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ABSTRACT

Social Customer Relationships Management (CRM) is a current business trend providing new
channels of two-way communication with customers through social media sites, such as Facebook,
Twitter etc. Social CRM enables companies to interact in an easy and contemporary way directly
with customers as well as to track customer interactions and their social influence. In this paper we
examine the importance of CRM, e-CRM and Social CRM for businesses. We provide perspectives
on objectives and types of CRM, the working cycle of CRM, the stages of a CRM Strategy and
technology tools that are used in CRM. Social CRM is in particularly analyzed, since this new trend
requires active engagement by customers and other stakeholders. The engagement process is
essential to successful Social CRM and to successful social business practices. Finally, we describe
experiences from three family businesses that introduced Social CRM as a result of a project
carried out as an assignment in the ‘Social Media Networking’ module of the MSc course in ‘Web
Intelligence’ at the Department of Informatics of Alexander Technological Educational Institute of
Thessaloniki. The assignment of the groups was to create a Social CRM Strategy in collaboration
with a company. This study is a follow-up of the outcome of the projects carried out in the autumn
semester 2014 and 2015. The results show that all three companies consider that Social CRM is an
excellent tool for obtaining real time valuable data about customers and a cheap way to reach
them.
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INTRODUCTION

Customer Relationship Management (CRM) is a process that companies use in order to improve
business relationships with customers. Companies do this by using strategies and technologies to
manage and analyse customer interactions, as well as data, throughout the customer lifecycle
(Rouse, 2014). Their aims are to acquire, retain and increase customers. However, the main goal of
CRM is to increase customer loyalty and in turn to improve business profitability.

Objectives and Types of CRM

CRM sets specific objectives, namely to include improvements regarding customer satisfaction and
business sales enhancement. It can be divided into four basic types, based on characteristics. These
are Strategic CRM, Operational CRM, Analytical CRM and Collaborative CRM (Tutorialpoint,
2014). Strategic CRM is a type of CRM, in which companies collect information about customers
and market trends, in order to offer a better proposition to the customer. Operational CRM is
focusing on the customer and includes business processes, such as services, marketing and sales.
The following automations are included in Operational CRM: Sales Force Automation, Marketing
Automation, and Service Automation Sales. Force Automation automates crucial sales of the
company and the administrative functions of the sales force team. Marketing Automation automates
marketing processes, such as customer segmentation and Customer Data Integration (CDI), which is
the process of consolidating and managing customer information from all available sources (Rouse,
2005). Service Automation Sales diagnose and resolve issues related to products. Analytical CRM
collects, stores and captures data from customers. It also includes the following applications: Sales
Data (products, purchasing history), Financial Data (purchase history and credit score) and
Marketing Data (customer response rates to marketing campaigns). Finally, in Collaborative CRM
companies provide help to customers by sharing any information collected from interactions.

CRM strategies and Technology Tools

A successful CRM Strategy contains three fundamental areas: “who your customers are” meaning
that it is necessary for a company to understand what kind of relationships it has to build with
each customer, “How both parties obtain value from the relationship™, pointing to a conclusion
that both sides must obtain benefits or else a different strategy is needed, “Systems and software
are only as effective as the strategy behind them”, focusing on the importance of improving
relationships through communications. As for the technology tools for Customer Retention,
companies use tools such as Data Warehousing (DW), Data Mining, Database Queries and On Line
Analytical Processing (OLAP). Data Warehouses are huge repositories of customer related data,
accepted from various databases. Data Mining is a process of extracting patterns from large data
sets, by using certain methods, in order to effectively collect these data sets for analysis and
forecasting. By using Database Queries companies can access, modify and manage the databases
through Structured Query Language (SQL) commands. OLAP is a known process of
multidimensional analysis of elements which offers advanced abilities to the information analysis of
a Data Warehouse.

