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Abstract. Social Customer Relationship Management (Social CRM) deals with 

the integration of Web 2.0 and Social Media into CRM. Social CRM is a busi-

ness strategy supported by technology platforms in order to provide mutually 

beneficial value for both companies and customers. Gartner has identified So-

cial CRM as one of the top innovation-triggered themes in 2013 [1]. In this 

context, a constraining factor regarding the implementation of Social CRM and 

the achievement of its objectives is the lack of an appropriate performance 

measurement model. Little research has been conducted on the relevant perfor-

mance factors and Social CRM performance measurement models. To address 

this gap, the article presents the qualitative part of a two-stage multi-method 

approach. It comprises findings from a literature review, 15 semi-structured in-

terviews and a consolidation procedure. A preliminary Social CRM perfor-

mance measurement model is developed containing four performance dimen-

sions, 25 classified Social CRM performance factors and corresponding per-

formance measures.  

Keywords: Social CRM, Social CRM Performance, Social CRM Measurement 

1 Introduction 

Social media enables a new mode of communication and interaction between compa-

nies and their customers, which changes the existing approach to customer relation-

ship management (CRM) [2], [3]. Within CRM, companies have only one-directional 

communication (e.g., e-mail) and gather information on existing customers. Due to 

multidirectional communication through Social Media, companies now have addi-

tional access to public and private information (e.g., profiles, activities, interests etc.) 

of consumers (e.g., followers of a company’s Social Media account) as well as their 

friends [4]. The integration of Social Media into CRM is a rising phenomenon within 

Information System (IS) research, leading to a new scientific paradigm [5] and is 

referred to as Social Customer Relationship Management (Social CRM) [6]. It is de-

fined by Greenberg (2010) as “[…] a philosophy and a business strategy, supported 



by a technology platform, business rules, processes and social characteristics, de-

signed to engage the customer in a collaborative conversation in order to provide 

mutually beneficial value in a trusted and transparent business environment” [7]. 

Given that Social CRM is defined as a business strategy, its implementation re-

quires holistic “transformational efforts among all organizational parts” [6]. Particu-

larly the implementation of Social CRM has the potential to provide mutually benefi-

cial value for a company and its customers [8]. Today, companies transform their 

business by applying new strategies, conducting organizational change, and purchas-

ing new Social CRM technology to achieve competitive business benefits [9]. Yet, 

there is a lack of measurement instruments for Social CRM performance and the as-

sessment of Social CRM activities, as well as the achievement of company objectives. 

Accordingly, the measurement of Social CRM performance constitutes a scientific as 

well as a practical challenge. “Achieving measurable returns on them is a continuing 

challenge” [10]. To address this challenge, the process of designing a performance 

measurement model proposed by Nelly et al. (1995), is applied as follows: (1) the 

identification of performance factors, and (2) the classification into a performance 

measurement model [11]. 

A literature review conducted in 2013 by Küpper et al. (2014), analyzing IS and 

Marketing articles, reveals the current state of knowledge for Social CRM measure-

ment models, and reveals the lack of clearly defined dimensions and factors as well as 

corresponding measures (e.g., key performance indicators - KPIs) [12]. The scientific 

literature focuses on CRM measurement models (e.g., [13], [14]) or identifies single 

performance factors for Social CRM (e.g., [9], [15]). An additionally conducted lit-

erature review in early 2014 focuses on Social CRM performance factors and their 

classification into different dimensions [16]. The previous results provide the concep-

tual background for this article. Given the novelty of the topic and lack of research, 

the identification of Social CRM performance factors, which are relevant for business, 

complete the research gap. Particularly, the development of a rigorous and relevant 

preliminary Social CRM performance measurement model forms the objective of the 

article
1
. The corresponding research question is as follows: 

What are the appropriate performance factors for a preliminary Social CRM 

measurement model? 

To achieve the stated objective, 15 semi-structured interviews are conducted and 

analyzed. The result shows that nine new Social CRM performance factors complete 

the preliminary Social CRM performance measurement model, including 25 perfor-

mance factors in total, with examples of operational performance measures. Accord-

ingly, the results constitute scientific as well as practical implications. The practical 

implications are given through the utilization of a control system for Social CRM 

activities within large, in order to achieve organizational objectives and track them 

over time. The rigorous of the results enables researchers to adopt and apply the 

measurement model for their research, which constitutes a significant contribution to 

the IS community.  

