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Abstract 
 

In today’s world, social networks play a very important role in relationships among people throughout the world. The popularity of social 

networks has increased among Iranian users as they became a place to explore different individual desires and interests. Thus, these net-

works are now an integral part of the lives of many people in our society. Integrating these two categories may be considered as a key 

business strategy which has caught the attention of many service organizations in developed countries.  

Therefore, to identify the barriers to the adoption of social networks in travel agencies for improving the adoption of networks in order to 

ameliorate CRM policies in organizations after deriving the effective factors mentioned in previous studies and utilizing Exploratory 

Factor Analysis (EFA) to explore the most common barriers in this field, three hypotheses were formulated and the population of service 

organizations and some of their customers in Tabriz with a 245-member sample were selected for the study and a Likert scale question-

naire was designed and distributed among the members of the study sample. The study results had a high validity and reliability and the 

LISREL, a structural equation modeling application, was used to carry out the Confirmatory Factor Analysis (CFA) and to discover a 

model from the effective factors. Results showed that legal and technological factors as barriers to the adoption of social networks for 

CRM had the largest impact in Iran. 
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1. Introduction 

Considering the new generation of customers need transparency, 

accuracy, and interaction with the organization, a deeper insight is 

required to affect this clever and socially offensive customer. 

Hence, a combination of CRM systems and social tools (the same 

CRM 2.0 system) can be used to create and acquire this insight [1].   

Whereas, exploring the barriers to the adoption of these networks 

for travel agencies is both useful and important. Consequently, 

travel agencies can be an appropriate choice in terms of customer 

relationship and pursuit of their needs and desires. Addressing the 

issue of CRM in these organizations using social media platforms 

requires reviewing problems and barriers to their use and can be 

considered an appropriate issue for research and achieving other 

similar organizations’ goals. In light of the fact that nowadays 

most people spend a lot of time to search for and get information 

from these emerging media, yet, unfortunately the potential of 

these media have not been utilized effectively towards achieving 

business goals and approaching customers [2].   

Regarding the importance and position of social CRM in E-

commerce and its significant benefits some of which were men-

tioned, identifying the effective factors on its successful perfor-

mance and implementation in organizations is an essential and 

critical issue. The present research aims to identify the barriers to 

the adoption of social media to improve CRM in travel agencies as 

well as ranking the barriers to the adoption of social media to im-

prove CRM in these companies [3-5]. 

2. Theoretical Framework and Literature Re-

view 

In recent years, CRM has been regarded as an attractive title for 

different researches and reviews. In 2007 and specially in 2008, 

CRM evolved and its transactional strategy transformed into a 

transactional-and-interactional strategy. If deemed successful, it 

would be of great help to acquire the necessary information for 

customer insights and accordingly was renamed to social CRM2.0 

or CRM. A research conducted in December 2008 revealed that 

the utilization rate of social networks for adults (over 18 years old) 

has increased from 8% in 2005 to 35% in 2008. The most im-

portant matter was that the data-sharing tools along with internet-

access and data-loading tools, has become simple and inexpensive. 

Low price and accessibility of these tools changed the individual 

expectations. People would expect institutions for which they 

work to prepare these tools and allow for using them. Nowadays, 

tourism industry is a source of income and cultural exchanges 

between countries [6]. 

In a research performed in the area of Technology Acceptance 

Model (TAM) in healthcare industry in 2012, McGowan, Wasko, 

Vartabedian, Miller, Freiherr, and Abdolrasulnia described the 
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adoption of new technologies (social media). They examined the 

conformity and use of social media in a random sample of 1695 

American doctors (for example, oncologists and primary care 

physicians) [7]. The methodology was based on the employed 

model, actions, and data collection methods. The indicators that 

were reviewed include (a) perceived barriers to social media adap-

tation, (b) tendency towards adaptation, (c) attitude towards social 

media, (d) level of understanding the use of social media, (e) un-

derstanding usefulness, and (f) tendency towards sharing 

knowledge with others. Results of technology acceptance model 

theory characteristics were within the framework of social media. 

