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Abstract 

In recent years, small and medium-sized enterprises (SMEs) have not implemented Customer Relationship 
Management (CRM) because they consider it a high cost in which they should not invest, or if they are implemented 
it is done without respecting the necessary procedures. In addition to highlighting that the pandemic has encouraged 
SMEs to use technologies at their disposal to be closer to customers. The objective of this research is to identify what 
are the appropriate procedures for the implementation of CRM tools in SMEs. The study population was 70 articles 
which were selected through filters and criteria. The results support the role of Electronic CRM (e-CRM) and Social 
CRM (s-CRM) into the SMEs effectiveness for the business processes. It should be noted that the benefits obtained 
are broad, for example in the e-CRM, an efficient database will be obtained to attract new clients and retain them. 
While in s-CRM, it covers engagement achievements, customer satisfaction and increasing brand visibility (branding). 
The value of this work may be applied to obtain greater efficiency in its use, as well as to identify critical factors of 
these tools for managing improvement. 
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1. Introduction
According to Ruíz-Velásquez et al. (2020), the strategies and activities related to CRM marketing sought and found 
in participating companies in Colombia were few due to limitations of time, people resources and money. In addition, 
many companies do not have the marketing area for better customer management. (p.7). 
In studies carried out on SMEs, it is known that it was possible to specify and apply CRM strategies which did not 
have positive results because there were high costs for their application hoping to compensate with the benefits they 
could bring. However, due to lack of information and knowledge about a management area, it was decided to stop 
applying these strategies (Ruíz-Velásquez et al., 2020). 

Therefore, based on research, it was possible to discover other alternatives implemented for independent variables as 
strategies for SMEs, which are: free software adaptability, accessibility of social media use strategies, accessibility of 
Sophisticated attention model strategies and organizational structure. To cover these variables, electronic tools and 
social media of CRM are available as an option. 

According to Wen et al. (2020), the Covid-19 pandemic has negatively influenced companies (as cited in Chi, 2021). 
Therefore, according to Singh et al. (2020), companies in various sectors must innovate their commercial operations 
(as cited in Chi, 2021). Furthermore, according to Chi (2021), the neglect in technological innovation was mostly in 
the perception of risk, because many companies were not trained to cope with remote work.  
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According to Arana et al. (2022), SMEs have greater deficiencies in the management of their operational processes, 
in technological, digital aspects, etc. Therefore, it is necessary to publicize a successful implementation of e-CRM 
through technological tools. 

According to Videla et al. (2019), for the implementation of e-CRM, a large economic investment is not needed, since 
just having a smartphone and access to the internet can begin the implementation strategy. 
Today, technology has significantly changed business processes. According to Safari et al. (2016), customer 
relationship management is a comprehensive marketing and business strategy where customer-related technologies, 
processes and activities are implemented to obtain greater trust and commitment (p.2). 

Today's customers have higher expectations than before and services are provided to them through various 
communication channels such as telephone, email and the web. With these capabilities, CRM develops and evolves 
with e-CRM and s-CRM. 

Various research articles (Hernández et al., 2016; Espinoza et al., 2016; Orengo & Sánchez, 2021; Duke et al., 2016) 
highlight that the lack of application of CRM tools is due to limited information on the benefits that these tools may 
have. Furthermore, various microenterprises and small businesses consider that the application of these tools is 
expensive and that the benefits that they may bring do not support their implementation. 

On the other hand, there is a lack of CRM focus on SMEs, because different variables, which will be mentioned below, 
that can be applied, are not considered. That is, more adaptable strategies towards SMEs to increase their 
competitiveness in the sector.

Therefore, by reviewing different literature on a greater vision of CRM towards SMEs, considering the variables 
adaptable to them, it was possible to obtain information about the existence of e-CRM and s-CRM for the management 
of your processes. 

With the aforementioned, the following research question arises: What are the critical factors, as well as the 
appropriate procedures for the implementation of e-CRM and s-CRM? 

