154-140 imia2 sua) 161 o3, iy i) dodly sLadW) U2

t Al bl plad 2 oDlaad) o¥g4 docLdiay) eManl) 4B §))a)
sSes BLY sl gl
Social CRM and customer loyalty in Algerian automotive sector:

The mediating role of customer engagement
Sme, dast cz&éﬁ\» Olge> Sl o o sl da bl

4 LEPPESE 2 ¢ an asldl b !
A Bl Dyl (3 STl atdl ) Bl it s = nds gl el
e LEPPESE & ¢ aiae aslbl 312
2025/06/29 3 st 2025/04/29 oSl

YL Sl plas @ eV S R lea Y1 oSl BMe 3l5] o BN o el DLy By T ol CaiSany 1 gasele
rdadl Ohlas) ¢ @Sl ol Jod) (hol slax Y Wd ) Je ol cwas T Ohes 272 e Ol gy b
eall Yy Jo oy 5 s llly Slaall D5 s byrmas Lolf) 0135 elaam V) Sand) B3 30) sy Of Sl o UK Vol
oal G @ el Yy e ol W ol plasinat” 3T iy i) Saad) B 815 AU Y sy i) ol (U3 ) Bl

Sl LU gl add b e bl Yy e el W) Saad) B 5y AUl e 3 S e

A (el plas deelozm V) Saall B3e 3] eVl DLV oaall 1 ldll LS

Abstract: This study explores the mediating effect of customers engagements on “social customer

relationship management Social CRM” - customers loyalty relationships in the Algerian automotive sector.
To test the hypotheses, a survey was distributed to 272 customers, data were analyzed through descriptive
statistics, confirmatory factor analysis, structural equation modeling. The results indicate : the two
dimensions of Social CRM positively and significantly affect customer engagement, which in turn impacts
customers loyalty. Furthermore, the results support direct influence of traditional CRM and refute those of
“social web usage” on customer loyalty. Finally, results confirm indirect effect of Social CRM on customer
loyalty.

Keywords: Customer; Engagement; Loyalty; Social CRM; Automotive sector; Algeria.
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