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Abstract

This article examines the importance of social media platforms in improving the services
provided by economic organizations. Through a study of practices and their implications, we
explore how these platforms affect the quality of services provided by organizations. The
methodology includes a combination of quantitative and qualitative data, enabling an in-
depth analysis of current practices. The results highlight the growing importance of social
media in the business context, as well as the benefits and challenges associated with their use.
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L'influence des plateformes de médias sociaux sur I'optimisation des services dans les
organisations économiques : une étude approfondie des pratiques et de leurs implications

Résumé

Cet article examine I'importance des plateformes de médias sociaux dans I'amélioration des
services fournis par les organisations économiques. A travers une étude des pratiques et de
leurs implications, nous explorons comment ces plateformes affectent la qualité des services
fournis par les organisations. La méthodologie comprend une combinaison de données
quantitatives et qualitatives, permettant une analyse approfondie des pratiques actuelles. Les
résultats soulignent I'importance croissante des médias sociaux dans le contexte économique,
ainsi que les avantages et les défis associés a leurs utilisations.

Mots-clés: Plateformes de médias sociaux, optimisation des services, organisations
économiques.
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Introduction:

In today's business landscape, social media platforms have established themselves as
essential tools for companies keen to remain competitive and meet the expectations of their
customers. The rapid evolution of these platforms has revolutionized the way in which
economic organizations interact with their customers, offer personalized services and manage
their online reputation. This digital transformation has generated growing interest among
researchers in work psychology, who seek to understand the impact of these media on the
optimization of services in companies.

The work of Johnson, Smith, and Brown® has highlighted the rapid evolution of social
media use in professional contexts in recent years. These platforms have become essential
channels for communicating with customers, promoting products and services, as well as
managing relationships with stakeholders. This trend is closely linked to technological
advances, including the integration of artificial intelligence into customer service processes,
as highlighted by studies by Smith, Johnson, and Jones®.

With this in mind, this study aims to deepen our understanding of the influence of social
media platforms on service optimization in economic organizations, focusing specifically on
the field of work psychology. Building on the seminal work of Brown, Smith, and Johnson®),
who examined the impact of social media on job satisfaction and employee engagement, this
research continues recent advances in the field .The main objective of this study is to analyze
the current practices of economic organizations in the use of social media to optimize their
services, while exploring the implications of this use from the perspective of work psychology
Following a rigorous methodological approach, this research attempts to provide valuable
insights for practitioners and researchers in the field, underlining best practices and challenges
faced by businesses in this evolving field. Ultimately, this research to contribute to a better
understanding of the complex dynamics between social media, work psychology and service
optimization in modern economic organizations.

1- State of the art and related work:
1-1- The evolution of social media in the context of economic enterprises:

It Is a dynamic process that has undergone a series of key phases, each with unique
implications for how businesses interact with their audiences, manage their online reputation
and deliver services. This evolution can be described through several significant stages®.
-The advent of social media: Initially, social media was primarily used for personal
purposes, but its potential for business was quickly recognized. Early social media platforms,
such as MySpace and Friendster, paved the way for the commercial use of these tools®).

-The expansion of professional social networks: With the emergence of platforms such as
LinkedIn, businesses have begun to explore new ways to use social media for recruiting,
professional networking and business development. These networks have allowed businesses
to Dbetter target their professional audiences and build stronger relationships with key
stakeholders®).

-The Rise of Social Media Marketing: Businesses quickly realized the potential of social
media marketing to reach their target audience efficiently and inexpensively. Platforms like
Facebook, Twitter and Instagram have offered targeted advertising tools, allowing businesses
to deliver personalized messages to specific audiences.

-The integration of intelligence and automation: Technological advances, particularly in
the area of artificial intelligence and automation, have allowed businesses to further optimize
their social media presence. Tools such as chatbots, recommendation systems and predictive
analytics have enabled businesses to automate certain tasks and offer more personalized
services to their customers(”).