                                                           
1 The word “preliminary” indicates a conceptual approach. An evaluation characterizes a vali-

dated performance measurement model (without „preliminary“ up front). 



The remainder of the paper is structured as follows. Firstly, the abovementioned 

conceptual background is introduced, includes the terminology relating to perfor-

mance and the findings from previous literature in the context of Social CRM perfor-

mance. Secondly, the research approach and methodology is described, referring to 

semi-structured interviews, as well as a consolidation and validation procedure. The 

subsequent section contains the findings and results. Finally, there are conclusions, 

limitations and suggestions for further research. 

2 Conceptual Background 

2.1 Terminology 

Performance factors describe business activities regarding effectiveness, or the results 

to be achieved. It “can be expressed either in terms of the actual efficiency and/or 

effectiveness of an action, or in terms of the end result of that action” [11]. Therefore, 

the performance factors answer the question of what is being measured. 

The preliminary performance measurement model consists of different perfor-

mance dimensions. Each performance dimension contains multiple performance fac-

tors. In the context of CRM, the preliminary performance measurement model enables 

“managers to anticipate how CRM will work and determine the way CRM will influ-

ence the achievement of the strategic firm’s objectives” [17]. Generally, the organiza-

tion will be able to assess its activities and to achieve its objectives [17], [18]. To sum 

up, the categorization of performance factors and the construction of a preliminary 

performance measurement model answer the following question: What dimensions 

are measured in order to assess and achieve the organization’s objectives? 

Performance measurement describes a process of quantification in order to deter-

mine the categories for the preliminary performance measurement model. “Perfor-

mance measurement can be defined as the process of quantifying the efficiency and 

effectiveness of action.” [11]. Therefore, the performance measurement answers the 

following question: how it is measured? 

 

2.2 Previous Findings 

The previous literature review in early 2014, according to systematic research process 

by vom Brocke et al. (2009) [19], was conducted to derive performance factors and to 

classify them within a preliminary performance measurement approach. The major 

findings are threefold [16]. Firstly, the analysis of the literature identifies 16 Social 

CRM performance factors from 37 relevant IS and Marketing articles. Secondly, a 

performance measurement approach for Social CRM is adopted from the CRM per-

formance measurement model of Kim & Kim (2009) [13]. The model was selected 

after an in-depth analysis of different performance measurement models in literature. 

It is also a high ranked, widely used framework that provides a high degree of exter-

nal validity. The corresponding measurement model adopts a company perspective 

and includes four performance dimensions, namely (1) infrastructure, (2) process, (3) 

customer, and (4) organizational performance. Thirdly, the Social CRM performance 



factors are classified into the abovementioned dimensions. Through a sorting proce-

dure, the classification process with PhD students and practitioners is validated by a 

calculated inter-rater reliability ratio [20] and therefore ensures a high degree of ex-

ternal validity. The findings are shown in Table 1 (a detailed list with all correspond-

ing references can be requested from the authors). 

Table 1. Previous findings [16]. 

Performance 

dimensions 

Performance factors Examples of  

references 

Infrastructure 
Social Media Monitoring [4], [21], [22] 

Online Brand Communities [4], [7], [22] 

Process 

Customer Insight [4], [21], [23] 

Customer Orientation  [15], [24], [22] 

Customer Interaction  [21], [25], [26] 

Market and Customer Segmentation [27], [28] 

Customer Co-Creation  [15], [29], [30] 

Customer 

Customer-Based Relationship Performance [13], [15], [24] 

Customer Loyalty [23], [24], [31] 

Peer-to-Peer-Communication  [9], [32], [33] 

Organizational 

Performance 

Customer Lifetime Value [34], [35] 

Financial Benefits [24], [36], [31] 

Brand Awareness [29], [37], [38] 

Organizational Optimization [15], [31], [39] 

Competitive Advantage [15], [21], [24] 

New Product Performance [7], [15], [26] 

3 Methodology 

3.1 Research Approach 

Figure 1 depicts the research design for the project, showing a two-stage multi-

method approach [14], [40], [41]. The overall research design develops and measures 

Social CRM performance, comprising (1) an explorative qualitative part and (2) a 

confirmatory quantitative part. Particularly the initial step is a literature review, which 

identifies the research gap. Subsequently, the identified Social CRM performance 

factors from the academic literature constitute the previous findings (cf. Table 1). 

