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Abstract: 
The integration of social 

fundamentally transformed how hospitality organizations engage with their customers. This 
investigationlooks intothe inferences of socia
industry, focusing on the emergence of Social CRM (SCRM)
platforms for real-time interaction, data
Illustration on recent conceptual and empirical literature, this review analyses how socia
enhances customer engagement, facilitates service recovery, and strengthens brand reputation. It 
also examines the critical challenges associated with SCRM adoption, including data privacy 
concerns, technological integration complexities, and workf
suggest that while SCRM provides strategic benefits such as enhanced guest satisfaction, loyalty, 
and competitive differentiation, its effective implementation depends on managerial commitment, 
analytical competence, and ethical data governance. Furthermore, emerging technologies
including artificial intelligence, influencer marketing, and sentiment analysis
paradigms and offering new avenues for innovation. This study come up 
discussions on digital transformation in hospitality by synthesizing contemporary exploration and 
recognizing future directions for taking advantage of social media to improve relationship 
management and consumer knowledgein an increasingly connected service envi
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Introduction: 

In today’s digital economy, social media has become one of the most powerful tools shaping 

business-customer interactions. The hospitality industry

agencies, and related service providers
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The integration of social media into Customer Relationship Management (CRM) has 
fundamentally transformed how hospitality organizations engage with their customers. This 

intothe inferences of social media for CRM practices within the hospitality 
g on the emergence of Social CRM (SCRM)—a framework that leverages social 

time interaction, data-driven personalization, and co
Illustration on recent conceptual and empirical literature, this review analyses how socia
enhances customer engagement, facilitates service recovery, and strengthens brand reputation. It 
also examines the critical challenges associated with SCRM adoption, including data privacy 
concerns, technological integration complexities, and workforce skill deficiencies. The findings 
suggest that while SCRM provides strategic benefits such as enhanced guest satisfaction, loyalty, 
and competitive differentiation, its effective implementation depends on managerial commitment, 

nd ethical data governance. Furthermore, emerging technologies
including artificial intelligence, influencer marketing, and sentiment analysis
paradigms and offering new avenues for innovation. This study come up 

ions on digital transformation in hospitality by synthesizing contemporary exploration and 
recognizing future directions for taking advantage of social media to improve relationship 
management and consumer knowledgein an increasingly connected service envi

Social media, Customer Relationship Management, Hospitality Industry 

In today’s digital economy, social media has become one of the most powerful tools shaping 

customer interactions. The hospitality industry—encompassing hotels, restaurants, travel 

agencies, and related service providers—has been particularly influenced by this transformation. As 
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media into Customer Relationship Management (CRM) has 
fundamentally transformed how hospitality organizations engage with their customers. This 

media for CRM practices within the hospitality 
a framework that leverages social 

driven personalization, and co-creation of value. 
Illustration on recent conceptual and empirical literature, this review analyses how social media 
enhances customer engagement, facilitates service recovery, and strengthens brand reputation. It 
also examines the critical challenges associated with SCRM adoption, including data privacy 

orce skill deficiencies. The findings 
suggest that while SCRM provides strategic benefits such as enhanced guest satisfaction, loyalty, 
and competitive differentiation, its effective implementation depends on managerial commitment, 

nd ethical data governance. Furthermore, emerging technologies—
including artificial intelligence, influencer marketing, and sentiment analysis—are reshaping CRM 
paradigms and offering new avenues for innovation. This study come up with theunder way 

ions on digital transformation in hospitality by synthesizing contemporary exploration and 
recognizing future directions for taking advantage of social media to improve relationship 
management and consumer knowledgein an increasingly connected service environment. 

Social media, Customer Relationship Management, Hospitality Industry  

In today’s digital economy, social media has become one of the most powerful tools shaping 

ompassing hotels, restaurants, travel 

has been particularly influenced by this transformation. As 
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customers increasingly use social networks to share experiences, read reviews, and make purchase 

decisions, hospitality organizations are compelled to adopt new strategies to engage, retain, and 

understand their customers (Kaplan & Haenlein, 2010). Traditional 

Management (CRM) systems, which primarily focused on data collection and transactional reco

are evolving into Social Customer Relationship Management (SCRM)

social media technologies to build richer, two

Social media enables real

opportunities for organizations to listen, respond, and co

context—where customer satisfaction and reputation are critical drivers of success

have become indispensable for managing perceptions, delivering personalized communication, and 

enhancing service recovery (Dewnarain et al., 2019). Unlike traditional CRM systems that treat 

customers as passive data points, SCRM recognizes them as active participants who generate use

content, share feedback, and influence others’ purchase decisions. Platforms such as Facebook, 

Instagram, Twitter, and TripAdvisor now function as virtual marketplaces for experience exchange, 

brand storytelling, and reputation management (Gretzel et al.

However, the integration of social media into CRM processes also introduces new challenges. 

Controlling huge size of chaotic social data, making sure of data seclusion and security, and line up 

social media engagement with organizational 

and human resources (Marolt et al., 2020). Moreover, small and medium

often face barriers such as limited digital literacy, financial constraints, and fragmented manageme

systems that hinder the adoption of effective SCRM strategies (Sota et al., 2019). These limitations 

can result in inconsistent customer experiences and missed opportunities for brand differentiation.

