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Abstract

The aim of this study is to examine whether sociedia marketing can affect relationship qualityniro
customers perspective. In a review of the liteeatitris clear that to date the conceptual foumaatiof social
media marketing and its affect on relationship iydlas not yet been fully developed. In respotisis, study
will try to provide a deeper academic understandiygextending the knowledge of both social medid an
relationship quality theory and practice. Thus, t{mmposed model contributes to existing literatime
empirically investigating the association betwetsrdierived components — social media use, trussfaetion,
commitment and relationship quality— applied to #Faén customers in Jordan. Importantly, this alsovjales
managers in services dealing with young generatielevant information and recommendations to assist
improving their social-media marketing programstdaas collected by self administered questionniaoen
random samples drawn from the population of Zaist@mmers using Facebook. The constructs were dexelop
by using measurement scales adopted from prioriegudhe instrument in this study was evaluated for
reliability and validity. Data were analyzed usiBBSS. The results in this study indicate that $océlia have
influence on customer’s relationship quality. Tha&imrecommendations of the study is maintaining the
relationship with the customers permanently by enhm three factors: trust, satisfaction and commaitt, this
study has several limitations and also indicatesctions for further research.
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1. Introduction

In recent years, the use of the Internet as a mehmsterpersonal communication has grown and ckdng
dramatically. The world’s Internet users increasehificantly. The growing number of Internet useas an
online two-way communication tool, has emerged laexhme important in today’s life.

The way that people communicate, search for andamge information with each other have changed
noticeably over the last years (Hennig-Thueiwal.,, 2010). Social media such as Facebook, Twiter
YouTube are becoming increasingly important for keting. The new online services made changes that h
transformed relationship between users (Beneditttvierner, 2012).

Nowadays, customers can act as co-creators, thissafor a huge viral outcomes and creates oppitigsrfor
word-of-mouth marketing (Libagt al., 2010). So, both company and customer became mmeolved in the
conversation about the brand (Deighton and Kornf20®9; Hennig-Thuraet al., 2002).

During the last few years social media has become af the most exciting topics. Facebook has been
considered the second most frequently visited viebsh the internet. Facebook offers companies aéver
options to interact and communicate with their oostrs. Fan pages, for example are an importanhenli
service for communication. They can be used by eomigs, businesses, brands to integrate and intestct
their customers (Dholaki&t al., 2004). Nowadays, fan pages on social networlditgs have important
relevance for companies in marketing communication.

Despite their relative newness; social media appbos are being widely used by Jordanian Inteusets.
Marketers are of this fact; they are now taking aadsge of social media to design their marketing
communications. This kind of communication is expddo build and enhance customer relationshipityudh

this context, studying how social marketing impactkationship quality with customers is a relatwelew
leaving it an interesting issue that needs to bearched.

1.1 Social media

Social media refers to activities, practices ,aebaviors between communities of people who gathdrshare
online information and opinions using conversatianadia (Safako & Brake, 2009). Conversational raettie
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Web-based applications that make it possible taterend transmit content in the form of words, ies,
videos. Based on Weinberg (2009) social mediategléao the sharing of information, experiences, and
perspectives throughout community-oriented websites

Social media are new web technologies which havéenitaeasy for everyone to create and distribugé thwn
content (Zarrella, 2010). Social media is charémterby participation, openness, conversation, canity, and
connectedness (Mayfield, 2008).

Two concepts are directly linked with the socialdiaeterm, these two concepts are Web 2.0 and Useef@Gted
Content (UCG) (Kaplan & Haenlein, 2010). Web 2.@ idescribing a new way of utilization of the Woviide
Web by software developers and end-users were diméemt is continuously modified by all users in a
participatory and collaborative manner. User Geeer&ontent (UGC) is the sum of all ways in whictople
make use of social media.

1.2 Social media marketing

Marketing activities aim taken at building and ntaining desirable exchange relationships with targe
audiences invaliding a product, service or othgedt{Kotler,2008).

