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THE INFLUENCE OF SOCIAL MEDIA

MARKETING ON CUSTOMER
KNOWLEDGE MANAGEMENT:
THE ROLE OF CONFIDENTIALITY
IN UAE PUBLIC BANKS

Abstract

Social media facilitates banks’ interaction with consumers and provides critical infor-
mation about their behaviors and preferences. Nevertheless, given the sensitive na-
ture of financial information, maintaining stringent confidentiality is of paramount
importance. This study aims to examine the impact of social media marketing (SMM)
dimensions on customer knowledge management (CKM) in UAE public banks, focus-
ing on the moderating role of banking confidentiality. The study utilized a quantitative
methodology with a correlational framework; data were collected from 283 respon-
dents, who are active customers of First Abu Dhabi Bank, Emirates NBD, and Abu
Dhabi Commercial Bank, through a structured questionnaire. These customers were
surveyed to understand their interaction with social media campaigns, the informa-
tion banks request from them, their willingness to share personal data, and their per-
ceptions of safety and legal protections. The results revealed a strong positive relation-
ship between SMM dimensions and CKM, with SMM explaining 65.9% of the variance
in CKM outcomes (R* = 0.659, p <0.01). Among the SMM dimensions, customization
had the highest impact (R* = 0.766), followed by word-of-mouth (R* = 0.697) and
aesthetics (R* = 0.651). Additionally, confidentiality was found to significantly enhance
the effectiveness of SMM, with a moderating effect increasing explained variance by
6.5% (AR? = 0.065, p = 0.25, p < 0.01). These findings suggest that public banks in the
UAE should integrate personalized SMM strategies with stringent confidentiality mea-
sures to optimize CKM. This approach not only enhances customer engagement but
also builds trust, fostering sustainable growth in the digital era.

Keywords confidentiality, customer engagement, personalization,
financial data, data protection, privacy, digital
marketing, social networks, trust, banking sector

JEL Classification M31, G21, 033, K15

INTRODUCTION

In recent years, the swift advancement of digital technologies and the in-
creasing impact of social media have profoundly transformed the way in-
dustries engage with customers. The banking sector is no exception, with
public banks increasingly using social media platforms to gather insights,
foster relationships, and enhance service delivery. However, the sensitive
nature of financial information requires banks to balance customer en-
gagement with stringent confidentiality obligations. In the context of the
United Arab Emirates (UAE), where public banks operate under strict da-
ta protection regulations, the challenge of leveraging social media without
compromising customer privacy becomes particularly significant.

The scientific problem this study addresses is identifying how pub-
lic banks can maximize the effectiveness of social media marketing
(SMM) for customer knowledge management (CKM) while maintain-
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ing robust confidentiality practices. Despite the transformative potential of social media in shaping cus-
tomer behavior and expectations, there remains a critical gap in understanding the dynamic between

CKM and privacy in highly regulated environments.

1. LITERATURE REVIEW

AND HYPOTHESES

The digital revolution has brought about a pro-
found transformation in marketing, fundamen-
tally altering how businesses connect with their
audiences and driving the extensive adoption of
e-marketing technologies (Sofiane, 2022; Ho &
Chen, 2022). These advancements have provid-
ed organizations with tools to better understand
their customers, personalize their approaches,
and achieve more strategic goals. Researchers
have extensively examined the role of e-marketing,
emphasizing its pivotal importance in achieving
competitive advantages (Nashma & Abdul Qadir,
2022), strengthening customer loyalty through
lasting relationships (Latrach, 2023; Shallabi et al.,
2023; Awad & Mahmoud, 2024), and enhancing
brand reputation alongside customer perceptions
(Bharti & Kumar, 2020). Among the many tools
enabled by e-marketing, social media has emerged
as one of the most influential. Its ability to connect
with both broad, generalized audiences and high-
ly specific target segments gives it unparalleled
reach and flexibility (Alaverdian & Romanenko,
2020; Mohamed, 2020; Yerpude, 2020). Social me-
dia platforms enable organizations to engage di-
rectly with consumers in real time, responding to
feedback, addressing concerns, and strengthening
trust. This capacity to drive engagement, build
brand awareness, and contribute to organiza-
tional success has been well-established in recent
studies (Ali & Al-Sammaraee, 2023; Lavanya &
Radhikamani, 2021). Furthermore, social media’s
dynamic nature supports continuous interaction,
facilitating the dissemination of information and
the creation of communities that nurture custom-
er loyalty and trust (Purwanto, 2022; Calsum et al.,
2023; Yu et al., 2015).