-The rise of customer engagement: Nowadays, social media is no longer just a content
distribution channel, but also a real-time customer engagement platform. Businesses actively
use social media to answer customer questions, resolve issues, gather feedback, and
strengthen relationships with their audiences®).
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In summary, the evolution of social media in the context of economic businesses is
characterized by gradual adoption, strategic use for marketing and customer engagement, and
increasing integration of advanced technologies such as artificial intelligence. Pang, ©). These
changes continue to transform the way businesses interact with their audiences and deliver
services, opening new opportunities while also presenting unique challenges.

1-2- Artificial intelligence for social networking platforms:

Artificial intelligence (Al) has transformed social networking platforms into powerful tools
for optimising services and enhancing the user experience. Its applications are diversifying,
from automated customer support to online reputation management, all of which contribute to
enhancing the efficiency and personalisation of services on these platforms .

1-2-1- Virtual customer support: Al-based chatbots and virtual assistants embedded in
social networks provide real-time automated customer support. These systems use natural
language processing (NLP) to interpret user requests and answer their questions accurately,
making customer service more accessible and responsive®?.

1-2-2- Personalised recommendations: Al makes it possible to analyse users' behavioural
data, such as their purchase history and their interactions on social networks. This generates
personalised recommendations and increases the chances of conversion by directing the user
towards relevant products or services? .

1-2-3- Sentiment analysis and reputation management: Using Al tools, companies can
monitor conversations and brand mentions on social networks to detect user sentiment. These
analyses can be used to react quickly to feedback, identify problems and proactively manage
brand reputation®?),

1-2-4- Demand forecasting and stock optimisation: Machine learning techniques applied to
historical data help predict consumption trends and optimise stock management, avoiding out-
of-stocks and reducing overstocks*®), This improves user satisfaction by guaranteeing the
availability of sought-after products.

1-2-5- Personalisation of promotional offers: Al segments users according to their
preferences and behaviour, enabling companies to propose targeted offers on social networks.
This personalisation improves the effectiveness of marketing campaigns and promotes user
engagement4),

Al applications for social networking platforms offer significant opportunities for improving
services, personalising interactions and enhancing customer satisfaction. These technologies
have become essential elements of online service strategy in an increasingly digitalised world.

2- Conceptual framework:

2-1- Theoretical foundations of social media in economic services.

In this section will examine the main theoretical concepts underlying the use of social media
in economic services, explors the theoretical foundations that guide the study and provide a
solid conceptual framework for understanding the impact of these technologies on service
optimization in economic enterprises.

2-1-1- Social media:

Social media are online platforms which allow users to create, share and exchange content
through virtual networks. Their growing popularity is based on key theoretical principles,
including:

2-1-1-1- The theory of social connectivity: This theory posits that individuals have a
fundamental need for social connection and belonging. Social media provides an effective
way to maintain and strengthen these connections, facilitating communication and
collaboration between users(),

2-1-1-2- The theory of interaction engagement: According to this theory, user engagement
is essential to maintain the activity and relevance of social media platforms. Businesses can
leverage this dynamic by encouraging engagement with their brand and providing engaging
content for their potential customers(9),
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2-1-1-3- The theory of innovation's diffusion: This theory explains how new ideas,
products, and behaviors spread through a population. Social media plays a crucial role in this
process by facilitating the rapid dissemination of information and allowing businesses to
reach a wide audience with their products and services".

By combining these theoretical principles, economic companies can use social media
strategically to optimize their services, empowers their online presence and better meet the
needs and expectations of their customers.

2-2- Conceptual models for integrating social media into service delivery:

In the context of integrating social media into service delivery, several conceptual models can
be considered to guide companies in their approach. Here are some relevant models.

2-2-1- Customer participation model: This model emphasizes the active involvement of
customers in value co-creation. Businesses encourage customers to participate in discussions,
provide feedback, and share their experiences on social media. This customer-business
interaction helps strengthen relationships, improve brand reputation, and generate ideas for
service innovation®),

2-2-2- Social customer service model: This model focuses on using social media as a
customer service channel. Companies provide real-time customer support through social
media platforms, answering questions, resolving issues and handling customer complaints
transparently and efficiently. This helps enhancing customer satisfaction and strengthens
brand@9).