Accordingly, the paper focuses on the following three steps featuring a preliminary 

Social CRM performance measurement model. The various steps are qualitative in 

nature, adhere to a conceptual approach and are structured as follows. First, semi-

structured interviews with the respective IT, marketing and communication managers 

are conducted to validate the previous findings from the literature and to identify fur-

ther relevant Social CRM performance factors in practice. Second, the findings are 

consolidated and separately described. Finally, the summarized Social CRM perfor-



mance factors are classified into the four dimensions of the preliminary performance 

measurement model. A sorting procedure validates the classification. 

 

 

Fig. 1. Overview of research approach 

3.2 Semi-structured Interviews 

Given the sparse findings in the current Social CRM literature and especially the lack 

of practical insights into the identification of Social CRM performance factors, the 

authors collect data by means of semi-structured interviews. The article completes the 

initial approach of identifying Social CRM performance factors in order to develop a 

Social CRM measurement model at an organizational level. Considering the focus of 

the article, the first step describes the collection of data by means of semi-structured 

interviews [42] with executive directors and managers in the IT, marketing and com-

munication departments of several companies. Given the exploratory stage of re-

search, conducting semi-structured interviews allows an in-depth discussion and 

yields new practical insights into the topic. This technique is useful because it “en-

sures that the researcher will obtain all information required, while at the same time 

gives the participant freedom to respond and illustrate concepts.” [43]. 

A structured criterion-based process, proposed by Paré (2004) [43], is adopted in 

order to (1) design, (2) conduct, and (3) analyze semi-structured interviews in a sys-

tematic manner. 

The (1) design of semi-structured interviews contains the description of six sub-

stages, being: research questions, prior theorizing, unit of analysis, number of inter-

views, selection of cases and interview protocol [43]. The research question is intro-

duced in Section 1
2
. The prior theorizing [44] is described in Section 2 and is derived 

from previous findings. The abovementioned unit of analysis is at a specific organiza-

tional level of research [45]. In total, 15 interviews within 12 companies are conduct-

ed over 4 months of intensive preliminary work. In one company, three practitioners 

and in another, two practitioners are interviewed respectively. As the implementation 

                                                           
2 A corresponding interview guideline, containing the specific research questions, can be re-

quested from the authors. 



of Social CRM involves substantial effort [6], the emphasis in this study is on large 

enterprises. Table 2 provides an overview of industry segments and corresponding 

partners
3
.  

Table 2. Interview Informants 

Industry Segments Interview Number [#], Organizational Role Employees 

Insurance  

[#1] Product Manager >50.000 

[#2] Head of Marketing >50.000 

[#3] Head of IT >50.000 

[#4] Project Manager >3.000 

[#5] Head of Digital Innovation >140.000 

Aerospace 

[#6] Marketing, Communication Manager >8.000 

[#7] Manager of Digital Business >110.000 

[#8] Online Sales Manager >110.000 

Telecommunication 
[#9] Head of CRM >20.000 

[#10] Manager of Customer Intelligence >4.000 

Transport & Logistic 
[#11] PR and Social Media Manager >300.000 

[#12] CRM Manager >50.000 

Production [#13] Global New Media Manager >20.000 

Retail [#14] CRM Manager >50.000 

Internet [#15] Country Sales Manager >3.000 

On average, an interview has a duration of approximately 45-60 minutes. Each inter-

view is recorded and transcribed, all in all producing over 150 pages of interview 

protocols. 

The concepts applied in (2) conducting semi-structured interviews are qualitative 

data collection methods, sampling strategies for interviews and theoretical saturation. 