The application of Customer Knowledge Mana-
gement (CKM) has become increasingly signif-
icant in the modern data-driven environment.
In this context, organizations are focusing on
understanding customer preferences, behaviors,
and expectations to create personalized experi-
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ences and foster deeper, longer-lasting relation-
ships (Balducci & Marinova, 2018; D’Annunzio
& Russo, 2023; Alyasari & Genaibi, 2023;
Henderson, 2020). Social media platforms, with
their vast troves of user-generated content, pro-
vide unparalleled opportunities for gathering
customer insights. These platforms enable busi-
nesses to collect, analyze, and act on customer
data to optimize engagement and deliver tai-
lored experiences. The integration of artificial
intelligence (AI) into social media marketing
has further enhanced CKM capabilities. Al sys-
tems can process extensive datasets generated
from social media interactions, identify mean-
ingful patterns and trends, and produce action-
able insights that inform and refine marketing
strategies (Rollins et al., 2011; Sedighi et al,,
2012; Seranmadevia & Kumara, 2019). By lever-
aging AI, companies can automate key aspects
of customer interaction and improve their abil-
ity to meet individual needs with precision (Bag
et al,, 2021; Nguyen & Sidorova, 2018; Zhang &
Yue, 2020; Awad, 2024).

Nevertheless, the integration of AI into CKM
demands stringent oversight to ensure its ethical
application. Transparency, accountability, and
fairness are critical factors, especially when han-
dling sensitive customer information (Sestino et
al., 2020). Paschen et al. (2019) highlighted the
ethical implications of Al in B2B marketing, em-
phasizing the need to maintain customer trust
by ensuring the responsible use of Al in gener-
ating market knowledge. The sustainability of
CKM initiatives hinges on the responsible and
ethical application of Al as this directly influ-
ences customer perceptions and loyalty. Despite
the advantages of social media marketing, the
banking sector faces unique challenges when it
comes to balancing customer engagement with
strict data confidentiality requirements. Banks
must implement robust security measures, es-
tablish comprehensive governance protocols,
and maintain transparent communication with
their customers to navigate the complexities of
data protection (Mansour et al., 2017). As digi-
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Figure 1. Research model

tal platforms become central to operations, en-
suring the security of customer information is
more critical than ever. Purtova (2011) empha-
sized the need for enhanced privacy protections
in the digital age, particularly in cloud comput-
ing and other emerging technologies.

In the UAE, the banking sector operates with-
in strict confidentiality laws. Federal Law No.
14/2018 mandates that all customer data remain
confidential, even after the termination of the
banking relationship. Exceptions to this rule
are permitted only under specific circumstanc-
es, such as legal disputes, anti-money laundering
investigations, or compliance with international
agreements (Mansour et al., 2017; Regulation of
Financial Institutions and Activities by the UAE
Central Bank, 2023). The aggregation and use of
customer data for targeted marketing efforts fur-
ther complicate the confidentiality landscape, re-
quiring banks to establish rigorous cybersecurity
measures and conduct regular evaluations of their
data protection practices (Purtova, 2011; Mansour
et al., 2017; Augasthega et al., 2024). Emerging
technologies such as the Internet of Everything
(IoE) and smart devices add new dimensions to
the challenges faced by banks in managing CKM.
These technologies blur the lines between data col-
lection, storage, and usage, creating opportunities
for enhanced customer engagement but also intro-
ducing new risks (Dijkman et al., 2015; Langley et
al., 2021). Addressing these complexities requires
a comprehensive understanding of the interplay
between technology, governance, and customer
trust.

This review highlights the importance of SMM in
CKM and identifies the need to address confiden-
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tiality as a moderating factor in the UAE’s bank-
ing sector. This study aims to examine the impact
of social media marketing (SMM) dimensions on
customer knowledge management (CKM) in UAE
public banks, focusing on the moderating role of
banking confidentiality. Drawing upon prior re-
search and an extensive literature review, a con-
ceptual framework has been developed to repre-
sent the relationships among the study’s key vari-
ables, as depicted in (Figure 1):

Drawing on the conceptual framework and its
elements, the subsequent hypotheses have been
formulated:

HI: A significant positive correlation exists be-
tween various aspects of social media mar-
keting - including content, engagement, aes-
thetics, customization, and word-of-mouth -
and the efficiency of customer knowledge
management in public banks in the UAE.
H2: The successful application of social media
marketing strategies in UAE public banks is
notably impacted by compliance with bank-
ing confidentiality standards.