2-2-3- Relationship marketing model: This model emphasizes creating and maintaining
lasting relationships with customers through social media. Businesses use social media to
interact with customers in a personalized way, providing them with relevant content and
meeting their specific needs. This promotes customer loyalty and promotes positive word of
mouth®0),

2-2-4- Open innovation model: This model encourages collaboration with customers and
other external stakeholders to the company to develop new products and services. Businesses
use social media as a platform to solicit ideas, gather feedback and collaborate on innovation
projects. This helps harness collective wisdom and accelerate the innovation process®?,
2-2-5- Reputation management model: This model focuses on proactively managing brand
reputation on social media. Companies carefully monitor online discussions, respond
promptly to comments and criticism, and take steps to mitigate potential problems. This helps
maintain a positive image of the brand and build customer trust?),

By integrating these conceptual models, businesses can develop a strategic and holistic
approach to integrate social media into service delivery. This allows them to maximize the
benefits of social media to improve customer experience, drive engagement and maintain
market competitiveness.

3- Strategic monitoring on social networks:

The crucial importance of fully understanding the potential of social media in optimizing
services within economic organizations. Here are some key steps to effectively leverage social
media to improve the services offered:

3-1- In-depth audience analysis: A thorough understanding of your target audience is

essential. Use demographics, online behaviors and customer feedback to identify the most

relevant social channels and adapt your strategy accordingly(@3).

3-2- Active engagement: Social media provides a platform for ongoing dialogue with

customers. Respond quickly and in a personalized manner to customer comments, questions,

and concerns. Active engagement builds trust and fosters brand loyalty4).

3-3- Personalization of interactions: Use customer data to personalize social media

interactions. Offer answers and recommendations tailored to each customer's specific needs,

creating a unique and memorable customer experience(®).

3-4- Responsive customer service: Social media provides a platform where customers can

easily ask questions, make comments or report issues. Businesses can respond quickly and
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efficiently to these interactions, providing responsive customer service and improving the
overall customer experience),

3-5- Claims management: Social media allows customers to publicly report their issues or
concerns. Assistants can use this feedback to identify recurring issues, improve their internal
processes, and resolve issues proactively, demonstrating their commitment to customer
satisfaction®?),

3-6- Promotions of offers and services: Social media provides an ideal platform to promote
special offers, new products or services. Merchants can effectively target their audience and
disseminate relevant information, helping to drive sales and customer loyalty®),

3-7- Active listening: according to Kietzmann, Hermkens, McCarthy, Silvestre ; social media
allows businesses to actively monitor conversations and mentions related to their brand. By
carefully listening to customer feedback, businesses can understand needs, concerns and
market trends, which can help them tailor their services accordingly.

3-8- Improved customer experience: He focus is on understanding customer needs and
expectations and providing solutions that exceed their expectations. This can include
personalizing services, facilitating customer-business interactions, and quickly adapting to
changing market demands(@?).

3-9- Process optimization: It involves the identification, analysis and improvement of
internal processes to eliminate inefficiencies, reduce delays and optimize resources. This may
involve automating repetitive tasks, using advanced technologies and adopting better
management practicesC?),

3-10- Data collection and analysis: Use analytics tools to track the performance of your
social media campaigns. Analyze data to identify trends, customer preferences and
opportunities for service improvement. Use these insights to adjust your strategy and
maximize results®,

Optimizing services in economic organizations through social media requires a strategic
approach, focused on engagement, personalization and data analysis. By harnessing the full
potential of social media, organizations can improve customer experience, strengthen their
online reputation and drive business growth.

4- Methodological framework:

4-1- Research methodology:

4-1-1- Research framework: For this study, we rely on a theoretical framework that
integrates concepts from marketing services, organizational communication and consumer
psychology. Focusing on the impact of social media on economic services, we seek to
understand how companies use these platforms to improve the quality of services offered to
their customers.

