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Management Social Perfermance: A field study on University Centre of Maghnia 

view point 
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Abstract:  

  This study aimed to investigate the impact of Social Media Platforms on Customer 

Relationship Management Social through three basic dismensions: Social Realtionship, Customer 

Service and Social Marketing. To achieve the objectives of the study, we relied on the descriptive 

approach in the theoretical framework. 

On the practical side, the analytical technique was used, through a field study include studies 

at the university centre o Maghnia, in which we relied on the survey questionnaire as a main tool for 

collecting information, and analyze it using SPSSv.24 

The results showed that social media platforms from the students' point of view are still 

ineffective in improving the performance of social customer relationship management. 

Keywords: Social Media Platforms; Customer Relationship Mnagement Social; Customer Service; 

Marketing Social; University Centre of Maghnia student.  
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 

 (Arman & all, 2016) :

 (Mckee & Evans, 2010)
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Linkedin"

"Twitter"YoutubeFacebook"

10

Second lifeFacebook)blogs

world of warcraftyoutubewikipedia

Source :kaplan, A. M.& Haenlein, M ,User of  the world, unite: The challenge and 

opportunities of Social Media Busniness Horizons,2010 ,p68 
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 (Mckee & 

Evans, 2010, p. 237)

  (ambrose jagongo, 

2013, p. 216)

Source: Ambrose Jagongo,Catherine Kinyua, The Social Media And Entrepreneurship 

Growth, International Gournal Of Humanities And Social Science,Vol,3No, 10,2013, p216 
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6479

5061,2

505226 63

52006218,5

006317,3 

Facebook 7592.59

Instagram 5669.13

Youtube 4960.49

Twitter 2227.16
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000

 Hair et al

 

071007107

(J.Hulland, 1999) SCS3, PMS1,

071

 Cronbachs Alpha

(J.Hulland, 1999)

 

(Hair & all, 2014, p. 136)

 Average Variance Extracted (AVEAVE

AVE(Fornell & Lacker’s, 

1981)

 Cross Loading
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10  

 Rho-ACA* CR*AVE*

  0.836 0.799 0.869 0.627 

 

 

 

SM1 0.891   

SM20.821

SM3 0.674

SM4 0.766  

  0.823 0.819 0.880 0.649 

 

 

SE10.739

SE20.857

SE3 0.809  

SE4 0.812  

 0.684 0.654 0.810 0.590 

 PMS1 0.580

PMS20.647

PMS3 0.738

PMS4 0.828

0.7680.7520.8100.590

SCS10.646

SCS20.722

SCS30.619

SCS40.698

SCS5 0.786

0.7590.7560.8360.506

 

 

CRM1 0.760

CRM20.658

CRM3 0.750

CRM4 0.675

CRM5 0.709  

PLS-Smart

 Discriminant Validity

  (Hair & all, 2014)

 (Variable Correlation-R
2
 of AVE)

 Fornell-Larcker
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10Fournell-Larker 

SMSESCSPMSCRMS

0.711 

0.7680.494 

0.7480.2230.368

 0.805 0.533 0.475 0.369 

0.792 0.430 0.179 0.380 0.258 

PLS-Smart 

 

 Heterotrait-Monotrait Ratio

HTMT

10Heterotrait-Monotrait Ratio 

SMSESCSPMS

PLS-Smart 

0.9

 (VIF)(West & Aiken, 

1991)VIFVIF

000Assesmsment of Structural Model 

10R
2
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PLS-Smart 

 R-Square

(Miller, 1992)R(Hair & all, 2014, p. 

209)

R
2

0.1

0.315

31.5%

0.145

14.5%

 f-Square

(J.Cohen, 1988)f
20.350.15 ≤ 

f
20.30.02≤ f

2 
0.15f

20.02 

10f
2

SMSESCSPMSCRMS

 

07355

07521

    07006 

 07300 07612 07070  

PLS-Smart
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 

(Hair & all, 2014, p. 215)

 

(Hair & all, 2014, p. 206)

Student

Bootstrapping

10Bootstrapping 

P T (STDEV)Mean (M)Beta 

 

0.0003.5690.1180.4210.422PMS->CRMSH1

0.1371.4890.1730.2700.257SCS->CRMSH2

0.876 0.156 0.201 0.042 0.031 SE->CRMS H3 

0.005 2.822 0.135 0.395 0.380 SM->PMS H4 

0.223 1.221 0.146 0.187 0.179 SM->SCS H5 

0.003 2.935 0.147 0.457 0.430 SM->SE H6 

PLS-Smart
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 H2

 H3 

 H4
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 H6 
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