The sources for collecting data are exclusively semi-structured interviews. A snowball 

sampling strategy is applied, “this technique provides more convincing evidence of 

the credibility of developed theory, but it also allows answering the question, When 

can I stop sampling?” [43]. Subsequently, theoretical saturation is reached after the 

15
th 

interview, with clearly recurring identifications of new Social CRM performance 

factors.  

The (3) analysis of evidence is explained by Eisenhardt (1989), “qualitative data 

analysis is both the most difficult and the least codified part of the process.” [46]. The 

applied concepts are reflective remarks, coding of raw data and project reviews. The 

interview transcripts are read by two independent PhD students and analyzed with a 

qualitative content analysis, following Mayring (2008) [47], which enables the identi-

fication of unaddressed Social CRM performance factors. An important applied con-

cept is that of reflective remarks, which “are ways of getting ideas down on paper and 

of using writing as a way to facilitate reflection and analytic insight.” [43]. The reflec-

tive remarks are the initial impression of the recurring constructs and followed by a 

                                                           
3 Due to signed non-disclosure agreements, the names of the companies are removed. 



collapsed coding scheme (i.e., coding of raw data) to gain a higher level of abstrac-

tion. Finally, the analysis of semi-structured interviews is completed with the project 

review. The researcher presents interpretations and findings in order to confirm their 

credibility. 

3.3 Consolidation and Definition 

The study identifies a number of Social CRM performance factors in the semi-

structured interviews. In the consolidation procedure, the findings are summarized in 

one list and compared to the results from previous findings. Emerging issues and 

discrepancies between individual performance factors (e.g., same meaning, different 

wording) are reviewed and discussed in a focus group of four PhD students from dif-

ferent universities, all of whom are researching Social CRM. The result is a complet-

ed list of previously identified as well as new Social CRM performance factors. Sub-

sequently, the assignment of identified factors is an important step in the research 

project. The corresponding definitions are derived from the statements made by inter-

viewees. 

3.4 Classification and Validation 

Classifying the new Social CRM performance factors into the performance dimen-

sions of the appropriate performance measurement model of Kim & Kim (2009) [13], 

we follow the top-down approach proposed by Wang et al. (2009), which “starts with 

a logical framework or model to categorize the responses” [14]. Bailey (1994) de-

scribes the term classification as the process of “ordering entities into groups or clas-

ses on the basis of similarity” [48]. Accordingly, the classification rigorously follows 

the process recommended by Bailey (1994). In order to test the quality of the results, 

a sorting procedure classifies the findings. According to Petter et al. (2007) “sorting 

can be one of the best methods to assure content validity” [49]. In successive rounds, 

researchers in the discipline of IS and practitioners from corresponding operative 

departments assign the Social CRM performance factors to the various performance 

dimensions. After each round, inter-rater reliability is calculated in order to identify 

problem areas, e.g. in the definitions, wording, etc. The discrepancies and problem 

areas are always reviewed and discussed to improve, re-write or even totally re-define 

the definitions, so as to improve understandability. The inter-rater reliability follows 

the formula by Perreault and Leigh (1989) [20]
4
: 

 I = (((F/N) – (1/k))(k/(k – 1)))
0.5

 (1) 

Compared to other inter-rater reliability indexes (e.g., Cohen’s kappa), Perreault and 

Leigh have established that their index “… will usually be a more appropriate meas-

                                                           
4 I = inter-rater reliability, F = number of judgments on which the judges agree, N = total num-

ber of judgments, k = number of coded categories 



ure of reliability” [20]. The sorting procedure stops when the inter-rater reliability 

falls within the generally-accepted range of 0.8 – 1.0 [20]. 

4 Findings and Results 

4.1 Semi-structured Interviews 

The analysis of semi-structured interviews yields 24 Social CRM performance fac-

tors. Table 3 depicts all identified Social CRM performance factors in a first column 

and the total number of hits in a second column. 