The latest expansion in robotics, 

potential of SCRM. Advanced tools now allow hospitality firms to analyse customer emotions, 

predict preferences, and personalize offerings in real time (Elshaer, 2024). Nevertheless, as 

organizations rely more heavily on personal data to craft individualized experiences, ethical and legal 

considerations regarding data protection have gained prominence. Compliance with global privacy 

regulations, such as the General Data Protection Regulation (GDPR), has become 

maintaining customer trust and corporate integrity (Perez

The enhanced writing on social platform and CRM suggests that integrating these two 

domains can significantly improve marketing efficiency, service quality, and cus

despite increasing scholarly attention, gaps remain in understanding how hospitality firms can 

strategically align social media practices with relationship management objectives to achieve 

measurable business outcomes. Therefore, this p

on the implications of social media for CRM in tshe hospitality industry. In particular, it explores 
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customers increasingly use social networks to share experiences, read reviews, and make purchase 

y organizations are compelled to adopt new strategies to engage, retain, and 

understand their customers (Kaplan & Haenlein, 2010). Traditional Customer Relationship 

systems, which primarily focused on data collection and transactional reco

Social Customer Relationship Management (SCRM) platforms that integrate 

social media technologies to build richer, two-way relationships with guests (Trainor et al., 2014).

Social media enables real-time dialogue between customers and service providers, creating 

opportunities for organizations to listen, respond, and co-create experiences. In the hospitality 

where customer satisfaction and reputation are critical drivers of success

r managing perceptions, delivering personalized communication, and 

enhancing service recovery (Dewnarain et al., 2019). Unlike traditional CRM systems that treat 

customers as passive data points, SCRM recognizes them as active participants who generate use

content, share feedback, and influence others’ purchase decisions. Platforms such as Facebook, 

Instagram, Twitter, and TripAdvisor now function as virtual marketplaces for experience exchange, 

brand storytelling, and reputation management (Gretzel et al., 2020). 

However, the integration of social media into CRM processes also introduces new challenges. 

Controlling huge size of chaotic social data, making sure of data seclusion and security, and line up 

social media engagement with organizational objectives require significant investment in technology 

and human resources (Marolt et al., 2020). Moreover, small and medium-sized hospitality enterprises 

often face barriers such as limited digital literacy, financial constraints, and fragmented manageme

systems that hinder the adoption of effective SCRM strategies (Sota et al., 2019). These limitations 

can result in inconsistent customer experiences and missed opportunities for brand differentiation.

, data analytics, and sentiment analysis have further expanded the 

potential of SCRM. Advanced tools now allow hospitality firms to analyse customer emotions, 

predict preferences, and personalize offerings in real time (Elshaer, 2024). Nevertheless, as 

heavily on personal data to craft individualized experiences, ethical and legal 

considerations regarding data protection have gained prominence. Compliance with global privacy 

regulations, such as the General Data Protection Regulation (GDPR), has become 

maintaining customer trust and corporate integrity (Perez-Vega et al., 2022). 

The enhanced writing on social platform and CRM suggests that integrating these two 

domains can significantly improve marketing efficiency, service quality, and cus

despite increasing scholarly attention, gaps remain in understanding how hospitality firms can 

strategically align social media practices with relationship management objectives to achieve 

measurable business outcomes. Therefore, this paper aims to review and synthesize existing research 

on the implications of social media for CRM in tshe hospitality industry. In particular, it explores 
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customers increasingly use social networks to share experiences, read reviews, and make purchase 

y organizations are compelled to adopt new strategies to engage, retain, and 

Customer Relationship 

systems, which primarily focused on data collection and transactional records, 

platforms that integrate 

way relationships with guests (Trainor et al., 2014). 

d service providers, creating 

create experiences. In the hospitality 

where customer satisfaction and reputation are critical drivers of success—social platforms 

r managing perceptions, delivering personalized communication, and 

enhancing service recovery (Dewnarain et al., 2019). Unlike traditional CRM systems that treat 

customers as passive data points, SCRM recognizes them as active participants who generate user 

content, share feedback, and influence others’ purchase decisions. Platforms such as Facebook, 

Instagram, Twitter, and TripAdvisor now function as virtual marketplaces for experience exchange, 

However, the integration of social media into CRM processes also introduces new challenges. 

Controlling huge size of chaotic social data, making sure of data seclusion and security, and line up 

objectives require significant investment in technology 

sized hospitality enterprises 

often face barriers such as limited digital literacy, financial constraints, and fragmented management 

systems that hinder the adoption of effective SCRM strategies (Sota et al., 2019). These limitations 

can result in inconsistent customer experiences and missed opportunities for brand differentiation. 

d sentiment analysis have further expanded the 

potential of SCRM. Advanced tools now allow hospitality firms to analyse customer emotions, 

predict preferences, and personalize offerings in real time (Elshaer, 2024). Nevertheless, as 

heavily on personal data to craft individualized experiences, ethical and legal 

considerations regarding data protection have gained prominence. Compliance with global privacy 

regulations, such as the General Data Protection Regulation (GDPR), has become essential for 

The enhanced writing on social platform and CRM suggests that integrating these two 

domains can significantly improve marketing efficiency, service quality, and customer loyalty. Yet, 

despite increasing scholarly attention, gaps remain in understanding how hospitality firms can 

strategically align social media practices with relationship management objectives to achieve 

aper aims to review and synthesize existing research 

on the implications of social media for CRM in tshe hospitality industry. In particular, it explores 
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how social media make possible customer engagement, enhances service recovery, supports 

reputation management, and transforms organizational capabilities. By consolidating current findings 

and highlighting emerging trends, this study contributes to the broader discourse on digital 

transformation and offers a foundation for upcoming first hand explorationwi

community-directing relationship management within hospitality.

