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Social Customer 
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Engagement

ABSTRACT

The organizations reach to their objectives by adopting an effective customer 
management strategy. Today, organizations have become aware that to reach their 
objectives its must focus on customer relationships, engagement and retention, not 
only to increase their market share. The development of information and commu-
nication technology (ICT) and in particular social networks enables an important 
communication tool with customer. Improving customer relationship by using social 
network is called social customer relationship management (SCRM). SCRM focused 
on establishing new channels with customers for better understanding of customers 
needs and build a long-term relationship with them. This chapter explores social 
customer relationship management and its general concepts including social media 
and customer relationship management. Also, it reviews the context of SCRM that 
aims to enhance customer relationship and make customers much more engaged. 
Conclusions and proposed future work are stated at the end.
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INTRODUCTION

Nowadays social networks are considered as an important communication tool that 
should be utilized by organizations in improving their relationships with customers 
in order to make them more engaged and satisfied. Such usage of social networks in 
customer relationship management is called social customer relationship management 
(SCRM) which focuses on the strategies, processes and technologies organizations 
use to link social networks with CRM strategy.

Social media evolution leads to change in the way the organizations engage 
with their customers; it enables customers to connect, communicate, buy, filter 
out advertising, compare prices with competitors, and share negative or positive 
opinions with a global audience. Most organizations are moving toward integrated 
social media with their traditional CRM programs. Social CRM is considered as 
a good way for organizations to build a strong relationship with customers, and 
increase their satisfaction level.

This chapter illustrates the use and integration of social network in customer 
relationship management and how much this integration is important in organiza-
tional business strategy to enlarge customer engagement. An exploration of customer 
relationship management and social networks is presented in the chapter along 
with a focus on social customer relationship management and how it can be used 
to enhance their customer relationship management.

This chapter is divided into three sections where section one reviews customer 
relationship management (CRM) in general; its definitions, categories, dimensions, 
processes and other related concepts. Social media in general, its definitions, uses 
and categories, is described in the second section. The third section focuses on social 
customer relationship management (SCRM), its dimensions, approaches, and the 
differences between traditional CRM and Social CRM in addition to an exploration 
of the role of SCRM in increasing customers’ engagement level.

CUSTOMER RELATIONSHIP MANAGEMENT 
(CRM): AN OVERVIEW

CRM term refers to building a customer-oriented culture where IT applications 
are utilized to enhance profitability and retain customers, so basically there are 
three main elements of any CRM strategy/initiative which are: people, process, 
and technology. CRM is a strategy where the customer is the king; it is all about a 
strategy where the main focus is the customer (Rababah, Mohd, & Ibrahim, 2011).

The literature shows that customer relationship management systems can be 
classified into three main categories: analytical, operational, and collaborative CRM 
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