Table 3. Findings from semi-structured interviews 

Identified Social CRM perfor-

mance factors 

Number 

of hits 

Identified Social CRM perfor-

mance factors 

Number 

of hits 

F
ro

m
 p

re
v
io

u
s 

fi
n
d

in
g

s 

Customer Interaction  15 

N
ew

 f
in

d
in

g
s 

Personalized Product and 

Services 
14 

Customer Insights 14 Cultural Readiness 12 

Customer Co-Creation  14 IT Readiness 10 

Customer-Based Relation-

ship Performance  
14 

Multi-Channel and  

Ubiquity Interaction 
10 

Social Media Monitoring 13 Customer Competence 10 

Online Brand Communities 13 Social Selling 10 

Customer Orientation  13 Sensibility 9 

Customer Loyalty 11 
Target-Oriented  

Customer Events 
8 

Organizational Optimization  11 Customer Convenience 6 

Brand Awareness 10    

Competitive Advantage 9    

Peer-to-Peer-

Communication  
8 

 
  

Financial Benefits 5    

New Product Performance 5    

Market and Customer Seg-

mentation 
3 

 
  

The most commonly named performance factor with a total number of 15 references 

are efficient and effective “customer interaction”. “The potential benefit of Social 

CRM is that we can interact in a more customer-oriented way and respond with a high 

frequency of contact with low-threshold contact recordings” [interview #5]. Some 

experts emphasize that through the two-way interaction and potential for customer 

participation, the “communication between customers and the company can be on the 

same level” [interview #14]. Despite the fewest hits for an efficient “market and cus-

tomer segmentation”, the appropriate performance factor “facilitates another form of 



customer segmentation” [interview #13]. New customer information and the corre-

sponding analytical tools permit “the identification of new patterns, which can lead to 

new profitable customer segments” [interview #13]. 

4.2 Consolidation and Definition 

Table 4. New findings from semi-structured interviews 

Performance 

factors 
Explanations References 

Cultural 

Readiness 

Describes a holistic organ-

izational culture, i.e., the 

willingness of the employ-

ee to share information and 

to understand as well as 

accept the company’s 

Social CRM strategy. 

“It is useless to implement such technologies or 

to run processes if you are not willing, in prin-

ciple, to take the customers to the company 

through social media.” [Interview #4] 

“We make the employees aware for months that 

Social CRM is coming and that this leads to 

change.” [Interview #11] 

Sensibility It explains the attentive-

ness and the regardfulness 

of actions within the use of 

customer data and agenda 

setting, e.g., to respect 

privacy customer. 

The focus on new forms of customer relation-

ship management is seen as an emotionally 

driven issue that requires very careful and sensi-

tive action [Interview 9], [Interview #13]. This 

applies to the handling of customer data [Inter-

view #12] and the content of communication. 

IT Readiness It describes the readiness 

of the IT by means of 

implemented functions and 

tools in order to integrate 

Social Media data with 

CRM master data in one 

application. 

“Ideally, all information which converges from 

different social media is stored with the respec-

tive customer profile.” [Interview #12] 

“In the future, we just need to combine the two 

data streams, which are the summation of vari-

ous social media channels of a user, and then 

link them to our master data.” [Interview #6] 

Personalized 

Product and 

Services 

Through Social CRM, a 

customer receives person-

alized products and ser-

vices that satisfies individ-

ual needs or solves the 

relevant problems. 

In this sense, experts point out that one of the 

goals of Social CRM is that customers perceive 

products and services as personalized [Interview 

#12], which is advantageous for them [Interview 

#1]. A customer demands, “truly individual 

solutions tailored to his needs.” [Interview #9] 

Target-

Oriented 

Customer 

Events 

Customer events are de-

signed more efficiently and 

effectively through Social 

CRM as well as used in a 

more target-oriented man-

ner. 

All communication channels are used to indicate 

and advertise brand themes or specific topics to 

the customers. [Interview #4] [Interview #7] 

Customer events could be designed differently, 

entailing the continuation of physical events to 

increase their scope. [Interview #1] 



Table 4 (Continuing). New findings from semi-structured interviews 

Performance 

factors  
Explanations References 

Multi-

Channel and 

Ubiquity 

Interaction 

The company is able to 

ubiquitously communicate 

or interact with customers 

through multiple Social 

Media channels. 

We must “be available on the information and 

communication channels which are used by the 

customers, as contact and discussion partners.” 

[Interview #3]. This means ensuring adequate 

availability, “so 24 hours, 7 days a week.” [In-

terview #13] 

Customer 

Convenience 

A customer’s access to a 

variety of support options 

facilitates a much easier, 

more efficient and effective 

interaction with the com-

pany. 