1. FROM CRM TO e-CRM AND SOCIAL CRM

The first-generation applications of CRM appeared in 1980s in the form of Customer Information
System (CIS). They were single function solutions designed to support a specific set of employees
(Du, 2013). Nowadays with the evolution of technology a web-based CRM, called e-CRM, uses
internet based technologies, such as forums, websites and emails to achieve CRM objectives
(Technopedia, 2017). In other words, companies can interact with customers by using the internet.
The main challenge of e-CRM is to offer successful communication and information regarding the
topic of interest, in order to cover the particular needs of the customer. The internet provides a
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simple and ideal method, where customers can get answers they seek for, using sections for
Frequently Asked Questions (FAQ), forums or chat rooms.

In addition to e-CRM there is also another new trend of CRM, called Social CRM. Social CRM is a
customer relationship management process that provides communication through social media sites,
such as Facebook and Twitter (Rouse, 2010). A business can create a particular page, usually called
fan page, for the company in different social media sites, to quickly get information about users,
who are interested in their products. In response to customer comments, a business can reply
quickly to their questions, potential negative feedbacks, or product problems either by posting new
comments, or by communicating with personal messages. By using Social CRM, companies can get
higher reputation through offering the best possible solutions and suitable products to customers.
According to a survey conducted by IBM in October 2010 (Davis, 2011), nearly 80% of companies
have a social media presence and most use social media for Customer Relationship Management
purposes. The results of this survey shows us that Social CRM is a very important tool for business.
In the following sections, we provide information about the usefulness and the challenges of CRM,
eCRM and Social CRM.

1.1 The Working Cycle of CRM

Every CRM model contains a working cycle in companies that is oriented to the customer. The
CRM model contains phases, which are followed by the business in order to achieve its goals. The
following figure introduces the flow of the current model (Marketing Teacher, 2017).
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Figure 1: CRM model (Marketing Teacher, 2017).

1. Customer Acquisition — This is the process to attract a customer and convince him of making
his first purchase.

Growth — Companies focus on increasing the number of their customers through market
orientation, innovative Information Technology (IT), such as the use of physical devices to create,
store, secure all forms of electronic data, and value creation.

2. Customer Retention — Customers return to the company and buy again. It is anticipated that
they purchase a similar product or service.

Growth — Through market orientation, innovative IT and value creation, companies focus on
increasing the number of their customers who will purchase from them regularly.

3. Customer Extension — Customers are regularly returning to purchase from the company. This
time they have been informed about new products or services that may not be related to their
original purchase. The main purpose on this stage is to retain them as customers for extended
products or services.
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Growth — Through market orientation, innovative IT and value creation, the company focuses on
increasing the number of their customers who purchase additional or supplementary products and
Services.

1.2 The Stages of a CRM Strategy

Preparing and implementing an adequate strategy for achieving desired result takes time. The
following stages are used to build successful relationships with consumers (Sharp, 2003).

1. Interacting - In this stage, a dialog is been established between the customer and the
organization. The discussion is referring to a series of interactions (eg. product in- information,
product complaints) and transactions (eg. product order, service request).

2. Analyzing - Meaning that it is necessary to apply marketing practices (e.g. meeting the needs
of customers, setting the accurate price) in order to create interactions that build valued
relationships.

3. Learning - The purpose of this stage is about learning and to apply the information gained from
analyzing customer behavior in order to create interactions between the customer and the
organization.

4. Planning - The last stage is about planning the best possible market strategies and plans to meet
the requirements of each customer, who is related with the particular organization.

The above steps are crucial for implementing a successful strategy, because today’s consumers are
much better informed, better educated and more demanding regarding the products and services that
they require.

2. TYPES OF CRM

Customer Relationship Management software is being used by businesses, to guide them into an
effective communication with their customers. Thus, the main purpose of a CRM application, is to
help an organization understand the needs and behaviors of its customers and provide them better
quality of service. There are four types of CRM applications: Strategic, Collaborative, Operational
and Analytical to perform all these activities (Johnson, 2002).

Figure 2 shows the different CRM types and the relationship between them.
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Figure 2: CRM types and their uses (adopted from Johnson, 2002)

Strategic CRM is focused on winning and retaining customers by creating and delivering better
value propositions than competitors. The method is performed through capturing and collecting
candidate data and market trends. As soon as the company completes the information analysis, it is
able to adapt to customer requirements. The organizations will be in a better position to recognize
the buying behavior of the customers and offer them better proposals.