The main objective of the research is: Identify the impact of the proper implementation of CRM tools in SMEs. In 
which the specific objectives can be evidenced, which are: 

● Identify which procedures are appropriate for the implementation of the e-CRM. In addition to identifying
the critical factors of s-CRM

● Publicize the benefits that these s-CRM and e-CRM tools bring to SMEs. And how they cover the proposed
dependent variables.

• Analyze e-CRM and s-CRM tools that are adaptable for use in SMEs, which leads to better utility.
• to improve and maintain the number of clients in SMEs, as well as optimize the process of interaction with

clients.
• To evaluate and apply the appropriate e-CRM and s-CRM tools for SMEs to maintain and increase customers 

and optimize processes.

2. Framework
E-CRM: According to Safari et al. (2016), e-CRM is an electronic marketing, sales and services strategy in which it
plays a very important role in the identification, acquisition and retention of customers, which are the greatest capital
of a company. e-CRM is the fundamental change in beliefs and paradigms in companies and is also the transformation
of organizational approaches, that is, from a general and massive view of the relationship with a large number of
clients to an individual relationship in a virtual way with each of the clients through information and communication
technologies (ICT). In another way we can say that e-CRM is a business strategy that aims to increase a company's
commercial transactions, that is, that e-CRM is the result of Internet and web technology to facilitate, implement and
have more effectiveness in ration management systems with clients (p.3).

According to Herman et al. (2021), e-CRM was initially only the use of email as a means of communication between 
companies and clients, currently it is a technique used by companies to improve their marketing skills since with new 
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devices such as Cell phones, tablets, laptops, among others, help the company in customer acquisition and retention 
with online systems. 
 
According to Ardyan and Sugiyarti (2018), email is one of the tools in which it has the lowest response speed, which 
is why companies prefer to use websites in which they can interact in a better way. 
According to Tariq et al. (2019), E-CRM is very useful in adding value to the buying and selling process of an SME, 
as it satisfies the needs of customers more efficiently than its competitors and, therefore, makes them happy and loyal. 
to the organization. 
 
S-CRM: According to Chau and Xu, social CRM is a strategic business philosophy, supported by technologies, 
business rules, processes, workflow and social features, that is designed to engage customers in a collaborative 
conversation which provides mutually beneficial value in an environment that is trustworthy. Furthermore, s-CRM is 
a tool that allows users to create, share or exchange information through news, photos, videos, etc., through social 
media. It is a new means by which companies interact with new customers or retain existing customers in an efficient 
way compared to other traditional tools. In addition, social media platforms such as YouTube, Twitter, Facebook, 
Instagram, TikTok, among others, have been chosen as s-CRM tools since this would increase brand visibility, provide 
faster responses to customers, improve brand loyalty and thus remain in the market (as cited in Siti et al., 2019, p. 
286). 
 
According to Harrigan and Choudhury, it is evident that the result of implementing s-CRM together with the customer 
participation model and technology in social media would help greater reliability, brand loyalty and growth in the 
market.  
 
3. Methods  
The research is a systematic review of literature with a critical paradigm, qualitative approach and an exploratory-
descriptive scope; which covers as a population all the databases that were used to search for articles, which are: 
Google Scholar, Ebsco, Scopus and Proquest. Which can be considered as databases that provide reliable research 
sources since they offer articles evaluated by experts and with various filters to find the desired articles. As part of the 
filters we use keywords for a more advanced search, which are: CRM, e-CRM, s-CRM, SMEs and Implementation. 
After filtering the articles, a global sample of the indexed sources was found since these articles come from various 
countries. 
 
On the other hand, the dependent and independent variables that we consider for this research, as well as the 
dimensions and indicators, will be shown in table 1.  
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Table 1. Description of the independent and dependent variables 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
In the review of the articles, a categorization criterion of CRM dimensions has been applied, which have identified 
the most important ones for this research, which were: 

● Software adaptability: According to Flores (2014), software is not only for large companies, these can be 
adapted to SMEs with lower costs or even free for their usability, the dimensions to be treated in this variable 
are functionality and usability. These two variables help to really see how this software have been adapted 
for small and medium-sized businesses. 

