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ABSTRACT

The emergence of Social Customer Relationship Management in the shifting global business
landscapes has created a new era in the face of every business organizations. The emerging
market has no choice but to foster the use of technology with the aid of social media tools and
strategies. This has materialized significantly the proactive approach being applied by the
emerging markets, hence firms are getting the bigger chance of improving themselves the
way they interact with their customers. Business organizations which are leveraging
themselves to such drastic changes have found a gauge of determining the level of impact of
Social CRM adoption on factors and use cases. This research likewise assesses the impact of
Social Customer Relationship Management adoption on performance outcomes of the firms.
This study also examines the significant role of social customer insights. The formulated
statements of the problem and the proposed conceptual model have been the basic foundation
of coming up with the empirical findings and significant results. The results show that the
shifting global business organizations have presented a satisfactory impact on the adoption of
SCRM as perceived by the customers and emerging markets. Focusing on the firms’ activities
on sales and marketing functions, the use of social media technology and resources
extensively influence the way business organizations conduct and manage their relational
information processing capability.

Keywords: Social CRM, operational imperative, business landscape, emerging markets.
INTRODUCTION

By 2025, about 50 percent of the world’s largest companies will probably be based in
emerging markets, greatly shifting global business landscapes.

Emerging markets are altering everyplace and how the world exerts competitive dynamics.
For the last three decades, they have been a source of low-cost but increasingly skilled labor.
[1] Their fast-growing cities are packed with millions of new and gradually more flourishing
consumers, who offer a new growth market for global corporations at a time when much of
the urbanized world faces slower growth as an effect of aging. But the number of large
companies from the emerging world will mount, as well as, powerful wave of new-fangled
companies could profoundly alter long-established aggressive dynamics around the world,
according to a new report from the McKinsey Global Institute (MGI). Managing customer
satisfaction has never been convenient or more efficient. The need to integrate social media
and customer relationship management systems plays a vital role in business as it shifts to
global and that seamlessly integrates customer’s feedback from social media and other digital
channels into one unified and fully-responsive platform. It redefines the relationship between
the customers and companies thereby developing and strengthening competitive advantage to
the fullest.
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LITERATURE REVIEW

The related literature review for this study presents a background and importance of social
customer relationship management as an operational imperative in global shifting business
landscapes.

In this potion, the prevalent literature reviews in the field of social CRM are laid down. The
first review was on the utilization of Social CRM practices through life cycle phases of a
customer (acquisition, retention, expansion, win back) which has given the researcher a
positive feedback as it presents a good approach on the identified statement of the problems.
This has given the author a big chance to confirm and improve the study’s framework, which
provided a large and more varied examples should be used. [3] This review is supported by
that of the study about CRM with a central spotlight on the multiplicity of the channels
published by Awasthi and Sangle in 2012. [4] As one of the defined statements of the
problem, one of the purposes of this research is to provide recognize the extent of social
CRM including the intervening factors based on literature published between 2011 and 2016.
The authors’ published works concluded that the central idea and primary concern on
customer relationship management at various levels needs to be strategically aligned. The
authors also contested that the empirical support for the factors that affect technically the
platforms and issues has to be provided.

The third review on social CRM literature was specifically done on a presented paper in a
Conference on Information Systems in 2013 in Malaysia by Yawised, et al. (2013). Though
this review was staged on the comparison between two types of literature (i.e. scholars’ and
practitioners’), the main idea was gotten to involve a significant identification of future
research agenda in this study. [5] It has been argued by the authors that the general agreement
between the technical and non-technical issues pertains to that the social CRM is an extension
of traditional CRM and similarly aims to improve customer engagement. This is further
supported by the citing the differences that the scholarly literature is focused on the
theoretical concept of social CRM and the related specific issues which encourages the
practitioner to pay more attention on how to respond to new challenges and opportunities
offered by the emergence of social CRM.

A presented paper at the 26th Bled eConference by Lehmkuhl and Jung (2013) was the focus
of another literature review. This presented research paper provides an overview
comprehensive to the current knowledge base of social CRM and renders further research
directions. There are four sets of categories presented in these publications with various
emphasis on designing social CRM systems or component parts including processes,
organizational factors, social CRM framework, and relationship lifecycle. [6] As the concept
of social CRM is deemed novel, recent publications were considered. Though they
concluded that social CRM has limited scholarly publications and that future research should
empirically explore more social CRM adoption factors and outcomes.

The published work of Kipper, Jung, Lehmkuhl, Walther and Wieneke (2014) is another
cited literature review in addressing social CRM. The focus of the review is on the
performance measures for social customer relationship management. [7]  The study
recommends further research directions geared towards the development of social CRM
model on performance measurement.
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In this literature review, the researcher focused on the theories and research outcomes applied
in the papers analyzed. The primary purpose is to synthesize the identified issues central to
the statements of the problem stipulated. The review findings and conclusions are arranged
conceptually. The time period considered of literature materials cited is from 2010 to 2016
considering the popularity of the topic in the global business practice and the shifting
business landscapes and the emergence of new technologies issues.

METHODOLOGY

This chapter discusses the identified methodologies involved in this study. The detailed
information on the research design, participants, variables, data gathering and analysis
procedures, and statistics used are herein presented.

Research Design

This section presents the appropriate method that the researcher will employ in order to
achieve the objectives of the study.

This study uses the descriptive method of research. Moreover, the study will discuss the
results of the online survey research, web data analytics, and document analysis using the
research approach and their correlation to the outcomes of examining the impact of
performance outcomes, their analysis, measurements and evaluation, and finally, significantly
presents descriptively the overall findings and recommendations of the study that answered
the research problems stated thereon.

Participants/Respondents
This study will include two sets of respondents — customers and emerging business
organizations.

Procedures
In the course of facilitating the technical needs of the study, the following steps will be
undertaken.

Data Gathering. For statements of the problems 1 and 2, data gathering would constitute web
data analytics and document analysis using research approach, the procedure will commence
with the definition of review scope followed by the literature search for online databases and
conference proceedings. Then, duplicated publications and documents will be eliminated.
After which, investigation (data analysis) follows and document analysis will be conducted.
Figure 5 shows the adopted research approach:

Literature search
-

Himuatont Investigation of
Definition of | # Searchinonline dulicated and ) ; Examination of
. H title, abstract, Backward search ——
review scope databases non-relevant ) . identified papers
and introduction
L ) papers
' N\
Manual search
through

conference
proceedings

Figure 5: The Research Approach
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For statements of the problems 3 and 4, a survey questionnaire will be used to gather data.
Two sets of survey questionnaire will be administered, one for the customers and one for the
emerging business organizations.

In this survey research component, the below stated 5-Point rating scale instrument will be
used for data collection to obtain customers’ perception and insights towards social
marketing, social CRM service and support, innovation, and collaboration, and experience.
For the emerging business organizations, an online survey questionnaire will be distributed to
obtain their perception on problems inherent to customers, social CRM factors, SCRM
strategies, and technology trends and social media.