4-1-2- Research objectives: The objectives of this research are as follow:

- Examine how businesses are integrating social media into their service delivery.

- Analyze the effectiveness of strategies used by companies to optimize their services via
social media.

- Identify the key factors that influence the successful integration of social media into
economic services

4-2- Research methods:

The study targets managers and service managers within economic companies in different
sectors. It will use a stratified sampling method to ensure adequate representation of various
industries and company sizes and aims at interviewing around 100 participants.

4-2-1- Research model

The research model designed for this study is primarily based on the Unified Version of
Technology Adoption and Use (UTAUT) by Venkatesh et al. (2003). The choice of this
model is based on the high number of constructs:

- Variables to be explained (dependent): Customer satisfaction rate, Request processing time,
Level of compliance with quality standards, Flexibility of services
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- and an (independent) explanatory variable: Use of social media platforms.
The research model can be schematized as follow:

Figure 1: Research model

Customer satisfaction rate

Order processing time

Use of social media . .
- - Levels of compliance with

quality standards

Flexibility of services

Source: The author

4-2-2- From this model we therefore assume the following hypothesis:
H1: The use of social media platforms has a significant influence on customer satisfaction
rate.
H2: The use of social media platforms has a considerable impact on order processing times.
H3: The use of social media platforms has a major effect on the level of compliance with
quality standards.
H4: The use of social media platforms has a crucial effectiveness on service flexibility.
4-3- Population and sampling:
4-3-1- Data collection instruments: We will use a semi-structured questionnaire developed
specifically for this study. The questionnaire will include closed questions on the use of social
media and its role on optimization of services through the study variables.
4-3-2- Construction of the measuring tool:
To measure our variables, we chose the five (5) points like a scale ranging from (1) to (5).
The interviewee must respond by choosing a score between (1) and (5). The scale is then
presented as follows: (1) “Disagree at all”, (2) “Disagree”, (3) “Indifferent (no opinion)”, (4)
“Agree”, (5) “Totally agree.”
4-3-3- Analysis method

For the processing of the data collected during our survey, we opted for two analyses.
First, we will carry out a principal components factor analysis (PCA), to test the validity and
reliability of the measurement scales. For this, the indicator used will be Cronbach's alpha.
Secondly, a method of simple linear regressions to carry out deductive analyses is used ; to
verify our research hypotheses. Note that this method is widely used to explain or predict a
variable to be explained (dependent variable) from one or more other explanatory variables
(independent variables) .

However, for the different analyzes (PCA and simple linear regression) the an IBM SPSS
Statistics 27.0 software is used .
5- Presentation and discussion of results
5-1- Descriptive analysis of the results
5-1-1- Socio demographic characteristics of our sample

As mentioned previously at methodology section, we sent 100 questionnaires and collected
95 valid responses. The study presented the socio-demographic characteristics of the sample
in Figure 2 below.
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5-1-2-Distribution of companies by branch of activity:

Figure 2: Distribution of companies by branch of activity.

transportation and storage
construction

industry

administrative, real estate activities ¥ 16,67

!
commerce F 13,33
accommodation and food services 20,00
information and communication 22,22
e e

0,00 10,00 20,00 30,00

Source: The author

This graph shows the percentage of companies in the sample by sector of activity 22.22%
of companies active in the information and communication sector, 20% in the accommodation
and catering sector, 13.3% in the commerce sector, 16.67% in the administration and support
sector, 11.11% in the industrial sector, 12.22% in the construction sector and 10% in the
transport and warehousing sector.

5-1-3- The use of social networks in businesses:

(£
in

Ololibe | 8%

I@l 72%

We can see that all the companies in our sample use Facebook, 55% use LinkedIn, 68%
use YouTube and 72% use Instagram. Which shows the importance of social networks in the
companies surveyed.

