customer relationship management: A structural equation modeling 

approach using partial least squares in classified hotel establishments in Algeria 

Harzelli Hala;  Djihad Khellout   

 

collaborative nature and their high potential for enriching communication between individuals. This has made 

them important tools for organizations to conduct online marketing activities and diversify their mechanisms to 

reach target markets. Hence, the concept of marketing via social networks has crystallized, and its role in the 

growth and survival of organizations and maximizing their profitability by exploiting the potential opportunities to 

meet the needs of their consumers of their products on these networks, satisfying them, and influencing their 

responses to purchases and beyond. Perhaps the presence of individuals in these social networks, especially due 

to the presence of some of their advantages, is a product of the second generation of the internet, particularly the 

interactive feature, which is considered one of the most effective means through which a marketer can positively 

influence customers. And better than traditional methods due to individual interaction and continuous 

communication. 

With the plethora of options available to customers, organizations must keep pace with the latest developments 

and utilize modern technology by managing their customer relationships via social media. This will enable them 

to track and manage their marketing operations, which require a rapid, personalized response to each customer, 

to understand and comprehend their needs, deliver value, achieve customer satisfaction, and retain and maintain 

customer loyalty. 

Hotel establishments were not isolated from this, but rather sought to benefit from social media networks and 

their applications as an effective means of marketing and promoting their services. They realized that the 

equation for success within their highly competitive sector is no longer based solely on distinguished service, 

appropriate pricing, or innovative promotion, but rather is primarily based on the extent of a successful 

partnership between the establishment and its customers. This led them to exploit social media networks to 

attract customers and build an interactive relationship with them through each party’s trust in the other and their 

ability to provide value to the relationship. They are also committed to maintaining this relationship, anticipating 

customer needs and working to meet them according to their desires and based on their conditions, and striving 

to provide more value in their services and making them available to them at the appropriate time and place, and 

informing them of them clearly and continuously through constant and ongoing communication between them 

and addressing any problems before they occur. In other words, adopting a new generation of customer 

relationship management based on social media networks as an effective marketing tool. 

  

Theoretical Framework and Hypothesis Development: 

Driven by the demands of enhanced marketing efficiency, increased market diversity, and the application of 

technology, the strategic focus of marketing has shifted from product and segment focus to customer and 

relationship focus.(Sheth , Sisodia, & Sharma, 2000)The new relationship-based marketing paradigm requires 

marketers and academics to think beyond the traditional marketing mix elements and consider including 

interactive elements in their strategy . (Heggde & Shainesh, 2018) .Social media marketing (SMM) has been widely 

used to refer to enhancing stakeholder value by integrating social media into marketing communications .(Phuoc 

& al, 2015; Felix , Rauschnabel, & Hinsch, 2016; Yadav & Rahman, 2017) It has become an indispensable part of 

businesses' operations, helping them improve and build relationships with their customers. Additionally, social 

media provides organizations with the opportunity to conduct business and build relationships with potential 

customers, service providers, and strategic partners.(Niekerk, 2014, p. 40). 

(Sano, 2015) Social media marketing is a type of digital marketing that works to attract visitors to an organization's 

website or customer service. This type of marketing focuses on creating content that attracts the attention of 

followers and encourages them to participate on social media networks in order to reach customers automatically 

without the constant need to update or publish content manually.(Sano, 2015, p. 142) (Bond , 2010) It is “the 

exploitation of social media networks by organizations for marketing purposes by identifying and analyzing 

conversations, participation, and initiating social interactions within communities and using them ”. (Shibani, 

2022, p. 221) He defined it as an organization's use of various social media networks (Facebook, Twitter, Google, 

etc.) to engage in marketing activities such as entertainment, innovation, interaction, recommendation, and 

product promotion with the aim of enhancing customer commitment and their adherence to the continuity of the 

relationship with the organization. 

According to the large number of previous studies that have addressed the concepts of social media marketing 

and its impact, few of them have focused on measuring and defining its dimensions. Despite its importance in the 
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field of marketing and brand management since the middle of the last century, researchers and marketing 

managers continue to pay great attention to it in our current era, considering it an important focus and a major 

driver of consumer behavior. As mentioned previously, the few previous studies that focused on measuring and 

defining social media marketing mostly focused on one or two dimensions. However, some studies have 

addressed multiple and diverse dimensions of social media marketing in their studies, depending on the sectors 

in which these studies were applied, the cultural and social environment, and the timing of these studies .  ( Kim و  

Ko ؛ 2102،   Nyoman و   al ؛ 2122،  Razzaq, 2022; Ben Talbi, 2021; Yadav و   Rahman ؛ 2107،  Alsoud و   al  ،2122)  ،

Accordingly, the most important dimensions common to these studies, which are consistent with and in line with 

our current study, will be addressed: electronic spoken word, interaction, modernity, credibility, and 

customization. 

 Customer Relationship Management: 

 Marketing thought shifted toward establishing and strengthening customer relationships in the 1970s. This 

resulted in the emergence of the concept of Customer Relationship Management (CRM) in the mid-1970s in the 

United States. The concept of CRM has undergone continuous development over the years, and researchers 

have offered multiple definitions of it, which can be classified into three orientations: 

 The first orientation, "CRM as a technology": Proponents of this orientation view customer relationship 

management as the use of technological tools and software to collect and store customer data, and facilitate access 

to it when needed by organizational members. In this context, it was defined by Meta Groupe in 2000 as "the 

automation processes carried out by an organization across various points of contact with the customer 

(marketing, sales, after-sales service) by adopting multiple, interconnected communication channels "." (Peelen & 

al, 2009, p. 3) ،It is also known as a technology-based system that integrates sales, marketing, and services with the 

aim of building a partnership between the organization and its customers .( Marie & Godwin, 2010, p. 2). 