Collaborative CRM is responsible for gathering data through various channels (fax, phone, web,
e-mail) of communication of the enterprise with the customer. It can benefit the services of a
company, because it manages the data in a way that facilitates interactions with customers.
Collaborative CRM employs new communication systems, such as web forums, Voice over Internet
Protocol (VolIP), and chat rooms. Thus, valuable information can be shared between companies and
their business partners or customers.

Operational CRM refers to direct interaction between the customer and the company. Those
interactions can be face-to-face, through websites, or calling centers. Operational CRM includes the
following automations: Sales Force Automation, Marketing Automation and Service Automation.
Sales Force Automation (SFA) was the original form of operational CRM.SFA is the application of
technology to manage selling activities. It automates nearly a great amount of industry’s sales and
the administrative functions of sales force. For example, it is able to automate accounts
management, contacts management, quote management sales management, monitor customer needs
and their buying behaviors, as well as demographics. SFA tools are designed to improve sales
productivity. Marketing Automation (MA) applies technology to marketing processes. It provides
information about the external operational environment of an industry, including competitors and
market trends. The intention of MA applications are meant to improve marketing’s campaign
profitability. This particular CRM software is well known as “front office” solution, due to its direct
activity with the customer. Service Automation (SA) automates services requests, complaints,
product  returns and information requests. There are multiple communication channels (web,
telephone, fax, face to face) to diagnose and solve product issues. SA is also capable of using
Computer Telephony Integration (CTI), to provide advanced solutions.

Analytical CRM analyzes the information that was captured through Operational CRM in order to
segment customers and enhance both customer and company value. The data is stored to
repositories and categorized into sales (purchase history), financial (payment history, credit score),
marketing (campaign response, loyalty scheme data) and service data. Analytical CRM helps
companies to apply the best possible selling approach between customer groups. The interaction
among high value customers, may be completed by “face to face” selling. As for the low value
customers, they will probably be contacted by tele sales.

2.1  Thee-CRM process

Many companies, due to internet’s vital role on business life, apply eCRM, to reduce customer-
service costs, tighten customer relationships and most important, further personalize marketing
messages and enable mass customization (Namchul, 2005). The challenge of Ecrm is focused on
specific information and communication about a product or a service that fits customer needs. It can
be defined as an application which uses internet based technologies to achieve CRM objectives. The
purpose is to retain customers and increase their loyalty to the organization. As we implement
eCRM process, three steps in the life cycle is proposed (Buttle, 2010):

1. Data collection: Refers to the information regarding customer preferences. Data is collected via
websites, social media, emails and questionnaires.
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2. Data aggregation: A technique that companies use to filter and analyze customer needs, in order
to realize requests of customers.
3. Customer interaction: Companies provide specific feedbacks, to fulfil customer needs.

International Journal of Entrepreneurial Knowledge

3 DIFFERENCES BETWEEN e-CRM AND CRM

An adequate method to succeed in Customer Relationships would be to integrate existing CRM
processes with e-CRM applications (Pan and Lee, 2003). In order to apply this particular procedure,
we need to understand the variances between CRM and eCRM. The traditional CRM model focuses
on marketing sales, service support and customer interaction, through the integration of people and
technology. As for the electronic version, it expands the techniques of CRM, through electronic
channels, combining them with e-business applications for the implementation of the strategy.
Figure 3 shows the main differences between e-CRM and CRM.

Customer 'Ac‘:nui%srﬁe?,f Customer
Data o Service
Characteristics
Data Warehouse | | Transaction Analysis | | Target Marketing
CRM - Customer Information | |- Customer Profile - Static Service
- Transaction History - Past Transaction History - One-way Service
- Products Information - Time and Space Limit
Web-house Transaction Analysis | | 1:1 Marketing
- Customer Information | |- Customer Profile - Real Time Service
- Transaction History - Past Transaction History - Two-way Service
e-CRM | | products Information Activity Analysis - At Any Time
- Click Stream _ - Exploratory Activities - From Anywhere
- Contents Information (Na\/igation’ Shopping Cart’
shopping pattern etc.)