● Accessibility of tool use strategies: According to Mang’unyi et al. (2018) the most important thing is the 
interaction with the client and that is why the means to have this accessibility is sought in technologies, which 
is why the dimension selected for this variable is interaction and communication with clients. 

● Quality of services of CRM tools: According to Salem and Akgemci (2021), the tools must not only be 
applied, it must be verified if they have had results, which is why the efficiency and effectiveness of use of 
the tools has been implemented as a dimension. CRM tools 

● Organization of processes: According to Moerti et al. (2014), to implement these tools, certain steps or 
procedures must be followed for their effective use, which is why the dimension of the tool implementation 
procedure was chosen. 

Prisma matrix helps our review support how the research articles used were distributed and filtered. The development 
is explained in stages below: 

● As a first stage, searches were carried out for research articles that have been evaluated by experts and using 
general keywords such as CRM, SCRM, ECRM, SMEs and Implementation. Total articles recruited was 
1130. 

● In the second stage, an analysis was carried out where articles were excluded due to duplication; there were 
89, 1041 articles remaining. 

● In the third stage, 439 articles were excluded based on selection criteria. We are left with 602 articles focused 
on e-CRM and S-CRM tools. 

● As a last stage, feedback of articles was carried out, after reading each one of them, excluding them based on 
selection and analysis criteria. He was left with 70 articles included in the review. 

 
  

  Variables Dimensions Indicators 

Independ
ent 

Software adaptability Functionality and usability Quantitative assessment 

Accessibility of tool 
strategies 

Interaction and communication 
with customers 

Number of customer 
interactions on social 
media 

Quality of CRM tools 
services 

Efficiency and effectiveness of use 
of CRM tools 

% Satisfaction and 
performance 

Organization of 
processes 

Procedure for implementing the 
tools  

% Efficiency in 
implementation processes 

Dependen
t 

S-CRM Tracking customers in social media 
with CRM 

Response time to 
customers on social media 

E-CRM 
Electronic customer satisfaction, 
electronic loyalty, quality of 
service on websites 

% e-loyalty, website rating 
index 
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The process of choosing research articles oversaw the two authors of this research, which is evident in Figure 1. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Prism matrix 
 
4. Results  
In the search for e-CRM and s-CRM, 285 and 80 were obtained respectively in the Scopus database, in addition to 
108 and 284 in the Proquest database, with high growth in published research in 2020. in these databases. This is 
because in that year there was an increase in interest in the use of technologies that are accessible to everyone due to 
the global coronavirus situation. Various companies, both large and SMEs, had to close the doors of their businesses 
by government orders to protect people's health with strict biosafety protocols, with a quarantine being implemented 
in certain countries. For this reason, more studies related to virtual tools emerged to continue dealing with the 
pandemic with online business strategies and thus achieve focus on remote work. 
According to Figure 2, it shows the partial distribution of the articles in reference according to the study dimensions 
proposed in this research. 
 

 
 

Figure 2. Distribution of articles according to dimensions 
 
From the graph it is observed that the dimensions functionality and usability are present in a total of 9 articles in 
reference, with a percentage of 18%, as well as interaction and communication with customers with a total of 7 articles 
in reference, which corresponds to 14%. , the efficiency and effectiveness of the use of CRM tools, has a total of 22 
articles that corresponds to 44% and as the last dimension, the procedure of implementing CRM in SMEs has a total 
of 12 articles that corresponds to 24%. 
 
The main contributions made by each author according to the categories of this article are evident in Table 2. 
 
  

383



Proceedings of the IEOM International Conference on Smart Mobility and Vehicle Electrification 
Detroit, Michigan, USA, October 10-12, 2023 

© IEOM Society International 

Table 2. Author contributions according to categories 
 

Applied 
Categories 

Authors 

Functionality 
and usability 9 

Lalu et al. (2020); Haudi et al. (2022); Nagwan et al. (2020); Farmania et al. (2021); Moertini et al. 
(2014); Medjani & Barnes (2021); Alshourah et al (2021); Tito et al (2023); Kantorová & Bachmann 
(2018) 
Analysis: The articles in this category show the frequency of use of these tools in SMEs, most of 
which highlight the infrequency of use of these tools and how these tools can be used by applying 
certain strategies. 

