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1. Abstract 
 

Social Customer Relationship Management is a business strategy that 
integrates social media into the value chain of a business with the aim of 
increasing customer loyalty. SCRM differentiates from CRM because, instead of 
managing the customer, it aims to create a conversation between the customer 
and a company where both parties beneficiate.  

The proper functioning of SCRM depends not only on social media, but on its 
integration in all of the processes of the business and the availability of the proper 
technology.  

Among the benefits of implementing SCRM are customer engagement, 
increasing marketing effectiveness and creating a competitive advantage with the 
customer knowledge acquired. But implementation presents challenges for the 
firms: management should understand SCRM and the structure changes it 
involves, the data acquisition and its quality, etc. These challenges should be 
acknowledged when designing the implementation.  

Personalization is a very important strategy in SCRM, with programmatic 
advertising being a commonly used tool to achieve it. Programmatic advertising 
uses consumer data, such as browsing history, to adapt the offers according to 
their interests.  

While its use is viewed as very beneficial from the companies’ perspective, 
the consumer is not as keen on to it as it might seem at first. In order to better 
understand the consumers’ perspective, a survey questionnaire has been made 
in this project.   

The results of the survey suggest that the use of programs to block 
advertisements and the prioritization of privacy above personalization is a 
challenge for the effectiveness of this tool. The consumers’ trust comes as key in 
the success of programmatic advertising and personalization strategies.   
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2. Introduction 
 

This final degree project focuses on Social Customer Relationship 
Management (SCRM) and how its implementation affects businesses of the 
tourism sector. This concept comes from the same author that created Customer 
Relationship Management (CRM), a business management strategy introduced 
in 2003 that increases customer loyalty and service. (Greenberg, 2010) 

Although its implementation was rocky at the beginning, because the 
programs were not user friendly, nowadays CRM represents a key tool for 
connecting customers and performance in most businesses. This makes more 
interesting the analysis of SCRM, as it aims to go a step further. 

In this project, SCRM will be analyzed: what it is, which benefits does it 
provide to businesses and which challenges will be faced when implementing it. 
To make it clearer, two use cases of SCRM implementation are studied. 
Additionally, programmatic advertisement, a tactic very used in SCRM, will be 
also studied in this project, from two perspectives: the firms’ and the customers’. 

 
2.1. Objectives and methodology 

 
This project, based on the research and retrieval of relevant information, aims 

to transmit an answer what is SCRM and what does it take to successfully 
implement it. The objective is to analyze the information retrieved and transmit a 
conclusion about it to both specialized and non-specialized users.  

The information of this project can ease the decision process in companies 
that want to integrate SCRM in any functional area of the business and manage 
it in an efficient way. Additionally, the customers’ perspective on programmatic 
advertisement can also be a very helpful insight in making decisions about user 
data and privacy protection, key for the relationship with them.  

The methodology followed for the elaboration of the project was the reviewing 
of the latest literature about the topic, which was later analyzed and summarized. 
Furthermore, in order to understand the customers’ perspective on programmatic 
advertising, a survey questionnaire has been used to collect data of business 
interest for its further analysis.  
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3. Framework 
 

3.1. Social Customer Relationship Management: definition 
 

Social Customer Relationship Management (SCRM) can be defined as a 
business strategy designed to increase customer loyalty and engagement by 
adding social media into the value chain with the necessary technology platforms, 
business rules and processes. SCRM creates an engaging conversation with the 
customer where both parties share mutually beneficial information in a 
trustworthy environment. (Greenberg, 2010). 

SCRM and CRM are different according to Greenberg (2010): SCRM is aimed 
at customer engagement, while CRM is at customer management. This means 
that, while CRM is merely an operational approach to manage effectively the 
firm’s relationship with the customer, SCRM takes a step further in order to meet 
their personal agendas.  

 
Figure 1. Differences between SCRM and CRM. (Greenberg, 2010) 

 CRM SCRM 
Supply chain 
integration 

Customer-facing functions 
are isolated from the supply 
chain.  

Functions of SCRM and the 
customers are integrated 
within the supply chain.  

Social media 
integration 

Social media is associated to 
the communities through 
automized functions.  

Social media is fully 
integrated in the 
communities. 

Strategy Customer strategy is just a 
part of the corporate one. 

Corporate strategy is 
customer-centric. 

Messages’ 
characteristic Corporate. Engaging. 

Model’s point 
of view 

Based on the company’s 
point of view. 

Based on the customers’ 
point of view.  

 
The technology used must be able to meet the customers desire to actively 

participate in the conversation and value creation. Some examples of features 
used for SCRM are: Salesforce and marketing automation, email marketing, 
customer service management, partner relationship management, eBusiness, 
etc. (Greenberg, 2010). 