The evidence shows that the frequency of social media use can be 

attributed to a combination of the following items: (a) a positive 

attitude towards social media use, (b) understanding the ease of 

use, and (c) understanding the usefulness of meeting human needs 

(McGowan and et al., 2012). Finally, Table1, represented in the 

literature review section, shows the identified factors and variables 

related to barriers to the adoption of social media technology in 

the social CRM domain. This table was used to do the exploratory 

factor analysis in order to identify the important factors in connec-

tion with available barriers which will be described later [8-10].   

 
Table1. Factors and variables related to barriers to the use of social media 

technology in the social CRM domain 

Benitez, 2012 [9]; 
Lafley, 2008 [10]; 

Sakkab, 2002 

[11]; 
Swanborg, 2010 

[12] 

Montgomery, 
2012 [13] 

McAfee, 2009 

[14] 
Li and Bernoff 

(2008) [15] 

Ryan Darby, Jake 
Herway 2010 [16] 

Culnan, McHugh 

& Zubillaga, 2010 
[17] 

Cristene Gonza-

lez-Wertz (2011) 
[18] 

• The impact of technological and digital illitera-
cy on customers’ perception of the concept of the 

web and social networks 

• Only 30% of the world's population has internet 
access 

• Different communication styles (different or-

ganizations vs. different customers in different 
regions) 

• Public criticism and distrust of business organi-

zations in the virtual world (cyberspace) 
• Inappropriate use of social networks 

• Inappropriate development in organizational 

portals 
• Fear of building a direct relationship with cus-

tomers 

• Inappropriate culture-building practices for the 
use of social media both for organizations and 

customers 

• Lack of a logical and strategic framework for 
social media activities 

• Existence of a bureaucracy to deal with cus-

tomers’ needs 
• Changes in individuals’ life limitations in so-

cial networks 

• There is no strategy related to social networks 

and its applicability 

• The role of human resources component in 

determining a strategy for creating value 
• Offering a strategic model to maintain the 

process of moving towards an objective 

• Offering a conceptual model for describing a 
forward view to the successful use of social 

media 

Chui et al. (2009) 
[19] 

McGowan, Was-

ko, Vartabedian, 
Miller, 

Freiherr, and 

Abdolrasulnia 
(2012) 

Curran and Len-

non (2011) 

• Having a long-term vision, integrating social 
media tools and establishing a relationship, train-

ing and aligning employees with customers 

• Measuring development rather than Return On 
Investment (ROI) 

• Society’s attitude towards social networks 

• Understanding social media (social networks) 
ease-of-use 

• Understanding the usefulness of satisfying 

users’ needs 
• Enjoyment and entertainment as the most effec-

tive factors on attitude and behavior 

Cristene Gonza-
lez-Wertz 

(2011) ]20] 

• The role of social media market leaders in 
creating an organizational memory and culture, 

team-working skills, inhibiting environmental 

turbulence, personal expertise and skills 

Sergio Picazo-
Vela, Isis 

Gutiérrez-

• Network reliability 
• Computer accessibility for social networks 

management and user accounts 

Martínez, Luis 

Felipe Luna-

Reyes 2012 

Dadashzadeh, M. 

(2010) 
Bryer, T. A., & 

Zavattaro, S. M. 

(2011) [21] 

• Company’s website security 

• Changes in IT domain and user area 

• Companies’ technological infrastructure 

• System crash and failure 

• Network misuse 
• Setting up an organizing process, data structure 

and distribution on the network 

• Contents’ repetition and redundancy 

3. Research Methodology  

The present research is practical in terms of purpose (aim), de-

scriptive in terms of research objective, causal in terms of nature, 

and library1-questionnaire in terms of data collection methods. In 

this research, based on the objectives and their implementation 

method, the statistical population is travel agencies located in 

Tabriz. Simple random sampling method was used to measure 

research variables each of which was randomly selected. Sample 

size used for this research was calculated by Cochran’s sample 

size formula with a margin of error of 5% to be 200 that was actu-

ally distributed among all travel agencies managers in Tabriz, i.e., 

305 participants among which only 245 responded to the questions.   