Figure 3: CMR in comparison to e-CRM
(adapted from Harrigan and Choudhury, 2010)

From figure 3 we conclude that CRM is offers many strategies into the area of business, but e-CRM
offers possibilities to analyzing customer data and customer characteristics to a greater extent.
Customer activities are captured through web-sites and social media. Another important difference
is that e-CRM offers real time and two-way services at anytime from anywhere.

4 SOCIAL CRM

Social media, such as Facebook, Twitter, LinkedIn, YouTube, Google (+ and Analytics) etc. have
become an integral part of modern society, and they have completely changed the way we
communicate, share and co-create information. More and more businesses tend to use social media
in order to advertise their brand and their products and also to achieve better communication with
the consumers. (Siakas et al., 2014a). Social media has created new scope for CRM (Pan and Lee,
2003). Social CRM accounts for a new generation of enlightened customers. It is a business strategy
supported by a technology platform and social characteristics, in order to provide beneficial value in
a trusted business environment. Social Media Technologies are used to provide real time
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communications between customers and businesses (van Bruggen et al., 2010; Verhoef et al., 2010).
This new approach of CRM uses social media to interact with customers. It requires strong
relationships and conversations and is based on a customer engagement model depicted in figure 4.
The main steps in the customer engagement model of Social CRM, include the following concepts:
Customer Relationship Orientation, Relational Information Processes and Social CRM Technology
Adoption. The concept of customer relationship orientation focuses on the implementation of a
strategy for better understanding customer needs, through the development of close personal
relationships, interactions and social exchanges (Chen and Ching, 2007). When a company gathers
the required information Relational Information Processes takes place. Four dimensions of
relational information processes have been reported by Harrigan and Choudhury (2012), namely
information capture, information integration, information access, and information use. Information
capture involves the gathering of information from users’ posts in different social media, such as
Facebook, LinkedIn, Twitter etc. Information integration requires the integration of customer
information from all interactions to advance into a conclusion about each customer relationship.
Information access to customer information is used by employees and strategic marketing decision
makers (Chen and Ching, 2007). Finally the CRM Technology Adoption ‘actually refers to the
acceptance on part of the businesses for the collection, integration, and analysis of customer data,
and subsequent communication with customers’ (Jayachandran et al. 2005). This collection and
analysis of the data is acquired by social media technology tools or web applications. Harrigan and
Choudhury (2012) propose that the outcome from Social CRM implementation along with the
customer engagement model and the technologies in social media leads to increased trust, brand
loyalty, co-creation and empowerment.

Customer Engagement in Social CRM
Communication Engaging in Managing Mobile
With Online Customer Online Technology
Customers Communication Customers Usage
jm————- I ------- i Y | Trust
. . Relational
I Perceived : Information Brand
Ease of i ran
Customer | | "~ Allitudes | —> procacqeg » loyalty
. . 1 se towards use | 1
Relationship [ : 7
Orientation : v of Social | | C
1 . O-
I | Perceived CRM ] Social 5 operation
I' | Usefulness | CRM
! | Adoption
R It b T e a Empower-
ment

Figure 4: The Conceptual Model for Customer Engagement in Social CRM (adopted from
Harrigan and Choudhury (2012))

Figure 4 proposes that customer engagement in Social CRM is achieved through customer
relationships orientation, communication with customers and management of online customers
through social media, mobile technologies and web-site usage. Customer Relationship Orientation
includes dimensions such as perceived ease of use, perceived usefulness and attitudes towards use
of Social CRM. In a study by Siakas et al. (2017) in students’ perception of using social media in
education it was found that other factors important for social media adoption were infrastructure for
using social media, social influence and experience of using social media were important factors for
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social media adoption. It is likely that these factors also influence the readiness and attitude of
customers towards Social CRM. The relational information processes include analysis of customer
characteristics through customer transactions and activity analysis. The model suggests that the
final outcome creates increased levels of trust, loyalty, co-creation and customer empowerment.

Companies aiming to use Social CRM need to be aware of the target group characteristics regarding

degree of social media access. Figure 1 shows the S-curve, which is important for understanding
when Social CRM is most efficient.
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Figure 5. Take-up of New Technologies (Rogers, 1962; Fisher and Pry, 1971)

With successive groups of consumers adopting a new technology (shown in blue), its market share
(yellow) will eventually reach the saturation level. In mathematics the S curve is known as the
logistic function (Rogers, 1962; Fisher and Pry, 1971).