Customers can directly contact a company or its 

representatives through social media. [Interview 

#11] In addition, social media has a wide range 

of functions, especially regarding interaction, 

“You don't need to fill out any form. You just 

post your statement to the representatives. Any-

way, you are on that platform, so it is easily 

done.” [Interview #5] 

Customer 

Competence 

In the Social CRM context, 

customer competence 

describes the influence of 

the customer on the com-

pany's activities, due to 

transparent communication 

(e.g., option leader, spe-

cialists on a specific topic).  

Through social media and within the context of 

customer relationship management, the customer 

has a much greater influence on the company's 

activities. [Interview #13] “This is a change in 

control and power.” [Interview #13] 

“Today, the transparency effect has changed. 

This results in less company power and more 

customer power.” [Interview #5] 

Social  

Selling 

Service and product sales 

are supported by recom-

mendations (e.g., by post-

ings, comments etc.) 

and/or from other custom-

ers or friends. 

Apparently, evaluations and recommendations 

from customers on the Internet, of a company's 

products and services instill more confidence 

among consumers than other product and service 

comparisons. [Interview #3] 

Product information must be launched on social 

media in such a way that web-users “discuss the 

meaning and purpose of our products, when and 

which product is suitable and make specific 

recommendations.” [Interview #4] 

The identified 24 Social CRM performance factor are compared to previous findings. 

The interviewers also stated 15 of 16 Social CRM performance factors from the litera-

ture review. Concerning the abovementioned statements from practitioners all 15 

performance factors can be considered as valid and confirmed in practice. 

The remaining 9 performance factors (“New findings” in Table 3) are identified 

exclusively from the semi-structured interviews in the Social CRM context. Concern-



ing the various Social CRM performance factors, Table 4 presents the definitions of 

the remaining performance factors. The abovementioned 15 factors are defined by 

Küpper et al. (2014) [16].  

A clear described definition is indispensible for the present research procedure. 

The precise differentiation of findings structures the body of knowledge and facili-

tates common principles for ongoing discussions with researcher and practitioners. 

4.3 Classification and Validation 

After defining the new 9 Social CRM performance factors, the classification process 

is conducted using the sorting procedure. The article focuses on the classification and 

validation of new results from the semi-structured interviews into the four categories 

mentioned above in the previous findings (infrastructure, process, customer, organiza-

tional performance). In the first round, the inter-rater reliability is calculated with a 

ratio of 0.56. Conducting a revision and subsequently assigning two new participants, 

the index yielded a result of 0.68. After additional enhancements in the third round, 

the inter-rater reliability exceeds the threshold with a ratio of 0.88. Due to some revi-

sion in wordings, a final round ensures the classification quality. The calculated ratio 

yields a value of 0.95, which ensures high reliability. Table 5 depicts the four dimen-

sions of the preliminary Social CRM performance measurement model, presents all 

corresponding performance factors (i.e., findings from the previous literature review 

and results from the semi-structured interviews) and depicts exemplary operational 

performance measures for each performance factor. The operational performance 

measures are added, because two experts stated that the main task is to identify and 

operationalize the crucial performance factors, thus demonstrating that Social CRM 

adds value to the company [interview #4], [interview #12]. 

The identified performance factor “customer lifetime value” from the previous 

findings (cf. Table 1) was adopted, despite the lack of mention in the interviews with 

experts. The evaluation of the net present value of individual customers facilitates an 

accurate analysis of Social CRM activities. To conclude, the performance factor is a 

significant part of “organizational performance” and therefore, part of the preliminary 

Social CRM performance measurement model. 