 The second trend is “CRM as a strategy”: Some representatives of this trend consider it a management 

philosophy, while others consider it a strategy or a set of activities and processes that aim to establish long-term 

relationships with customers without focusing on the technological methods used, so that it is viewed as “the 

process that allows for identifying, attracting and gaining better customer loyalty, in order to obtain more profits 

and returns ”." ( René & Grilles, 2005, p. 33) ،In the same context, a definition was provided stating that "customer 

relationship management is an organizational process aimed at maximizing an organization's sales volume and 

profitability by building and consolidating relationships with customers selected based on the potential profits 

generated through them." It was also defined as a purposeful strategy for building, managing, and strengthening 

customer relationships and working to sustain them by focusing on understanding and identifying the customer's 

various needs and requirements and working to meet them ." ( Antonios, 2016, p. 1). 

 The third trend: The proponents of this trend combined the ideas of the representatives of the two previous 

trends, and they preferred that customer relationship management relies on technology through the use of 

information technology systems to carry out various marketing activities. They considered CRM a strategy or 

approach aimed at building individual, continuous, and profitable relationships between the organization and the 

customer, through the development of an information technology infrastructure, the goal of which is to remove 

barriers and increase interaction between the two parties, which in turn allows for monitoring the progress of 

operations by qualified individuals in real time.(Peelen & al, 2009, p. 3) ،It is thus defined as a marketing 

approach that integrates individuals, processes and technology in order to strengthen the organization's 

relationships with customers .(Barton , 2008, p. 3). 

In fact, the concept of customer relationship management first emerged as an expression of software that allows 

for managing relationships and collecting and analyzing customer data. However, over time, the concept of CRM 

has evolved from a technology tool to a customer-oriented strategy that necessarily uses software and 

technological tools ." (relationship, 2023, p. 3)Therefore, it can be said that customer relationship management is 

a strategy implemented by an organization to identify its current and potential customers and manage their 

lifecycles. The goal is to build interactive relationships with them, retain them, and gain their loyalty through 

continuous communication and providing them with the best services, relying on available technological tools and 

software solutions. 

The dimensions of customer relationship management used in previous studies have varied, with some studies 

using different dimensions than those used in other studies .(Bouabdallah, 2021)   ( Ramadonna ،Nasfi و ،Aziz ،
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؛ 2109 Rosman و   Stuhura ؛ 2102،  Sabrina ؛ 2109،  Customer Relationship Management and Achieving Competitive 

Advantage for Service Organizations - A Case Study of Mobilis - PhD Thesis in Marketing Management, 2020) 

Based on their reliance in their study on this variable, which is repeated in most of the aforementioned studies, 

namely customer value, customer satisfaction and customer loyalty, especially since it is consistent with the field of 

study (the hotel sector. 

Using Social Media Marketing in Customer Relationship Management in Hotel Establishments 

Many companies are increasingly implementing customer relationship management (CRM) projects, which first 

became popular in the 1990s, as a holistic strategy focused on developing and maintaining appropriate customer 

relationships with the help of information technology (IT) or customer relationship management systems (Payne 

& Frow, 2005, p. 170.) 

Today, digital technologies have changed the marketing communications paradigm, with marketers now tasked 

with integrating social media applications (Trainor & al, 2014, p. 1203), offering organizations new ways to 

acquire skills to interact and communicate with their customers (Florin, Trif, & Tuleu, 2019, p. 104.) 

Many organizations are using social media to improve customer support and guide marketing programs (Turban 

& al, 2018, p. 310). Social media provides services such as communication, sharing, entertainment, searching for 

brand information, and finding customer reviews about various products. They have transformed the way 

organizations relate to their markets (Garrido-Moreno & al, 2018, p. 96.) 

Before adopting SCRM as a marketing strategy in the hotel industry, it is important to understand the customer 

relationship management (CRM) process. Anton (1996) stated that the CRM process is carried out according to 

four stages: customer selection, customer acquisition, customer retention, and customer relationship 

sustainability. Even in the digital age, most organizations still focus on customer acquisition and ignore the other 

stages. Consequently, service-based organizations, especially hotels, primarily use mass advertising and sales 

promotions to reach customers (Dewnarain & al, 2019, p. 9). The shift from customer acquisition to customer 

retention requires a new mindset, new communication tools, and a different tone of conversation to create better 

quality relationships based on trust and reciprocity (Fletcher & Crawford, 2014, p. 59). Accordingly, the term 

“Social Customer Relationship Management” or “CRM 2.1” has emerged to describe this new way of developing 

and maintaining customer relationships (Pour & Hosseinzadeh, 2020, p. 50). Some researchers view social 

customer relationship management as a business philosophy and strategy, implemented through technological 

platforms, business rules, processes, and social networking features. It is expected to engage customers to deliver 

mutual value (Yahav & al, 2121, p. 411). According to Turban et al (2108), SCRM is defined as “customer 

relationship management supported by social networks, adopted by organizations to engage customers in 

conversations, participation, and interactions to foster trust and build long-term relationships” (Turban & al, 

2108, p. 25). It is also defined as “customer relationship management programs that integrate with social 

networks, allowing organizations to leverage information about current and potential customers available on these 

networks to understand and interact with them, obtain target market information, and provide better services and 

products, all to gain customer satisfaction and loyalty” (Lazghad & Barsali, 2120, p. 28). Hotel establishments, like 

other service establishments, aim, in their application of traditional customer relationship management programs 

or using social networking (SCRM), to know all their customers personally and accurately, beyond the use of the 

marketing process, so that they can adapt their services according to the trends, desires, and advice of their 

customers .(Mir & Sharif, 2020, p. 48)The importance of implementing SCRM programs for hotel 

establishments is highlighted in the following: 

platform 

for listening to customers' concerns, engaging positively with them, and getting to know them better through their 

behavior, lifestyles, and the communities to which they belong, etc. This makes it easier for the establishment to 

understand them, meet their needs, and retain them. 

solutions to their problems, and help them maximize the benefit of the establishment's services and products are 

among the most effective ways to generate leads. 