Social Media is characterized as the power of Word of Mouth accomplished through a bottom-up
approach and crowd-sourcing (Siakas et al., 2014a; 2014b). Engagement in the Social Media means
that customers or stakeholders become active participants rather than viewers. Participants engage
in all forms of social discourse by acting together to equalize the market positions of manufacturers,
suppliers, business and organizational leaders, customers and stakeholders in general. The
engagement process is essential to successful Social CRM and to successful social business
practices (Evans and McKee, 2010). The choice of suitable Social Media Networks, such as
Facebook, Twitter, blogs, Wikis, newsletters etc., is important for obtaining expected results
according to the marketing strategy. For example, targeted marketing is based on the characteristics
of the target group we like to reach and the social media network should be chosen based on
characteristics of the users of the Social Media (interests, age, gender etc.). Social Media Marketing
is also called Word-of-mouth marketing or Viral Marketing, because it utilizes the nature of the
social networks and the engagement of the participants. It spreads and diffuses the context in a new
manner by involving the target groups unconsciously through competitions, comments (posts),
ratings and interactions in general.

Regular users of social media, consider it a great place to find others working in the field, to share
and build on information, rather than multiple users reinventing the wheel. With an increased focus
on authenticity, trust and relationships are built through regular interaction, whether that is with new
external contacts, or for internal communications. Users become adept at adapting to each new
system.
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5. THE CASE STUDY

Three small Greek family businesses were accordingly introduced to a suitable Social CRM
strategy created by three respective groups of MSc students. Each group consisted of 3-4 students
enrolled in the ‘Social Media Networking” module’ at the MSc Programme in ‘Web Intelligence’ at
the Department of Informatics of Alexander Technological Educational Institute of Thessaloniki.
The assignment of the groups was to create a Social CRM Strategy in collaboration with a
company. The aims were also to help the companies implement the strategy suitable to the company
aims and to create measures of the outcomes. The task included the following steps:

. Creation of a Social Media Vision: Determination of desired state.

. Formation of a Social Media Strategy: Identification of target group and differentiating
activities.

. Establishment of Aims and Objectives: Identification of core competencies (differentiation
from competitors).

. Determination of how to measure strategic success: Determination of Key Process
Indicators (KPIs) and targets.

. Development of an Action Plan: Assignment of roles and responsibilities, content creation
and process definition.

. Follow-up and continuous improvement.

In practice this meant that the InCISIV framework that had been developed under the auspices of
the VALO? project was implemented. The InCISIV framework facilitates the study of the
relationships between Innovation, Communication and Valorization (actions of dissemination and
exploitation) (Siakas and Georgiadou, 2012).

Commmunicate Implement

)d : fPl

Innovate '
Valorise Improve

Figure 6: The InCISIV framework (Siakas and Georgiadou, 2012)

Sustain

In the InCISIV framework the Deming Plan-Do-Check-Act Cycle, also called PDCA cycle
(Deming, 1986) is embedded in the process quality model in an effort to focus project managers,
project teams as well as evaluators to identify, plan, monitor, evaluate and improve their
valorization of projects, activities and innovation. In our case study Social Media was used as a
tool for valorization. The framework is depicted in figure 6 and shows two cycles which interact at
every stage, delivering outputs incrementally. InCISIV allows for agile responses to change,

! http://www.it.teithe.gr/masters/mscsemesters
2 www.valo.teithe.gr
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planning the quality strategy, continuous reviewing and evaluation of project progress and quality
of deliverables as well as improvement suggestions.

At each stage activities are planned, carried out, outputs are evaluated and processes improved. The
quality of outputs is thus continuously monitored, and sustainability is improved. As shown in the
InCISIV framework every stage goes through the PDCA cycle and slowly the journey approaches
its ultimate goal via different levels that have different characteristics (Siakas and Georgiadou,
2012).