Literature Review: 

The rapid expansion of social media platforms has reshaped how hospitality organizations 

communicate, market, and build relationships with customers. As 

migrate to digital spaces, social media has become a crucial component of Customer Relationship 

Management (CRM) strategies (Kaplan & Haenlein, 2010). In the hospitality sector

quality, reputation, and customer engagement are decisive factors

promotional tool but also as a mechanism for managing and enhancing customer relationships 

(Dewnarain et al., 2019). This review explores the implications of social media on CRM within t

hospitality industry, emphasizing theoretical frameworks, empirical evidence, and managerial 

implications. 

Conceptual Foundations of Social Media and CRM

Traditional CRM focuses on collecting, analyzing, and applying customer data to enhance 

satisfaction and loyalty. The emergence of social media customer relationship management extends 

these principles by integrating social media channels into CRM systems, creating opportunities for 

real-time engagement and two-way communication (Trainor, 2012). Kaplan 

define social media as “a group of Internet

technological foundations of Web 2.0.” This definition underscores the participatory and interactive 

nature of social media, which differen

Mangold and Faulds (2009) argue that social media constitutes a “hybrid element of the 

promotion mix,” enabling firms to influence and participate in consumer discussions. In hospitality, 

where service experiences are co

personalized and responsive customer relationships (Lim et al., 2022).

Social CRM (SCRM) and Relationship Building

The literature identifies SCRM as a strategic evolution of CRM 

pay attention, and co-establising (Marolt et al., 2020). Through social platforms such as Facebook, 

Instagram, and TripAdvisor, hospitality firms can collect user

feedback, and develop targeted offers. Elshaer (2024) found that hotels leveraging social data 

achieved greater personalization, improved guest satisfaction, and enhanced service recovery 

outcomes. 

SCRM supports continuous relationship building by integrating social media analytics i
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how social media make possible customer engagement, enhances service recovery, supports 

agement, and transforms organizational capabilities. By consolidating current findings 

and highlighting emerging trends, this study contributes to the broader discourse on digital 

transformation and offers a foundation for upcoming first hand explorationwi

directing relationship management within hospitality. 

The rapid expansion of social media platforms has reshaped how hospitality organizations 

communicate, market, and build relationships with customers. As customer interactions increasingly 

migrate to digital spaces, social media has become a crucial component of Customer Relationship 

Management (CRM) strategies (Kaplan & Haenlein, 2010). In the hospitality sector

mer engagement are decisive factors—social media not only serves as a 

promotional tool but also as a mechanism for managing and enhancing customer relationships 

(Dewnarain et al., 2019). This review explores the implications of social media on CRM within t

hospitality industry, emphasizing theoretical frameworks, empirical evidence, and managerial 

Conceptual Foundations of Social Media and CRM: 

Traditional CRM focuses on collecting, analyzing, and applying customer data to enhance 

n and loyalty. The emergence of social media customer relationship management extends 

these principles by integrating social media channels into CRM systems, creating opportunities for 

way communication (Trainor, 2012). Kaplan 

define social media as “a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0.” This definition underscores the participatory and interactive 

nature of social media, which differentiates SCRM from conventional CRM approaches.

Mangold and Faulds (2009) argue that social media constitutes a “hybrid element of the 

promotion mix,” enabling firms to influence and participate in consumer discussions. In hospitality, 

ces are co-created and intangible, this interactive dimension allows for more 

personalized and responsive customer relationships (Lim et al., 2022). 

Social CRM (SCRM) and Relationship Building: 

The literature identifies SCRM as a strategic evolution of CRM that emphasizes arrangement, 

establising (Marolt et al., 2020). Through social platforms such as Facebook, 

Instagram, and TripAdvisor, hospitality firms can collect user-generated content (UGC), respond to 

ed offers. Elshaer (2024) found that hotels leveraging social data 

achieved greater personalization, improved guest satisfaction, and enhanced service recovery 

SCRM supports continuous relationship building by integrating social media analytics i
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The rapid expansion of social media platforms has reshaped how hospitality organizations 
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migrate to digital spaces, social media has become a crucial component of Customer Relationship 

Management (CRM) strategies (Kaplan & Haenlein, 2010). In the hospitality sector—where service 

social media not only serves as a 

promotional tool but also as a mechanism for managing and enhancing customer relationships 

(Dewnarain et al., 2019). This review explores the implications of social media on CRM within the 
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these principles by integrating social media channels into CRM systems, creating opportunities for 

way communication (Trainor, 2012). Kaplan and Haenlein (2010) 
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Mangold and Faulds (2009) argue that social media constitutes a “hybrid element of the 

promotion mix,” enabling firms to influence and participate in consumer discussions. In hospitality, 

created and intangible, this interactive dimension allows for more 

that emphasizes arrangement, 

establising (Marolt et al., 2020). Through social platforms such as Facebook, 

generated content (UGC), respond to 

ed offers. Elshaer (2024) found that hotels leveraging social data 

achieved greater personalization, improved guest satisfaction, and enhanced service recovery 

SCRM supports continuous relationship building by integrating social media analytics into  
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marketing and service operations. However, studies also highlight barriers to effective adoption

particularly in smaller hospitality businesses

issues, and the need for cross-departmental collabora

Customer Engagement and Co-

Consumer arrangement is midway to SCRM efficacy. It encompasses customers’ emotional, 

cognitive, and behavioural participation in brand interactions (Lim et al., 2022). Social media 

platforms facilitate engagement through likes, shares, comments, and reviews, transforming 

customers from passive costumers into dynamic partaker in the brand description (Perez

2022). Research in the hospitality industry demonstrates that high levels of 

correlate with increased brand attachment, positive word

(Jiménez, 2024). 