Table 1: 5-Point Rating Scale

Score Range Description
1.00 - 1.80 Very satisfied
181 - 260 Satisfied
261 - 340 Moderately satisfied
341 - 420 Dissatisfied
421 - 5.00 Very Dissatisfied

RESULTS

This chapter presents the Result, Discussion and Implication of the study. This provides the
data and their details, the utilization of data and determination of results, and the description
of implications of the findings based on the theory and concepts applied.

Data Analysis, Findings and Results
In this section, the data are presented pertinent to the results as determined from the findings
of the study. It also statistically presents the findings in support to the problems of the study.

The following are the findings and result of this study:

In the first statement of the problem, “What is the extent of social customer relationship
management (SCRM) in the global shifting business landscapes?” the following are the
results:

The researcher focused on the research outcomes and theories applied in the analyzed papers.
The goal was to summarize and identify central issues, in an attempt to provide a neutral
perspective that involves exposing many sides to an issue. The findings and conclusions of
the review are conceptually arranged, which means that results with similar concepts were
grouped together (Cooper, 1988).

The considered time span of published publications was 2011 to 2017 due to the recent
popularity of the topic in academia and practice. The initial keyword search for papers was
performed in May 2017. Due to the focus on the entire chain of social CRM adoption
constituted by adoption factors, the extent of adoption and performance outcomes, the
researcher searched for papers containing the following keywords:
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A. “SCRM” or “Social CRM” or “Social Customer Relationship Management” or (“social
media” and “CRM”) or (“social media” and “customer relationship management”) or “extent
of customer relationship management”) or “adoption of SCRM” or “SCRM” and “‘Changing
Business Landscapes” and “CRM” or “SCRM”.

B. “SCRM” or “Social CRM” or “Social Customer Relationship Management” or (“social
media” and “CRM”) or (“social media” and “customer relationship management”) or “extent
of customer relationship management”) or “adoption of SCRM” or “SCRM” and “Changing
Global Business Landscapes” and “CRM” or “SCRM” and “Emerging Markets” or
“Emerging Global Businesses”.

The search results are summarized in Table 2 and Figure 7. The second and fourth columns
represent the number of articles found in the respective databases using the specific search
keyword. Then duplicated entries from the obtained lists were removed and non-relevant
papers eliminated from any further investigation. The articles were further evaluated by
reading the title, abstract, and introduction. The third and fifth columns represent the number
of articles that were identified relevant and selected to the investigate topic. While some
proceedings of the aforementioned conferences are not indexed in the journal databases, they
have been chosen for most relevance to the topic.

Table 2: Results of Document Analysis
Qualitative Assessment of Identified Papers on CRM/Social CRM

Keywords Search Backward Search
Database Keyword Total Evaluated | Total Evaluated
A B Publications Publications
Found | Selected | Found | Selected
EBSCO 31 5 59 4 9
Scopus 22 2 29 1
ProQuest 262 7 371 3 10
Index Copernicus International 25 0 34 1 1
Springer Science+ Business Media 17 3 32 1 4
JSTOR 42 0 54 2
Scientific Information Database 12 1 36 0
Google 389 6 477 9 15
Conferences - - - - 5
Sub-Total 50 10
Total Net Hits 60

Percentage Share of Evaluated Online Databases on the
Extent of Social CRM in Global Businesses

@ EBSCOhost

‘ 6% B Scopus

B ProQuest

@ Index Copernicus

1% 2% International
(] (]

Figure 6: Percentage Share of Evaluated Online Databases on the Extent of Social CRM in Global Businesses.
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Figure 8: Keyword Search Result Using Keyword B.
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Tabl= 2
Extent of Social Customer Eslationship hManagsment
To The Shifting Global Business Landscapas

(Swarts. et al. 2016) | The use of Social CEM as a mechanism to improve customer
engapement and satisfaction. It was found that construction firms
usad of social media to manags clisnt relationships, but to a
limnited extent dus to the complex nature of the builder—clisnt
ralationship and a lack of parcaived trusteorthiness.

(Harrigan, 1013) for SMEs, whare social media ara free tools that can be used to
foster engapsment between organization and consumer, and thus
social CEM (s-CEMT). The importance of a customer relationship
orisntation, uneover support and data issues around social madia
usa, promota the importance of customer engapameant in online
communitiss, and recognize the driving role of information
PIOCE55E5,

(Baird, at al, 2013) | Todawy's businesses are wigorously building social media
programs to do just this. Most customers do not engass with
companizas via social media simply to fzel connectad. Customers
are far more pragmatic. To successfully exploit the potential of
social media, companias nesd to desien experisncas that daliver
tangible walus in returm for customers’ time, attention,
sndorsement and data.

(Parasmis. 20121) Companiss nsed to smbrace this shift with a new strategv —
Social CEM, which recognizes that instsad of managing
customers, the role of the business is to facilitate collaborative
axperiences and diaslogue that gystomers valua.

(Hincheliff. 2013) Theaworld is using social networks and other social media-basad
servicas to stay in touch, communicats, and collaborate. Now Lay
aspects of the CEM procsss are being overhauled to raflect a
fundarmeantallv social world and expecting to s2e stellar growth in
the mnext wear. Leading organizations are becoming social
snterprises.

(Coltman. 2014) In todav’s competitive environment, companies nesd databasas
and softwrare to gain a deep understanding of customer neads and
bahavior. Yet, technology alone is insufficiant for success. What
sats relationship leaders apart from the rest is an ability to creats
the deaply-s2aded organizational changes raguirad to support the
opan sharing of customer information.

(Kslsienanam. et al, | The emergance of a low cost, high speed, global communication
2012) network and information procsssing metwork has snabled an
increasing number of firms basedin mors growing industrializad
market sconomiss to outs ource spacific elements of their CEL to
offshors vendors.
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(Tellls, 2017) The rapidly evolving shift in how wea communicats and connect
with =ach other requires companizs to rethink how thevw intaract
with eustomears. Social customer service is rapidly becoming tha
naw, critical channel to drive satisfaction and lowalter. Omur
collzapnes from TELUS Intasrnational call this activity “social
care” and it's definsd as the efforts smplovees maks through
social media to cars for customers.
(Diavrias, ot al, 2016) | CEM  leadars are continning to inwvest in digital CEW
technologias to drive growth and improve the customer
axparienca. A kev priority is market diffarantiation via new data
and analvtics tools that create consistent, contextualized customer
intaractions across all communications channals.
(Langlaw, 2013) The usz of CEM and mobils technologizs can also provids an
adwvantage for IPLs. This wear's survew ravaalad that 40% of
shippars indicatad that their bid processes place emphasis on
iPL s utilizing capabla CEM tachnologias.
(Trainor. 2012) CEMN-ralatad capabilitiess can be developsd through the
deplovment of IT and complamesntary resources: relational
information processing, customer linkine and marketing sensing,
collsborative sarvics apnd support, socisl selling and social
support. This concaptusal modsl can sarve as a starting point for
further ressarch in this area.
(Talwar, 2017) The Fortune 500 has bean revamped in the last decads with new
antrants from emerping aconomiss and disruptive start-ups. The
naw plavears have raplaced many oldar firms that failad to adapt to
a chanping world and hawve aithar been acquired, meresd, scalad
back or shut down. Businassas in eveary sector are besinning to
understand that thew nesd a clear and mesningful purpose and
mandatz for the dacads shead if thev are to atiract and retain
emplovass, customers and partners.

arp. ot al, | For a business, engaping customers and consumesers on social
2012 media raises a ranpe of oreanizational. leadership and cultural
considerations, requiring leadars to delve into questions such as:
"Who should be responsible for social medis stratesy and
planning™ How should semior leadership rachape itszlf in that
contaxt? What skills should exacutives he expectad to have in this
naw aps of transparsncy, and what cultural changss mav ba
raquirad? How much tims should I spend on social networks?