The first step, the Innovation stage, comprised the new innovative way of communicating the core
competencies to potential stakeholders (the target group) through the implementation of the social
media strategy. Valorization is a continuous process that starts in the early stages of a lifecycle of a
project and/or a product and is continuously improved according to the feedback from the target
group/potential stakeholders for increased sustainability. The Social Media strategy and the
embedded PDCA cycle helped to identify, plan, monitor, evaluate, improve and manage the
valorization through Social Media activities and core competences.

Three family businesses implemented the InCISIV Framework through a Social CRM strategy with
the help of the students.

5.1 Company 1: A very small hotel in Northern Greece

The family business hotel consists of 10 rooms with a fire-place and Jacuzzi in the rooms. The main
customers until now were Greek clients who wanted to discover the hot springs or the ski centers in
the surroundings of the hotel mainly during weekends. Most of the bookings were made through the
Internet. Since the hotel owner is a young person he was open to new innovative ways of reaching
the customers, in particular customers from abroad. Figure 7 shows the main areas of social media
use in a hotel.

Keep customers on your
site by enabling travel

planning on your site.
* Travel Guides
* Local Information Posts

* Photos
* Videos

GAIN
LOYALTY

Solve customer
problems by
using media
for customer * Offers
service. * Interactions
*« Q&A
* Problem
Resolution

Figure 7: Uses for social media in a hotel (source: logannathan.com.au)

Gaining customer loyalty is an important hotel objective. Satisfied customers tend to come back and
also tend to recommend the hotel to family and friends. The social media is an important mean for
word-of-mouth marketing and customer participation (comments, photos and ratings). The main
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social media means that were implemented are: Facebook, Twitter, Foursquare and Youtube, as
well as Trivago, Trip Advisor and Booking.

The first results of the implemented Social CRM were reported in Siakas et al. (2014b). The use of
social media increased the bookings with 7-8% in November 2014 compared to the previous year,
despite the drawback of the financial crises. The branding was identified to have improved; the new
customer base was identified to come mainly from abroad. The bookings were extended to week
days and Sunday evenings. Customers comments were positive and customer ratings at
Booking.com in March 2017 are 9,4/10. The owner is very satisfied with the results of the strategy
developed through the Social CRM in collaboration with the students.

5.2 Company 2: A very small ‘cold-cuts and cheese’ shop in Northern Greece

The cold-cuts and cheese shop in Northern Greece demonstrated a significant improvement in brand
name and customer comments and ratings after the implementation of the social media strategy
(Siakas et al., 2014b). The students together with the owner carried out a SWOT analysis
identifying the Strengths, Weaknesses, Opportunities and Threats. The Social Media Tools that
were used are blog, Google+, Facebook, Twitter (multiple options of interaction), Google maps-
places (interaction between customer and shop), as well as recipe competitions and campaigns
through Facebook and Google AdWords. The results were very promising with a big number of
visits in the blog, likes, posts and rating 4.8/5 (March 2017) in Facebook, as well as improved
branding and increased sales. The owner is enthusiastic about the results. The Facebook is the far
most popular social media used in particular by the younger generations, who ask for specific
ingredients from the recipes. This movement has created a search for new innovative products and
uses of existing products.

5.3 Company 3: A small medical center in Northern Greece

The third family business is a medical center for men and women, with innovative and specialized
units in the fields of In Vitro Fertilization (IVF), maternal-fetal medicine, genetics and molecular
biology. The center provides services and offers modern solutions to all kinds of infertility
problems. The main concern is a humane approach providing psychological support to couples,
combined with results, both in prevention and treatment. The center has around 20 members of
staff.

The owner of the medical center asked for collaboration with the students one year after having
seen a presentation of the student project from previous year. Two different groups of students
worked with the company in 2015 and proposed two different Social Media Strategies. In end of
2016 the company employed a Digital Marketing manager, who would also be responsible for the
presence of the company on Social Media.

5.4 Responses of the three companies to the interview questions

Table 1 shows the responses from the three companies to the interview questions.