The use of these features allows the 360-degree view, former Holy Grail for 
CRM that has now become just a prerequisite for SCRM. Deep insight of the 
customer’s needs is critical and to achieve it in a successful way and there are 3 
components that must be taken into consideration (Greenberg, 2010): 

- Data that the company gathers through the customer’s activities: purchase 
history, returns, time spent on different pages…  

- Customer profile made based on their personal information. This can 
include any sort of information, from their hobbies until their comments on 
a social network. These profiles are essential for the deep understanding 
of the customers need’s and their communication with the firm.  

- Customer participation, meaning their active involvement in the 
interactions with the firm. 
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Certainly, SCRM is not a replacement for traditional CRM but an extension 
that allows a huge improvement.  In 2013, Alqahtani and Saba also analyzed 
SCRM, specifically how does social media’s integration affect the interactions 
between business and customers. SCRM’s implementation allows a more 
efficient interaction because: 

- Social media makes it easier for customers to create and exchange user 
generated content through the use of highly accessible publishing 
techniques, transforming media monologues into social media dialogues.  

- Users of social media are consumers of information, which means they 
are able to filter through the excess of information to focus for what is 
relevant. This adds a layer of trust for the customers. 

In conclusion, Social Customer Relationship Management (SCRM) is a 
strategy that involves the reorganization of the business in order to ultimately 
increase customer loyalty. SCRM is a strategy that is starts from CRM, but they 
have their differences: CRM is based on customer management while SCRM is 
based on customer engagement and creating a conversation between them and 
the company. 

For the success of SCRM, the integration within the processes of the business 
is key and requires specific technology for it to be successful. Through the use of 
this technology, the company gathers information from their customers and uses 
it to improve performance and personalize their services, in a moment where 
customers are more demanding and are bombarded with information.  
 

3.2. Elements of SCRM 
 

Social Customer Relationship Management is a complex strategy, whereof its 
implementation involves many components of a business in order to incorporate 
the customer in the value chain. Specifically, Alt and Reinholf (2020) studied 
SCRM and identified five elements that are key for the creation of SCRM in 
businesses. 

 
Figure 2. Elements of SCRM (Alt and Reinholf, 2020) 

 
 

1. Social media

2. Analytical 
functionalities

3. Interaction with 
social media users4. CRM

5. Social media 
management
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The first element is social media and any other platform that allows the 
company to have a presence online in where customers can engage with the 
them while gathering their data. The creation of a profile is not enough, the 
content and the interactions with customers are also important to create a 
customer-company dialogue that is key for SCRM. 

The second element are the analytical functionalities to process data and 
allow the company to have a deep insight in customers, markets and any other 
relevant information. This process is usually done through automized interfaces 
offered by the social media platforms. 

The third element is the interaction between the companies and the users of 
social media. These interactions include content publication, private messaging, 
etc.; creating a proactive communication. The use of social media could be 
pointless if the company does not use their analytical tools properly to effectively 
exploit the information retrieved from the data. 

The fourth element is CRM, which smooths the integration of social media 
with the key systems of a business: operations, analytics and communications. 
The loyalty objectives will not be reached if, for example, the content uploaded to 
social media does is not sufficiently engaging or the offers are not attractive 
enough.  

The fifth and final element is the management of all the social media channels 
and the contents that are uploaded to them. This fifth element also monitors how 
does the company react to critical situations. The overall objective of this element 
is to effectively control every single process that happens in the business.  

By having a look at these elements, it is clear that SCRM in not only about 
social media but the business and its core operations as a whole. The correct 
identification of these element could be critical for the implementation of SCRM 
and its successful running. Although these elements have been identified 
individually, the proper coordination between them still could be as crucial as 
every single one of them.   
 

3.3. Benefits of SCRM 
 

SCRM, as defined above, is a business strategy that aims to increase 
customer engagement as the main objective and benefit. Nadeem (2012) also 
supports that idea, stating that the increase in customer loyalty is the main benefit 
of the implementation of SCRM. This comes from the engagement of social 
media, as customers who use these platforms are more loyal and spend 40% 
more.  

But that is not the only benefit that comes with the implementation of SCRM: 
it also increases the effectiveness of marketing by increasing the return on 
investment while reducing costs from customer service (Alqahtani & Saba, 2013). 
This comes from the social dialogue that SCRM creates between company and 
the customer, which allows the creation of business opportunities due to the 
better understanding of the clients.  

Additionally, Cerchia (2016) also supports customer knowledge as a benefit 
that comes from SCRM. SCRM allows companies to use the knowledge of their 
customers’ habits to deeply connect with them and provide them customized 
services and products. The proper use this knowledge in social media will 
increase brand awareness and equity which will ultimately result in sales 
increase. 
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SCRM creates a competitive advantage thanks to the deep insights that the 
business has of their clients’ needs. Some additional benefits, such as customer 
knowledge and customer loyalty, could be very helpful for the success of the 
business. SCRM also allows companies to be more financially effective due to 
the increase of the return of marketing investments and the costs reductions.  
 