1. Social Customer Insights

Marketing Service and Innovation Collaboration Customer
Support Experience
-
b i i . i 5 14. 17. Seamless
i i Collaboration Customer
- Insights Experience
. _
- Y
15. 18. VIP
Enterprise Experience
Collaboration
—
16. Extended
Collaboration
S —
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The uses cases are grouped into seven categories comprising of customer insights, marketing,
sales, service and support, innovation, collaboration and customer experience:

1. These use cases which addresses insights serve as the foundational requirements for
all other activities. Each category of use case includes a range of reactive and proactive use
cases of social CRM in action.

a. Table 3 shows the uses cases technology maturity levels over market demand with the
given period.

Table 3: Use Cases Technology Maturity Index Over Market
Demand Index In Social CRM Adoption

Tech Maturity Index Market Demand Index
Vaporware 0 < 6 Months 5
Prototypes 1 6 - 12 Months 4
Early Adoption 2 12- 18 Months 3
Beta Ready 3 18-24 Months 2
Market Ready 4 24-32 Months 1
Critical Mass 5 > 32 Months 0

As shown in Table 4 and Figure 9, the use cases have been ranked according to technology

maturity and market demand indeces. The author has adopted Wang’s (2016) four categories
of nrinritizatinn of these 118e caces  Theee inchiide the fallowina-

Figure 8: Use Cases of Social CRM.

. Evangelizables. This category located in the upper right quadrant represents
technology maturity between beta ready technologies and those with critical mass and market
demand that is less than 16 months.

. Near Tipping Points. Located at the lower right quadrant, this category includes
technology maturity between beta ready technologies and those with critical mass and market
demand that is more than 16 months.

. Early Movers. This category found in the upper left quadrant represents technology
maturity between vaporware and beta ready technologies and market demand that is less than
16 months.

Marketing Factor N Minimum Maximum Sum Mean Std. Variance
Deviation

Statistic Statistic Statistic Statistic | Statistic | Std. Error Statistic Statistic
Q8 60 1 3 128.00 2.1333 0.0805 0.6235 0.3890
Q11 60 1 3 111.00 1.8500 0.0782 0.6058 0.3670
Q21 60 1 3 128.00 2.1333 0.0805 0.6235 0.3890
Q26 60 1 3 131.00 2.1833 0.0732 0.5672 0.3220
Q37 60 1 3 122.00 2.0333 0.0822 0.6369 0.4060
Valid N (listwise) 60
Mean 124.00 2.0666 0.0789 0.6114 0.3746
. Early Adoptions. This category located at the lower left quadrant comprises

technology maturity between vaporware and beta ready technologies and market demand that
is more than 16 months.
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Table 4: Ranking of Use Cases of Social CRM Adoption

No. Use Case Tech Maturity Index Market Demand Index
1 | Social Customer Insights 4.00 4.50
2 | Social Marketing Insights 4.00 4.00
3 | Rapid Social Marketing Response 3.10 2.50
4 | Social Campaign Tracking 1.00 1.00
5 | Social Event Management 2.50 1.00
6 | Social Sales Insights 2.65 3.33
7 | Rapid Social Sales Response 1.75 3.50
8 | Proactive Social Lead Generation 3.00 4.25
9 | Social Support Insights 4.25 4.75
10 | Rapid Social Response 4.00 4.75
11 | Peer-to-Peer Unpaid Armies 3.75 4.65
12 | Innovation Insights 1.25 0.75
13 | Crowdsourced R&D 3.50 2.00
14 | Collaboration Insights 2.00 2.00
15 | Enterprise Collaboration 4.75 3.50
16 | Extended Collaboration 4.00 2.25
17 | Seamless Customer Experience 2.25 2.25
18 | VIP Experience 2.50 3.00
pvont >-00 Rapid Social Resporae ® Socli:I.Sup?ort
. . sights
4.50 Earl fanth Lizs Social Customeér
512 400 ey I\110vers Proactive !.ead Insights
- Rapid Social S AR Social I\{Iarketin :
3.50 — i — Insights ® Enterprls,.e
S @ Ssocial Sales Insights Collaboration
§1§A‘§j3.00 @ VIP Eiiperience
a 550 Rapid Social Sales Evangilizers
E: ' Seamless S:TI ° © Response ‘ Extended
,251';;.4 2.00 +———¢Collabprationinsigh o Collaboration
Crowdsaguorced R&D
1.50
2432 4 Social Campaig Socicl Event
e OO Tracng 3 @ Innovation Insigh: analgement
0.50
ers20.00 Early Adoptions Near Tipping Points
0.00 1.00 2.00 3.00 4.00 5.00 6.00
Vaporware Prototvpes Earlv Adoption Beta Readv Market Readv Critical Mass

Figure 10: Market Readiness of Use Cases of Social CRM
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Table 5: Level of Impact on the Adoption of Social CRM
As Perceived by the Customers on Social Customer Insights

Social Customer N Minimum Maximum Sum Mean De\S/;[gfion Variance
Insights Factor o o . T T T T

Statistic Statistic Statistic Statistic Statistic | Std. Error Statistic Statistic
Marketing 60 1.00 3.00 124.00 | 2.0666 .07893 57711 .333
Sales 60 1.00 3.00 128.00 | 2.1646 .07948 .60693 .368
Service and Support 60 1.00 3.00 129.88 | 2.1833 .08306 .56723 .322
Innovation 60 1.00 3.00 124.00 | 2.1750 .08047 .60693 .368
Collaboration 60 1.00 3.00 131.00 | 2.1028 .07922 .65073 423
Customer Experience 60 1.00 3.00 129.75 2.1625 .07907 .65073 423
Mean 127.77 | 2.1425 0.0800 0.6099 0.3731

The following Table 6 shows the results of the level of impact on the adoption of Social
CRM as perceived by the customers on the factor social marketing with an average or mean
score of 2.07 or descriptively defined as “Satistfied”.

Table 6: Level of Impact on the Adoption of Social CRM
As Perceived by the Customers on the Factor Marketing

Marketing N Minimum | Maximum Sum Mean Std. Variance
Factor Deviation

Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Statistic
Q8 60 1 3 128.00 2.1333 0.0805 0.6235 0.3890
Q11 60 1 3 111.00 1.8500 0.0782 0.6058 0.3670
Q21 60 1 3 128.00 2.1333 0.0805 0.6235 0.3890
Q26 60 1 3 131.00 2.1833 0.0732 0.5672 0.3220
Q37 60 1 3 122.00 2.0333 0.0822 0.6369 0.4060
Valid N
(listwise) 60
Mean 124.00 2.0666 0.0789 0.6114 0.3746

The following table, Table 7 depicts the results of determining the level of impact on the
adoption of social CRM as perceived by the customers on the factor sales. The calculated
average or mean score is equal to 2.16 or is interpreted as “Satisfied”.