5-2- Test of correlation and reliability of the constructs of our model:

This seeks to verify the existence of (internal) consistency in the respondents' answers
regarding the different items used to measure a variable. To carry out this test, we used
Cronbach's alpha. The coefficient of Cronbach's alpha, which aims to reduce random errors
that modify the answers to the questions, is an estimate of the variance of the total score due
to all the common factors specific to the items of the tested scale. It indicates how much of the
total score depends on general factors specific to all of the statements rather than on particular
items .Cronbach (1951). The work of Evrard et al (1993) suggests that this coefficient should
have a value between 0.5 and 0.8 for an exploratory study and that for a confirmatory study, a
value greater than 0.8 is recommended. All variables in our study have alpha coefficients of
more than 0.7.

6- Testing the validity of hypotheses:
The aim here is to test the validity of our research hypotheses.

Figure 3: the platforms most used by businesses

Source: The author
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6-1- Analysis of hypothesis 1:

H1: The use of social media platforms has a significant influence on customer satisfaction
rate.

We seek to explain on customer satisfaction ratein terms of Business Use of Social Media
Platforms.

A simple linear regression was therefore carried out.

Table 1: Verification of hypothesis H1
Dependent variable Customer satisfaction rate
Independent variable

. . . Fischer's F .
Business Use of Social Media B R? coefficient Sign of F
Platforms
0.817 0.638 107,481 <0.001

Source: The author

We see in table no.1 that the model has an R2 of 0.638. Thus, the use of social media
platforms by companies explains 63.8% of the variability in the credibility of the customer
satisfaction rate. So we have a good model. Indeed, the p-value in the table below is less than
0.05.

We can perform our simple linear regression. In the table we see that beta (b), is positive
(0.817). Our relationship is therefore positive, the higher the use of social media platforms by
companies, the higher the customer satisfaction rate, it is positively impacted. Hypothesis H1
is therefore accepted.

We can then describe that Businesses strategic use of social media platforms can have a
significant impact on customer satisfaction by facilitating communication, improving
customer service, collecting feedback, building community, and fostering engagement and
interaction.

6-2- Analysis of hypothesis 2:
H2: The use of social media platforms has a considerable impact on order processing times.

Table 2: Verification of hypothesis H2
Dependent variable Order processing time
Independent variable

Fischer's .
2
Business Use of Social Media Platforms B R F coefficient Sign of F
0.548 0.238 19,078 <0.001

Source: The author

In the same way as the first hypothesis, the research attempted to explain a dependent
variable using an independent variable. In this case, Order Processing Time based on Business
Usage of Social Media Platforms is suggested and a simple linear regression was therefore
carried out.

As seen in table no. 2 that the model has an R2 of 0.238. Thus, the use of social media
platforms by companies explains 23.8% of the variability in the credibility of order processing
time. This confirms that it's a good model. Indeed, the p-value in the table below is less than
0.05.

As it is seen also that beta (b), is positive (0.548). Our relationship is therefore positive, the
higher the use of social media platforms by companies, the faster the order processing time, it
is positively impacted. Hypothesis H2 is therefore accepted.
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By effectively integrating social media platforms into their fulfillment processes, businesses
can improve communication, automate repetitive tasks, quickly resolve issues, personalize the
customer experience, and improve visibility, which can result in significant reduction in order
processing time.

6-3- Analysis of hypothesis 3

H3:The use of social media platforms has a major effect on the level of compliance with
quality standards.

Table 3: Verification of hypothesis H3

Dependent varla_ble The level of compliance with quality
Independent variable standards.
Fischer's .
2
Business Use of Social Media Platforms B R F coefficient Sign of F
0.224 0.532 4.225 0.041

Source: The author

Through this hypothesis the research work demonstrated the positive influence of
platforms of social media by companies on the level of compliance with quality standards.
in table no. 3; the model has an R2 of 0.532. Thus, the use of social media platforms by
companies explains 53.20% of the level of compliance with quality standards. Indeed, the p-
value in the table below is less than 0.05.