3.4. Challenges for implementing SCRM 
 

The implementation of SCRM has been proven to be very beneficial for 
businesses: increases customer engagement while reducing operational and 
financial costs. But the implementation of such strategy implies changes in the 
whole business, which can be very challenging. 

Social media is changing the consumers’ behavior and its implementation is 
the value chain is crucial for marketing strategies nowadays. Being able to use 
social media in the most effective and approaching way is key to the success of 
SCRM, however, it is not simple: 70% of executives say that their companies are 
perceived as out of touch (Nadeem 2012). This can be either because they are 
not using social media properly or they are not integrating them into the value 
chain.  

The use of social media in CRM allows managers to have a better insight in 
customers’ minds, but most of them are uncertain of how to use that information 
for monetization purposes. As a way to avoid that, Nadeem (2012) proposes that 
companies must follow a two-step approach to successfully integrate social 
media: 

- Defining clear objectives for the use of social media at each step of the 
customer journey. 

- Building the structure according to the value social media will have in it.  
Alqahtani and Saba (2013) had a closer look at the challenges that companies 

face when implementing SCRM and what opportunities does it bring to the 
company. Firstly, the implementation of SCRM involves changes in the structure 
of the traditional CRM. The objective of these changes is to incorporate the social 
component in the business and there are three main issues that must be 
considered: 

- Strategy, which must be designed to accurately understand which benefits 
does SCRM need and which components are mandatory for its proper 
functioning. 

- Operations, as its necessary to first implement traditional CRM. 
- Organization of the company. The CRM philosophy and principles must 

be well-known in the whole structure of the business.  
Additionally, in 2016 Sigala studied the implementation of SCRM in tourism 

firms in Greece. During his analysis, the following challenges were identified: 
- Building a technological infrastructure, for which is necessary the 

purchase of the proper tools. 
- Emphasis on the development of the competences of both the staff and 

virtual communities, key for the dialogue.  
- Customers must be participating actively, otherwise SCRM cannot be 

successful. 
- The new role that customers, and their communities, have in the success 

in the customer-centric process that is SCRM. 
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The interpretation of SCRM from the management is mandatory for its 
implementation and could be a challenge if the management is not sufficiently 
prepared. The use of big data for managing customer relationship has both inter 
and interorganizational effects, and the management must be ready to take a 
leadership role; which is impossible without the necessary understanding and 
knowledge. (Gu, Davis, Cao, & Vogt, 2017) 

In order to comply with the customer knowledge objectives, SCRM needs to 
obtain and handle a lot of customer data. Alt and Reinhold (2020) identified the 
data acquisition as a critical challenge that companies face when implementing 
SCRM. Different options do exist to solve this problem such as web front-ends or 
programming interfaces, although there are a limited set of commands that allows 
the automatization of that process. Once the data is acquired, the quality of it 
should also be evaluated. Whether it comes from a known and trustworthy source 
or if it fits certain criteria are some filters that must be applied but can be costly 
and time consuming. 

Furthermore, Alt and Reinhold (2020) also point out at the privacy and data 
protection legislation. Currently, all EU members must implement the General 
Data Protection Regulation (GDPR) when handling personal information, which 
demands full transparency from the company and the explicit consent of the 
consumers for collecting, using and transferring personal data.  

Some possible solutions for the challenges derived from data use in SCRM 
were pointed out by Busch (2016), such as buying data from a trustworthy third-
party. Another one is the creation of user data through registration to, for 
example, a loyalty program or to receive newsletter from the firm. The quality of 
these data is assured, the consent is explicit as the customer itself registers and 
this data is safe from cookie legislation regulations because it comes from 
another source.  

In conclusion, firms that are interested in implementing SCRM will face 
challenges such as data acquisition and management or changing the structure 
of the business to incorporate new technologies and processes. There are 
options available for the firms in order to find solutions such as define the 
approach that must be followed in the implementation process or acquiring data 
from trustworthy parties. However, in order to succeed, the management must 
understand SCRM and be prepared to have a leadership role in the 
implementation.  

 
3.5. Programmatic advertising 

 
A very important part of SCRM is the personalization of the messages, based 

on the knowledge of the customer that the company has acquired. A very 
commonly used tool to successfully achieve that is programmatic advertising.  

Busch (2016) defines programmatic advertising as a type of automatic 
advertising in digital platforms, which is based on granularity and real-time data. 
Granularity refers to the consideration of the customers’ individual ad impressions 
and provides companies with a new budget optimization strategy: each of these 
individual ad impressions give a very specific information based on the latest 
data.  