 
 

 
Sci. Educ. Innov. Context Mod. Probl.| ISSN p (e): 27900169; 27900177   

 
 
 

, | Issue 12, Vol. 8, 2025www.imcra.az.org – 457   

Examining the impact of social media marketing on customer relationship management: A structural equation modeling 

approach using partial least squares in classified hotel establishments in Algeria 

Harzelli Hala;  Djihad Khellout   

 

establishment's business in a way that automatically converts leads into customers. It is important to ensure that 

the customer conversion process is as automated and hassle-free as possible, whether on or off social media. 

Customer descriptions of a problem can lead to a new product or service, and product complaints can lead to 

improvements in support and design. Customer feedback often contains suggestions for improving the customer 

experience. 

Customer relationship management via social media also allows organizations to interact more effectively with 

their customers, as it enables the SCRM team to conduct extensive prospecting and obtain diverse ideas and 

perspectives to retain their customers .(Paul & Nilsson, 2011, p. 192) ،In addition to developing actionable 

insights that can help reduce risk and improve all aspects of the customer relationship, SCRM also provides 

organizations with the opportunity to harness the power of customers to market goods and services, enhance 

customer satisfaction, and contribute to the organization's highly leveraged direct and indirect revenues.(Ohashile, 

2017, p. 173). 

Studies have indicated that as a result of the rapid development and tremendous spread of social networking sites, 

institutions, including hotel establishments, have begun to compete in using various social networking sites in 

order to increase the chances of reaching the largest possible number of customers, with the aim of satisfying their 

needs and gaining their satisfaction and then their loyalty, which requires the necessity for hotel establishments to 

benefit from marketing applications via social networking sites in managing their relationships with their 

customers.(Tyron, 2022; Liu, 2022; Chin & Ming, 2022) 

From the above, the outlines of the research problem become clear, which can be crystallized into the 

following main question: Does social media marketing affect customer relationship management in the hotel 

establishments under study? 

A number of sub-questions branch out from the main problem: 

0 . Does interaction via social media affect the dimensions of customer relationship management (customer 

value creation, customer satisfaction, customer loyalty) for the hotel establishments under study? 

2 . Does modernity via social media affect the dimensions of customer relationship management (customer 

value creation, customer satisfaction, customer loyalty) for the hotel establishments under study? 

2 . Does personalization via social media affect the dimensions of customer relationship management 

(customer value creation, customer satisfaction, customer loyalty) for the hotel establishments under study? 

4 . Does credibility via social media affect the dimensions of customer relationship management (customer 

value creation, customer satisfaction, customer loyalty) for the hotel establishments under study? 

5 . Does word of mouth affect customer relationship management dimensions (customer value creation, 

customer satisfaction, customer loyalty) towards the hotel establishments under study? 

 

Research Methodology: 

Sample and Study Population: 

This study targeted regular customers of classified hotels in Algeria who follow their pages on social media. 

Before collecting data, five academics reviewed the questionnaire, and it was modified based on their feedback. 

The questionnaire was distributed using Google Forms on social media (particularly Facebook and Instagram) 

and via email between April and August 2025. The researcher adopted a simple sampling method, selecting the 

targeted participants from pages and groups focused on hospitality content, and collecting their comments about 

their various experiences with classified hotels. Participants contacted via email were first asked to answer the 
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question, "Do they deal with a specific hotel in Algeria?" Those who answered yes were required to continue 

answering the questions. 356 questionnaires were collected, of which 321 were valid for analysis using the 

SmartPls program. Study Tool: 

An electronic questionnaire was developed and modified based on available literature in the hospitality field. The 

questionnaire was divided into two parts. The first included questions related to the personal data of the 

respondents, as well as questions related to the hotels with which the respondents interacted in this study. The 

second part included the study variables, which included the dimensions of the independent variable, social 

media marketing, derived from research.(Nyoman & al, 2021; Haikal & Aekram , 2022) Dimensions of the 

dependent variable of customer relationship management  ( Tyron ،The Mediating Effects of Perceived Value 

Between the Relationship of Social Media Marketing and Purchase Intention ؛ 2122،  Razzaq, 2022) ،A five-

dimensional Likert scale was used to measure the degree of agreement from 1 to Data Analysis and Results: 

To test the hypotheses, partial least squares structural equation modeling (PLS-SEM) was used using Smartpls 

software (Ringle, Wende, & Becker, 2015). This method was used because the data were not normally 

distributed, and the main objective of the study was to predict endogenous variables (Hair J. F., Hult, Ringle, & 

Sarstedt, 2017). The number of articles published using partial least squares structural equation modeling has 

increased significantly in recent years in many social science disciplines, including marketing and hospitality 

management (Hair J. F., Hult, Ringle, & Sarstedt, 2019, p. 3). Examining a PLS model requires two steps: 

evaluating the measurement model, followed by the structural model (Hair J. F., Hult, Ringle, & Sarstedt, 2017). 

Prior to conducting the PLS-SEM analysis, a test for common method variance bias was conducted using 

Herman's one-factor test (Podsakoff, Mackenzie, Lee, & Podsakoff, 2003), and all items were entered into a 

principal components analysis. The results showed that no single factor was responsible for the majority of the 

variance, and therefore, this study does not face any problem related to common method variance bias. 

 

Sample Characteristics: 

A sample of 321 regular participants from luxury hotels in Algeria was analyzed. Males constituted the largest 

percentage (72.9%), while females constituted 27.1%. Participants' ages ranged between 26 and 35 years (44%), 

followed by those between 40 and 50 years (31.2%), those between 30 and 40 years (29.3%), those under 30 years 

(28.7%), and those over 50 years (11%). Regarding educational level, 93.5% of participants had a university 

degree, 3.4% had a postgraduate degree, and the lowest percentage (3.1%) had a secondary school diploma or 

less. Regarding their income, 29.3% of them earn between 60,001 and 90,000 Algerian dinars, 28.7% of them 

earn between 30,000 and 60,000 Algerian dinars, 27.4% of them earn more than 90,000 Algerian dinars, and 

14.6% of them earn less than 30,000 Algerian dinars. As for hotel characteristics, the percentage of four-star 

hotels reached 40%, and the percentage of five-star hotels reached 14%. Urban hotels accounted for 32%, and 

tourist resorts for 9%. Local hotels accounted for 76%, local chains for 12%, and international chains for 12%. 