Progressive Academic Publishing

www.idpublications.or




International Journal of Academic Research and Reflection

Vol. 7, No. 2,2019
ISSN 2309-0405]

Table 7: Level of Impact on the Adoption of Social CRM

As Perceived by the Customers on the Factor Sales

N Minimum | Maximum Sum Mean Std. Variance
Deviation

Sales Factor | Statistic Statistic Statistic Statistic Statistic Std. Error | Statistic Statistic
Q3 60 1 3 128.00 2.1333 0.0769 0.5957 0.3550
Q4 60 1 3 129.00 2.1500 0.0745 0.5771 0.3330
Q6 60 1 3 135.00 2.2500 0.0737 0.5712 0.3260
Q7 60 1 3 124.00 2.0667 0.0819 0.6342 0.4020
Q17 60 1 3 127.00 2.1167 0.0792 0.6132 0.3760
Q20 60 1 3 139.00 2.3167 0.0840 0.6507 0.4230
Q22 60 1 3 129.00 2.1500 0.0817 0.6331 0.4010
Q35 60 1 3 128.00 2.1333 0.0839 0.6501 0.4230
Valid N
(listwise) 60
Mean 129.88 2.1646 0.0795 0.6157 0.3799

On the level of impact on the adoption of social CRM as perceived by the customers on the
factor service and support, the following results are shown in Table 8 which state that the

average or mean score is 2.12 or descriptively interpreted as “Satisfied”.

Table 8: Level of Impact on the Adoption of Social CRM
As Perceived by the Customers on the Factor Service and Support

Service N Minimum Maximum Sum Mean Std. Variance
and Deviation

Support

Factor Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Statistic
Q5 60 1 3 117.00 1.9500 0.0803 0.6223 0.3870
Q13 60 1 3 119.00 1.9833 0.0806 0.6241 0.3900
Q14 60 1 3 132.00 2.2000 0.0817 0.6325 0.4000
Q19 60 1 3 130.00 2.1667 0.0895 0.6930 0.4800
Q23 60 1 3 131.00 2.1833 0.0806 0.6241 0.3900
Q24 60 1 3 128.00 2.1333 0.0805 0.6235 0.3890
Q25 60 1 3 132.00 2.2000 0.0883 0.6840 0.4680
Valid N

(listwise) 60

Mean 127.00 2.1167 0.0831 0.6434 0.4149

The following Table 9 reflects the results of the determined level of impact on the adoption of
social CRM as perceived by the customers on the factor innovation which is an average or
mean score of 2.18 or is interpreted “Satisfied”.
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Table 9: Level of Impact on the Adoption of Social CRM
As Perceived by the Customers on the Factor Innovation

Innovation N Range Minimum | Maximum Mean Std. Variance
Factor Deviation

Statistic | Statistic Statistic Statistic | Statistic | Std. Error Statistic Statistic
Q10 60 2 1 3 2.1500 0.0817 0.6331 0.4010
Q29 60 2 1 3 2.1333 0.0805 0.6235 0.3890
Q32 60 2 1 3 2.2833 0.0792 0.6132 0.3760
Q39 60 2 1 3 2.1333 0.0805 0.6235 0.3890
Valid N
(listwise) 60
Mean 2.1750 0.0805 0.6233 0.3888

As shown in Table 10, the determined level of impact on the adoption of social CRM as
perceived by the customers on the factor customer experience is equal to an average or mean
score 2.10 or with an interpretation of “Satisfied”.

Table 10: Level of Impact on the Adoption of Social CRM
As Perceived by the Customers on the Factor Collaboration

Collaboration N Range | Minimum | Maximum Mean Std. Variance
Factor Deviation

Factor Statistic | Statistic Statistic Statistic Statistic | Std. Error Statistic Statistic
Q9 60 2 1 3 2.0833 0.0684 0.5302 0.2810
Q15 60 2 1 3 2.0500 0.0730 0.5652 0.3190
Q16 60 2 1 3 2.0500 0.0871 0.6746 0.4550
Q30 60 2 1 3 2.1000 0.0813 0.6298 0.3970
Q34 60 2 1 3 2.2000 0.0850 0.6587 0.4340
Q38 60 2 1 3 2.1333 0.0805 0.6235 0.3890
Valid N

(listwise) 60

Mean 2.1028 0.0792 0.6137 0.3792

On the level of impact on the adoption of Social CRM as perceived by the customers on the
factor customer experience, the following results in Table 11 shows that an average or mean
score of 2.16 or with an interpreted value of “Satisfied”.

Table 11 : Level of Impact on the Adoption of Social CRM
As Perceived by the Customers on the Factor Customer Experience

Customer N Minimum | Maximum Sum Mean Std. Deviation | Variance
Experience | Statistic | Statistic Statistic | Statistic | Statistic | Std. Error Statistic Statistic
Factor

Q1 60 1.00 3.00 129.00 2.1500 .07450 57711 .333
Q2 60 1.00 3.00 124,00 2.0667 .07835 .60693 .368
Q12 60 1.00 3.00 131.00 2.1833 .07323 .56723 .322
Q27 60 1.00 3.00 124,00 2.0667 .07835 .60693 .368
Q28 60 1.00 3.00 131.00 2.1833 .08401, .65073 423
Q31 60 1.00 3.00 131.00 2.1833 .08401, .65073 423
Q36 60 1.00 3.00 134.00 2.2333 .07653 .59280 .351]
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Q40 60 1.00 3.00 134.00 2.2333 .08359 .64746 419
Valid N 60

(listwise)

Mean 129.75  2.1625 0.0791 0.6125 0.3759

In the fourth statement of the problem “What is the level of impact on the adoption of social
customer relationship management on performance outcomes as perceived by the emerging
markets and changing global business organizations?”, the findings and results are the
following:

On the level of impact on the adoption of Social CRM as perceived by the emerging markets
and shifting global business organizations, the following performance outcomes factors are
considered: customer loyalty, new product performance, customer lifetime value, company
reputation, and peer-to-peer communication.

Firstly, on performance outcomes factor customer loyalty, the level of impact on the adoption
of Social CRM as perceived by the emerging markets and shifting global business
organizations is evidenced on the result found in Table 12. The determined average or mean

score is equal to 2.16 and is interpreted as “Satisfied”.