The functioning of programmatic advertisement is based on two aspects: 
inventory and data (Busch, 2016). The first one is characterized by being quick 
and easily accessible; which also has quality concern as a downside. There are 
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tools available for brands which allow better understanding of the quality of the 
inventory by analyzing the content to effectively display programmatic advertising 
on specific content or to preselect the inventory beforehand. Furthermore, 
companies can also use private marketplaces where specialist suppliers connect 
them directly to programmatic advertising platforms and allows them to offer 
customers a lower price than in open markets. (Busch, 2016) 

The second one is the data aspect, specifically the third-party data. Third-
party data is composed of demographic information which creates an opportunity 
for companies to target customers in a more accurate and effective way. 
However, assuring the quality of the data provided is key for the success of the 
targeting and companies can use data management platforms (DMP) for it. DMPs 
expand the database through the use of different sources and criteria which are 
continuously updated. Furthermore, DMPs allow to define targeting options by 
customizing segments, giving the company advantage from their competitors. 
The use of DMPs also allows companies to control data quality as they can 
control the origin and handling of the data. (Busch, 2016) 

Even though programmatic advertising started out a way to target customers 
through display advertising, Busch (2016) states that its implementation in other 
channels such as social media or email could be very effective. The use of this 
type of advertising through different challenges is very helpful in the 
customization and communication with customers through SCRM.  
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4. Use cases of SCRM implementation 
 

SCRM offers many benefits that could draw firms’ interest in implementing 
this strategy. However, firms will face challenges for its implementation and that 
could affect the structure and the daily operational tasks. For a better 
understanding of SCRM and the consequences of its implementation, taking 
example of other companies can be very enlightening.  

Alt and Reinhold (2020) had a closer look at four different companies and their 
process of implementing SCRM. Some of the companies studied are Dell and 
Deutsche Telekom and although they are from different sectors, they do have 
one thing in common: the use of online technology is key for their business.  
 

4.1. Dell 
 

Dell is a distributor of personal computers and ranked third world-wide in 2019 
behind its competitors Lenovo and HP. Dell’s business model is based on its 
online presence and its business approach is strongly customer oriented. (Alt & 
Reinhold, 2020) 

Dell entered social media back in 2006, with the main goal of understanding 
customers and markets in the most efficient way possible. Since then, social 
media in Dell has become a channel where customers can contact the company 
in an efficient and simple way for any matter that they might need. The exchanges 
between customers and customer services in social media allowed Dell to create 
a knowledge base of their clients.  

Using that knowledge, Dell adapted its communications in order to reduce 
recurring questions and improve customer self-service. Dell justifies the use of 
social media on three principles (Alt & Reinhold, 2020): 

- Engage, with a “word of mouth strategy”. Dell expects that satisfied 
customers will recommend their products to friends and family and applies 
that to social media as well. 

- Syndicate in a coordinated use of all the social media channels.  
- Monetize the use of social media in a commercial way that will increase 

sales: purchase recommendations, brand awareness, etc. 
In order to achieve those three principles, Dell uses different social media 

platforms for different purposes: 
 

Figure 3. Dell's use of social media (Alt and Reinhold, 2020) 

 Use Platforms 
Internal owned 
social media 

To improve communications and 
knowledge sharing between 
employees for daily operational tasks 

Salesforce 
Chatter and 
SlideShare 

External used 
social media 

To communicate with customers and 
to create a space for them to 
communicate between them 

Dell Communitiy 
and IdeaStorm 

Hosted social 
media 

To bring value for marketing purposes 
as companies can share product 
news, launches, information, etc. and 
to allow customers to give feedback. 

Facebook, 
Linkedin and 
RinRin 
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This adapted use of social media according to different objectives allows Dell 
not only to have a deeper insight of their customers but also creates a space to 
communicate with them. 

But that’s not it, the use of social media has implication in many areas of Dell. 
The communication with customers affects the product development area, as the 
feedback received allows them to correct product deficiencies while getting ideas 
to create new ones. Marketing also benefits from social media, as it allows the 
creation of leads and the forecasting of demand. This indirectly contributes to 
sales as well as the identification of social media users as potential customers. 
Furthermore, communication with customers through social media creates an 
online presence for Dell as a company, where the brand’s reputation is reviewed 
through customers’ reviews, ratings and communities. (Alt & Reinhold, 2020) 

As social media has effects on many areas of Dell’s business, it was 
necessary to create an infrastructure to connect CRM and social media to those 
affected areas (Alt & Reinhold, 2020): 

- Implement Salesforce, a CRM system, and Radian6, an analytical tool for 
information shared on social media.  

- The integration of customer touch points such as call center, web, social 
media with Salesforce. 

- The analysis of user generated content from social media through Radian6 
to makes report, on which will be based the decision-making process. 

