
THESIS  

COVER PAGE 

THE INFLUENCE OF SERVICE QUALITY AND SOCIAL 

MEDIA MARKETING ON CUSTOMER RETENTION: A 

STUDY AT HAILE RESORTS AND HOTELS IN ETHIOPIA 

 
 
 

 
 
 
 

TINSAE GETACHEW TIRUNEH 
225027137 

 
 

 
 

 

 

 

MASTER OF MANAGEMENT STUDY PROGRAM 

FACULTY OF ECONOMICS AND BUSINESS 

UNIVERSITAS ATMA JAYA YOGYAKARTA 

2024 
 

 

 



ii 
 

 
 

 
 
 



iii 
 

 
 
 



iv 
 

 
 

The Influence of Service Quality and Social Media Marketing on 
Customer Retention: A Study at Haile Resorts and Hotels in 

Ethiopia 
 

Tinsae getachew tiruneh 
225027137 

 

ABSTRACT 

Hotels are required to improve their customer interactions and services as a 
result of the fierce competition in the hotel industry. Social media marketing may 
significantly improve brand recognition, consumer satisfaction, and customer 
loyalty. The objective of this study is to analyses the impact of several factors on 
customer retention at the Haile Resort Hotel in Ethiopia. The study employed a 
quantitative research methodology, with a specific focus on hotel guests as the 
target demographic. The data was acquired through online questionnaires sent 
across various social media platforms. The study established and quantified six 
variables: service quality, social media marketing, customer satisfaction, customer 
retention, brand image, and brand awareness. The study analysed the variables by 
utilizing adapted measures from other studies and assessed them using a Likert 
scale. The data analysis was performed using the Structural Equation Model (SEM) 
with the Partial Least Squares (PLS) technique, utilizing the Smart PLS 4.0.9.3 
software. The study demonstrates that multiple factors exert a substantial impact on 
customer retention at Haile Resort Hotel in the Republic of Ethiopia. Customer 
retention is positively influenced by the quality of service and the implementation 
of social media marketing. Brand image does not act as a mediator between service 
quality and client retention. However, it does act as a mediator between social 
media marketing and customer retention. client satisfaction acts as a mediator in the 
beneficial links between service quality, social media marketing, and client 
retention. The hotel's ability to effectively manage its perception and reputation is 
crucial, as it directly affects client retention and loyalty. Nevertheless, the level of 
recognition a brand has does not have a direct impact on the ability to maintain 
customers, indicating that simply being visible is not enough to foster consumer 
loyalty. 

 
Keywords: service quality, social media marketing, customer retention, Haile 
Resorts and Hotels 
 
 
 
 
 



v 
 

 
 

TABLE OF CONTENTS 

COVER PAGE ......................................................................................................... i 
CONSENT PAGE .................................................. Error! Bookmark not defined. 
DECLARATION PAGE ........................................ Error! Bookmark not defined. 
ABSTRACT ........................................................................................................... iv 
TABLE OF CONTENTS ........................................................................................ v 
LISTS OF TABLES .............................................................................................. vii 
LISTS OF FIGURES ........................................................................................... viii 
CHAPTER I INTRODUCTION ............................................................................. 1 

1.1 Background ............................................................................................. 1 
1.2 Problem Statement .................................................................................. 8 
1.3      purpose of the study ................................................................................. 9 
1.4 Research Benefits .................................................................................. 10 

CHAPTER 2 LITERETURE REVIEW ................................................................ 12 
2.1 Service Quality ...................................................................................... 12 
2.2 Social Media Marketing ........................................................................ 13 
2.3 Brand Image .......................................................................................... 14 
2.4 Brand Awareness .................................................................................. 14 
2.5 Customer Satisfaction ........................................................................... 15 
2.6 Customer Retention ............................................................................... 16 
2.7 Previous Research ....................................................................................... 17 
2.8 Research Model ..................................................................................... 26 
2.9 Research Hypothesis ............................................................................. 21 

CHAPTER  3 RESEARCH METHODOLOGY ................................................... 27 
3.1 Population, Sample, and Sampling Techniques .................................... 27 
3.2 Operational Definition and measurement of Variables ......................... 29 
3.3 Data Analysis Techniques ..................................................................... 31 

CHAPTER 4 RESEARCH RESULTS AND DISCUSSION ............................... 37 
4.1 Introduction ........................................................................................... 37 
4.2 Analysis of Respondent Characteristics ................................................ 37 
4.3  Evaluation of Goodness of Fit: Outer Model ........................................ 39 



vi 
 

4.4 Results of Indirect Hypothesis Testing Through Mediation ................. 49 
4.5 Discussion of Research Results ............................................................ 50 

CHAPTER 5 CONCLUSION ............................................................................... 58 
5.1 Conclusion ............................................................................................. 58 
5.2 Managerial Implications ........................................................................ 59 
5.3 Recommendations ................................................................................. 60 

BIBLIOGRAPHY ................................................................................................. 62 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



vii 
 

 

LISTS OF TABLES 

Table 1. Previous Research .................................................................................. 17 
Table 2. Research Variables and Operational Definition ..................................... 29 
Table 3. Likert Scale Indicator ............................................................................. 30 
Table 4. Rule of Thumb ........................................................................................ 35 
Table 5. Outer Loading ......................................................................................... 40 
Table 6. Cross Loading Results ............................................................................ 41 
Table 7. Fornell-Larcker Criterion values ............................................................ 42 
Table 8. HTMT Results ........................................................................................ 43 
Table 9. Cronbach's Alpha and Composite Reliability Test Results .................... 44 
Table 10. R Square Testing Results ..................................................................... 45 
Table 11. Predictive Relevance ............................................................................ 46 
Table 12. Direct Influence Analysis ..................................................................... 47 
Table 13. Indirect effect hypothesis test ............................................................... 49 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



viii 
 

LISTS OF FIGURES 

Figure 1. Research Model (Cheraghalizadeh, 2022) ............................................ 26 
Figure 2. Structural Model ................................................................................... 32 
Figure 3. Mediation and Non Mediation Model ... Error! Bookmark not defined. 
 
 
 