Interaction and 
communication 
with clients 7 

Ardyan & Sugiyarti (2018); Moertini et al. (2014); Mang'unyi et al. (2018); Tian & Wang (2014); 
Hasnah et al. (2019); Marolt (2019); Arteaga et al. (2021) 
Analysis: Interaction with customers is a very important factor for companies, which is why these 
articles refer to the fact that technological help would improve interaction and communication with 
customers, since SMEs have mostly face-to-face and non-technological interaction (through websites 
or social networks) 

Efficiency and 
effectiveness of 
use CRM tools 

22 

Inayatulloh et al. (2021); Mohammed et al. (2021); Roopchund (2019); Ngo et al (2021); Nguyen 
(2021); Salem & Akgemci (2021); Nurliza & Oktoriana (2021); Marlot et al. (2020); Houriych et al. 
2020); Cheng & Shiu (2019); Harrigan et al. (2012); Feliks et al. (2021); Ahani et al (2017); Ardyan 
& Sugiyarti (2018); Tariq et al (2019); Evelina et al. (2023); Alaswad & Mohammed (2023); 
Pellegrino & Abe (2023); Nwankwo & Kanyangale (2023); Marolt et al (2022); Binsaeed et al (2023); 
Alghamdi, O. A. (2023) 
Analysis: The articles for this category focus on the results of the use of these tools, since the fact that 
they are used does not mean that it is of great help, which is why an inspection must be carried out on 
the use of the tools and on Your results 

The procedure 
of implementing 
CRM in SMEs 

12 

Aini et al (2021); Moertini et al (2014); Torugsa et al. (2019); Guha et al. (2017); Capuccio et al. 
(2012); Harrigan & Miles (2014); Arana et al. (2022); Videla et al. (2019); Damanti et al. (2019); 
Vidila et al. (2017); Bruce et al (2023); Amoah et al (2023). 

Analysis: The articles for this category focus on the steps or procedures to use these tools and 
consequently have a better result in their uses. 

 
The measurement of the variables referred to in the e-CRM and s-CRM tools with the purpose of recognizing whether 
these are adaptable for SMEs to have a better link with the client and thus have greater knowledge about its optimal 
implementation and organizational benefits. 
 
For this, the factors that are important for both the e-CRM and the s-CRM have been established, which will be evident 
in tables 3 and 5. 

Table 3. E-CRM factors 
 

Factors Indicators 
Electronic CRM 

capability 
 

Have a personalized online database, categorize important customers with the data 
obtained, Ability to provide efficient individual service and to build good online 
interaction with customers. 

Customer knowledge 
 

Exchange of information or services between the company and the customer, Satisfy 
the information needs of customers, Manage customer knowledge 

Product innovation 
development 

Offer the new product design, new product features, new product values based on local 
wisdom and creative products based on customer's desire. 

Marketing performance Number of sales units, Sales growth, Market share, Profitability 
 
The table shown shows four important factors for the implementation of e-CRM. The capacity factor defines that 
customers are important to help achieve the company's objectives, in addition to the fact that the e-CRM helps in 
knowing customer preferences. In customer knowledge, 3 sub-factors can be identified: knowledge for customers, 
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about customers and of customers (as mentioned in Herman et al. 2021), which is why it is necessary to interact with 
the customer's desires. In the development of product innovation, it indicates that customers want innovative products 
that meet their needs, that is why creativity plays an important role in this factor. Finally, marketing performance 
indicates that with the use of this tool, decisions can be made in the marketing area in which it would reflect several 
main points in sales. 
 
 
These factors have been carried out and analyzed through surveys through which the authors have done so in each of 
their articles, which are Mang'unyi et al. (2018), Chi (2021), Salem and Akgemci (2021), Farmia et al. (2021). For 
this reason, a comparative table of the authors will be made with their respective indicators in which they have been 
evidenced in their articles. 
 