- The interaction with the customers is in different languages and all the 
messages and posts are archived in Radian6 to create a unique record of 
the interactions. Additionally, other documentation such as ticket numbers 
or problem descriptions are added to the records through Fusion.  

- Create a Social Media Listening Command Center and provide employees 
with tools to analyze social media activities. Some of the tools provided 
are GlobalWebIndex, a market research engine that generates customer 
data from their online behavior; Strategic Oxygen, a data provider on 
relevant media or Sprinklr, used to follow dialogues on social media.  

Following the success of their SCRM strategy and the benefits that has 
provided to Dell, they created the Social Media Service Group in 2013. The 
objective of this group is to share their expertise and give support to companies 
that want to implement SCRM with courses and other advisory services.  
 

4.2. Deutsche Telekom 
 

Deutsche Telekom is a leading company that provides telecommunication 
services (fixed-line, mobile, internet, media, etc.) to both private and company 
customers in Germany. Through the whole company, social media has different 
uses in different uses: 
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Figure 4. Deutsche Telekom's use of social media (Alt and Reinhold, 2020) 

 Use Platforms 
Internal owned 
social media 

Blog-based platform where employees 
can communicate individually or create 
groups to discuss projects. 

Telekom Social 
Network 

External used 
social media 

Community forum that targets 
interested customers and gives 
feedback to frequently asked questions. 
It also has a section specifically for 
business clients, helping personalize 
the content according to the type of 
customer. 

Telekom helps! 

Hosted social 
media 

For marketing and human resources 
purposes. To segment customers 
according to their location.  

Twitter and 
Facebook 

 
As the presence in social media is very notorious, it has applications in many 

processes of Deutsche Telekom’s business. For marketing, social media is used 
to increase brand awareness and to conduct campaigns. For the sales area, 
social media acts a support to increase sales or increase the brand’s awareness 
through advertisements. Additionally, social media affects the service area as it 
offers customer support in questions of any matter formulated through them. (Alt 
& Reinhold, 2020).  

As well as Dell, Deutsche Telekom also has an organizational area fully 
dedicated to social media, the Social Media Service Center. To so, Deutsche 
Telekom uses BIG to administrate the activities on Facebook and Twitter while 
tracking the traffic with Adobe Analytics. However, even with the use of these 
tools, by 2016 social media was not completely integrated within CRM; although 
the company recognizes that the integration is a necessity. 
 

4.3. Conclusions 
 

Dell has fully implemented SCRM, with the prioritization of the customer in all 
the strategies of the business. The use of social media has been fully established 
and is used not only to communicate with customers but also with the employees. 
Additionally, the implementation of CRM tools created a well-established 
infrastructure that allowed the success of the implementation. Currently, Dell’s 
SCRM is fully established and functioning and is part of the business strategy of 
the company as a whole.  

Deutsche Telekom also uses social media to communicate with customers 
and between employees, but the lack of CRM tools makes the implementation 
incomplete. The firm recognizes that the complete implementation of SCRM is a 
necessity, making a prioritized corporate objective.  

It is clear that both of the companies studied in the use cases have 
implemented SCRM to some extent. These use cases further confirm that the 
success of the implementation highly depends on the existence of a CRM 
structure in the company. This is one of the reasons why Dell’s SCRM is so 
successful, while Deutsche Telekom’s is still a work in process.  
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5. Consumers’ perception of programmatic advertising 
 

For SCRM the personalization of the communication is key to meet the goal 
of incrementing customer loyalty. For personalization purposes, acquiring high 
quality customer data is necessary and is perceived as a challenge for the 
companies. Once this data is acquired, programmatic advertising is a very 
commonly used tool to tailor the communication with the customers. 

Although the benefits of the use of programmatic advertisement for the 
company are very clear, the customers’ perception is unclear, and it could be 
crucial for the firm’s image. Customer loyalty depends on the trust they have no 
the company, which could be deteriorated if the company uses tools with which 
they are not comfortable. 
 

5.1. Surveys’ objective 
 

The objective of this survey is to determinate if customers are aware of the 
use of their personal data and whether they are willing to give up their privacy in 
order to receive customized communications. The hypothesis proposed is that 
consumers are willing to give up privacy in exchange of receiving personalized 
offers. 

The information retrieved from this survey could be very useful for firms that 
need to determine which tools will be used in order to achieve personalization 
and how to make the customer comfortable with the data they are using.   
 

5.2. Methodology 
 

The methodology used is the collection of data related to the perception 
customers have of programmatic advertising and data collection. The data is 
collection through an online survey in Google Forms, composed of 21 questions. 

 
Figure 5. Survey Specifications 

Survey’s objectives Understand the consumers’ perception on 
programmatic advertising and data collection for 
personalization purposes.  