Measurement Model: 

The measurement model was examined based on internal consistency (Cronbach's alpha and composite 

reliability), convergent validity (index reliability and average variance extracted), and discriminant validity (Hair J. 

F., Hult, Ringle, & Sarstedt, 2017, p. 121). 

Reliability and Convergent Validity Criteria: 

Convergent validity refers to the assumption that a set of items represents the same factor if the correlation ratio is 

high, i.e., the degree of saturation of the items on their factor. Evidence of convergent validity is as follows (Hair J. 

F., Hult, Ringle, & Sarstedt, 2017:) 

- The loading ratio is greater than 0.5, with the optimal value being between 0.7 and 0.9. 

- The average variance extracted (AVE) value is greater than 0.5. 

- The composite reliability (CR) value is 0.7 or higher. 

Table 1: Convergent Validity 
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CONSTRUCT Items Loadings AVE 

CR 

 

Cronbach's 

alpha 

coefficient 

convergent 

validity 

Interaction 

X12 0,739 

0,594 

 

0,853 

 

0,778 

 

investigator 

X13 0,733 

X14 0,751 

X15 0,852 

Modernity 

X22 0,873 

0,739 

 

0,894 

 

0,822 

 

investigator 

X23 0,906 

X24 0,796 

Customization 

X31 0,775 

0,66 

 

0,888 

 

0,831 

 

investigator 

X32 0,794 

X33 0,860 

X34 0,829 

credibility 

X41 0,756 

0,668 

 

0,889 

 

0,834 

 

investigator 

X42 0,722 

X43 0,891 

X44 0,887 

electronic spoken 

word 

X51 0,715 

0,633 

 

0,873 

 

0,805 

 

investigator 

X52 0,835 

X53 0,847 

X54 0,777 

Creating value for 

the customer 

Y12 0,815 

0,686 

 

0,868 

 

0,770 

 

investigator 

Y15 0,887 

Y16 0,780 

satisfaction 

Y21 0,803 

0,755 

 

0,902 

 

0,837 

 

investigator 

Y22 0,898 

Y23 0,901 
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Loyalty 

Y31 0,827 

0,751 

 

 

0,923 

 

0,889 

 

investigator 

Y32 0,867 

Y33 0,877 

Y34 0,892 

Source: Based on SmartPLS4 outputs 

The results of the table above were extracted using the PLS Algorithm feature in the 4SmartPls program, after 

deleting statements with saturations less than 0.7, as their removal increases the average variance extracted (AVE) 

and the composite reliability (CR). Since the conditions described above were met, it can be said that the 

convergent validity condition is met in all the model's components. Therefore, the standard model of the study is 

characterized by convergent validity. 

 

Discriminant Validity: 

Discriminant validity is the extent to which a construct is truly distinct from other constructs according to applied 

criteria. Therefore, demonstrating discriminant validity means that a construct is unique in capturing phenomena 

not represented by other constructs in the model. To evaluate this criterion, the following must be calculated: 

- Cross loading 

- Fornell-Larcker criterion 

- Heterogeneous correlation ratio 

Table No. (2): Discriminant Validity. 

 

 
Customi

zation 

Interact

ion 

Mode

rnity 

satisfact

ion 

Creating 

value for 

the 

customer 

electronic 

spoken 

word 

credibili

ty 

Loyalt

y 

X12 0,130 0,739 0,429 0,313 0,378 0,236 0,219 0,102 

X13 0,278 0,733 0,242 0,133 0,195 0,238 0,323 0,232 

X14 0,380 0,751 0,350 0,194 0,249 0,370 0,326 0,238 

X15 0,362 0,852 0,513 0,365 0,414 0,409 0,344 0,280 

X22 0,479 0,465 0,873 0,377 0,469 0,506 0,468 0,370 

X23 0,472 0,519 0,906 0,380 0,509 0,501 0,442 0,331 

X24 0,542 0,356 0,796 0,373 0,379 0,498 0,454 0,330 

X31 0,775 0,272 0,568 0,289 0,262 0,307 0,413 0,368 
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X32 0,794 0,345 0,459 0,190 0,261 0,320 0,456 0,355 

X33 0,860 0,330 0,468 0,245 0,251 0,460 0,654 0,376 

X34 0,829 0,265 0,372 0,218 0,242 0,344 0,570 0,369 

X41 0,802 0,306 0,454 0,287 0,310 0,451 0,756 0,488 

X42 0,342 0,339 0,365 0,287 0,360 0,560 0,722 0,348 

X43 0,445 0,310 0,472 0,531 0,559 0,629 0,891 0,589 

X44 0,558 0,338 0,438 0,461 0,494 0,624 0,887 0,553 

X51 0,333 0,312 0,485 0,488 0,497 0,715 0,617 0,432 

X52 0,366 0,282 0,422 0,506 0,542 0,835 0,562 0,519 

X53 0,388 0,378 0,467 0,430 0,468 0,847 0,539 0,428 

X54 0,303 0,365 0,487 0,377 0,440 0,777 0,481 0,369 

Y12 0,310 0,347 0,453 0,630 0,815 0,548 0,547 0,595 

Y15 0,217 0,357 0,427 0,703 0,887 0,498 0,438 0,576 

Y16 0,241 0,350 0,432 0,716 0,780 0,483 0,350 0,597 

Y21 0,169 0,252 0,322 0,803 0,739 0,459 0,355 0,600 

Y22 0,293 0,309 0,295 0,898 0,657 0,492 0,456 0,672 

Y23 0,287 0,346 0,503 0,901 0,747 0,536 0,480 0,716 

Y31 0,417 0,243 0,286 0,555 0,507 0,402 0,598 0,827 

Y32 0,332 0,203 0,424 0,696 0,715 0,592 0,538 0,867 

Y33 0,370 0,281 0,367 0,760 0,645 0,532 0,455 0,877 

Y34 0,450 0,233 0,299 0,644 0,589 0,390 0,540 0,892 

Source: Prepared by the researcher based on SmartPLS4 outputs. 