Table 4. Comparison of factors between authors 
 

Herman et al 
2020 

Mang'unyi et al 2018 Chi 2021 Salem & 
Akgemci 2021  

Farmania et al. 
2021 

E-CRM capability Problem resolution, 
Privacy and security, Ease-
of-use 

Technology System quality, 
Use of system 

System care, 
Community online, 
Security of site 

Customer 
knowledge 

Interactivity, 
Communication platforms 

Knowledge 
Management, Customer 
orientation 

Quality of 
customers  

Interactivity 

Product 
development 

Customer satisfaction Innovation capacity - Customization 

Marketing 
performance 

Brand preference, 
Personalized promotions 

Long term relationships User satisfaction Rewards Loyalty 

- - Covid 19 risk perception - - 
 
As evident in table 4, the mentioned factors are essential for the implementation of e-CRM. Furthermore, it can be 
highlighted that in the article by Mand'ungi et al 2018, Chi 2021, Salem and Akgemci 2021 and Fermania et al. 2021 
despite having more factors, these additional factors are related to the main factors, that is, it can be mentioned that 
they are subfactors that are part of a main factor, and finally we can add that Chi 2021 adds a different factor to the 
others which It would be the risk perception of covid19 that this implies, how this pandemic has impacted the radical 
change in the use of these tools for SMEs. 
 
It can be mentioned that the articles not only show the factors mentioned above, but also the evolution of this tool. 
According to Ardyán and Suguiyarti (2018), it can be initially distinguished that the e-CRM in SMEs only used email 
as the only tool which, although it worked in attracting loyal customers, had a little of response speed and was not 
personalized. Furthermore. 
 
To implement an e-CRM tool it is necessary to have a computer that has minimum capabilities, such as an Intel core 
i3 processor with 2 GB of memory, as mentioned by Damatanti et al. (2019). Furthermore, if they have these minimum 
requirements, you can implement applications such as the UML tool that would help attract new customers, as 
mentioned by Ayuninggati et al. (2021), and thus obtain the necessary information from customers that would help in 
decision-making in the company. 
 
Other articles define stages for the implementation of e-CRM in SMEs. According to Inayatulloh et al (2021), there 
are 3 stages for the implementation of e-CRM which are: Researching potential customers, analyzing customers who 
have received the company's services or products and considering customer observations, advice and complaints. at 
the time of purchasing the product. or service 
 
Culture helps in implementing technology for e-CRM and that is why it is more important than technology. 
Technology helps in obtaining and storing large amounts of data that are stored and used when necessary, therefore 
the main objective of technology is to provide the interface between the company and the client. 
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According to Vildila et al. (2019), For the implementation of e-CRM through the UML application to work, it must 
have the following characteristics: The language must be understood by the person who will use the application, The 
investment is in the purchase of a good device with the minimum requirements for the application to work, Ease of 
installation of the application, easy use and simple database To verify whether the implementation has been carried 
out successfully, indicators must be observed. For Merzthal (2015), the performance indicators of the implementation 
of e-CRM are: Retention rate and caution against loss of customers and return of business. investment (ROI) (cited in 
Arana et al., 2022) 
 

Table 5. Critical factors of s-CRM 
 

Factors Harrigan & Miles (2014) Guba et al. (2017) 
Online 
communities 

The goal of this factor is to build online 
communities to interact with new or potential 
customers. 

The main uses of this factor are customer 
intervention, awareness and promotion of 
products and or services among SMEs. 

Social media 
services 

Collection of customer data through social 
networks to drive strategic decisions. This data 
is accessible and in real time. In this study, 
SMEs use these platforms for sales, planning 
and marketing areas. 

Social networks are a support that drives CRM 
operations and decisions. Through surveys, the 
data obtained is taken into account for its 
introduction into a CRM system. Most of this 
data is obtained from LinkedIn. 