We can perform our simple linear regression. In the table we see that beta (b), is positive
(0.224). Our relationship is therefore positive, the more the use of the platforms of social
media by companies is higher the higher the level of compliance with quality standards, it is
positively impacted. Hypothesis H3 is therefore accepted.

Strategic use of social media platforms by businesses can help improve the level of
compliance with quality standards by enabling continuous monitoring, increased
responsiveness, direct feedback collection, continuous improvement and community
engagement. These combined efforts can help companies maintain high standards of quality
and meet changing customer expectations.

6-4- Analysis of the hypothesis:
H4: The use of social media platforms has a crucial effectiveness on service flexibility

Table 4: Verification of hypothesis H4

Dependent variable
. . . Fischer's F Sign of
2
PIathg?msess Use of Social Media B R coefficient =
0.526 0.291 26,532 <0.001

Source: The author

Finally, our fourth and final hypothesis seeks to explain the link between Business Use of
Social Media Platforms and Service Flexibility.

To test the statistical validity of this last hypothesis, a simple linear regression is carried
out to allow analyzing the causal relationship between the two quantitative variables.

in table no. 4 the model has an R2 of 0.291. Thus, the use of social media platforms by
companies explains 29.10% of Flexibility of services. Indeed, the p-value in the table below is
less than 0.05.

We can perform our simple linear regression. In the table we see that beta (b), is positive
(0.224). Our relationship is therefore positive, the higher the use of social media platforms by
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companies, the higher the flexibility of services, it is positively impacted. Hypothesis H4 is
therefore accepted.

The result demonstrates that the use of social media platforms by companies enables real-
time communication, personalization of services, rapid launch of new offers, effective crisis
management and data analysis, which enhances their flexibility to adapt to changing customer
needs and market fluctuations.

7- Conclusion:

The study examined how social media positively impacts the improvement of services in
companies. By analyzing current practices, it demonstrates how businesses take advantage of
social media platforms to optimize their services. The results indicated that the strategic use of
social media enables rapid and personalized communication with customers, effective
feedback collection, proactive problem management, agile adaptation to market trends and the
creation of communities around the brand. These practices result in better customer
satisfaction, increased compliance with quality standards and greater service flexibility. The
study thus highlighted the growing importance of social media in the strategy of companies to
adapt to the changing needs of customers and maintain their competitiveness in the economic
market.

8- Recommendations for practitioners and researchers:

For practitioners, it is recommended to develop social media strategies focused on
customer engagement and personalization of interactions. This involves training staff and
allocating resources to maintain an active presence on social platforms and proactively
respond to customer feedback. Additionally, businesses should invest in data analysis tools to
evaluate the effectiveness of their efforts and adjust their strategy accordingly. For
researchers, it is suggested to continue studies on social and communication dynamics in the
digital environment, focusing on interactions between companies, consumers and social
platforms. Longitudinal and qualitative research could deepen our understanding of emerging
trends and challenges in this evolving field.

References

1- Adomavicius, G., &Tuzhilin, A. (2005). Toward the next generation of recommender systems: A
survey of the state-of-the-art and possible extensions. IEEE Transactions on Knowledge and Data
Engineering, 17(6), 734-749.

2- Brown, C., Smith, B., & Johnson, A. (2018). Social Media Use in the Workplace: Implications for
Job Satisfaction and Employee Engagement. Journal of Organization alBehavior, 38(3), 321-336.

3- Brynjolfsson, E., & McAfee, A. (2014). The second machine age: Work, progress, and prosperity
in a time of brilliant technologies. WW Norton &Company.

4- Davenport, T.H., & Beck, J.C. (2001). The attention economy: Understanding the new currency of
business. Harvard Business Press.

5- DiStaso, M.W., McCorkindale, T., & Wright, D.K. (2011). How public relations
executivesperceive and measure the impact of social media in theirorganizations. Public Relations
Review, 37(3), 325-328.