H3: Banking confidentiality requirements signifi-
cantly enhance the relationship between so-
cial media marketing practices and the effec-
tiveness of customer knowledge management
within UAE public banks.

2. METHODS

This study adopts a descriptive and quantitative
correlational approach to investigate the influence

3
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of social media marketing (SMM) on customer
knowledge management (CKM) in the context of
public banks in the United Arab Emirates (UAE).
The study examines how the dimensions of SMM
- content, engagement, customization, aesthet-

ics, and word-of-mouth - affect CKM effective-
ness while also evaluating the moderating role
of banking confidentiality requirements. To
achieve this, the research was conducted with
customers from three leading public banks in
the UAE: First Abu Dhabi Bank, Emirates NBD,
and Abu Dhabi Commercial Bank. These banks
were selected due to their substantial market
presence, advanced social media marketing
strategies, and their role as prominent represen-
tatives of the public banking sector in the UAE.

The survey was specifically designed to explore
customers’ interactions with social media plat-
forms and their exposure to marketing cam-
paigns by the selected banks. It aimed to as-
sess the extent to which customers engage with
these campaigns, their responsiveness to them,
and the factors influencing their trust and sense
of security when interacting with the banks
through digital platforms. The questionnaire
also delved into the type of information banks
request from customers during social media in-
teractions, whether customers willingly provide
this information, and the degree to which legal
protections and confidentiality measures influ-
ence their sense of safety.

Participants for the study were chosen using a
convenience sampling method, enabling practi-
cal access to a diverse set of customers active-
ly engaged with the selected banks. A total of
300 customers were approached, and 283 valid
responses were collected, achieving a high re-
sponse rate of 94.3%. The participants repre-
sented a wide demographic range, as shown in
the profile of respondents. Of the 283 respon-
dents, 71.7% were male (203 individuals), and
28.2% were female (80 individuals). The largest
age group consisted of individuals aged 35 to
less than 45 years (36%), followed by those aged
25 to less than 35 years (30%), while the smallest
representation came from those aged 55 years
and above, accounting for 8.1%. Additionally,
the respondents were distributed across the
three selected banks, as shown in Table 1.
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Table 1. Demographic profile and distribution
of respondents across banks

Variable ' Frequency | Percentage (%)

Female 28.2
Total 100.0

Lessthan25yearsold
25 to less than 35

3Stolessthands o
55 years old and above ' '

First Abu Dhabi Bank H 38.9
Em|ratesNBD e e 325 S
Abu Dhabi Commercial Bank LS

Total : 100.0

A structured questionnaire was used as the prima-
ry data collection instrument. The questionnaire
consisted of three main sections. The first section
gathered demographic information, including
gender, age, education, and occupation, to define
the sample. The second section focused on SMM
dimensions, assessing customers’ interaction with
social media campaigns and the perceived effec-
tiveness of strategies such as content quality, en-
gagement, customization, aesthetics, and word-
of-mouth. The third section evaluated CKM ef-
fectiveness by examining customer satisfaction,
service personalization, and the overall quality of
relationship management. Additionally, the sur-
vey inquired about customers’ perceptions of se-
curity when sharing personal data, their aware-
ness of banking confidentiality regulations, and
whether these factors influenced their willingness
to engage with banks digitally.

Responses were measured using a five-point Likert
scale to gauge participants’ levels of agreement
with statements regarding their exposure to SMM
campaigns, their response behavior, and their per-
ceptions of security and confidentiality.

Data analysis was conducted using SPSS statisti-
cal software. Descriptive statistics were applied to
summarize demographic data and survey responses.
Correlation analysis was employed to determine the
relationships between SMM dimensions and CKM
effectiveness. Furthermore, regression analyses, in-
cluding simple linear regression and stepwise mul-
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tiple regression, were performed to predict CKM ef-
fectiveness based on SMM dimensions. Moderated
regression analysis was used to examine the role of
banking confidentiality requirements in influencing
the relationship between SMM and CKM.