Data collection The results show that SMEs are collecting data 
from different sources to have a 360° view of 
the customer. 

Compilation of information from different sites 
such as websites, social networks, etc. 

Use of 
information 

Encourage SMEs to carry out advanced 
indicators with the information obtained. 

SMEs implement this information to obtain 
indicators that can be used. 

Customer 
relationship 
orientation 

Building relationships with customers is taken 
into account as a priority as part of loyalty, 
retention and acquisition of new customers. 

Customer relationship orientation is described as 
a cultural orientation, viewing the customer as 
the most important asset. 

Social media 
data 

The large amount of data that SMEs access 
through social networks. In the past, these 
processes for SMEs were difficult. 

On social media, SMEs do a lot of research 
about their competitors and obtain necessary 
information. 

Communicatio
n with the 
customer 

Building relationships with customers is taken 
into account as a priority as part of loyalty, 
retention and acquisition of new customers. 

Currently, SMEs continue to depend on 
traditional forms of communication: telephone, 
emails, among others. 

 
Regarding s-CRM and its adoption as a tool. According to Ali Ahani et al. (2017), it should be taken into account that 
at least one social media technology must be implemented. Diwivedi et al. (2009) concluded that technological and 
organizational factors for the adoption of s-CRM in SME have a greater impact than environmental factors.  
Ali Ahani et al. (2017) pointed out that within each field there are essential elements that must be taken into account. 
Within the technological field, the following elements must be considered: 
 

● Information capture: apply it as an effective influence to the database of potential customers, with this you 
can obtain an analysis of customer preferences with a segmentation strategy. 

● Use of information allows you to have a relationship with the customer, using this data for the purposes of 
recognizing behaviors, requests, expectations and creating personalized services or products. 

Within the environmental field: 
● Customer pressure: Competitive pressure, in different companies this is an essential factor since they see it 

as a differentiating tool. Competition creates environmental ambiguity and increases s-CRM adoption. 
● Government support: Since SMEs have little budget, government support would help an investment in the 

development of information technologies 
Within the organizational field: 

● Employee IT/IS knowledge: Studies in the context of CRM have also shown that staff IS/IT capabilities have 
a positive relationship with CRM adoption (Collado et al., 2010; Nguyen and Waring, 2013). . 

● Top management support: Employee opinions must be understood with new input. 
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According to Harrigan & Miles (2014), within each of these factors there are components, as seen in table 5, which 
shows that there is correlation through a rotated matrix of components. 
 
According to Jack et al., 2010; O'Dwyer et al., (2009), online communities are the main factor since, in addition to 
presenting an almost perfect correlation, the greatest change from e-CRM to s-CRM is highlighted; the emergence of 
customer engagement, through their own communities for greater customer interaction (as cited in Harrigan and Miles 
2014, p. 100). SMEs tend to maintain a higher level of face-to-face contact with customers than larger organizations. 
This does not mean that they do not implement various resources or means to reach an audience, what better way than 
social media. The results of the analysis table of factors present in the research by (Harrigan & Miles, 2014) show us 
that they are important for CRM activities in general for SMEs around the management and supervision of interaction 
with customers. Own online communities are used to obtain data, track and promote products/services through 
marketing strategies. 
 
Regarding the factors of s-CRM, Sushmita Guh et al. (2017): These factors require further qualitative research to 
understand them. Therefore, he added three more factors: commitment, dynamic marketing and IT infrastructure 
capacity. For the engagement factor, he subdivided it into four customer engagement behaviors (CEB): escalation 
behavior, co-development behavior, influence behavior, and mobilization behavior. 
Likewise, Wang, Hu and Hu (2013), the mentioned factors of s-CRM are complemented by two more factors: dynamic 
marketing and IT infrastructure capacity (as cited in Guha et al. 2017, p. 2). 
 
According to Marolt et al (2022), social media as part of customer relationship management harness the power of the 
Internet to foster networked communities to connect and collaborate socially, while e-commerce supports customer 
decision-making. customers and encourages repeat purchases. The combination of these unique features allows 
companies to strengthen their relationships with their customers and increase performance. 
 