Companies have made marketing expenses to inctbasepresence there (Boyd, Ellison 2008). In ortter
succeed; companies need to adapt their marketiatggtes with the right communication and promotinols.
Recently, Social media became more effective, tmxdley served the needs of the customer. Socidlame
became increasingly popular over the last yeard, lmctause of this popularity, the traditional Metmve
experienced decline in marketing . Traditional radike newspapers or TV are one way technologielsstatic
broadcast technologies, approaches to social nmealiketing are different. Nevertheless, in ordercmmpanies

to achieve a coherent and successful strategy stiayld strive to integrate their message acrésoaial media
channels (Zarrella, 2010) .While with traditionaanketing communication, companies where able tottathe
customers, social media has made it possible fetomers talking to each other (Mangold, Faulds 20@®ple
are spending most of their time on the interneeeisly on social networking sites (Todi, 2008),ie¥hgives
the companies great opportunity to shift from tiadal media ( TV, radio) into more effective ordirsocial
media.

Main stream media channels have faced many chalteagd are facing down turn in their profits le€lalmer
and Lewis, 2009). This is directly partially linketd the rise of social media in marketing and brand
management. As a result of economic pressure, aoegphave tightened their budgets and shifted tmen
channels. The social media marketing empowers ighgils and companies to promote their websiteg]yms

or services through online social channels andtorounicate with a much larger community that malyhawve
been available via traditional advertising chanifélgeinberg, 2009).

Mangold and Faulds (2009) indicated that custormrgaged with a product, service are more likely to
communicate through social media. Customers are tiit@ly to talk about companies and products witey
feel they know a lot about them. Weber (2009) fiksithat the objective of new marketing is comntyiaind
engagement. They avoid traditional media like padivertisements by turning the page, etc. socialiane
marketing objective is to get customers invite canips to deliver them the message instead of fgrcin
messages to them.

1.3 Marketing through Facebook

Facebook is one of the leading and rapidly grovantine networks. With over billion users, Facebbaicomes
an important marketing place for marketers theses.deacebook enables companies to use many seifeices
contacting and communicating with their custom@se of the interesting tool for companies is custantan
pages. Typical characteristics of fans are selftifleation as fan, emotional engagement, culte@hpetence,
auxiliary consumption, and co-production (Kozinettsl., 2010). The internet has made it possible taawae
geographical restrictions and to build fan commasitvorldwide. Practically, users become fans Bhaebook
fan page by pressing the "like-button," which iredés that they like this brand; this preferencthén added to
their profiles.

By creating a Facebook page, company creates a oanpmatform for their customers, friends or pargngy
engage them in conversation arena within compamy @oduct. On the fan page, company can put all its
information, introduce product, and encourage custs for providing comments and feedbacks . Fadeboo
itself posted five guiding principles of Marketirgn Facebook (Facebook, 2013). They are: developing
strategy that is social, creating consistent anduhentic brand voice, create content that pelifgeand are
ready to pass each other, building relationshipstaying in touch with them and rewarding througfald and
promotions, and evaluating feedbacks and commantsknowing what your costumers like most.
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1.4 Relationship Marketing

Relationship marketing (RM) is important to glolmaisiness because it creates added value for custand
thus reduces the assumed sacrifices for the buwsering customers less price sensitive and morel loya
(Gummesson, 1994; Nelson, 2007).

RM aim at building mutually satisfying long-termatons with key parties — customers, supplierstritiutors —

in order to attract and retain them (Patrétlal, 2007). RM can be defined as a set of marketirtiyities that
attract, maintain, and enhance customer mutuallyefigal relationships, emphasizing retaining amigpt
customers (Kim and Cha, 2002).

This is consistent with basic purpose of a busirescording to (Drucker, 1964) which is create &adp
customers and not just to sell products. Thus,réttienal for relationship marketing is to increasetomer
loyalty and customer retention and maintaining @tiooious relationship with customers.