Date of creation April 4th 2020 
Geographical area Spain 
Data collection 
method 

Online survey 

Number of 
questions 

21 

Type of questions Open-ended, close-ended, Likert scale, multiple 
choice and demographic 

Sample size 103 respondents 
Sampling method Convenience sampling 
Sampling error 9.66% 
Confidence interval 95% 
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The survey includes a wide typology of question: open, closed, Likert scale, 
multiple choice and demographic. The variety of question intends to allow the 
collection of data in the most effective way while being as clear as possible for 
the user. 

The sample size is 103 users, ranging from the ages of 18 until 62; although 
the majority of the respondents are concentrated between 20- and 28-year old. 
Due to this, most of them are currently students or working full-time that spend a 
lot of time online, including shopping and social media. 

 
Figure 6. Sample's sociodemographic description 

Sex Man Woman 
% 30.1% 69.9% 

N sample 31 72 
 

Age range <28 29 - 38 39 - 48 49 - 58 >59 
% 78.64% 10.69% 0.97% 2.91% 6.79% 

N sample 81 11 1 3 7 
 

Educational 
level 

Secondary 
Education 

A 
levels 

Vocational 
training 

Bachelor’s 
degree 

Master’s 
degree 

Doctorate 

% 3.9% 8.7% 5.8% 66% 15.5% 0% 
N sample 4 9 6 68 16 0 

 
Employment 

situation 
Temporary Part-

time  
Full 
time 

Student Intern 
student 

Retired None 

% 5.8% 2.9% 34% 48.5% 6.8% 0% 1.9% 
N sample 6 3 35 50 7 0 2 

 
Additionally, a chi-squared test has been done in order to find if there is a 
relationship between sex and privacy concerns. This knowledge could be very 
useful for companies when designing targeting strategies and incrementing the 
customer’s trust.  
 

5.3. Results 
 

Analyzing the results of the questionnaire, it is clear that most of the 
respondents have been the target of programmatic advertisement and around 
70% of them were aware of its existence before taking the survey. When asked 
about the frequency, 49 of the respondents stated that this has happened many 
times and another 26 stated that it was constantly. This further confirms that the 
use of programmatic advertisement is very commonly used nowadays.   
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Figure 7. Respondents' on whether they purchased a product offered through 
programmatic advertising. 

 
 
However, even though the high quantity of responders that have been the 

target of programmatic advertisement, 64.29% of them have never purchased 
the product they were offered. This can question the effectivity of programmatic 
advertising; however, the causes of the ineffectiveness could vary from the 
unattractiveness of the offer and the lack of customer trust about the use of their 
data.  

 
Figure 8. Respondent's feelings about sharing personal information when 

browsing. 

 
 
When asked about sharing personal information with web pages, 69 of the 

respondents stated that they felt “very annoyed” or “annoyed” and none of the 
respondents chose the “not annoyed” option. Additionally, 85 of the respondents 
are concerned that web pages collect too much information about them when 
browsing.  

The customers’ privacy concerns are supported in another question, where 
69 of the respondents agreed that their privacy is a priority for them when they 
are online. Furthermore, 88 respondents out of the 103-total stated that they are 
aware of their data can be shared to third-parties; which can make them fearful 
of sharing their personal information online. Having a deeper look into this, a chi-
square test has been made in order to find a relationship between sex and privacy 
concerns.  
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Figure 9. Observed data on whether respondents view privacy as a priority. 

 Man Woman Total 
Totally agree 11 19 30 
Agree 5 34 39 
Neutral 11 15 26 
Disagree 3 3 6 
Totally disagree 1 1 2 
Total 31 72 103 

 
With a result of 9.50 on the chi-square test and a p value of 4.98%, it is safe 

to say that there is a relationship between sex and privacy concerns. 
Furthermore, by having a look at the observed data, it is clear that more women 
agree on viewing privacy as a priority when browsing online.  

Although expressing that privacy is a priority for them, most of the 
respondents (92%) stated that they know what cookies are and 88% of them 
usually accepts the notice of cookies use in web pages. Some of the reasons 
given to reject the cookies use were not wanting invasive advertisement, the 
uncertainty about the privacy of their personal information and the fear of sharing 
too much.  

From these answers, it is clear the relationship between the lack of knowledge 
about what happens to consumers’ data and the resilience to accept cookies, a 
tool used to register browsing information. A customers’ trust is key for collecting 
data, which depends on the information they have available.  

 Programmatic advertisement can be perceived as intrusive due to the use of 
customers’ personal data, which is demonstrated to be a concern for the 
respondents. When asked about the use of programs to block advertising when 
browsing, 50% of the respondents stated that they do use one. This can also 
affect the effectivity of programmatic advertisement.  

 
Figure 10. Respondents’ on whether they are willing to share their personal 

data for personalization purposes. 