Moreover, social platforms enable 

and feedback that inform service in

review analyses to improve amenities, while restaurants adapt menus based on social sentiment 

analysis. Such participatory engagement fosters stronger emotional bonds and long

(Dewnarain et al., 2019). 

Online Reputation and Service Recovery

One of the most visible implications of social media in hospitality is its effect on reputation 

management. Assessment on the net namely TripAdvisor and Google Reviews significantly 

influence booking decisions. Consequently, reputation has become both a marketing asset and a 

potential vulnerability (Gretzel et al., 2020). Studies show that rapid, empathetic responses to 

complaints on social platforms can mitigate negative effects and even conve

loyal customers (Elshaer, 2024). 

Conversely, poor responsiveness or inconsistent communication can amplify dissatisfaction, 

damaging a brand’s credibility. Effective SCRM therefore requires formalized social service 

recovery procedures, including real

protocols (Sota et al., 2019). 

Data Analytics, Personalization, and Privacy Concerns

Social media produces vast amounts of customer data that, when integrated into CRM 

systems, can support predictive analytics, segmentation, and personalized marketing (Trainor et al., 

2014). Hospitality firms use this data to design personalized offers, target specific traveler segments, 

and predict churn behavior. However, the literature war

of social data raises concerns about consent, data protection, and algorithmic bias (Perez

2022). Compliance with privacy regulations, such as the GDPR, has become essential for 

maintaining customer trust. 
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marketing and service operations. However, studies also highlight barriers to effective adoption

particularly in smaller hospitality businesses—such as limited digital capabilities, data integration 

departmental collaboration (Sota et al., 2019). 

-Creation: 

Consumer arrangement is midway to SCRM efficacy. It encompasses customers’ emotional, 

cognitive, and behavioural participation in brand interactions (Lim et al., 2022). Social media 

cilitate engagement through likes, shares, comments, and reviews, transforming 

customers from passive costumers into dynamic partaker in the brand description (Perez

2022). Research in the hospitality industry demonstrates that high levels of 

correlate with increased brand attachment, positive word-of-mouth, and higher booking intentions 

Moreover, social platforms enable co-creation of value, where customers contribute ideas 

and feedback that inform service innovations. For instance, hotels frequently use online polls and 

review analyses to improve amenities, while restaurants adapt menus based on social sentiment 

analysis. Such participatory engagement fosters stronger emotional bonds and long

Online Reputation and Service Recovery: 

One of the most visible implications of social media in hospitality is its effect on reputation 

management. Assessment on the net namely TripAdvisor and Google Reviews significantly 

booking decisions. Consequently, reputation has become both a marketing asset and a 

potential vulnerability (Gretzel et al., 2020). Studies show that rapid, empathetic responses to 

complaints on social platforms can mitigate negative effects and even convert dissatisfied guests into 

Conversely, poor responsiveness or inconsistent communication can amplify dissatisfaction, 

damaging a brand’s credibility. Effective SCRM therefore requires formalized social service 

cedures, including real-time monitoring, staff training, and standardized response 

Data Analytics, Personalization, and Privacy Concerns: 

Social media produces vast amounts of customer data that, when integrated into CRM 

ms, can support predictive analytics, segmentation, and personalized marketing (Trainor et al., 

2014). Hospitality firms use this data to design personalized offers, target specific traveler segments, 

and predict churn behavior. However, the literature warns of privacy and ethical challenges. The use 

of social data raises concerns about consent, data protection, and algorithmic bias (Perez

2022). Compliance with privacy regulations, such as the GDPR, has become essential for 
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marketing and service operations. However, studies also highlight barriers to effective adoption—

such as limited digital capabilities, data integration 

Consumer arrangement is midway to SCRM efficacy. It encompasses customers’ emotional, 

cognitive, and behavioural participation in brand interactions (Lim et al., 2022). Social media 

cilitate engagement through likes, shares, comments, and reviews, transforming 

customers from passive costumers into dynamic partaker in the brand description (Perez-Vega et al., 

2022). Research in the hospitality industry demonstrates that high levels of online engagement 

mouth, and higher booking intentions 

of value, where customers contribute ideas 

novations. For instance, hotels frequently use online polls and 

review analyses to improve amenities, while restaurants adapt menus based on social sentiment 

analysis. Such participatory engagement fosters stronger emotional bonds and long-term loyalty 

One of the most visible implications of social media in hospitality is its effect on reputation 

management. Assessment on the net namely TripAdvisor and Google Reviews significantly 

booking decisions. Consequently, reputation has become both a marketing asset and a 

potential vulnerability (Gretzel et al., 2020). Studies show that rapid, empathetic responses to 

rt dissatisfied guests into 

Conversely, poor responsiveness or inconsistent communication can amplify dissatisfaction, 

damaging a brand’s credibility. Effective SCRM therefore requires formalized social service 

time monitoring, staff training, and standardized response 

Social media produces vast amounts of customer data that, when integrated into CRM 

ms, can support predictive analytics, segmentation, and personalized marketing (Trainor et al., 

2014). Hospitality firms use this data to design personalized offers, target specific traveler segments, 

ns of privacy and ethical challenges. The use 

of social data raises concerns about consent, data protection, and algorithmic bias (Perez-Vega et al., 

2022). Compliance with privacy regulations, such as the GDPR, has become essential for 
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Recent studies also emphasize the importance of data quality and integration. Many hotels 

struggle to merge unstructured social media data with structured CRM databases, limiting their 

ability to gain actionable insights (Marolt et al., 2020). Thu

demands both technological investment and data governance frameworks.