 

Regarding cross-saturations, the external saturation of a statement in its related building should be greater than its 

cross-saturations with other buildings. Accordingly, the table above shows that each statement has the highest 

value in its underlying building compared to the other variables. Thus, the first criterion for calculating 

discriminant validity has been met. 
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After meeting the first criterion for calculating discriminant validity, the second criterion, the Fornell-Larcker 

criterion, must be verified. This criterion is listed in the following table: 

Table (3): Standard Model Results: Fornell-Larcker criterion 

 

Customization Interaction Modernity satisfaction 

Creating 

value for 

the 

customer 

electronic 

spoken 

word 
credibility Loyalty 

Customization 0,815 

       

Interaction 0,371 0,770 

      

Modernity 0,576 0,524 0,860 

     

satisfaction 0,291 0,351 0,438 0,869 

    

Creating value for the 

customer 
0,312 0,424 0,529 0,822 0,828 

   

electronic spoken word 0,440 0,416 0,583 0,573 0,617 0,795 

  

credibility 0,642 0,389 0,528 0,499 0,544 0,696 0,817 

 

Loyalty 0,452 0,276 0,399 0,766 0,711 0,555 0,617 0,866 

Source: Prepared by the researcher based on SmartPLS4 outputs. 

 

The Fornell-Larcker criterion compares the square root of the AVE values with other correlations of the latent 

variable. The square root of the AVE value for each building should be greater than its highest correlation with 

any other building. Based on the results of the table above, it is clear that the AVE value for each dimension is 

greater than its highest correlation with any other dimension. For example, the AVE value for personalization is 

0.81, which is greater than the AVE values for the other dimensions, which are as follows: Interaction (0.37), 

Modernity (0.57), Satisfaction (0.29), Customer Value Creation (0.31), Word of Mouth (0.44), Credibility (0.64), 

and Loyalty (0.45). 

In addition, Hair J. F., Hult, Ringle, & Sarstedt (2019) included a new criterion for ensuring discriminant validity, 

called the Heterotrait-Monotrait Ratio (HTMT). This criterion should not exceed 0.9 to avoid any problems with 

discriminant validity. This criterion is listed in the following table: 

Table (4): Standard Model Results: Heterotrait-Monotrait Ratio (HTMT) 

 

 

Customization Interaction Modernity satisfaction 

Creating 

value for 

the 

customer 

electronic 

spoken 

word 
credibility Loyalty 

Customization 

        

Interaction 0,463 

       

Modernity 0,698 0,615 

      

satisfaction 0,342 0,398 0,519 

     

Creating value 0,386 0,515 0,661 0.895 
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for the customer 

electronic 

spoken word 
0,534 0,516 0,722 0,688 0,776 

   

credibility 0,789 0,497 0,641 0,569 0,649 0,841 

  

Loyalty 0,526 0,332 0,465 0,886 0,857 0,646 0,700 

 

Source: Prepared by the researchers based on SmartPLS4 outputs. 

 

Table (4) shows that all HTMT values do not exceed 0.9, ranging between 0.463 and 0.895. 

Therefore, it can be said that discriminant validity is achieved in the study model by verifying the cross-validity, 

Fornell-Larcker criterion, and HTMT ratio. 

Finally, after verifying the internal consistency reliability criteria, convergent validity, and discriminant validity, it 

can be said that the measurement model is good and can be used to measure the latent variables in the study 

model. 

Structural Model Evaluation: 

Path Coefficients: 

 Model Hypothesis Testing: 

The magnitude and significance of the path coefficients between the dimensions of social media marketing 

(interaction, novelty, personalization, credibility, and word-of-mouth) and the dimensions of customer relationship 

management (customer value creation, satisfaction, and loyalty) were calculated separately using bootstrapping. 

We relied on the results of the path estimates, T-values, and the probability P-value to analyze the results. The 

relationship between the two variables was considered significant if the T-value was greater than 1.96 and the P-

value was less than 0.05. The results were as follows: 

Table (5): Significance of the study model's path coefficients . 

 

hypothesis 

 

Original 

sample 

(O) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P 

values 
 

H1 Interaction -> 

Creating value for 

the customer 

0,131 0,050 2,630 0,009 Acceptable 

H2 Interaction -> 

Satisfaction 
0,091 0,049 1,851 0,064 

Rejected 

H3 Interaction -> 

Loyalty 
-0,015 0,048 0,315 0,753 

Rejected 

H4 Modernity -

>Creating Value for 

Customer 

0,241 0,061 3,985 0,000 

Acceptable 
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H5 Modernity -> 

Satisfaction 
0,135 0,064 2,127 0,033 

Acceptable 

H6 Modernity -> Loyalty 0,001 0,070 0,007 0,994 Rejected 

H7 Personalization -

>Creating Value for 

Customer 

-0,183 0,055 3,310 0,001 

Acceptable 

H8 Customization -> 

Satisfaction 
-0,119 0,062 1,911 0,056 Rejected 

H9 Personalization -> 

Loyalty 
0.100 0.059 1.702 0.089 Rejected 

H10 Credibility -> 

Creating value for 

the customer 

0,258 0,067 3,834 0,000 Acceptable 

H11 Credibility -> 

Satisfaction 
0,223 0,068 3,294 0,001 

Acceptable 

H12 Credibility -> Loyalty 0,386 0,073 5,293 0,000 Acceptable 

H13 Word of mouth -

>Creating value for 

the customer 

0,324 0,061 5,278 0,000 

Acceptable 

H14 Electronically 

Spoken Word -> 

Satisfaction 

0,353 0,065 5,451 0,000 

Acceptable 

H15 Electronically 

Spoken Word -> 

Loyalty 

0,249 0,074 3,366 0,001 

Acceptable 

 

Significant at P** level less than 0.01, P* less than 0.05 

Source: Prepared by the researcher based on SmartPLS4 outputs. 