 
 
Finally, when asking the respondents if they would be willing to give their 

personal data in exchange of receiving personalized attention, the results were 
unclear; as 52% stated that they wouldn’t want personalization. Understanding 
that this resilience to accept personalization comes from the consumers’ privacy 
concerns is key for implementing strategies that can enhance the acceptance of 
personalization and its effectiveness.  
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6. Discussion 
 

Implementing Social Customer Relationship Management is a very attractive 
option for companies that want to maximize the popularity of social media. 
Following the SCRM strategy can be very helpful to not only understand the 
customers preferences but to detect trends.  

The management should be perfectly aware of all the changes that are 
necessary for the correct functioning of the strategy. A certain level of 
technological infrastructure and CRM tools are necessary for its implementation. 
If the management does not provide the necessary tools to the workers on all 
levels of the business, SCRM will not be completely integrated and, therefore, 
will not bring the desired results.  

Additionally, the data management has been detected to be essential for 
SCRM and personalization but a rather hard challenge for businesses. The 
acquisition of high-quality data is very difficult for companies, which might need 
to resort to third-party sellers. 

 But using this third-parties could be harmful to the trust the customers has on 
the company. As seen through the questionnaire answers, privacy is a priority for 
customers and the uncertainty of the destination of their data makes them 
resilient to sharing data, which can restrict the effectiveness of implementing 
personalization strategies to increase the customers’ engagement. 

A way to avoid that would be to be very transparent with the destination and 
use of the personal data that the customer shares with the company. The more 
information the customer has about the data handling, the less uncertainty and 
therefore, the more information will be shared with the company. 

Even though personalization is a priority for the companies nowadays, it is not 
as much for customers; who are not willing to give up their privacy in order to 
obtain personalized attention, mainly driven by their privacy and data-sharing 
concerns.  
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7. Conclusions 
 
Social Customer Relationship Management, as a business strategy that 

integrates social media into the value chain, aims to increase customer loyalty 
and engagement.  

The integration of SCRM involves not only creating corporate social media 
accounts to communicate with customers but to rearrange the whole organization 
of the business. In order to properly coordinate the integration, all the areas of 
the business must be adapted with the proper organization and technology tools.  

Customer engagement is not the only benefit that comes with the 
implementation of SCRM, marketing effectiveness is also increased. Additionally, 
the customer knowledge acquired from the dialogue created with SCRM gives 
the companies a competitive advantage.  

Although the obvious benefits that come with its implementation, SCRM 
presents two main challenges for the companies. The first one is the ability of the 
management to understand all the implications of its implementation: which 
business structure is necessary, what changes must be made in the value chain, 
which technology is necessary, etc. The second one is the customer data 
acquisition and the quality of that data, crucial for the proper functioning of SCRM 
and the personalization of the interactions.  

Personalization might be a priority for the firms nowadays, but for customers 
it is unclear. This comes from the data privacy issue because customers are 
concerned about sharing their data with web pages and prioritize their privacy 
when browsing. Giving customers the assurance that their data is safe will 
increase their trust and will be beneficial for the effectiveness and success of 
personalization strategies.  

The efficiency of programmatic advertisement can also be disputed with the 
answers obtained in this questionnaire. Half of the sample uses programs to block 
advertisements when browsing, as it can be perceived as invasive. Additionally, 
although the majority of the respondents have been the target of a programmatic 
ad, 64% of them didn’t purchase.  

Additionally, the demographic characteristics of a company’s consumer base 
can also affect the effectiveness of the personalization strategies; as some 
characteristics such as sex are proven to have a relationship with privacy 
concerns. 

In conclusion, customers’ trust is key to increasing the effectiveness not only 
of programmatic advertisement but any personalization strategy that any 
business wants to implement, key for SCRM. The more information available to 
the customer about the handling of his data, the more willing they will be to share 
it. Transparency in this could be key to gaining the consumers’ trust, as well as 
the diversification of channels such as emailing or social media.  
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8. Annex  
 

8.1. Survey questionnaire 
 

Nowadays, personalization in customer communication is the objective for 
most companies. The use of programmatic advertisement, a type of 
advertisement that uses user data (interests, browsing history, etc.), is 
increasingly common. From a business perspective, its use is clearly positive, but 
the consumer’s perspective is still uncertain.  

For its analysis, it would be very helpful if you’d answer this simple 
questionnaire. Your answers will help to understand the perspective on 
programmatic advertising as a consumer. It will not take more than two minutes.  

Thank you in advance for participating in this questionnaire. The information 
obtained is completely anonymous and will be used exclusively on a final degree 
project 
 
1. Before this questionnaire, did you know about programmatic advertising? 

1. Yes 
2. No 

 
2. Programmatic advertising is widely used in remarketing or retargeting 
campaigns, where consumers' browsing history is used to personalize the 
offering. Have you ever received offers (via email, social networks, etc.) for any 
product that you have previously seen online but have not purchased? 