Organizational Capabilities and Adoption Challenges

The adoption of SCRM within hospitality organizations is not just a technological matter but 

in additiona strategic and cultural transformation. Studies indicate that management commitment, 

employee training, and interdepartmental coordination are critical success factors (Sota et al., 2019). 

At the same time big hotel chains have the substitute to imple

small and medium-sized enterprises (SMEs) often face barriers related to cost, technical expertise, 

and unclear ROI (Marolt et al., 2020).

Additionally, a lack of standardized performance metrics for SCRM hinders the measure

of its impact on customer satisfaction and profitability (Lim et al., 2022). Scholars call for more 

longitudinal studies to establish causal links between SCRM practices and business performance 

outcomes (Jiménez, 2024). 

Current Trends and Future Mana

Recent literature (2019–2024) highlights emerging trends that will further shape the interface 

between social media and CRM in hospitality. These include influencer marketing, AI

chatbots for customer service, real

of short-form video content (Perez

analysis, automating personalization and predictive service recovery.

However, future research should address existing gaps

SCRM effectiveness, ethical implications 

functionalcombination ofsocial analytics into day

congregate of big data, knowledge engine

relationships in hospitality over the coming decade.

Results and Discussion: 

The review of recent literature reveals that the integration of social media into Customer 

Relationship Management (CRM) has y

the hospitality industry. The findings can be grouped into five thematic outcomes:

(1) Enhanced customer engagement,

(2) improved service recovery and reputation management,

(3) data-driven personalization and decision

(4) organizational learning and capability development, and

(5) emerging ethical and technological challenges.
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Recent studies also emphasize the importance of data quality and integration. Many hotels 

struggle to merge unstructured social media data with structured CRM databases, limiting their 

ability to gain actionable insights (Marolt et al., 2020). Thus, successful SCRM implementation 

demands both technological investment and data governance frameworks. 

Organizational Capabilities and Adoption Challenges: 

The adoption of SCRM within hospitality organizations is not just a technological matter but 

tiona strategic and cultural transformation. Studies indicate that management commitment, 

employee training, and interdepartmental coordination are critical success factors (Sota et al., 2019). 

At the same time big hotel chains have the substitute to implement integrated SCRM platforms, 

sized enterprises (SMEs) often face barriers related to cost, technical expertise, 

and unclear ROI (Marolt et al., 2020). 

Additionally, a lack of standardized performance metrics for SCRM hinders the measure

of its impact on customer satisfaction and profitability (Lim et al., 2022). Scholars call for more 

longitudinal studies to establish causal links between SCRM practices and business performance 

Current Trends and Future Management: 

2024) highlights emerging trends that will further shape the interface 

between social media and CRM in hospitality. These include influencer marketing, AI

chatbots for customer service, real-time engagement via messaging platforms, and the growing role 

form video content (Perez-Vega et al., 2022). AI and robotics permit up to datesentiment 

analysis, automating personalization and predictive service recovery. 

However, future research should address existing gaps such as cross

SCRM effectiveness, ethical implications of Artificial intelligence use, and the 

functionalcombination ofsocial analytics into day-to-day service management (Elshaer, 2024). The 

congregate of big data, knowledge engineering, andsocial media is likely to redefine customer 

relationships in hospitality over the coming decade. 

The review of recent literature reveals that the integration of social media into Customer 

Relationship Management (CRM) has yielded transformative effects across several dimensions of 

the hospitality industry. The findings can be grouped into five thematic outcomes:

customer engagement, 

(2) improved service recovery and reputation management, 

lization and decision-making, 

(4) organizational learning and capability development, and 

(5) emerging ethical and technological challenges. 
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Recent studies also emphasize the importance of data quality and integration. Many hotels 

struggle to merge unstructured social media data with structured CRM databases, limiting their 

s, successful SCRM implementation 

The adoption of SCRM within hospitality organizations is not just a technological matter but 

tiona strategic and cultural transformation. Studies indicate that management commitment, 

employee training, and interdepartmental coordination are critical success factors (Sota et al., 2019). 

ment integrated SCRM platforms, 

sized enterprises (SMEs) often face barriers related to cost, technical expertise, 

Additionally, a lack of standardized performance metrics for SCRM hinders the measurement 

of its impact on customer satisfaction and profitability (Lim et al., 2022). Scholars call for more 

longitudinal studies to establish causal links between SCRM practices and business performance 

2024) highlights emerging trends that will further shape the interface 

between social media and CRM in hospitality. These include influencer marketing, AI-driven 

ng platforms, and the growing role 

Vega et al., 2022). AI and robotics permit up to datesentiment 

such as cross-cultural variations in 

Artificial intelligence use, and the 

day service management (Elshaer, 2024). The 

ering, andsocial media is likely to redefine customer 

The review of recent literature reveals that the integration of social media into Customer 

ielded transformative effects across several dimensions of 

the hospitality industry. The findings can be grouped into five thematic outcomes: 
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Together, these results demonstrate that Social customer relationship management has 

evolved from a promotional support tool into a strategic asset that drives competitiveness, customer 

loyalty, and innovation in hospitality organizations (Dewnarain et al., 2019; Trainor et al., 2014).