5-point Likert scale was employed for this questionnaire. The 

validity of the questionnaire was verified by experts’ poll as well 

as factor analysis method. In addition, its reliability was calculated 

by computing Cronbach’s alpha whose results are mentioned in 

Table 2. The alpha value for all variables is over 0.7 which is in-

dicative of optimal reliability.  

 
Table 2. Number of questions and Cronbach’s alpha of model variables 

(reliability test concerning factors and items reduced from exploratory 
factor analysis) 

Variable No. of 

questions 

Cronbach’s 

alpha 

First factor (technology) 1-2 0.89 

Second factor (network) 3-4 0.85 

Third factor (legal) 5-6 0.77 

Fourth factor (confidence) 7-8-9-10 0.85 

Fifth factor (organizational cul-
ture) 

11-12-13 0.78 

Sixth factor (individual culture) 14-15-16 0.91 

Seventh factor (organizational 

structure) 

17-18 0.89 

Eighth factor (organizational poli-
cy) 

19-20 0.79 

Ninth factor (organizational strate-

gy) 

21-22-23 0.85 

Total 1-2-3-4-5-

6-7-8-9-10-

11-12-13-

14-15-16-
17-18-19-

20-21-22-

23 

0.78 

 

3.1 Research hypothesis testing according to factor 

analysis (factor analytic hypothesis-testing) 

H1) In Tabriz travel agencies, there is no appropriate cultural con-

text for the adoption of social CRM.  

H2) In Tabriz travel agencies, there is no appropriate legal context 

for the adoption of social CRM.  

H3) In Tabriz travel agencies, there is no appropriate technologi-

cal context for the adoption of social CRM.  

3.2 Data analysis and findings  

The possibility of performing an exploratory factor analysis on 

data was determined using Bartlett’s test. According to the results 

                                                 
1 Desk research 
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of KMO-Bartlett’s test, the value <0.5 of this statistics indicates 

sampling adequacy and the confidence level of >0.5 indicates the 

cited factor model appropriateness. According to KMO test results, 

i.e., 0.782, the research questionnaire data can be reduced to some 

underlying and basic factors [22].  

Upon conducting the exploratory factor analysis, items related to 

each factor were identified and were categorized as factors which 

demonstrate the allocation of questionnaire items in the order 

shown in Table 2 for each of the nine identified factors.  

3.3 Confirmatory factor analysis of research variables  

In this section, the results of exploratory factor analysis for all the 

research variables are separately represented by LISREL for each 

variable. To reduce the number of variables and regard them as a 

latent variable, the factor loading obtained should be more than 

0.3 (23).   

The research model was evaluated based on the determined opti-

mum values of fit indices. The respective results are provided in 

Table 3.  
 

Table 3. Research model fit indices 

Fit index X2 /df RMSEA AGFI NNFI CFI 

Acceptable 

domain 

<3 <0.1 >0.9 >0.9 >0.9 

Result 2.37 0.07 0.82 0.94 0.95 

 

Therefore, the results of all hypotheses were confirmed. These 

results are summarized in the next table.  

 
Table 4. Results of all confirmed research hypotheses 

N Path β coeffi-

cients 

Calculated t  

values 

Hypothesis 

status 
From all factors 

mentioned below to 

barriers to the adop-
tion of social media 

technology in the 

social CRM domain 

1 Technological 

factors 

0.193 0.33 Confirmed 

2 Network-related 

factors 

2.85 0.26 Confirmed 

3 Limitations due to 

government rules 

9.11 0.92 Confirmed 

4 Reliability 0.55 0.897 Confirmed 

5 Organizational 
culture 

0.42 5.95 Confirmed 

6 Organizational 

structure 

0.20 2.91 Confirmed 

7 Organizational 
policy 

0.56 3.95 Confirmed 

8 Organizational 

strategy 

0.37 4.72 Confirmed 

3.4 Friedman test to compare means ranks 

Another purpose of this research is to rank the obtained barriers. 