It should be noted that the implementation of s-CRM in an SME involves the use of tools and strategies to manage 
relationships with customers through social media and other online platforms, as already mentioned. previously. 
Therefore, a step-by-step guide will be defined here, according to a compilation of what was investigated, to 
implement an s-CRM optimally and obtain positive effects in an SME: 
 
Define your s-CRM objectives: Before you begin, set clear goals for your s-CRM strategy. Do you want to improve 
customer satisfaction, increase your brand's visibility on social media, generate sales through social media, or other 
goals? 
 
Select the right social media: Identify the social media where your target audience is most active. It is not necessary 
to be in all of them, but in those that are relevant to your business. 
 
Choose social media management tools: Research and select a social media management tool that allows you to 
schedule posts, monitor brand mentions, track statistics, and manage multiple social media profiles from one place.  
 
Build your business potential: Establish a voice and a way to be able to identify your brand or the name of your 
SME commercially above others for your interactions on social networks. This will help your business communicate 
consistently and build a strong brand identity online. 
 
Create relevant content: Develop a content strategy that is relevant to your audience on social media.  
 
Respond to customer interactions: Constantly monitor your business social profiles to respond in a timely manner 
to customer comments, questions and complaints. 
P 
ersonalize and segment communication: Use information collected from social media to personalize and segment 
your messages and offers to different customer segments. 
 
Measure and analyze performance: Use social media metrics to measure the performance of your s-CRM efforts. 
Evaluate your KPIs such as follower growth, engagement (interaction), web traffic generated from social networks 
and conversions. 
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Adjust and improve: Based on the data collected, adjust your s-CRM strategy as necessary to achieve your goals. 
Experiment with different types of content, posting times, and engagement approaches. 
 
Staff training: Ensure your team is trained in s-CRM best practices and has the necessary skills to manage social 
media effectively. 
 
Constant maintenance: s-CRM is a constantly evolving strategy. Keep your social media presence up to date and 
adjust your tactics as trends and your audience's needs change. 
 
5 Discussion 
To create an adequate and innovative product, good efficiency in the use of e-CRM tools is essential. Since, according 
to Herman et al. (2020), to achieve an innovative product or service, a good capacity of the e-CRM tool is needed, as 
well as having a good capacity for exchange with the client and thus having greater commercial performance, this is 
already being done in some countries, such as Indonesia, but there are still weaknesses in implementing this type of 
tool (mainly in the implementation of individual services). 
 
However, in some articles it is defined that the implementation of e-CRM tools in SMEs does not help at all, as 
indicated by Harrigan et al. (2008), that e-CRM tools do not influence the performance of SMEs since by using this 
type of tool they have not generated a relationship with customers. (as cited in Hernan et al. 2020). This is due to the 
poor application of the tool, since the SMEs do not have the knowledge of how to implement these tools, therefore, it 
is necessary to follow several procedures for the implementation of the e-CRM as indicated by Moertini et al. (2014), 
that for the proper implementation of the e-CRM, the objectives and scope of the e-CRM must be defined, analyze the 
existing e-CRM system, redesign the electronic system to overcome the limitations of SMEs (in which focuses mainly 
on the evaluation, implementation and development of the customer database), data aggregation for the e-CRM, 
development of subsystems (statistical modules) and integrating the module into the electronic commerce system and 
thus you will have better efficiency in the implementation of the e-CRM. 
 
In connection with the s-CRM, we are based on the results that were obtained regarding the implementation process, 
everything indicates that new contributions will be made from different authors, as time goes by, towards the critical 
factors of the s-CRM and its components. 
 
According to Siarhei Yasiukovich et al (2021), within the adoption decision phase, the rapid technological advance in 
social networks has significantly changed the way in which SMEs manage business relationships. Unlike traditional 
CRM, s-CRM expands the scope of digital marketing tools. Likewise, said author cites that within the acquisition 
phase the s-CRM has the necessary tools and functionality, according to the compilation of different authors and the 
contribution of our research in grouping the categories of these same authors, there is agreement on the importance of 
functionality and usability. 
 