6- Ellison, N.B., Steinfield, C., & Lampe, C. (2007). The benefits of Facebook "friends:" Social
capital and college students' use of online social network sites. Journal of Computer-Mediated
Communication, 12(4), 1143-1168.

7- EVRARD Y. (1993), “Consumer satisfaction: state of research”, Revue frangaise du marketing,
144, p. 53-66.

8- Ferrara, E., Varol, O., Davis, C., Menczer, F., & Flammini, A. (2016). “The rise of social bots”.
Communications of the ACM, 59(7), 96-104

9- Fombelle, PW, Frst, A., &Etzel, MJ (2012). How to retaincustomers in online sales environments:
An investigation of online retailer'swebsitefeatures. Journal of Retailing, 88(2), 209-223.

10-Luger, G. F. (2010). Artificial Intelligence: Structures and Strategies for Complex Problem
Solving. Pearson.

11-Durand, A., & al. (2011). "Recommender Systems and Personalization.” International Journal of
Web and Semantic Technology, 2(3), 33-47.

19



Revue El-Tawassol Vol. 30 — N°04 — Décembre 2024

12-Martin, A., & Simpson, J. (2012). "Sentiment Analysis in Social Media." Journal of Social Media
Studies, 4(2), 79-91.

13-Lopez, P. (2013). "Machine Learning for Demand Forecasting and Inventory Optimization.”
Journal of Business Analytics, 1(1), 101-112.

14-Chen, Z., & Williams, R. (2014). "Customer Segmentation for Personalized Marketing
Campaigns." Journal of Marketing Technology, 5(4), 153-168.

15-Kim, AJ., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An
empirical study of luxury fashion brand. Journal of Business Research, 65(10), 1480-1486.

16-Leung, L. (2013). Generational differences in content generation in social media: The roles of the
gratifications sought and of narcissism. Computers in Human Behavior, 29(3), 997-1006.

17-Li, C., & Bernoff, J. (2008). Groundswell: Winning in a world transformed by social technologies.
Harvard Business Press.

18-Liu, B. (2012). “Sentiment analysis and opinion mining”. Synthesis lectures on human language
technologies, 5(1), 1-167.

19-Luger, G.F., & Stubblefield, W.A. (2004). “Artificial intelligence: Structures and strategies for
complex problem solving”. Pearson Education India.

20-Mangold, W.G., & Faulds, D.J. (2009). Social media: The new hybrid element of the promotion
mix. Business Horizons, 52(4), 357-365.

21- Open innovation model: Pang, B., & Lee, L. (2008). “Opinion mining and sentiment analysis”.
Foundations and trends® in information retrieval, 2(1-2), 1-135.

22- Parasuraman, A., Zeithaml, V.A., & Berry, L.L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40.

23-Payne, A., & Holt, S. (1999). Diagnosing customer value: Integrating the value process and
relationship marketing. British Journal of Management, 10(2), 119-138.

24-Putnam, R.D. (2000). Bowling alone: The collapse and revival of American community. Simon and
Schuster.

25-Qualman, E. (2015). Socialnomics: How social media transforms the waywe live and do business.
John Wiley& Sons.

26-Ricci, F., Rokach, L., & Shapira, B. (2011). “Introduction to recommender systems handbook”.
Springer Science & Business Media.

27-Rogers, E.M. (2003). Diffusion of innovations (5th ed.). Free Press.

28-Shankar, V., Smith, A.K., & Rangaswamy, A. (2003). Customer satisfaction and loyalty in online
and offline environments. International Journal of Research in Marketing, 20(2), 153-175.

29- Smith, B., Johnson, A., & Jones, D. (2019). “Integrating Artificial Intelligence into Social Media
Customer Service: Challenges and Opportunities.” International Journal of Human Resource
Management, 30(4), 489-502.

30-Valente, T. W. (1995). Network models of the diffusion of innovations. Hampton Press.
31-Venkatesh V., Michael. GM, Gordon. BD, Fred DD (2003). User acceptance of information
technology: Toward a unified view. MIS Quarterly, 27 (3), 425-478.

20