 

In light of the results shown in the table above, the results of the study's hypotheses are explained as follows: 

0 . First sub-hypothesis H1: Social media interaction affects the dimensions of customer relationship management 

(customer value creation, customer satisfaction, customer loyalty) towards the hotel establishments under study. 

The results of the structural model analysis demonstrate the significant relationship between the interaction 

dimension and customer value, with a P-value of 0.009 and a t-value of 2.630. 

At a significance level of less than 0.01, the path coefficient was positive, indicating a positive relationship between 

interaction and customer value creation, with a value of 0.131. This means that a one-unit increase in interaction 

will lead to a 13.1% increase in customer value creation for the hotel establishments under study. 
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We conclude from the above that interaction has an impact on customer value for the hotel establishments under 

study at a significance level of 0.00. 

However, the results of the structural model analysis demonstrate the insignificance of the relationship between 

the interaction dimension and customer satisfaction. The t-value was 0.851, which is lower than the value of 1.96, 

and the P-value was 0.640, which is greater than 0.05. This means that interaction does not affect customer 

satisfaction with hotel establishments. The study area, at a significance level of (0.00.) 

The results of the structural model analysis also showed that the relationship between the interaction dimension 

and customer loyalty was not significant. The t-value was (0.315), which is lower than the value (1.96), and the P-

value was (0.753), which is greater than (0.05). We conclude from the above that there is no effect of interaction 

on customer loyalty towards hotel establishments at a significance level of (0.00.) 

2 . Second sub-hypothesis H2: Modernity through social media affects the dimensions of customer relationship 

management (customer value creation, customer satisfaction, and customer loyalty) towards the hotel 

establishments under study. 

The results of the structural model analysis indicate a significant relationship between the modernity dimension 

and customer value, with the P-value estimated at (0.033). The t-value was (2.127) at a significance level less than 

(0.05). The path coefficient value was positive, indicating a positive relationship between Modernity and customer 

value creation, which reached a value of (0.241), meaning that a one-unit increase in modernity will lead to a 

24.1% increase in customer perceived value towards the hotel establishments under study. 

We conclude from the above that modernity has an impact on customer perceived value towards the hotel 

establishments under study at a significance level of (0.00.) 

The results of the structural model analysis also demonstrate the significance of the relationship between 

modernity and customer satisfaction, with P value estimated at (0.000). The t value reached (3.985) at a 

significance level less than (0.01). The path coefficient value was positive, indicating a positive relationship 

between modernity and customer satisfaction, which reached a value of (0.135). This means that a one-unit 

increase in modernity will lead to a 13.5% increase in customer satisfaction towards the hotel establishments 

under study. 

We conclude from the above that modernity has an impact on customer satisfaction towards the hotel 

establishments under study at a significance level. (0.00). 

The results of the structural model analysis also showed that the relationship between modernity and customer 

loyalty was not significant. The t-value was 0.007, which is lower than the t-value (1.96). The P-value was 0.994, 

which is greater than 0.05. We conclude from the above that modernity has no effect on customer loyalty toward 

the hotel establishments under study at the significance level of 0.00. 

2 . Third sub-hypothesis H3: Personalization via social media affects the dimensions of customer relationship 

management (customer value creation, customer satisfaction, and customer loyalty) toward the hotel 

establishments under study. 

The results of the structural model analysis indicate a relationship between personalization and customer value. 

The P-value was estimated at 0.001, and the t-value was 3.310. The path coefficient was negative, indicating a 

negative relationship between personalization and customer value creation, with a value of -0.183. An increase in 

customization by one unit will lead to a decrease in customer value creation for the hotel establishments under 

study by (18.3%). 

We conclude from the above that customization has an impact on customer value creation for the hotel 

establishments under study at a significance level of (0.00). 

The results of the structural model analysis also reveal the insignificant relationship between the customization 

dimension and customer satisfaction. The t-value was (1.911), which is lower than the value (1.96), and the P-

value was (0.056), which is greater than (0.05). We conclude from the above that there is no impact of 
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customization on customer satisfaction for the hotel establishments under study. Therefore, we reject the eighth 

sub-hypothesis at a significance level of (0.00). 

The results of the structural model analysis also reveal the insignificant relationship between the customization 

dimension and customer loyalty. The t-value was (1.702), which is lower than the value (1.96), and the P-value was 

(0.089), which is greater than (0.05). We conclude from the above that there is no effect of personalization on 

customer loyalty towards the hotel establishments under study at the significance level of (0.00) 

4 . Fourth sub-hypothesis H4: Credibility through social media affects the dimensions of customer relationship 

management (customer value creation, customer satisfaction, customer loyalty) towards the hotel establishments 

under study. 

The results of the structural model analysis indicate a significant relationship between the credibility dimension 

and customer value creation, as the (P) value was estimated at (0.000), and the (t) value reached (3.834) at a 

significance level less than (0.01). The path coefficient value was positive, which indicates a positive relationship 

between credibility and customer value creation, with a value of (0.258), meaning that an increase in credibility 

We conclude from the above that there is an impact of credibility on creating value for the customer towards the 

hotel establishments under study, and therefore we accept the tenth sub-hypothesis at the significance level (0.00). 

The results of the structural model analysis also indicate the significance of the relationship between the credibility 

dimension and customer satisfaction. The P value was estimated at 0.001, and the t value reached 3.294 at a 

significance level of less than 0.01. The path coefficient value was positive, indicating a positive relationship 

between credibility and customer satisfaction, with a value of 0.223. This means that a one-unit increase in 

credibility will lead to an increase in customer satisfaction with the hotel establishments under study by 22.3%. 