1.5 Relationship Quality

Relationship Quality is a central concept in tieddfiof Relationship Marketing . Relationship qualg essential
for evaluating relationship strength and the degoéecustomer satisfaction relative to their needsl a
expectations (Crosbyt al, 1990; Smith, 1998). However, the term ‘Relatioips Quality’ has been used
frequently in buyer—seller literature by few préotiers and scholars share a common definitionraadsure.
(Julie, 2006)

Effective exchange can finally produce an endutiger-seller relationship (Croskeg al., 1990). In some
service contexts, customers may feel higher unogytand risk in a transaction (Li and Ho, 2008)h&Yeas,
good relationship quality could reduce service risk increasing customers’ reliability and willinggse to
develop long-term relationships (Croshky al., 1990; Li and Ho, 2008). In other words, higtmrality of
relationship creates association and fosters leng-stability where both parties can gain mutuaidiés (Singh,
2008).

Several dimensions have been used to measureorslaip quality within marketing research. Crosal.,
(1990) suggested that relationship quality is éntdgder construct and should contain at least timwedsions:
trust and satisfaction. However, Hennig-Thuraru &iee (1997), Leuthesser (1997), Dorsethal. (1998),
Beloucif et al. (2004), Wanget al. (2005), and Palmatiest al. (2006) added a third dimension of relationship
commitment to the earlier two dimensions of relagiaip quality (trust and satisfaction).

In line with these previous literature , this stdfdguses on customer satisfaction, trust, and comemt as key
characteristics for measuring relationship qualithe significance of relationship satisfaction, struand
commitment can be joined together as an overaltatdr of the higher-order construct of relatiopshuality.
The assumption is that better relationship quailityaccompanied by satisfaction, trust, and commitme
although these three dimensions are distinct, ouste tend to view and evaluate them collectivelyb@h,
2007; Nelson, 2007; Julie,2006).Thus, trust, sattgbn, and commitment are closely interconnectedhe
concept of relationship quality (Yang & Wu, 2008his study assumes relationship quality as a highder
construct consisting of three distinct yet relatedhponents: trust, satisfaction and commitment.

2. Methodology

2.1 Hypotheses

The study focuses on four main hypotheses:

H1: Social media use will positively affect trusteasignificance levelo<0.05).

H2: Social media use will positively affect custarsatisfaction at a significance levek(Q.05).
H3: Social media use will positively affect custarsemmitment at a significance levek(0.05).
H4 : Social media use will positively affect retatship quality at a significance levek(.05).

2.2 Questionnaire

These considerations make using a questionnairefoihe most effective data collection tool forstistudy The
aim of this questionnaire is to collect data, Ie firoposed theoretical model , there are four bbega social
media use, trust, satisfaction and commitment, fanl hypotheses and, accordingly, the survey coesti
captured all these four variables to further thesé hypotheses.

2.3Sampling Framework
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The study sample consisted of customers who aréans of Zain Jordan page on Facebook. A purposive
sampling method was used to consciously selecbouests who meet the criteria of having used Facebd®k
total number of 524 questionnaires were sent @ridally to respondents. Of the 524 questionersevgant
over a period of 3 weeks period, 407 surveys wetaermed. Twenty surveys had more than 25% of #mast
unanswered, resulting in an effective sample of 88@ble completed questionnaires. This represeated
effective response rate of 77.0%.

3. Discussion of results
This section presents the results of the data sisadynd the testing of the research hypotheses.

3.1 Sample characteristics

Obtained data shows that 58.1% of the respondeatmales, while 41.9% of them are females. Als8%0of

the sample are 18 or under, and 49.6% of the sabgtag to 18-23 age group. Also 32.8% of the sartipdy
belong to age group 24-29, while 12.4% they belkongge group 30-34, in addition to 2.8% of the dantipeir
ages 41-46 years. Besides 1.6% of the sampleabes +47. According to the survey results the ritgjpeople
using social media are on the teenagers group whdaailiar with internet and social media. In dadi, the
results shows that 16% of the sample their educdtigh school, while 7.2% of the sample their etiocais
diploma, and 64.6% of the sample they have undeéugte degree, and 12.1% of the sample they have
postgraduate degree.