Table 12: Level of Impact on the Adoption of Social CRM on Customer Loyalty
As Perceived by the Emerging Markets and Shifting Global Business Organization
Table 13: Level of Impact on the Adoption of Social CRM on New Product Performance

Std.
N Range Minimum | Maximum Sum Mean Deviation | Variance
Customer Std.
Loyalty Statistic Statistic Statistic Statistic Statistic | Statistic Error Statistic Statistic
Q3 30 2.00 1.00 3.00 65.00 | 2.1667 .08419 46113 .213
Q16 30 2.00 1.00 3.00 67.00 | 2.2333 .11430 .62606 .392
Q18 30 2.00 1.00 3.00 64.00 | 2.1333 .09264 .50742 .257
Q20 30 2.00 1.00 3.00 63.00 | 2.1000 .10000 54772 .300
Valid N 30
(listwise)
Mean 64.75 | 2.1583 | 0.0978 |  0.5356 0.2905
As Perceived by the Emerging Markets and Shifting Global Business Organization
New Std.
Product N Range Minimum | Maximum Sum Mean Deviation | Variance
Performanc
e Statistic | Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Statistic
Q1 30 2.00 1.00 3.00 64.00 2.1333 .10431 57135 .326
Q9 30 2.00 1.00 3.00 65.00 2.1667 .09689 .53067 .282
Q11 30 2.00 1.00 3.00 66.00 2.2000 11142 .61026 372
Q12 30 2.00 1.00 3.00 62.00 2.0667 .09509 .52083 271
Q13 30 2.00 1.00 3.00 64.00 2.1333 12441 .68145 464
Q14 30 2.00 1.00 3.00 68.00 2.2667 .10649 .58329 .340
Valid N 30
(listwise)
Mean 64.83 2.1611 0.1064 0.5830 | 0.3427
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Secondly, on performance outcomes factor new product performance, the level of impact on
the adoption of Social CRM as perceived by the emerging markets and shifting global

business organizations is evidenced on the result found in Table 13. The determined average
or mean score is equal to 2.16 with an description of “Satisfied”.

Table 14 presents the results of determining level of impact on the adoption of Social CRM
on performance outcomes factor customer lifetime value as perceived by the emerging
markets and shifting global business organizations. The level of impact has an average or
mean score equal to 2.18 and is interpreted as “Satisfied”.

Table 14: Level of Impact on the Adoption of Social CRM on Customer Lifetime Value
As Perceived by the Emerging Markets and Shifting Global Business Organization

CL:iL:‘Ztt(i)rrr]:sr N Range Minimum | Maximum Sum Mean De\S/;[:fion Variance

Value Statistic | Statistic Statistic Statistic Statistic | Statistic | Std. Error | Statistic Statistic

Q4 30 2.00 1.00 3.00 59.00 1.9667 13116 .71840 .516
Q8 30 2.00 1.00 3.00 64.00 2.1333 .10431 57135 .326
Q15 30 2.00 1.00 3.00 66.00 2.2000 11142 .61026 372
Q17 30 2.00 1.00 3.00 68.00 2.2667 .12625 .69149 478
Q19 30 2.00 1.00 3.00 67.00 2.2333 .10376 .56832 .323
Q22 30 2.00 1.00 3.00 68.00 2.2667 .10649 .58329 .340
Valid N 30

(listwise)

Mean 65.33 2.1778 0.1139 0.6239 0.3927

The level of impact on the adoption of Social CRM on performance outcomes factor
company reputation as perceived by the emerging markets and shifting global business
organizations is found in Table 15. The determined average or mean score is equal to 2.18 or
descriptively defined as “Satisfied”.

Table 15: Level of Impact on the Adoption of Social CRM on Company Reputation
As Perceived by the Emerging Markets and Shifting Global Business Organization

Std.

N Range | Minimum | Maximum Sum Mean Deviation | Variance
Customer
Reputation | Statistic | Statistic | Statistic Statistic Statistic | Statistic | Std. Error | Statistic | Statistic
Q5 30 2.00 1.00 3.00 68.00 | 2.2667 .09509 .52083 271
Q21 30 2.00 1.00 3.00 63.00 | 2.1000 .11090 .60743 .369
Q23 30 2.00 1.00 3.00 63.00 | 2.1000 .11090 .60743 .369
Q25 30 2.00 1.00 3.00 67.00 | 2.2333 .11430 .62606 .392
Valid N 30
(listwise)
Mean 65.25 | 2.1750 0.1078 0.5904 | 0.3503

On the performance outcomes factor peer-to-peer communication, the level of impact on the
adoption of Social CRM as perceived by the emerging markets and shifting global business
organizations is presented in Table 16. The result shows an average or mean score of 2.08
and is interpreted as “Satisfied”.
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Table 16: Level of Impact on the Adoption of Social CRM on Peer-to-Peer Communication
As Perceived by the Emerging Markets and Shifting Global Business Organization

Std.

N Range | Minimum | Maximum Sum Mean Deviation | Variance
Peer-to-Peer
Communication | Statistic | Statistic | Statistic Statistic Statistic | Statistic | Std. Error Statistic Statistic
Q2 30 2.00 1.00 3.00 65.00 2.1667 .10810 .59209 .351
Q6 30 2.00 1.00 3.00 62.00 2.0667 .10649 .58329 .340
Q7 30 2.00 1.00 3.00 61.00 2.0333 11227 .61495 .378
Q10 30 2.00 1.00 3.00 61.00 2.0333 .12208 .66868 447
Q24 30 2.00 1.00 3.00 63.00 2.1000 .11090 .60743 .369
Valid N 30
(listwise)
Mean 62.40 2.080 0.112 0.613 0.377

Overall, on the level of impact on the adoption of Social CRM on performance outcomes
factors as perceived by the emerging markets and shifting global business organizations,
Table 17 shows an overall mean score of 2.15 or is interpreted as “Satisfied”.

Table 17: Overall Level of Impact on the Adoption of Social CRM on Performance
Outcomes As Perceived by the Emerging Markets and Shifting Global Business Organization

Overall Std.
Performance N Range Minimum | Maximum Sum Mean Deviation | Variance
Outcomes

Statistic Statistic Statistic Statistic Statistic | Statistic | Std. Error | Statistic Statistic
Customer Loyalty 30 2.00 1.00 3.00 64.75 | 2.1583 0.0978 0.5356 0.2905
New Product 30 2.00 1.00 3.00
Performance 64.83 | 2.1611 0.1064 0.5830 | 0.3427
Customer Lifetime 30 2.00 1.00 3.00
Value 65.33 | 2.1778 0.1139 0.6239 0.3927
Company 30 2.00 1.00 3.00
Reputation 65.25 | 2.1750 0.1078 | 0.5904 | 0.3503
Peer-to-Peer 30 2.00 1.00 3.00
Comnunication 62.40 | 2.0800 0.1120 0.6133 | 0.3770
Valid N (listwise) 30
Overall Mean 64.51 | 2.1504 0.1076 0.5892 | 0.3507