Table 5 shows the overall results of the investigation. The resulting preliminary 

Social CRM performance measurement model makes a contribution to the IS research 

field and has new practical implications. The ongoing research activities (develop-

ment of an evaluated Social CRM performance measurement model) facilitate the use 

of validated measures for Social CRM performance. The rigor of the results enables 

researchers to adopt and apply the measurement process for their research, which 

constitutes a significant contribution. In practice, a corresponding performance meas-

urement model facilitates the assessment of Social CRM activities. Four major practi-

cal implications can be stated. First, it facilitates a control system for Social CRM 

activities, e.g., which social campaign was good and which one was ineffective. Sec-

ond, it enables the justification of current and future Social CRM engagements in a 

company, e.g., spending money for new investments. Third, the operational meas-

urement allows new benchmark systems to compare their Social CRM efforts with 



competitors. Finally, companies have to reach clearly defined objectives, e.g. 10 per-

cent more customer interaction on social media. Therefore, a Social CRM perfor-

mance measurement model helps to achieve organizational objectives and track them 

over time [50], [51]. 

Table 5. Preliminary Social CRM performance measurement model 

Performance 

dimensions 
Performance factors 

Examples of operational performance 

measures 

In
fr

a-

st
ru

ct
u

re
 Social Media Monitoring # of Social CRM supporting tools  

Online Brand Communities Quality of engagement level  

Cultural Readiness # of employees trained in Web 2.0 principles 

IT Readiness Degree of integrated data level (maturity) 

P
ro

ce
ss

 

Customer Insight Social customer knowledge creation 

Customer Orientation  # of customer oriented activities 

Customer Interaction  # of solved problems 

Market and Cust. Seg. # of new identified segments (social media) 

Customer Co-Creation  # of received product or service ideas 

Sensibility # of sensitive post (complaint) per all posts 

Target-Oriented Cust Events # of events triggered by social media data 

Multi-Channel & Ubiq. Int. Distribution of interaction across social media 

Social Selling # of comments from other users by a purchase  

C
u

st
o

m
er

 

Customer-Based Relation-

ship Performance  

Score on customers satisfaction (survey), 

views with positive sentiment 

Customer Loyalty Net promoter score (NPS) 

Peer-to-Peer-

Communication  

Quantity/frequency of posts etc., amount of 

brand related user generated content 

Customer Convenience Score of convenience ratio (survey) 

Customer Competence # of opinion leader on social media  

Pers. Product and Services Level of personal service quality (survey) 

O
rg

an
iz

at
io

n
al

 

P
er

fo
rm

an
ce

 Customer Lifetime Value Customer social media value 

Financial Benefits Revenue of sold products or services 

Brand Awareness Likes per social media platform 

Organizational Optimization # of successful process changes,  

Competitive Advantage Score of benchmark system (survey) 

New Product Performance # of innovative new products 
   

 
 

New findings  
   

5 Conclusion, Limitations and Future Research 

The article analyzes 15 semi-structured interviews for Social CRM performance fac-

tors, with an organizational perspective. The ultimate objective is to develop a prelim-

inary Social CRM performance measurement model. The study is explorative and 

follows the multi-method two-stage research design presented in Figure 1. Consider-



ing the main research question (What are the appropriate performance factors for a 

preliminary Social CRM measurement model?), three major findings are presented. 

First, the analysis of semi-structured interviews reveals 24 Social CRM performance 

factors in total, including 9 explorative new findings. Second, a classification for the 

corresponding new Social CRM performance factors into four dimensions, through a 

sorting procedure, ensures high external validity. Third, the developed preliminary 

Social CRM performance measurement model (including exemplary performance 

measures) is presented in Table 5, containing 25 performance factors, and completes 

the findings of the study. 

Two limitations impact on the results. First, the selected 12 companies are possi-

bly quite heterogeneous, which could bias the results from the interviewees. Second, 

possible hierarchical relationships (i.e., differentiations between preconditions and 

outcomes) are not derived in this article.  

Future research directions are presented in Figure 1. According to the procedure 

proposed by Kim and Kim 2009 [13], the preliminary Social CRM performance 

measurement model is evaluated on a data set by means of analyzing data across large 

companies in Germany, Switzerland and Austria (i.e., calculating operational perfor-

mance measures for the performance factors based on social media data). The exem-

plary mentioned operational performance measures are advanced, redefined or new 

measures are developed, in order to identify multiple operational performance 

measures for each performance factor. A mathematical model is developed to summa-

rize the data for each Social CRM performance factor and performance dimension 

(i.e., an equation for each performance factor has to developed with different weights 

for each of the corresponding operational performance measures).  
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