The appearance of new critical factors is due to understanding customers in different fields or environments. This can 
be explained by the increase in customer requirements for a product/service and technological changes. With this, we 
must be clear that it is necessary to know the way of thinking of customers to obtain positive results in preferences 
and loyalty. The best way to achieve these results is with the correct adoption of social CRM. 
According to Ali Ahani et al. (2017), SMEs considered compatibility and information capture to be the most important 
factors for social CRM adoption. 
 
However, Medjani & Barnes (2021), in North Africa, it was found that compatibility as a technological factor is not 
significant. Considering that different studies stated that compatibility is a necessary variable for the use of e-business 
(Zhu et al, 2006), e-CRM (Sophonthummapharn et al, 2009) and adoption of s-CRM (Ahani et al, 2017) , its impact 
was not tested for the use of s-CRM technology. One of the possible reasons is that in North Africa the various 
companies do not populate the systems and manage each IS individually. With this assumption, the compatibility of 
s-CRM with existing processes will not be a problem for its implementation, since it can be managed separately from 
other systems. With this approach, this result can be implemented in countries where the ecosystem is fragmented, 
where each IS is used independently. 
 
On the other hand, Sushmita Guha (2017) states that online communities are essential for SMEs to attract customers 
and create awareness. Likewise, this author cited that SEMSs tend not to depend on social media data to make strategic 
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marketing decisions. On the other hand, Harrigan & Miles (2014) mention that s-CRM advocates the use of customer 
data, easily available on social networks, to drive strategic decisions. Data being the “engine” that drives CRM. This 
is why Siti Hasnah et al. (2018), is coupled with Harrigan & Miles' approach regarding the importance of the customer 
database since the quality of customer communication through s-CRM depends on the quality of customer 
management processes. information and connection with customers. SME managers are recommended to use simple 
databases to record customer data obtained through transactions or continuous dialogue through social networks. 
After analyzing the aforementioned articles and comparing them with our findings, it turns out that a successful 
adoption of s-CRM in SMEs requires the consideration of social networking technologies, organizational aspects, the 
business environment, and open-source technologies.  
 
e-CRM and s-CRM allow SMEs and industries in general to improve processes within industrial operations because 
every company or organization ensures a successful relationship with its clients and workers to increase profitability 
through labor productivity. The collection of data from emails, web pages (e-CRM) as well as data from social 
networks (s-CRM) can be complemented with business intelligence tools, such as Power BI for SMEs, since it is a 
technology implemented by Microsoft for data analysis with a dynamic and analytical approach. 
 
6. Conclusion  

● Due to the COVID-19 pandemic, implementing e-CRM in SMEs became important. This allows for better 
customer interaction and the collection of valuable customer data for product innovation. Additionally, s-
CRM has gained importance as SMEs use social media platforms such as Facebook to sell products, thereby 
expanding their reach and offering personalized customer service. 

● The proper implementation of the e-CRM is very important since, if the indicated steps are not followed, this 
tool will not have any benefit for the SME. 

● The use of technology is important for the implementation of this tool, it is not necessary to make a large 
investment in technology to start the implementation of the tool since just a smartphone or a laptop (in which 
it is within reach of the SME) can be started with the deployment. 
 

7. Recommendations 
● Adequate control is needed both in the implementation of the e-CRM and in the security of the customer 

database since in this way customer loyalty will be promoted. 
● Great support from the State is needed for the growth of the SME, which involves e-CRM and s-CRM tools 

so that people are not afraid to invest in their own business. 
● Email marketing tools, such as Mailchimp, are being added as new free access tools. Also, there are free 

access tools for social media management which are: Buffer, Hootsuite or Sprout social. 
● It is crucial that before adopting the s-CRM, the critical factors mentioned in this work were considered. In 

addition to focusing on the determining factor of the company to implement. As well as in what dimension 
they want to stand out to seek greater customer satisfaction and loyalty. 
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