The results are obvious according to Friedman test in Table 5.  

 
Table 5. Friedman test results 

Test statistics 

N 238 

Chi-square 954.865 

Df 22 

Asymp. Sig. 0.000 

a. Friedman Test 

 

Variables related to each of the nine factors can be interpreted 

according to the significance level of each factor in Table 4 as 

well as means level in Table 5.  

 

 

Table 6. Mean value of the items according to Friedman test 
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Questionnaire items 

1 15.84 Limitations imposed by the government (filter-

ing) 

2 15.43 Traditional view towards ROI by investing in 

social media rather than measuring perfor-

mance improvement 

3 14.61 Technological ignorance of the community 
members towards internet applications 

4 14.49 Employees’ level of acceptance and learning 

for new technologies and making use of social 
networks 

5 13.94 Cultural poverty about making use of social 

networks and society’s attitude towards it 

6 13.81 Decentralization and delegation of discretion-
ary powers to the members to solve customers’ 

problems quickly. 

7 13.48 Obvious and explicit absence of a social net-

working-related strategy and its applicability at 
the beginning of the project 

8 13.3 Ignorance towards functions of social networks 

9 12.94 Reliability of information published by organi-

zations 

10 12.32 Fear of building a direct relationship between 

the organization and customers 

11 11.82 Company’s freedom of information policy 

development 

12 10.53 Public criticism and distrust of business organ-
izations in the virtual world (cyberspace) 

13 10.35 Absence of a customer treatment training 

course to have a higher level of customer ori-

entation and their appropriate relationship in 
social networks 

14 9.82 Lack of an organizational structure affecting 

the use of social networks 

15 8.64 Changes in individuals’ life limitations in 
social networks 

16 8.49 Existence of a bureaucratic process in organi-

zations to deal with customers’ needs 

17 8.29 The potential violation of international or 

national regulations in information security 

frameworks 

18 7.36 Integrity and accuracy of the information pub-

lished in social networks 

19 5.12 Computer accessibility to manage social net-

works and user accounts for organizations 

20 5 How open or closed are business organization 
or company in terms of providing information 

to customers (performance transparency, trust 

building, etc.) 

21 4.4 Freedom of action (discretion) against gov-
ernment information regulations 

22 4.1 Community members’ ignorance of the proper 

use of social networks 

23 3.5 Intellectual Property (IP) compliance for elec-
tronic products and copyright infringement by 

people or other organizations 

24 3.4 Information or brand (corporate) identity theft 
or forgery by competitors 

25 2.7 Customer treatment procedures and standards, 

determining specific procedures and methods 

for treating customers in social networks. 

26 2.6 Lack of a logical and strategic framework for 

social networking-related activities 

27 2.5 Lack of management and leadership support 
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28 2.4 The saturation of communication channels 

29 2.3 Wrong customers targeting 

30 2.3 Lack of technology infrastructure in companies 
such as network facilities (equipment) in or-

ganizations 

 

More important variables are specified in rows 1-5 according to 

the table above. These indicate the most important factors in terms 

of statistical population concerning more important barriers to the 

adoption of social media technology in the social CRM domain in 

travel and recreation agencies. The top priority in this table is the 

legal subject of filtering.  