Enhanced Customer Engagement and Relationship Strength

One of the most consistent findings across empirical studies is that social media significantly 

enhances customer engagement—

Facebook, Instagram, and TripAdvisor, customers interact with brands

writing reviews, and participating in online communities. These interactions generate emotional and 

behavioral commitment to the brand (Lim et al., 2022).

Hotels and restaurants that maintain active, personalized social media accou

customer satisfaction and revisit intentions (Jiménez, 2024). For example, research by Perez

al. (2022) found that consistent engagement through storytelling, influencer partnerships, and user

generated content (UGC) contributes t

that social media functions not merely as a communication tool but as a relationship

platform that supports long-term value creation.

However, engagement outcomes vary by platform and dem

visually driven media such as Instagram and TikTok, while business travelers engage more on 

review and booking platforms (Gretzel et al., 2020). Therefore, effective SCRM requires channel

specific strategies and audience segmentation.

Service Recovery and Online Reputation Management

The findings show that internet community responsiveness plays a decisive role in shaping 

customers’ perceptions of service quality and brand reliability. Negative reviews, if handled 

promptly and empathetically, can be converted into positive publicity. Studies highlight that hotels 

responding to customer complaints within 24 hours demonstrate higher reputation scores and 

customer trust (Elshaer, 2024). 

Conversely, organizations that fail to e

damage, as online complaints often spread rapidly. Gretzel et al. (2020) emphasize that transparency, 

tone, and response timing are critical in online service recovery. Thus, social media has redefined 

hospitality service management

cultivation. 

In many cases, automated tools such as AI chatbots and sentiment analysis systems assist 

managers in detecting issues early and initiating responses, demons

strengthen relationship quality through continuous monitoring.

Data-Driven Personalization and Decision Support

Another key result concerns the role of internet community analytics in enhancing 
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Together, these results demonstrate that Social customer relationship management has 

port tool into a strategic asset that drives competitiveness, customer 

loyalty, and innovation in hospitality organizations (Dewnarain et al., 2019; Trainor et al., 2014).

Enhanced Customer Engagement and Relationship Strength: 

One of the most consistent findings across empirical studies is that social media significantly 

—a precursor to loyalty and advocacy. Through platforms such as 

Facebook, Instagram, and TripAdvisor, customers interact with brands by sharing experiences, 

writing reviews, and participating in online communities. These interactions generate emotional and 

behavioral commitment to the brand (Lim et al., 2022). 

Hotels and restaurants that maintain active, personalized social media accou

customer satisfaction and revisit intentions (Jiménez, 2024). For example, research by Perez

al. (2022) found that consistent engagement through storytelling, influencer partnerships, and user

generated content (UGC) contributes to stronger brand equity and repeat patronage. This suggests 

that social media functions not merely as a communication tool but as a relationship

term value creation. 

However, engagement outcomes vary by platform and demographic. Younger travelers prefer 

visually driven media such as Instagram and TikTok, while business travelers engage more on 

review and booking platforms (Gretzel et al., 2020). Therefore, effective SCRM requires channel

segmentation. 

Service Recovery and Online Reputation Management: 

The findings show that internet community responsiveness plays a decisive role in shaping 

customers’ perceptions of service quality and brand reliability. Negative reviews, if handled 

and empathetically, can be converted into positive publicity. Studies highlight that hotels 

responding to customer complaints within 24 hours demonstrate higher reputation scores and 

Conversely, organizations that fail to engage with negative feedback experience reputational 

damage, as online complaints often spread rapidly. Gretzel et al. (2020) emphasize that transparency, 

tone, and response timing are critical in online service recovery. Thus, social media has redefined 

ospitality service management—from reactive complaint handling to proactive reputation 

In many cases, automated tools such as AI chatbots and sentiment analysis systems assist 

managers in detecting issues early and initiating responses, demonstrating how technology can 

strengthen relationship quality through continuous monitoring. 

Driven Personalization and Decision Support: 

Another key result concerns the role of internet community analytics in enhancing 
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One of the most consistent findings across empirical studies is that social media significantly 

a precursor to loyalty and advocacy. Through platforms such as 

by sharing experiences, 

writing reviews, and participating in online communities. These interactions generate emotional and 

Hotels and restaurants that maintain active, personalized social media accounts report higher 

customer satisfaction and revisit intentions (Jiménez, 2024). For example, research by Perez-Vega et 

al. (2022) found that consistent engagement through storytelling, influencer partnerships, and user-

o stronger brand equity and repeat patronage. This suggests 

that social media functions not merely as a communication tool but as a relationship-building 

ographic. Younger travelers prefer 

visually driven media such as Instagram and TikTok, while business travelers engage more on 

review and booking platforms (Gretzel et al., 2020). Therefore, effective SCRM requires channel-

The findings show that internet community responsiveness plays a decisive role in shaping 

customers’ perceptions of service quality and brand reliability. Negative reviews, if handled 

and empathetically, can be converted into positive publicity. Studies highlight that hotels 

responding to customer complaints within 24 hours demonstrate higher reputation scores and 

ngage with negative feedback experience reputational 

damage, as online complaints often spread rapidly. Gretzel et al. (2020) emphasize that transparency, 

tone, and response timing are critical in online service recovery. Thus, social media has redefined 

from reactive complaint handling to proactive reputation 

In many cases, automated tools such as AI chatbots and sentiment analysis systems assist 

trating how technology can 

Another key result concerns the role of internet community analytics in enhancing  
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personalization and managerial deci

analyze vast amounts of social data

design tailored experiences. Elshaer (2024) found that hotels leveraging social data for targeted 

promotions achieved measurable increases in guest satisfaction and booking rates.

