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Abstract : The main objective of this paper is to explore how social media as a critical platform would increase the interactions
between the tourism sector and stakeholders. Nowadays, human interactions through social media in many areas, especially in
tourism, provide various experiences and information that users share and discuss. Organizations and firms can gain customer
loyalty through social media platforms, albeit consumers' negative image of the product or services. Such a negative image can
be reduced through constant communication between produces and consumers, especially with the availability of the new
technology. Therefore, effective management of customer relationships in social media creates an extraordinary opportunity
for organizations to enhance value and brand loyalty. In this study, we seek to develop a conceptual model for addressing
factors such as social media, SCRM, and customer engagement affecting brand loyalty and diminish co-destruction. To support
this model, we scanned the relevant literature using a comprehensive category of ideas in the context of marketing and
customer relationship management. This will allow exploring whether there is any relationship between social media, customer
engagement, social customer relationship management (SCRM), co-destruction, and brand loyalty. SCRM has been explored as
a moderating factor in the relationship between customer engagement and social media to secure brand loyalty and diminish
co-destruction of the company’s value. Although numerous studies have been conducted on the impact of social media on
customers and marketing behavior, there are limited studies for investigating the relationship between SCRM, brand loyalty,
and negative e-WOM, which results in the reduction of the co-destruction of value by customers. This study is an important
contribution to the tourism and hospitality industry in orienting customer behavior in social media using SCRM. This study
revealed that through social media platforms, management can generate discussion and engagement about the product and
services, which facilitates customers feeling in an appositive way towards the firm and its product. Study has also revealed that
customers’ complaints through social media have a multi-purpose effect; it can degrade the value of the product, but at the
same time, it will motivate the firm to overcome its weaknesses and correct its shortcomings. This study has also implications
for the managers and practitioners, especially in the tourism and hospitality sector. Future research direction and limitations of
the research were also discussed.
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