1. Yes 
2. No 

 
3. If yes, how often? 

1. A few times 
2. Occasionally 
3. Many times 
4. Constantly 

 
4. If yes, did you ever buy the product that was offered to you through this type 
of advertising? 

1. Yes 
2. No 

 
5. How do you feel when a web page asks you about your personal information? 

1- Very annoyed 
2- Annoyed 
3- Neutral 
4- A bit annoyed 
5- Not annoyed 

 
6. Indicate the degree of agreement or disagreement with the following 
statements: 
 
 I am concerned that web pages collect too much information about me. 

1. Totally disagree 
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2. Disagree 
3. Neither agree nor disagree 
4. Agree 
5. Totally agree 

 
 I am aware that my personal information may be used by third parties 
 when I browse web pages. 

1. Totally disagree 
2. Disagree 
3. Neither agree nor disagree 
4. Agree 
5. Totally agree 

 
 My privacy is a priority when browsing. 

1. Totally disagree 
2. Disagree 
3. Neither agree nor disagree 
4. Agree 
5. Totally agree 

 
7. Do you use any program to block advertising while browsing? (AdBlock, 
uBlock, No Script, etc.) 

1. Yes 
2. No 

 
8. Do you know what cookies are? 

1. Yes 
2. No 

 
9. When you see the notice of the use of cookies on a web page, do you usually 
accept it? 

1. Yes 
2. No 

 
10. If no, for what reason? (Free answer) 
 
11. Personalization consists of adapting content and offers according to user 
preferences. If a website asked you to use your data for personalized attention, 
would you accept? 

1. Yes 
2. No 

 
12. Sex: 

1. Man 
2. Woman 

 
13. Age: (Free answer) 
 
14. Educational level: 

1. Compulsory Secondary Education 
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2. A levels 
3. Vocational training 
4. Bachelor’s degree 
5. Master’s degree 
6. Doctorate 

 
15. Employment situation 

1. Temporary job 
2. Part-time job 
3. Full time job 
4. Student 
5. Intern student 
6. Retired 
7. None of the above 

 
16. Do you shop online frequently? 

1. Yes 
2. No 

 
17. Do you use social media? 

1. Yes 
2. No 

 
18. If yes, please select which ones you use most frequently. (Choose a 
maximum of 3 answers) 

1. Facebook 
2. Instagram 
3. Twitter 
4. Snapchat 
5. Linkedin 
6. Youtube 
7. Others 

 
20. How much time do you spend online daily? 

1. Less than 2 hours 
2. Between 2 and 4 hours 
3. Between 4 and 6 hours 
4. More than 6 hours 

 
21. What devices do you browse from? (Choose a maximum of 3 answers) 

1. Computer 
2. Mobile 
3. Tablet 
4. SmartWatch 
5. Others 
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8.2. Survey answers 
 
1. Before this questionnaire, did you know about programmatic advertising?  
 

 
 
2. Have you ever received offers (via email, social networks, etc.) for any product 
that you have previously seen online but have not purchased?  
 

 
 
3. If yes, how often? 
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4. If yes, did you ever buy the product that was offered to you through this type 
of advertising? 
 

 
 
5. How do you feel when a web page asks you about your personal 
information?  
 

 
 

6. Indicate the degree of agreement or disagreement with the following 
statements:  
  
I am concerned that web pages collect too much information about me. 
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I am aware that my personal information may be used by third parties when I 
browse web pages. 
 

 
 
My privacy is a priority when browsing. 
 

 
 
7. Do you use any program to block advertising while browsing? (AdBlock, 
uBlock, No Script, etc.) 
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8. Do you know what cookies are? 
 

 
 
9. When you see the notice of the use of cookies on a web page, do you usually 
accept it? 
 

 
 
10. If no, for what reason?  

- I don’t want my personal information to be known. 
- I don’t want ads. 
- I am resistant to accept, I always reject it. 
- Because I’m worried they might obtain too much personal information. 
- To obtain privacy. 
- I change the cookies settings o use programs like duckduckgo, which 

leave no trace. 
- Fear. 
- I think my privacy is safer. 
- To protect my data from being collected from third-parties, to avoid ads, to 

protect my privacy and because, as I understand, cookies make my 
computer slower. 
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11. If a website asked you to use your data for personalized attention, would you 
accept? 

 

 
 
12. Sex 
 

 
 
13. Age 
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14. Educational level 
 

 
 
15. Employment situation 
 

 
 
16. Do you shop online frequently? 
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17. Do you use social media? 
 

 
 
18. If yes, please select which ones you use most frequently. 
 

 
 
20. How much time do you spend online daily? 
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21. What devices do you browse from?  
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