Social analytics also support predictive modelling, enabling managers to forecast demand, 

identify at-risk customers, and optimize pricing strategies. According to Trainor et al. 

analytical capabilities link social media usage directly to organizational performance.

However, data integration remains a major challenge. Many hospitality firms lack the 

infrastructure to merge unstructured social media data with structured

2020). This limits the full potential of personalization. The discussion therefore underscores the 

importance of investing in integrated data architectures and analytics talent.

Organizational Capabilities and Employee Involv

Results also indicate that successful SCRM adoption depends heavily on 

readiness and human factors. Implementation requires not just technological infrastructure but also 

cross-departmental collaboration between marketing, operations, 

al., 2019). 

Training employees to interpret social data, manage online interactions, and maintain brand 

consistency across channels is vital. Case studies reveal that hotels with clear SCRM policies and 

dedicated digital marketing teams achieve superior performance compared to those with ad hoc 

approaches (Marolt et al., 2020). 

Moreover, employee empowerment in social engagement enhances authenticity and 

responsiveness—two traits customers highly value in digital communic

2022). Therefore, fostering a digital relationship culture

critical as technology investment.

Ethical, Privacy, and Governance Challenges

Despite the evident benefits of SCRM, the findings al

challenges. The extensive use of personal data from social media platforms raises questions about 

secrecy, agreement, and translucency. The introduction of global privacy frameworks such as the 

General Data Protection Regulation (GDPR) has made compliance mandatory, particularly for 

international hotel chains (Perez-Vega et al., 2022).

Studies show that while customers appreciate personalized offers, they are increasingly 

sensitive to data misuse and intrusive marketing. 

reputation. Therefore, hospitality managers must adopt transparent communication about data 

practices and ensure alignment with ethical norms.

Additionally, the overreliance on automation and AI in customer i
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personalization and managerial decision-making. SCRM allows hospitality firms to collect and 

analyze vast amounts of social data—customer preferences, emotional tone, and travel intent

design tailored experiences. Elshaer (2024) found that hotels leveraging social data for targeted 

tions achieved measurable increases in guest satisfaction and booking rates.

Social analytics also support predictive modelling, enabling managers to forecast demand, 

risk customers, and optimize pricing strategies. According to Trainor et al. 

analytical capabilities link social media usage directly to organizational performance.

However, data integration remains a major challenge. Many hospitality firms lack the 

infrastructure to merge unstructured social media data with structured CRM databases (Marolt et al., 

2020). This limits the full potential of personalization. The discussion therefore underscores the 

importance of investing in integrated data architectures and analytics talent. 

Organizational Capabilities and Employee Involvement: 

Results also indicate that successful SCRM adoption depends heavily on 

and human factors. Implementation requires not just technological infrastructure but also 

departmental collaboration between marketing, operations, and customer service teams (Sota et 

Training employees to interpret social data, manage online interactions, and maintain brand 

consistency across channels is vital. Case studies reveal that hotels with clear SCRM policies and 

marketing teams achieve superior performance compared to those with ad hoc 

 

Moreover, employee empowerment in social engagement enhances authenticity and 

two traits customers highly value in digital communication (Perez

digital relationship culture within hospitality organizations is as 

critical as technology investment. 

Ethical, Privacy, and Governance Challenges: 

Despite the evident benefits of SCRM, the findings also highlight ethical and regulatory 

challenges. The extensive use of personal data from social media platforms raises questions about 

secrecy, agreement, and translucency. The introduction of global privacy frameworks such as the 

gulation (GDPR) has made compliance mandatory, particularly for 

Vega et al., 2022). 

Studies show that while customers appreciate personalized offers, they are increasingly 

sensitive to data misuse and intrusive marketing. Ethical lapses can erode trust and damage brand 

reputation. Therefore, hospitality managers must adopt transparent communication about data 

practices and ensure alignment with ethical norms. 

Additionally, the overreliance on automation and AI in customer interactions may reduce the 
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Social analytics also support predictive modelling, enabling managers to forecast demand, 

risk customers, and optimize pricing strategies. According to Trainor et al. (2014), such 

analytical capabilities link social media usage directly to organizational performance. 

However, data integration remains a major challenge. Many hospitality firms lack the 

CRM databases (Marolt et al., 

2020). This limits the full potential of personalization. The discussion therefore underscores the 
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and human factors. Implementation requires not just technological infrastructure but also 

and customer service teams (Sota et 

Training employees to interpret social data, manage online interactions, and maintain brand 

consistency across channels is vital. Case studies reveal that hotels with clear SCRM policies and 
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Moreover, employee empowerment in social engagement enhances authenticity and 

ation (Perez-Vega et al., 
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perceived “human touch,” a core element of hospitality experiences. Future strategies must balance 

efficiency with empathy to preserve authenticity in digital relationships.

Emerging Trends and Future Outlook

The results reveal several current trends shaping the next stage of SCRM evolution in hospitality

● AI-driven personalization

Conclusion: 

The integration of social media into Customer Relationship Management (CRM) has 

profoundly reshaped how hospitality organizations interact with their customers, manage 

relationships, and sustain competitive advantage. The discovery of this investigation re

Social media Consumer Relationship Management (SCRM) serves as a vital bridge between digital 

engagement and customer loyalty, changing CRM originating at a interchangeable device into a 

dynamic, relational system. By including social media site

Instagram, and TripAdvisor, hospitality firms have gained unprecedented access to real

customer insights, enabling personalized communication, proactive service recovery, and enhanced 

brand advocacy. 