DISCUSSION

In the pursuit of seeking evidences on the extent of social customer relationship management
in the global shifting business landscapes, Swarts (2016) mentioned in his studies presented
in one international conference that Social CRM is used as a mechanism in improving
customer engagement and satisfaction in construction firms. It was known that these firms
use social media in managing their client relationships but because these type of growing
complex organizations have limited extent of dealing with their clients due to lack of
perceived trusts. Social CRM for small and medium enterprises ( SMES) uses these free tools
to foster engagement between organization and consumer according to Harrigan (2015). It
initiates an orientation for customer relationship and uncover support and data issues around
social media use and brings the significance of online communities relationships established
among customers and organizations that triggers an information process changes.
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Further, it was found out by Baird and colleagues (2013) that today’s business organizations
are vigorously developing programs using social media to do this. Most customers’
engagement with business organizations does not only happen through social media simply
because they feel connected but because they are more pragmatic. Hence, a social media
potentials successful exploitation happens when they in return yield tangible value for
customers’ data, attention, time, and endorsement designed by experiences. Parasnis (2012)
according to his findings states that companies have to embrace Social CRM as a new
strategy in managing customers by facilitating dialogue and collaborative experiences. The
same findings expressed by Hinchcliff (2013) about the use of social networks and other
social media-based services in keeping in touch and collaborating with customers. This leads
to the overhauling of key aspects of the social CRM process to expect a stellar growth among
emerging social enterprises in the next years. Kalaignanam (2012) supported this evident
findings explicitly revealing that the emergence of a high speed, low cost, global
communication network among emerging global businesses, this has enabled an increasing
number of firms in the changing business landscapes to outsource factors of their CRM to
business partners.

Coltman (2013) research findings state that in today’s changing business landscapes, social
enterprises need software and databases to build a deep understanding of customer needs and
behavior. Companies must stage an extensive organizational change necessary to augment
the open distribution of customer information. In the recent survey conducted by TelUs
(2017) results stipulate that fast evolving shift in how we connect and communicate with each
other requires business organizations to reassess how they do customer interaction.
According to it, what drives customer loyalty and satisfaction is driven by the channel social
customer service or the so-called “social care”. Davies (2016) and Langley (2015) findings
express that companies including third-party logistics (3PLs) which adopted digital, mobile
and social CRM continuously invest to the technology via data, web and analytics tools to
improve contextualized customer experience across media and communication channels and
ultimately drive growth.

Trainor (2012) relates his findings that CRM-related capabilities can be built using the
deployment of information technology and corresponding resources: relational information
processing, collaborative service and support, customer linking and marketing sensing, social
selling and social support. Talwar’s (2017) report stipulates that for emerging businesses to
attract customers and partners, they have to understand that they need an obvious and
significant purpose and direction. According to Baumgarten’s (2012) research findings, for
businesses, engaging customers and consumers on social media increases a range of
organizational, leadership and cultural considerations. Organizations in the emerging global
markets have adopted tactics and process tools of developing quality social, organizational
and professional networks and further leveraging them for customer retention and achieving
the goals of Social CRM, namely social engagement and social collaboration, adoption and
implementation of social customer relationship management?”, the results are the following:

The following are the factors considered in the adoption of social customer relationship
management:

Information Technology Infrastructure. IT architecture appears to be essential because
traditional CRM systems need to be integrated with social media tools with the purpose of

obtaining a complete representation of customer’s behavior. (Malthouse et al., 2013;
Woodcock et al., 2011)
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Employee Skills. The availability of adequate skilled professionals confirms to be a key
requirements towards adoption. (Askool & Nakata, 2012; Malthouse et al., 2013; Sigala,
2011; Woodcock et al., 2011)

Organizational Culture. An organizational business culture requires to persuade employees
to vigorously contribute and connect in social media that can influence adoption. (Harrigan
& Miles, 2014; Malthouse et al., 2013; Woodcock et al., 2011)

Perceived Benefits. The perception of the perceived benefits could be persuaded by the
suitable scale for measuring and managing the social value of customers and as a result
swayed adoption. (Askool & Nakata, 2012; Malthouse et al., 2013; Sigala, 2011; Woodcock
etal., 2011).

Management Support. The encouragement from the top management directing the use of
social media appears to have a huge influence on the adoption of CRM. (Askool & Nakata,
2012; Woodcock et al., 2011)

Social CRM Strategy. The level of customer engagement should be found out by an
organization to decide on the applicability of its social CRM strategy. This comprises
developing guidelines and policies on social CRM that can influence adoption. (Malthouse et
al., 2013; Sigala, 2011; Woodcock et al., 2011)

Social CRM represents the new picture of unsettling technologies and the interrelated
organizational requirements, processes and business models. Therefore, this research used a
multi-disciplinary approach.

In the findings on what are the use cases of social CRM, presented in Figure 8 is the eighteen
use cases of social CRM (Wang, 2012).

In the third statement of the problem “What is the level of impact on the adoption of social
customer relationship management as perceived by the customers?” and the level of impact
on the adoption of Social CRM on the factors as perceived by the changing business
organizations on , the findings and results are the following:

On the level of impact on the adoption of social CRM, the following are the factors
considered: Social customer insights, marketing, sales, service and support, innovation,
collaboration, and customer experience.

On the level of impact on the adoption of social CRM as perceived by the customers on the
factor social customer insights, the following results as shown in Table 5 states that the
average or mean score is 2.14 or is interpreted as “Satisfied”.

The researcher’s analysis of the different sources of information on the extent of social
customer relationship management through documents analysis and review including
literature research approach would show a greater extent on the initiation, adoption and
implementation of social CRM and social CRM solutions. The rendered results are
satisfactory enough to prove evidences of its adoption and implementation. The sample
probing in utilizing use cases, factors and performance outcomes literally and logically shows
factual evidences on SCRM adoption. Further, the analysis and results, taking into major
considerations the factors, uses cases and performance outcomes tools leads to the
determination of the level of impact of Social CRM adoption on use cases and factors which
include social customer insights, marketing, sales, service and support, innovation,
collaboration, and customer experience is perceived to be on the overall level satisfied. On
the other hand, as level of impact on Social CRM adoption on performance outcomes which
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are composed of customer loyalty, new product performance, customer lifetime value,
company reputation, and peer-to-peer communication is deemed to be satisfactory.

CONCLUSIONS

This section presents the ascertainment of research issues based on the result of study.

The results on the level of impact of social CRM adoption on use cases and factors and on
performance outcomes were used in the context of assessing and evaluating the impact of
social CRM adoption in general.

The emphasis of the study would have been impacted by the results and outcomes reinforce
the principle that self-evaluation is not an end in itself. It is worthwhile only if it leads to
adoption then to the implementation and solutions of social CRM as operational imperative in
the changing global business landscapes.

It is a way of determining the level of improvements and developments as far as addressing
issues and difficulties in dealing with customer relationship management with the primary aid
of using social media.

This study provides sets of factors and use cases and performance outcomes tools and further
determinants which could be very helpful in promoting the positive change that this kind of
technology has offered.

ACKNOWLEDGEMENTS

These sincere and heartfelt acknowledgments are meant for people who had contributed in
many ways to the completion of this research. Firstly, to my wife Babelyn and daughter
Dann Sofia for their inspiration and encouragement to the serious furtherance of research
study. To my mentors, Dr. Von and Dr. Marluna to see this research in its perfect condition.
Not forgetting, the other faculty members of AMAIUB, for the healthy comments,
suggestions, recommendations and support to my study. This dedication is also for those
respondents who shared their time and effort in answering and providing me their invaluable
data and information in the survey questionnaire The foremost of all goes to Almighty God,
the Jehovah Raffa who has given me my precious life, and in silent admiration of His Power
to see my life lay continuously ahead under your broadest realm of Guidance forever. To all
of you and to the rest who in one way or another have made this research an inspired and a
beautiful one, thank you very much.