The selection of these specific banks and the focus on
their customers provide an in-depth understanding
of how public banks in the UAE utilize social media
to enhance CKM while maintaining stringent confi-
dentiality standards. By exploring customers’ experi-
ences with social media marketing campaigns, their
responses to banks’ data requests, and the factors in-
fluencing their trust in digital interactions, this study
offers actionable insights into optimizing SMM
strategies within the regulatory and cultural context
of the UAE banking sector. This approach ensures
the relevance and applicability of the findings, high-
lighting the interplay between advanced marketing
techniques and the critical importance of data secu-
rity and legal protections.

3. RESULTS

The hypothesis testing was performed with a sta-
tistical significance level set at p < 0.01. The re-
search instrument’s reliability was assessed using
Cronbach’s alpha coefficient, resulting in a total
score of 0.818, indicating a strong level of internal
consistency. The reliability coeflicients for individu-
al dimensions ranged from 0.705 to 0.902, demon-
strating the strength of the measurement scales used.
Comprehensive outcomes are outlined in Table 2.

Banks and Bank Systems, Volume 20, Issue 1, 2025

Testing HI: A significant positive correlation exists
between various aspects of social media marketing -
including content, engagement, aesthetics, custom-
ization, and word-of-mouth — and the efficiency of
customer knowledge management in public banks
in the UAE.

A straightforward linear regression analysis was
conducted to evaluate this relationship, as out-
lined in Table 3.

The regression analysis shows a clear and mean-
ingful positive relationship (p = 0.001) between so-
cial media marketing practices and CKM. A cor-
relation coefficient (R) of 0.812 signifies a strong
relationship, while the coeflicient of determina-
tion (R?) reveals that social media marketing ac-
counts for 65% of the variance in CKM outcomes.
These results strongly support the validity of HI.

To delve deeper into the association between vari-
ous social media dimensions — such as content, en-
gagement, aesthetics, customization, and word-of-
mouth - and their impact on customer knowledge
management (CKM) in UAE public banks, a step-
wise multiple regression analysis was performed.
Table 4 provides a summary of the findings.

The findings in Table 4 demonstrate a significant
positive association (p < 0.01) between social me-
dia practices and CKM, with a correlation coeffi-
cient (R) of 0.79, indicating a strong connection.
Furthermore, the coefficient of determination (R?)

Table 2. Trustworthiness and cohesion metrics for research variables

Study Dimensions

N items : Reliability Coefficient ;| Validity Coefficient

Social Media (Independent Variable)

Content 4 H o775 o 680
0.705 0.839

0800 o OB
0.902 0.949

0890 0993

L R 6%02
Banking Confidentiality Requirements (Moderator) 0.870 0.932

Customer Knowledge Management (Dependent Variable)

Customer Knowledge Management S L0770 0877 ..

Aggregate Dimensions (Independent, Moderating, Dependent) 38 0.818 0.903

Table 3. Findings of the simple linear regression analysis

Correlation Coefficient (R)

Coefficient of Determination (R?)

t-value Significance Level

0.812

0.659

19.770 0.001

http://dx.doi.org/10.21511/bbs.20(1).2025.01
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Table 4. Relationship between social media dimensions and CKM

No. |  Dimensions of Social Media Correlation Coefficient (R) Coefficient of Determination (R?)
1 i Content 6592
2 Engagement 0.456
3 Aesthetics 0.651
A Customization 0.766
5 { Word-of-mouth 0.697
ooy

: F-test Value

of 0.62 indicates that social media dimensions to-
gether account for 62% of the variation in CKM
outcomes. The findings confirm the strength of
H1, emphasizing that social media usage greatly
improves the effectiveness of CKM in public banks.

Testing H2: The successful application of social me-
dia marketing strategies in UAE public banks is no-
tably impacted by compliance with banking confi-
dentiality standards.

A simple linear regression analysis was conduct-
ed to investigate how banking confidentiality re-
quirements influence social media marketing
practices in UAE public banks. Table 5 presents
the findings of this analysis.

The findings shown in Table 5 demonstrate a sta-
tistically significant positive relationship (p =
0.000) between banking confidentiality require-
ments and social media marketing efforts. A cor-
relation coeflicient (R) of 0.72 indicates a moder-
ate relationship, and a coefficient of determination
(R?) of 0.52 shows that banking confidentiality
requirements explain 48% of the variation in so-
cial media marketing activities. These outcomes
affirm the hypothesis that adherence to banking
confidentiality significantly enhances the imple-
mentation of social media marketing strategies in
public banks, thereby supporting H2.