4. Findings Analysis  

According to the first research hypothesis, there is no appropriate 

cultural context to use social media towards CRM. According to 

the results of exploratory factor analysis for which a total of 13 

variables were assigned and a subsequent confirmation of factors 

which was shown by confirmatory factor analysis, as well as the 

significance level and the parallelism of upper and lower bounds 

of the assigned variables for these factors, it can be considered as 

an important barrier to the adoption of social networks towards 

CRM. Therefore, technological and digital illiteracy factors affect-

ing customers’ perception of the concept of the web and social 

networks, inappropriate development of organizational portals, 

fear of building a direct relationship with customers, inappropriate 

culture-building practices towards the adoption of social media 

both for organizations and customers, lack of a logical and strate-

gic framework for social networking-related activities, a bureau-

cracy for dealing with customers’ needs, and changes in life’s 

limitations in social networks are some factors which were re-

ferred to in the studies of Picazo et al. in 2012 and Dadashzadeh in 

2010 [23-26]. In addition, factors such as the lack of a social net-

working-related strategy and its applicability, the role of human 

resources component towards determining the value creation strat-

egy, existence of a strategic model to maintain the process of mov-

ing towards an objective, offering a conceptual model for describ-

ing a forward view to the successful use of social media,  having a 

long-term vision, integrating social media tools and establishing a 

relationship, training and aligning employees with customers, and 

not measuring development to ROI ratio are included in the stud-

ies of Benitez (2012); Lafley (2000); Skab (2002); Swanborg 

(2010); Montgomery (2012); McAffee (2009); Lee and Bernov 

(2008); Derby and Harvey (2010); Culnan et al. (2010); and Wurtz 

(2011) [18-17].  

In other studies, including McGoman et al. in 2012 and Curran & 

Lennon in 2011, society’s attitude towards social networks, under-

standing social media ease-of-use, understanding the usefulness of 

meeting human needs, enjoyment and entertainment were men-

tioned as the most effective factors on individuals’ attitudes and 

behaviors for the adoption of social networks.  

In addition, the role of social media market leaders in creating an 

organizational memory and culture, team-working skills, inhibit-

ing environmental turbulence are factors which were stated in the 

study of Wurtz. Hence, this hypothesis will be confirmed by con-

sidering the components of organizational and individual culture 

effectiveness, organizational structure, policies and strategies.  

Second hypothesis: In travel agencies, there is no appropriate legal 

context for the adoption of social media towards CRM.   

According to the results obtained, this factor which consists of the 

factors achieved from exploratory factor analysis for which a total 

of five variables were assigned, legal factors banning the use of 

social networks by the government as well as distrust of materials 

published in social networks, concerning the significance level 

and parallelism of upper and lower bounds of variables, has a 

significant effect as a barrier to the adoption of social networks 

towards CRM. Moreover, in the studies of Sergio et al., Da-

dashzadeh & Bayer & Zavattaro in 2011, factors such as blocking 

social networks by the government (filtering), freedom of action 

against government information regulations, company’s freedom 

of information policy development, IP compliance for electronic 

products and copyright, potential violation of international or na-

tional regulations in information security frameworks, and infor-

mation or identity theft were presented. Thus, this hypothesis is 

confirmed as well [28].  

Third hypothesis: In service and travel agencies, there is no ap-

propriate technological context for the adoption of social media 

towards CRM. 

According to the factor analyses conducted for the impact of this 

hypothesis with a total of four variables, indicating a technological 

ignorance and lack of a network infrastructure in organizations, 

parallelism of upper and lower bounds of the variables demon-

strate the effectiveness of these factors as another barrier to the 

adoption of social networks towards CRM.  

According to the researches mentioned in the second hypothesis, 

factors such as network reliability, computer accessibility for so-

cial networks management and user accounts, company’s website 

security, companies’ technology infrastructure, system crash and 

failure, internet access for only 31% of the world's population, 

inappropriate use of social networks, contents’ repetition and re-

dundancy are some effective factors in this hypothesis.  

5. Conclusion   

According to research objectives which include identifying barri-

ers to the adoption of social media to improve CRM in Iran’s ser-

vice organizations with service and travel agencies as a case study, 

strategic, cultural, structural, leadership, and legal barriers can be 

introduced as the identified barriers.  