REFERENCES
Journals

1. Chen, 1. J., & Popovich, K. (2013). Understanding customer relationship management
(CRM): People, process and technology. Business Process Management Journal, 9(5), 672—
688, http://doi.org/10.1108/14637150310496758 [Crossref].

2. Feizbakhsh, Ali Tavana, Fili, Saeed, et al., (2013). Theoretical Models of Customer
Relationship Management in Organizations: International Journal of Business and Behavioral
Sciences, Vol. 3, No.11; November 2013. [Crossref].

3. Sigala, M. (2011). eCRM 2.0 applications and trends: The use and perceptions of Greek
tourism firms of social networks and intelligence. Computers in Human Behavior, 27(2),
655-661, http://doi.org/10.1016/j.chb.2010.03.007 [Web of Science].

Progressive Academic Publishing

www.idpublications.org]


http://doi.org/10.1108/14637150310496758
https://doi.org/10.1108/14637150310496758
http://doi.org/10.1016/j.chb.2010.03.007
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&SrcApp=PARTNER_APP&SrcAuth=LinksAMR&KeyUT=WOS:000287622000006&DestLinkType=FullRecord&DestApp=ALL_WOS&UsrCustomerID=b7bc2757938ac7a7a821505f8243d9f3

International Journal of Academic Research and Reflection Vol. 7, No. 2, 2019
ISSN 2309-0405

4. Awasthi, P., & Sangle, P. S. (2012). Adoption of CRM technology in multichannel
environment: a review (2006-2010). Business Process Management Journal, 18(3), 445-471,
http://doi.org/10.1108/14637151211232641 [Crossref].

5. Yawised, K., Marshall, P., & Stockdale, R. (2013, April 23). Social CRM: A Review of
Academic and Practioner Literatures and Research Agendas. Malaysian Conference on
Information Systems MCIS2013. Retrieved from
http://ecite.utas.edu.au/84151/1/Social%20CRM_A%20Review%200f%20L iterature%20and
%20Research%20Agendas.pdf.

6. Lehmkuhl, T., & Jung, R. (2013). Towards Social CRM — Scoping the Concept and
Guiding Research. BLED 2013 Proceedings. Retrieved from
http://aisel.aisnet.org/bled2013/14.

7. Kupper, T., Jung, R., Lehmkuhl, T., Walther, S., & Wieneke, A. (2014). Performance
Measures for Social CRM: A Literature Review. In 27th Bled eConference: eEcosystems (pp.
125-139). Retrieved from https://domino.fov.uni-
mb.si/proceedings.nsf/0/400cee09cde2a24ec1257cee0042e351/$FILE/09 K%C3%BCpper_J
ung_Lehmkuhl_Walther_Wieneke.pdf.

8. Sussin, J. (2015). Top Use Cases and Benefits of Social for CRM in 2015. Retrieved from
http://www.gartner.com/document/2984019?ref=unauthreader#.

9. Acker, O., Grone, F., Akkad, F., Potscher, F., & Yazbek, R. (2011). Social CRM: How
Companies Can Link into the Social Web of Consumers. Journal of Direct, Data and Digital
Marketing Practice, 13(1), 3-10. Retrieved from http://papers.ssrn.com/abstract=1899459.
10. Askool, S., & Nakata, K. (2011). A conceptual model for acceptance of social CRM
systems based on a scoping study. Al & SOCIETY, 26(3), 205-220,
http://doi.org/10.1007/s00146-010-0311-5 [Crossref]

11. Askool, S., & Nakata, K. (2012). Investigation into the adoption intention of social CRM
in Saudi banks. In International Conference on Information Society (pp. 402-408). Retrieved
from http://www.deepdyve.com/Ip/institute-of-electrical-and-electronics-
engineers/investigation-into-the-adoption-intention-of-social-crm-in-saudi-banks-
etilmNcLca.

12. Baird, C. H., & Parasnis, G. (2011). From social media to Social CRM: reinventing the
customer relationship. Strategy & Leadership, 39(6), 27-34,
http://doi.org/10.1108/10878571111176600 [Crossref].

13. Choudhury, M. M., & Harrigan, P. (2014). CRM to social CRM: the integration of new
technologies into customer relationship management. Journal of Strategic Marketing, 22(2),
149-176, http://doi.org/10.1080/0965254X.2013.876069 [Crossref]

14. Faase, R., Helms, R., & Spruit, M. (2011). Web 2.0 in the CRM domain: defining social
CRM. International Journal of Electronic Customer Relationship Management, 5(1), 1,
http://doi.org/10.1504/1JECRM.2011.039797.

15. Harrigan, P. (2011). Conceptualising social CRM in SMEs. In Australian and New
Zealand Marketing Association Conference. Australian and New Zealand Marketing
Association Conference. Retrieved from
http://eprints.soton.ac.uk/185425/1/ANZMAC_Paper_2011.doc

16. Harrigan, P., & Miles, M. (2014). From e-CRM to s-CRM. Critical factors underpinning
the Social CRM activitiecs of SMEs. Small Enterprise Research, 21(1),
http://doi.org/10.5172/ser.v21i1.5496 [Crossref]

17. Baird, C. H., & Parasnis, G. (2011). From Social Media to Social Customer Relationship
Management. Strategy & Leadership, 39(5), 30-37.

18. Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing
customer relationships in the social media era: introducing the social CRM house. Journal of
Interactive Marketing, 27(4), 270-280.

Progressive Academic Publishing

www.idpublications.org]


http://doi.org/10.1108/14637151211232641
https://doi.org/10.1108/14637151211232641
http://ecite.utas.edu.au/84151/1/Social%20CRM_A%20Review%20of%20Literature%20and%20Research%20Agendas.pdf
http://ecite.utas.edu.au/84151/1/Social%20CRM_A%20Review%20of%20Literature%20and%20Research%20Agendas.pdf
http://aisel.aisnet.org/bled2013/14
https://domino.fov.uni-mb.si/proceedings.nsf/0/400cee09cde2a24ec1257cee0042e351/$FILE/09_K%C3%BCpper_Jung_Lehmkuhl_Walther_Wieneke.pdf
https://domino.fov.uni-mb.si/proceedings.nsf/0/400cee09cde2a24ec1257cee0042e351/$FILE/09_K%C3%BCpper_Jung_Lehmkuhl_Walther_Wieneke.pdf
https://domino.fov.uni-mb.si/proceedings.nsf/0/400cee09cde2a24ec1257cee0042e351/$FILE/09_K%C3%BCpper_Jung_Lehmkuhl_Walther_Wieneke.pdf
http://www.gartner.com/document/2984019?ref=unauthreader
http://papers.ssrn.com/abstract=1899459
http://doi.org/10.1007/s00146-010-0311-5
https://doi.org/10.1007/s00146-010-0311-5
http://www.deepdyve.com/lp/institute-of-electrical-and-electronics-engineers/investigation-into-the-adoption-intention-of-social-crm-in-saudi-banks-eti1mNcLca
http://www.deepdyve.com/lp/institute-of-electrical-and-electronics-engineers/investigation-into-the-adoption-intention-of-social-crm-in-saudi-banks-eti1mNcLca
http://www.deepdyve.com/lp/institute-of-electrical-and-electronics-engineers/investigation-into-the-adoption-intention-of-social-crm-in-saudi-banks-eti1mNcLca
http://doi.org/10.1108/10878571111176600
https://doi.org/10.1108/10878571111176600
http://doi.org/10.1080/0965254X.2013.876069
https://doi.org/10.1080/0965254X.2013.876069
http://doi.org/10.1504/IJECRM.2011.039797
http://eprints.soton.ac.uk/185425/1/ANZMAC_Paper_2011.doc
http://doi.org/10.5172/ser.v21i1.5496
https://doi.org/10.5172/ser.v21i1.5496