Table 5. Simple linear regression results for banking

Testing H3: Banking confidentiality requirements
significantly enhance the relationship between so-
cial media marketing practices and the effectiveness
of customer knowledge management within UAE
public banks.

A moderated regression analysis was conducted
to explore this moderating role. The outcomes are
outlined in Table 6.

As shown in Table 6, adding the interaction term
(SMM * Confidentiality) in Model 2 increased the R®
by 6.5% (AR? = 0.065), confirming the moderating
effect of banking confidentiality. The significant in-
teraction coefficient (f = 0.25, p < 0.01) indicates that
the relationship between SMM and CKM becomes
stronger when banks maintain high levels of confi-
dentiality. These findings support H3.

The findings suggest that UAE public banks must
focus on personalization and customer advocacy
through social media to maximize CKM effective-
ness. Customization emerged as the strongest pre-
dictor, indicating that tailored services significantly
enhance knowledge management efforts. However,
banks must complement these efforts with robust
confidentiality practices to build and maintain trust.

The moderating effect of confidentiality confirms
that customers are more likely to engage with

confidentiality and social media marketing

Correlation Coefficient (R) Coefficient of Determination (R?) . t-value Significance Level

0.725 0.525 15.580 0.000

Table 6. Moderated regression analysis
SMM *
Model RZ . AR? B (SMM): Confidentialit Bl : p-value
: : ;ﬁ( ); Bl Y) Confidentiality) P

Model 1: Without Interaction 0659 ¢ - 075%* & 0.45%* - <001
Model 2: With Interaction ©0.724 © 0.065 i 0.68** 0.38** 0.25%* <0.01

http://dx.doi.org/10.21511/bbs.20(1).2025.01



Table 7. Summary of hypothesis testing results
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Hypothesis Description R | R? ARZ | B Significance
Positive correlation between SMM dimensions and ;
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ . CKMeffectiveness R Mot RS N B o
o Banking conﬁdentlahty enhances the application of 0725 0.525 B B 0<0.01
e, oMM strategies B e B S A
Banking confidentiality moderates the relationship
H3 between SMM and CKM effectiveness 0.724 0.659 0.065 025 : p<001

banks on social media when they feel their data is
secure. This implies that banks should adopt a bal-
anced strategy - leveraging social media while en-
suring compliance with data privacy regulations -
to foster deeper customer engagement and better
knowledge management outcomes.

To provide a concise overview of the statistical
findings from the hypothesis testing, a summary
table (Table 7) has been created. This table out-
lines the key outcomes for each hypothesis, in-
cluding regression results and statistical signifi-
cance. It serves as a clear and accessible reference
for readers.

The findings summarized in Table 7 provide robust
support for the study’s hypotheses. Hypothesis H1
confirms a strong positive correlation between
SMM practices and CKM effectiveness, with SMM
dimensions accounting for 65.9% of the variance
in CKM outcomes. Hypothesis H2 demonstrates
that compliance with banking confidentiality sig-
nificantly improves the implementation of SMM
strategies, accounting for 52.5% of the variance.
Finally, Hypothesis H3 highlights the moderating
role of banking confidentiality, with the interac-
tion effect increasing the explained variance in
CKM by 6.5%. These results collectively empha-
size the importance of integrating social media
marketing with confidentiality measures to opti-
mize CKM in the UAE’s public banking sector.

Table 7 illustrates the statistical evidence support-
ing the hypotheses. The findings underline the ne-
cessity for public banks to balance their use of so-
cial media marketing with robust confidentiality
policies to enhance CKM and build customer trust.

4. DISCUSSION

This study provides critical insights into how
social media marketing (SMM) influences cus-
tomer knowledge management (CKM) with-

http://dx.doi.org/10.21511/bbs.20(1).2025.01

in UAE public banks, while underscoring the
role of banking confidentiality as a moderat-
ing factor. With its diverse components - such
as customization, content quality, and word-
of-mouth - SMM significantly contributes to
enhancing CKM by promoting customer en-
gagement and delivering tailored experienc-
es. The analysis revealed that SMM accounts
for 65.9% of the variability in CKM outcomes
(R? = 0.659). Among the dimensions explored,
customization emerged as the most impactful
(R? = 0.766), followed by word-of-mouth (R* =
0.697) and aesthetics (R* = 0.651). These results
highlight the growing necessity for personal-
ized customer services and advocacy in im-
proving CKM within the public banking sector.
Furthermore, the study underscores the impor-
tance of trust, demonstrating that banking con-
fidentiality strengthens the connection between
SMM and CKM, with robust privacy measures
enhancing the benefits derived from social me-
dia engagement.