Social media’s most significant contribution lies in its ability to simplify arrangement and 

collaboration of value. Customers are not any more non

participate in shaping brand experiences through reviews, feedback,

participatory relationship strengthens trust and emotional connection

industry defined by service quality and reputation. Furthermore, the adoption of social analytics and 

artificial intelligence allows organizations to predict customer preferences, tailor offerings, and 

optimize marketing strategies based on behavioral data. Consequently, data

has become an essential competency for modern hospitality management.

Nevertheless, the investigation also emphasises that the potency of SCRM depends on 

administrative preparedness, moral data governance

organisations, especially little and moderate enterprises, face challenges in integrating social

with existing CRM systems, developing skilled personnel, and maintaining data privacy compliance. 

The increasing reliance on customer data heightens concerns about consent, transparency, and 

trust—issues that must be addressed through clear governanc

regulations such as the General Data Protection Regulation (GDPR).

Looking forward, the hospitality industry stands at the intersection of computerised 

modification and relationship transformation

sentiment analysis, and influencer

customer engagement. Yet, amidst this technological evolution, the essence of hospitality remains 

rooted in empathy, authenticity, and personalized service. Effective entities will turn out to be such 
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perceived “human touch,” a core element of hospitality experiences. Future strategies must balance 

efficiency with empathy to preserve authenticity in digital relationships. 

Emerging Trends and Future Outlook: 

everal current trends shaping the next stage of SCRM evolution in hospitality

driven personalization: Machine learning 

The integration of social media into Customer Relationship Management (CRM) has 

profoundly reshaped how hospitality organizations interact with their customers, manage 

relationships, and sustain competitive advantage. The discovery of this investigation re

Social media Consumer Relationship Management (SCRM) serves as a vital bridge between digital 

engagement and customer loyalty, changing CRM originating at a interchangeable device into a 

dynamic, relational system. By including social media site and online community namely Facebook, 

Instagram, and TripAdvisor, hospitality firms have gained unprecedented access to real

customer insights, enabling personalized communication, proactive service recovery, and enhanced 

media’s most significant contribution lies in its ability to simplify arrangement and 

collaboration of value. Customers are not any more non-resistant beneficiary of

participate in shaping brand experiences through reviews, feedback, and user-generated content. This 

participatory relationship strengthens trust and emotional connection—critical elements in an 

industry defined by service quality and reputation. Furthermore, the adoption of social analytics and 

lows organizations to predict customer preferences, tailor offerings, and 

optimize marketing strategies based on behavioral data. Consequently, data-driven decision

has become an essential competency for modern hospitality management. 

the investigation also emphasises that the potency of SCRM depends on 

moral data governance, andcalculated positioning. Many hotel 

organisations, especially little and moderate enterprises, face challenges in integrating social

with existing CRM systems, developing skilled personnel, and maintaining data privacy compliance. 

The increasing reliance on customer data heightens concerns about consent, transparency, and 

issues that must be addressed through clear governance policies and adherence to privacy 

regulations such as the General Data Protection Regulation (GDPR). 

Looking forward, the hospitality industry stands at the intersection of computerised 

modification and relationship transformation. Emerging technologies—such as artificial intelligence, 

sentiment analysis, and influencer-driven marketing—will continue to redefine the boundaries of 

customer engagement. Yet, amidst this technological evolution, the essence of hospitality remains 

ty, and personalized service. Effective entities will turn out to be such 
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profoundly reshaped how hospitality organizations interact with their customers, manage 

relationships, and sustain competitive advantage. The discovery of this investigation reveals that 

Social media Consumer Relationship Management (SCRM) serves as a vital bridge between digital 

engagement and customer loyalty, changing CRM originating at a interchangeable device into a 

and online community namely Facebook, 

Instagram, and TripAdvisor, hospitality firms have gained unprecedented access to real-time 

customer insights, enabling personalized communication, proactive service recovery, and enhanced 

media’s most significant contribution lies in its ability to simplify arrangement and 

of service; they actively 

generated content. This 

critical elements in an 

industry defined by service quality and reputation. Furthermore, the adoption of social analytics and 

lows organizations to predict customer preferences, tailor offerings, and 

driven decision-making 

the investigation also emphasises that the potency of SCRM depends on 

andcalculated positioning. Many hotel 

organisations, especially little and moderate enterprises, face challenges in integrating social data 

with existing CRM systems, developing skilled personnel, and maintaining data privacy compliance. 

The increasing reliance on customer data heightens concerns about consent, transparency, and 

e policies and adherence to privacy 

Looking forward, the hospitality industry stands at the intersection of computerised 

such as artificial intelligence, 

will continue to redefine the boundaries of 

customer engagement. Yet, amidst this technological evolution, the essence of hospitality remains 

ty, and personalized service. Effective entities will turn out to be such 
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that can balance technological efficiency with the human touch, using social media not only as a 

marketing channel but as a medium for genuine connection and long

Last but not least, the inferences of social platform on CRM in the hospitality industry are 

profound and multifaceted. When strategically implemented, SCRM enhances engagement, fosters 

loyalty, and strengthens brand reputation. Future research sh

SCRM adoption, cross-cultural variations in digital engagement, and the ethical dimensions of AI

driven personalization to ensure that technology continues to enrich

element that defines hospitality. 
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