Furthermore, regarding all the assumptions were confirmed, re-

search objectives including the identification of legal, technologi-

cal, cultural, and structural barriers to the use of social media for 

CRM in Iran’s service organizations were realized as well. In fact, 

nowadays distinguishing between social media management and 

CRM is difficult. Therefore, organizations should think about 

increasing the number of social CRM services. However, propos-

ing a mere social CRM implementation plan in organization is not 

enough. Similar to all other new technologies, organizations 

should initially choose a customer-interaction solution and its 

management such that a strategy and its implementation instruc-

tions could be extracted.  

6. Research Limitations 

Considering that social networks is an emerging phenomenon in 

Iranian society and young people have a limited access to these 

networks due to the limitations imposed by the government and 

organizations, the majority of the referred people and organiza-

tions of the statistical sample filled the questionnaires with a slight 

delay and distrust. Furthermore, there are some beliefs like the 

following among people in organizations and the target population 

which cause some limitations.  

- Customers and audiences do not use social media in business 

organizations.  

- Social media is not mainstream.  

In the USA, there are 170 million Facebook users – almost half of 

its population. Only a few media are pervasive to this extent (ex-

cept for TV, radio, and newspapers. The pervasiveness of the lat-

ter has decreased over time). 96% of the whole population in this 

country is somehow involved in these social networks. As a matter 

of fact, many of them can avoid advertisements in mainstream 

advertising such as recording TV shows and removing commer-

cials. However, people can establish an access through social me-

dia marketing techniques such as Facebook ads.  

In addition, social media marketing experts are especially capable 

of creating targeted ads for Facebook audiences and users based 
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on age, gender, relationship, occupational status, and even geo-

graphical location.   

- Social media marketing results are immeasurable.  

Actually, social media marketing has more advantages compared 

to the mainstream marketing which can easily be measured by 

different social media analytics tools. Not only can these analytics 

tools check what has been said about your company but also can 

receive the message sentiment whether it is positive, negative or 

neutral. Website analytics tools can track website traffic, from the 

first step to a certain part of your website, the pages seen upon 

entering, and if a shopping has occurred or not? This means that 

not only can examining and monitoring the advantages of social 

media marketing track the specific website traffic but also can 

determine which online media will be able to have a greater effect 

on sales. Advertising will no longer be capable of doing this.  

7. Suggestions  

In today’s hyper-social world, customers are likely to criticize, 

complaint or define a product, service or business on different 

social networks such as Twitter or Facebook. The organization has 

to handle these complaints and discussions about its products, 

otherwise it would turn out to be a potential threat.  

According to the results obtained, organizations should at first 

build an appropriate culture for the use of social networks both in 

employees and customers by employing different approaches such 

as providing training or better services for your customers. To 

eliminate technological barriers in an organization, it has to be 

made sure that an appropriate context has been selected to run the 

social CRM.  

A comprehensive social media management platform which is 

capable of rich following, monitoring, and interaction should be 

selected. On the other hand, organizational social platforms should 

be incorporated into other key organizational applications such as 

sales, marketing, services, and business, thereby function with a 

comprehensive approach which includes all customer contact 

points.  

To promote customer culture in social media, the organization 

may reward loyal customers.  

 Use team and class characteristics as strategies to take advantage 

of social networks.  

 The three big companies, i.e., Facebook, Twitter, and LinkedIn 

have made this process very easy. 

For example, make a private list on Twitter with these classifica-

tions: customers, people predicted to join the organization, posi-

tive feedback from existing, prospective, and influential customers. 

Then, spread the list on this basis and create social campaigns to 

promote all sections and develop a policy for social networks. 

Customers should know how and when the organization is acces-

sible.  

By creating a manifesto about website goals and activities includ-

ing hours during which the organization user page is being con-

trolled online or hours during which customers can ask their ques-

tions online, the possibility of meeting customer service expecta-

tions will be guaranteed.  

If for some reason, some customers would require additional ser-

vices or want to blame the organization, they can benefit from 

direct support with an offline conversation by providing an email 

address and a phone number.  
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