The alignment of these findings with previous
research underscores the growing significance
of digital marketing and customer engagement
in the financial services industry. Latrach (2023)
demonstrated the importance of social media
in building strong customer relationships, and
Nashma and Abdul Qadir (2022) emphasized
that e-marketing contributes to competitive ad-
vantage. These parallels suggest that effective so-
cial media strategies not only enhance customer
engagement but also provide competitive lever-
age in a highly regulated industry such as bank-
ing. However, this study extends the literature
by focusing on the delicate trade-off between
customer engagement and data confidentiality,
a critical issue in public banking contexts. Prior
studies, such as Purtova (2011), focused primar-
ily on the role of privacy as a legal obligation,
whereas our findings reveal that privacy also
serves as an enabler of customer engagement by
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building trust. This distinction highlights the
need for a strategic balance between leverag-
ing social media to improve CKM and ensur-
ing compliance with confidentiality standards
to sustain customer trust.

The effectiveness of social media marketing in
enhancing CKM stems from multiple factors.
Customization plays a pivotal role, as custom-
ers increasingly seek personalized banking so-
lutions tailored to their specific needs and pref-
erences. Financial institutions that successfully
adapt their offerings are better positioned to
cultivate long-term relationships with custom-
ers, thereby fostering deeper knowledge ex-
changes. Word-of-mouth has also proven to be a
vital element, as it reflects the power of customer
advocacy in shaping perceptions and encourag-
ing active participation. Furthermore, aesthet-
ics significantly influences CKM effectiveness,
emphasizing the importance of visually appeal-
ing and well-designed content that aligns with
customer preferences. These insights suggest
that public banks in the UAE should focus on
integrating personalization, advocacy, and aes-
thetic elements into their social media strategies
to enhance CKM and achieve greater customer
satisfaction.

This study emphasizes the essential importance
of confidentiality in maximizing the effective-
ness of social media marketing. Customers are

more inclined to interact with banks when they
trust that their data is securely protected. The
moderating role of confidentiality aligns with
prior research, such as Paschen et al. (2019),
which underscores the importance of trust in
building stronger customer relationships in
digital environments. This study further dem-
onstrates that banking confidentiality not only
safeguards sensitive information but also am-
plifies the effectiveness of social media engage-
ment in driving CKM. These findings highlight
the value of compliance with privacy regula-
tions as a strategic advantage, fostering in-
creased customer involvement and knowledge-
sharing activities.

The implementation of social media strategies
in the banking industry presents several chal-
lenges. Adhering to regulatory confidentiality
requirements can limit the breadth of social
media campaigns and constrain certain CKM
initiatives. Public banks must carefully navigate
the intricate landscape of privacy laws to ensure
that their strategies remain effective and com-
pliant with legal standards. Moreover, cultural
nuances specific to the UAE may shape custom-
er interactions on social media, potentially re-
stricting the applicability of the findings to oth-
er regions. These challenges emphasize the need
for public banks to continuously refine their
marketing approaches to meet evolving custom-
er needs and adhere to regulatory requirements.

CONCLUSION

This study aims to examine the impact of social media marketing (SMM) dimensions on customer
knowledge management (CKM) in UAE public banks, with a focus on the moderating role of banking
confidentiality.

The results confirm that SMM significantly improves CKM, with customization identified as the
most influential factor. Banks that prioritize personalized interactions and customer advocacy
through social media experience better knowledge management outcomes. Additionally, the study
demonstrates that confidentiality amplifies the positive effect of SMM on CKM, highlighting that
data privacy is not just a compliance requirement but also a critical enabler of customer engage-
ment. Considering these findings, it is evident that UAE public banks should embrace a balanced
strategy that integrates social media to strengthen customer relationships while maintaining strin-
gent confidentiality measures. Trust and data privacy are critical components of personalized mar-
keting strategies, which are essential for maximizing CKM effectiveness. By achieving this balance,
banks can improve customer satisfaction, foster deeper engagement, and drive sustainable growth
in a progressively digital landscape.

8 http://dx.doi.org/10.21511/bbs.20(1).2025.01
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