International Journal of Academic Research and Reflection Vol. 7, No. 2, 2019
ISSN 2309-0405

19. Trainor, K. J., Andzulis, J. M., Rapp, A., & Agnihotri, R. (2014). Social Media
Technology Usage And Customer Relationship Performance: A Capabilities-Based
Examination Of Social CRM. Journal of Business Research, 67(6), 1201-1208.

Websites

1. http://ptgmedia.pearsoncmg.com/images/9780789747990/samplepages/0789747995.pdf

2. http://www.computerworld.com/article/2858299/2015-crm-predictions-to-fire-up-customer-
success-and-growth.html

3. https://www.salesforce.com/assets/pdf/misc/Salesforce-

How Social CRM_Connects_You to Customers.pdf

4, http://www.tcs.com/SiteCollectionDocuments/White%20Papers/ConnectedMarketing White
paper_Social CRM%E2%80%93Possibilities Challenges 0912-1.pdf

5. http://www.mediabuzz.com.sg/asian-emarketing?catid=0&id=981

6. http://oursocialtimes.com/social-crm-case-studies-the-future-of-customer-communications/
7. http://blog.softwareadvice.com/articles/crm/social-crm-ftw-how-real-companies-are-going-
social-and-winning-1111910/

8. http://www.oracle.com/us/products/applications/customer-care-in-social-world-wp-
1560495.pdf

9. http://adage.com/article/digitalnext/crm-means-a-social-age/233712/

10. https://www.salesforce.com/assets/pdf/misc/Fivelmperatives SalesforceTLP.pdf

11. http://blog.avanade.com/avanade-insights/digital-business/the-impact-of-digital-on-todays-
business-landscape/

12. http://www.mckinsey.com/global-themes/urbanization/urban-world-the-shifting-global-

business-landscape
13. http://www.bcbc.com/bcbce-blog/2013/the-location-of-corporate-headquarters-in-a-shifting-
global-business-landscape

14, http://www.destinationcrm.com/Articles/Web-Exclusives/Viewpoints/The-Role-of-Social-
CRM-91548.aspx
15. http://ismquide.com/the-impact-of-social-media-on-emerging-markets/

16. https://sugoru.com/2013/05/12/the-crms-role-in-business-decision-making/
17. https://sugoru.com/2013/05/12/the-crms-role-in-business-decision-making/

18. https://www.b2bmarketing.net/en-gb/resources/blog/five-essentials-crm-decision-making
19. http://www.gartner.com/newsroom/id/3045917

20. http://www.crmsearch.com/crm-analytics-social-crm.php

21. https://www.google.com.bh/?gws_rd=ssl#q=Social+ CRM+and+business+analysts

22. http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1807-17752007000300002

Progressive Academic Publishing

www.idpublications.org]


http://ptgmedia.pearsoncmg.com/images/9780789747990/samplepages/0789747995.pdf
http://www.computerworld.com/article/2858299/2015-crm-predictions-to-fire-up-customer-success-and-growth.html
http://www.computerworld.com/article/2858299/2015-crm-predictions-to-fire-up-customer-success-and-growth.html
https://www.salesforce.com/assets/pdf/misc/Salesforce-_How_Social_CRM_Connects_You_to_Customers.pdf
https://www.salesforce.com/assets/pdf/misc/Salesforce-_How_Social_CRM_Connects_You_to_Customers.pdf
http://www.tcs.com/SiteCollectionDocuments/White%20Papers/ConnectedMarketing_Whitepaper_Social_CRM%E2%80%93Possibilities_Challenges_0912-1.pdf
http://www.tcs.com/SiteCollectionDocuments/White%20Papers/ConnectedMarketing_Whitepaper_Social_CRM%E2%80%93Possibilities_Challenges_0912-1.pdf
http://www.mediabuzz.com.sg/asian-emarketing?catid=0&id=981
http://oursocialtimes.com/social-crm-case-studies-the-future-of-customer-communications/
http://blog.softwareadvice.com/articles/crm/social-crm-ftw-how-real-companies-are-going-social-and-winning-1111910/
http://blog.softwareadvice.com/articles/crm/social-crm-ftw-how-real-companies-are-going-social-and-winning-1111910/
http://www.oracle.com/us/products/applications/customer-care-in-social-world-wp-1560495.pdf
http://www.oracle.com/us/products/applications/customer-care-in-social-world-wp-1560495.pdf
http://adage.com/article/digitalnext/crm-means-a-social-age/233712/
https://www.salesforce.com/assets/pdf/misc/FiveImperatives_SalesforceTLP.pdf
http://blog.avanade.com/avanade-insights/digital-business/the-impact-of-digital-on-todays-business-landscape/
http://blog.avanade.com/avanade-insights/digital-business/the-impact-of-digital-on-todays-business-landscape/
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-shifting-global-business-landscape
http://www.mckinsey.com/global-themes/urbanization/urban-world-the-shifting-global-business-landscape
http://www.bcbc.com/bcbc-blog/2013/the-location-of-corporate-headquarters-in-a-shifting-global-business-landscape
http://www.bcbc.com/bcbc-blog/2013/the-location-of-corporate-headquarters-in-a-shifting-global-business-landscape
http://www.destinationcrm.com/Articles/Web-Exclusives/Viewpoints/The-Role-of-Social-CRM-91548.aspx
http://www.destinationcrm.com/Articles/Web-Exclusives/Viewpoints/The-Role-of-Social-CRM-91548.aspx
http://ismguide.com/the-impact-of-social-media-on-emerging-markets/
https://sugoru.com/2013/05/12/the-crms-role-in-business-decision-making/
https://sugoru.com/2013/05/12/the-crms-role-in-business-decision-making/
https://www.b2bmarketing.net/en-gb/resources/blog/five-essentials-crm-decision-making
http://www.gartner.com/newsroom/id/3045917
http://www.crmsearch.com/crm-analytics-social-crm.php
https://www.google.com.bh/?gws_rd=ssl#q=Social+CRM+and+business+analysts
http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1807-17752007000300002