We conclude from the above that credibility has an impact on customer satisfaction with the hotel establishments 

under study at a significance level of 0.00. 

The results of the structural model analysis also indicate the significance of the relationship between the credibility 

dimension and customer loyalty. The P value was estimated at 0.000, and the t value reached 5.293 at a 

significance level of less than 0.01. The path coefficient value was positive, indicating a relationship. There is a 

positive correlation between credibility and customer loyalty, with a value of (0.386), meaning that a one-unit 

increase in credibility will lead to a 38.6% increase in customer satisfaction with the hotel establishments under 

study. 

We conclude from the above that credibility has an impact on customer loyalty with the hotel establishments 

under study at a significance level of (0.00). 

5 . Fifth sub-hypothesis H5: Electronic word of mouth via social media affects the dimensions of customer 

relationship management (customer value creation, customer satisfaction, customer loyalty) with the hotel 

establishments under study. 

The results of the structural model analysis demonstrate the significant relationship between the electronic word 

of mouth dimension and customer value, with the P value estimated at (0.000), and the t value reached (5.278) at 

a significance level less than (0.01). The path coefficient value was positive, indicating a positive relationship 

between electronic word of mouth and value creation, with a value of (0.324), meaning that the increase A single 

unit of electronic word of mouth will lead to an increase in customer value creation for the hotel establishments 

under study by 32.4%. 

We conclude from the above that there is an impact of electronic word of mouth on customer value creation for 

the hotel establishments under study at a significance level of 0.00. 

The results of the structural model analysis also demonstrate the significance of the relationship between the 

electronic word of mouth dimension and customer satisfaction. The P value was estimated at 0.000, and the t 

value reached 5.451 at a significance level of less than 0.01. The path coefficient value was positive, indicating a 

positive relationship between electronic word of mouth and customer satisfaction, with a value of 0.353. This 

means that a single unit increase in electronic word of mouth will lead to an increase in customer satisfaction for 

the hotel establishments under study by 35.3%. 
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We conclude from the above that there is an impact of electronic word of mouth on customer satisfaction for the 

hotel establishments under study at a significance level. (0.00). 

The results of the structural model analysis also indicated a significant relationship between the word-of-mouth 

dimension and customer loyalty, with the P value estimated at 0.001. The t value reached 3.366 at a significance 

level less than 0.01. The path coefficient value was positive, indicating a positive relationship between word-of-

mouth and customer loyalty, with a value of 0.249. This means that a one-unit increase in word-of-mouth will lead 

to a 24.9% increase in customer loyalty toward the hotel establishments under study. 

We conclude from the above that word-of-mouth has an impact on customer loyalty toward the hotel 

establishments under study. Therefore, we accept the t value at a significance level of 0.00. 

Figure No. (01) shows the study model after the bootstrapping process by clarifying the values of the path 

coefficients and their significance between the latent variables, in addition to the values of the T-test between the 

statements and their latent variables. 

 

 

Discussion and interpretation of results: 

According to (Malthouse & al, 2013), customer relationship management benefits from the spread of social media 

because it provides an environment that facilitates customer communication with institutions and facilitates 

communications that customers previously ignored. This was confirmed by Source specified invalid. Integrating 

social media with customer relationship management makes answering questions and providing technical support 

simpler and easier. Important information collected from customers in the form of surveys and other data 

collection methods receive a higher response rate when combined with social media. 

Social media has a significant impact on customer relationship management in several ways. Its purpose is to 

create communication that enables an organization to inform customers of its products and services and generate 

interest in its offerings. Despite the differences in organizations' strategies for implementing social media 

marketing, they all expect positive effects on marketing activities, similar to the dimensions of customer 

relationship management. Source specified is not valid. In light of the above, the results of the study's hypotheses 
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regarding the impact of social media marketing on customer relationship management in hotel establishments will 

be interpreted by interpreting the results of the sub-hypotheses associated with each dimension of social media 

marketing. These dimensions will be listed according to the extent of their impact and importance in customer 

relationship management, according to the results of the study model, which we list in the following table: 

Table No. (6): Arrangement of the model's dimensions according to priority. 

 

Dimension 

Path 

coefficient 

with 

customer 

value 

Arrangement 

Path factor 

with 

customer 

satisfaction 

Arrangement 

Path 

coefficient 

with 

customer 

loyalty 

Arrangement 

Interaction 1.020 5 1.190 5 1.105-  4 

Modernity 1.240 2 1.025 2 1.110 5 

Customization 1.082 -  4 1.009-  4 1.011 2 

credibility 1.258 2 1.222 2 1.286 0 

electronically 

transmitted 

word 

1.224 0 1.252 0 1.249 2 

Source: Prepared by the researcher based on SmartPLS4 outputs. 

 

Word of mouth was the most important dimension influencing customer value creation, followed by credibility, 

then novelty, and then interactivity. As for customer satisfaction, the dimensions maintained the same order, but 

credibility was the most important dimension influencing customer loyalty, followed by word of mouth, then 

personalization, and then novelty. 

Conclusion: 

This thesis provides an overview of the theoretical background of social media marketing and customer 

relationship management in the hotel industry, applying it to hotel establishments. The researcher sought to 

highlight the strategic importance of hotel establishments adopting the concept of social media marketing in 

customer relationship management. She also conducted an applied study of the topic on a sample of hotel 

establishments operating in Algeria. As a result of this study, the most important findings will be presented: 

 With the development of the use of social media, what is known as social customer relationship management 

(SCM) has emerged, redefining the relationship between the establishment and the customer. It is more than just 

a communication and information tool; it is a business strategy that leverages the advantages of social media to 

strengthen the relationship and achieve mutually beneficial value for both the establishment and the customer.  