3.2 What Social Media applications

Social media has various applications, such asomitogging, blogs, social networking sites and ¢bhe
researchers listed six common social media fornasaaked respondents to tick, which ones they \8&80%

of respondents ticked the box of Facebook, whidicates that Facebook is the most popular soctslar&ing
website in the sample customers. Social mediairgh@¥outube) and Twitter second and third plaebich
achieved 62.79% and 37.98%, respectively. And 1%88f respondents are using LinkedIn. Only 6.72% of
respondents ticked blogs, which indicates thatdkrg not popular among users .

3.3 Time spent on Facebook

According to the study results 30.5% of the samplistomers use the social media application (Fadehmn a
daily basis, and 61.5% of the sample they use thdianapplication frequently. Also 6.5% of the saeniiley
have they use the Facebook irregularly. Finall§%d of the sample use facebook rarely, see the (abkz).

3.4 Purpose for using Facebook

94.27% of respondents use Facebook to keep in owith family and friends. The second main common
purpose is to discover and share new music , hdibks and other entertainment (47.66%). The tipipose

is for fun which is to play games (44.27%). Sinlee bbjective of this study is to explore the impaat social
media in the e-commerce environment, thus we shpaydmore attention on the following two purpos@se is
for Shopping and seeing advertisements (34.64%),aanther is to find information and share feedbato@ut
brand and product (38.54%). These two purposesraarked at the third and fourth place, respectivéily.
indicates that Facebook is playing an importarg inlenabling customers to participate in the bessrarea. As
shown customers use social media to generate lsgsiaated content or doing business.

3.5 How often do you see news from Zain on your Facebook Newsfeed?

From the table (4.5) there is 17.6% of the sampépondents see news from Zain every day, and 18fabe
users see the news on facebook news newsfeedweeky Also 26.4% of the sample respondents seasetie
every month. finally, 42.9% of the sample they meger see the news.

3.6 Interacting with Zain on Facebook

According to survey results, the customers intevatht Zain page on Facebook such as comment owitscti
like post on the fan page and share contents. Tikei@.5% of the sample interact with Zain pageFatebook

every day, and 8.8% of respondents interact win &n Facebook every week. Also 19.9% of thepdam
interact with Zain the facebook month, finally, 8% of the sample interact with Zain on Faceboole Bble

(4.6)
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4. Key Findings

The results showed that social media use have rafisgnt influence on relationship quality perceivey
respondents in the sample .

The study findings showed that the hypothesis HIH32and H4 are fully supported: trust, which redate the
customers' willingness to rely on the Zain compémyprovide E-marketing services for conducting asi
company activities and transactions; satisfactidrich relates to the customers' positive emotiostakte
resulting from utilizing services that are providedthe Zain page on Facebook ; and commitmentiwtatates
to the customers' future intention to return intiwa that the relationship exists over time to jcedhe
continuity of the relationship with the Zain compaim its Facebook page.

According to the results, the main findings suggédisat there is a relationship between social medigeting
use and the quality of an interaction. Therefarepuld be said that interactions over Social neksoContent
communities are most likely to strengthen the ti@fships with the company and build trust, satiséan and
commitment. Meaning that social media could be afalle channel for enhancing consumer's relationgfitip
company.

fan pages on Facebook enriches the customers erperand positively affect relationships with costes, this
result is consistent with( Benedikt, Werner,201Rpviound that fan-page engagement is an importéwerdfor
achieving relationship quality, the researcherctmted that social media especially Facebook arexarllent
tool for companies today: managers should embiaisenew channel and understand how to work with &
contemporary fashion. Relationship building basedeal values for the customer should be in theddor the
company because service companies can have mamngdtibn points with the customer, and there aa af
opportunities to foster this interaction and buifda meaningful community.