Table 1: Responses to the interview questions by the three companies

Company-1 Company-2 Company-3
Do you apply the social | Yes, we to continue and Yes, we apply the social No
media strategy follow the strategy as media strategy proposed
proposed? planned. three years ago by the
students
Yes, there is a person who The owner manages himself | Digital Marketing manager

30



DE GRUYTER
OPEN

International Journal of Entrepreneurial Knowledge

Issue 1/2017, Volume 5

monitors the customer posts
and responds to their
messages.

the webpage and follows the
social media posts

started 3 months ago

regarding Social Media

business operators believe
that social media have an
important role in promoting
the business. Because of this
we continue to frequently
update the profile of the
enterprise in the various
instruments.

very positive regarding the
use of social networks and
actively participate in
creating own posts.

Frequency of following | Twice a week At least five times daily Daily
posts
Employee opinions The employees and the The store employees are Necessary

Customer opinions

Customer feedback is mostly
positive. If there is negative
criticism, we take this into
account in order to improve
our business. If we make a
change in the business, we
inform it in our profiles on
the various social networks
so that our customers will
know.

A positive acceptance by
customers, this savvy of
many likes and comments to
my posts.

Particularly positive

Have your customers
increased due to
presence of your
business at social
media?

What are the
advantages you can see
with using Social
CRM?

Our main advantage is the
new clientele. Customers
who visit us usually report
their opinions about our
company through the social
networks they participate in
and so their friends become
our new customers.
Customers have increased
and in most cases they are
friends of friends. New
clients usually book though
the booking.com website.

With the help of social
media we created a new
clientele mainly at younger
ages. Social media has the
advantage of image
presentation. | can upload
photos of my products in my
store and customers are
coming and asking to buy
the photos.

It is too early to say

Customer ages

The target group of the
company is 18+ years.
Customers participating in
social networks are usually
from 18-60 years.

Customers of all ages are
engaged in social media, but
most active ages are 25- 55
years old.

20 - 55 years old

Challenges/difficulties

There is a huge competition
in the region in the field. For
this reason, we strive to
become better and to show it
through Social Networks

I must give daily attention to
the posts, but it is now easier
and more affordable thanks
to smartphones.

hotel. Several times they
inform us that they have
learned about our hotel
through Facebook, booking,
Tripadvisor, etc.

we measure likes and
annotations on our posts

Most popular social Mainly Facebook and Certainly Facebook is the Facebook and Youtube
media tool? Tripadvisor most popular

How do you measure From the opinion of A long term goal is to Readability and increasing
success? customers who come to our | increase customers. Daily incidents

Future plans

Soon it will refresh our
profile and also add
"Pinterest".

We will continue our
presence on Facebook, but
we also plan to create
accounts on other social
media.

It is something new for us,
we will expand depending
on the needs of each time
period
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From table-1 we conclude that company-1 and company-2 implemented the social CRM proposed
by the students in 2014. Both companies are very satisfied with the outcomes and also plan to
extend their presence on social media in the future. Company-3 worked with the students on a
social media strategy one year later (in 2015). The company has not applied the social media
strategy proposed by the students, but instead recently employed a Digital Marketing manager, who
IS expected to actively promote the company through social media. The company already uses
Facebook and YouTube in its social media marketing.

When asking the interviewed companies about what advice they would give to other companies the
following advice was given ‘A social networking strategy can only make good for an enterprise,
provided the strategy is adjusted properly to the business and its needs. Social media is a
contemporary word-of mouth tool that helps the company to be advertised and improved (when
acting on negative comments) and this leads to increased profits .

6. CONCLUSIONS

This paper examined the importance of CRM, e-CRM and Social CRM for businesses. In particular
Social CRM, a new trend that requires active engagement by customers and other stakeholders, was
analyzed.

We described experiences from three family businesses that introduced Social CRM as a result of a
project carried out as an assignment in the ‘Social Media Networking” module of the MSc course in
‘Web Intelligence’ at the Department of Informatics of Alexander Technological Educational
Institute of Thessaloniki. The assignment of the groups was to create a Social CRM Strategy in
collaboration with a company.

The results showed that all three companies consider that the advantages for a company of the
appearance on social media are cost-related due to the free nature of their use and viral nature of
social media that increased the customer base. The disadvantages were related to the time that was
needed to monitor the traffic on the different social networks.
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