Social media marketing's contribution to enabling hotel establishments to manage their customer relationships 

easily and continuously, contributing to customer value creation. Social media ensures ease of use, faster service 

delivery, time management and efficiency, 24/7 availability, and easy access to information. This directly and 

indirectly impacts hotel customer satisfaction and loyalty. 

 The benefits of adopting social media marketing and managing customer relationships through it are beneficial 

for all parties involved. Customers leave the relationship with a high level of satisfaction, a high willingness to 

purchase, and a loyal customer, in addition to spreading positive word of mouth. For the establishment, this 
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benefits by improving its image, continuously improving its services, increasing profitability, and achieving 

competitive advantage. 

The scientific study, data analysis, and hypothesis testing, in addition to the researcher's field research using a 

questionnaire on the marketing content of the social media networks of the hotel establishments under study, 

resulted in a set of results resulting from the statistical analysis of the interview and questionnaire results and 

hypothesis testing in Chapter Four, as follows: 

 The data for the study variables and study dimensions do not follow a normal (bell) distribution. This prompted 

the researcher to rely on the structural equation modeling method using the SmartPLS-4 partial least squares 

method as an advanced strategy for data analysis in such cases, aiming to test the validity of the network of 

relationships between the variables. 

 Based on the results of the Spearman's correlation coefficient, a statistically significant correlation at the 0.01 

level between social media marketing and customer relationship management (CRM) was found, reaching 0.660. 

This confirms that social media marketing contributes to customer relationship management in hotel 

establishments, according to the responses of the sample studied. The more social media marketing practices 

(interaction, modernity, credibility, word-of-mouth, and personalization) are applied, the more the hotel 

establishments under study are able to create value for customers and achieve customer satisfaction and loyalty. 

 The study model was tested on the study sample, where the proposed hypotheses were examined, attempting to 

identify the structural relationships within the model using least squares structural equation modeling. The 

research objective was achieved by proposing a theoretically supported model, where it was concluded that most 

of the hypothesized relationships in the model are significant and positive. Therefore, the main hypothesis of the 

study, which states that social media marketing affects CRM in the hotel establishments under study, can be 

accepted. 

 The coefficient of determination results showed that the combined dimensions of social media marketing 

explain 46% of customer value creation in the hotel establishments with which the respondents interact. These 

same dimensions also explain 41% of loyalty and 37% of satisfaction among respondents with their hotel 

establishments. 

 It was found that the dimensions of social media marketing (e-word of mouth, credibility) have a weak impact on 

customer relationship management across all its dimensions, while the dimensions of interactivity, modernity, and 

personalization do not affect customer relationship management, particularly in the dimensions of customer 

satisfaction and loyalty. 

These results confirm the results of the study (Randal & Kurt, 2013), which showed the existence of a correlation 

and influence between social media marketing and customer relationship management in hotel establishments, 

despite the difference in the level and direction of influence. In addition, it concluded that word of mouth is the 

most important and strongest dimension of social media marketing that affects the dimensions of customer 

relationship management. This is consistent with the study (Chen & Lin, 2019) and (Liu, 2022). The results of the 

current study also agreed with the studies (Bilgin, 2018) and (Liu & al, 2022) in that there is no influence of the 

dimension of interaction and personalization via social media on the dimensions of customer relationship 

management, and if there is an influence, it is an insignificant influence. 

Based on the results of the theoretical and applied study, a set of suggestions can be made to help successfully 

implement social media marketing and customer relationship management activities. These suggestions are as 

follows: 

- Hotel establishments should educate their employees about the importance of the customer, the relational 

orientation, and its relationship to increasing profitability. They should also incorporate concepts such as 

customer relationship management and social media marketing into their marketing strategies, gradually 

incorporating them into their respective levels until reaching the highest level of customer partnership. This can 

only be achieved through employee engagement and involvement in the process. 
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- Training and development courses are among the best approaches that enable establishments to begin adopting 

customer relationship management and social media marketing, improving the performance and efficiency of 

their employees, who will, in turn, be able to perform with excellence. 

- Encouraging customers to express their opinions about aspects of the service provided via social media, focusing 

on the relational aspects by activating the role of social media as marketing channels. This aims to obtain the 

greatest possible amount of feedback, which will serve as input for the continuous improvement process. 

- Hotel establishments' widespread use of social media networks to enhance their role as marketing tools through 

a constant presence on these networks, ensuring communication and building interactive relationships that 

motivate customers to provide feedback and co-create value. 

- Providing a data bank that enables the establishment to store customer data obtained through social media 

networks, and then analyze it using marketing information systems and subsystems. This will add a sense of 

individuality and personalization to the process of communicating with customers and directing marketing offers 

based on qualitative information about customer preferences and desires. 

- Having a set of statistical tools and programs is necessary to measure the extent of customer interaction and 

engagement with updates to page posts on social media networks, which allows determining the customer's stage 

(satisfaction/dissatisfaction) and their loyalty levels, through word of mouth on social media networks. 
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Methodology 

This study adopted a quantitative research design to examine the impact of social media marketing (SMM) 

activities on customer relationship management (CRM) performance in classified hotel establishments in Algeria.  

Data were collected using a structured questionnaire distributed to marketing and customer service managers 

across three major hotel categories (three-star, four-star, and five-star). The survey items were adapted from 

established measurement scales on social media marketing, CRM effectiveness, and customer engagement. 

 

A total of 310 valid responses were obtained and analyzed using the Partial Least Squares Structural Equation 

Modeling (PLS-SEM) technique via SmartPLS 4.0. The model included constructs such as social media 

interaction, content sharing, trust, customer satisfaction, and CRM performance. Reliability and validity were 

evaluated using Cronbach’s alpha, composite reliability (CR), average variance extracted (AVE), and Fornell–

Larcker criteria. The bootstrapping method with 5,000 resamples was employed to test the significance of the 

structural paths.   

 

This approach enabled the assessment of both measurement and structural models, providing empirical evidence 

of the mediating role of customer satisfaction between SMM activities and CRM performance in Algeria’s 

hospitality sector. 
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