Further, from the empirical results, the valuabtatent on the Zain page on facebook is one of thstm
important drivers for attracting users to fan pag&@sn page on Facebook must deliver interestintgréaining,
and innovative content to its fans. Another vakibased on interaction among fan-page and betwestarners
and the company itself. zain page is interactivenciel. If the company is not interactive, their fages will not
be successful. Beside the interaction betweendhgany and the customer it's very important to matiethe
ongoing fan interaction.

The findings of this study provides strategic ifggginto achieving high levels of relationship diyabetween it
and their customers who are utilizing fan page aneBook. According to analysis the results show ithia
important to integrate the use of social media theocompany’s marketing communication mix, as psggl by
Mangold and Faulds (2009).

Quality of relations can be achieved by meeting éxpectations, taking into account the intereststof
customers, providing information about its servicestinuously, clarifying and supporting the riglgcision for
its customers , fulfilling its commitments to itastomers, continuing to provide high quality seegicproducing
excellent service quality, providing up-to-dateoimhation for the Zain’s services and products, fuliog
competent information and solving conflict situasdn a professional way.

Second, this study reveals the current quality edétionship in terms of customers' satisfactionsttrand
commitment that may be used in customer relatignstanagement that allows obtaining information ow ho
attract a customer in a possibly more efficient vaay develop good mutual relationship with it. ©ticse, the
obtained study will be of great expedience to thanZwherein the study was carried out for bettetanstanding
of the current customers' satisfaction, trust amehraitment and activities to be performed to imprgvesent
showings and make them perfect.

5. Conclusion

The objective of this study is to investigate thengrated influences of using Facebook on the custom
relationship. To identify the concept of customelationship quality, model approach has been adofthe
element of relationship quality was used and setketite customer relationship part as the startoigt f this
research. The customer relationship element is osewp of three parts: trust, satisfaction and comenit. By
considering the social media impacts, the researobiestructed a new customer relationship modeédbam
these components.

Researcher not only explored the direct impactsocfal media on relationship quality, but also stigated the
relationship between social media and these thomaponents. Based on the broad literature reviewr fo
hypotheses were proposed about their relationsdnidsconstructed the research model. Further, atitatare
research has been conducted to evaluate the asstmggdmodel. Survey strategy, questionnaire teglerand
SPSS software have been used in the empirical stady.
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According to the empirical findings of data anadysll of the four hypotheses were supported. is gtudy, It
indicates if that companies use more social mad&,customer’s trust, satisfaction and commitmettit lve
increased. Based on the above discussion, so@dlanapplication should positively related to trusthus,
social media use is related with customer relatigns

Overall, social media is directly associated witistomer relationship within marketing content. Eiere,
companies should carefully develop their custorationship quality strategy with the use of soadia.

6. Limitations future research

Some limitations should be kept in mind while dnagviconclusions from this study. First of all, orgin
customers on Facebook has been used as a sampling, fwhile there are many other social mediamdtuded
in this study. Although Facebook was chosen throwajid reasoning, drawing accurate conclusions aba
effect of social media on customer relationshiplitpigoward service provider may require investigg other
social media as well. A similar research includéeyeral types of social media could be a sugge#tiofurther
research. Second, social media are assumed to dthee effects beside those on trust, satisfactiod
commitment only.

Furthermore, demographics were not taking into iclemation, considering these factors in future aeslees can
reveal their influences more clearly.

Third, the sample size is relatively small compa@dhe population. Therefore, to increase gereaadin and
accuracy of the study findings future studies sti@itempt a larger sample size to include partidgp&om all
regions and all companies in Jordan.

Also, the research sample was only drawn from e¢nste in the Jordanian telecommunication sectofugber
studies should be done in other industries to plwmiore valuable findings about the study.

Finally, This study is quantitative in nature, winigpproached from the customer’s point of view.ualgative
study might be very useful. Furthermore, cultueadtérs should be taken in account, as culturatudifices are
expected to impact customers believes about socdia.
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