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Abstract. Social media plays a crucial role in the digital economic era for Small 

and Medium-sized Enterprises (SMEs). Social media platforms have transformed 

how businesses interact with customers, making social customer relationship 

management (s-CRM) vital for the sustainability and success of SMEs in achiev-

ing competitive advantages. Given the positive impacts highlighted in previous 

studies, it is essential to comprehensively review both the benefits and challenges 

SMEs face in implementing s-CRM. This study conducts a systematic literature 

review, identifying, assessing, and interpreting all available research evidence to 

answer specific research questions. The analysis of the selected primary studies 

identified the key benefits and challenges of s-CRM implementation in SMEs. 

The findings reveal four key benefits: increased innovation capability, enhanced 

sales performance, customer engagement, and competitive advantage. However, 

SMEs face significant challenges in implementing s-CRM, including data secu-

rity issues, integration complexity, lack of resources, and resistance to change. 

Keywords: Social Media, Customer Relationship Management, Social CRM, 

SMEs, Systematic Literature Review 

1 Introduction 

The integration of social media into electronic Customer Relationship Management (e-

CRM) has emerged as a significant area of emphasis for numerous organizations in the 

contemporary business landscape, with the objective of augmenting value, customer 

engagement, and service innovation [1]. In response to the ever-evolving nature of the 

modern era, social media has evolved from a mere communication instrument to an 

indispensable platform that facilitates interactions between businesses and their clients 

[2]. The integration of social media into electronic Customer Relationship Management 

(e-CRM), henceforth referred to as social CRM (s-CRM), has emerged as an imperative 

tactic for Small and Medium-sized Enterprises (SMEs) for the purpose of effectively 

overcoming economic challenges and improving their competitiveness [3].  

Recent researches indicate that small and medium-sized enterprises (SMEs) might 

improve their competitive advantage and overcome economic obstacles by implement-

ing customer relationship management (CRM), primarily through the utilization of so-

cial media platforms [4]–[6]. The adoption of these technologies could progressively 
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dictate the future success of small and medium-sized enterprises [4]. In addition, evi-

dence suggests that implementing Social CRM can lead to enhanced market accessibil-

ity, improved customer communication, decreased marketing expenses, and strength-

ened customer relationships [5], [7]. The practical implementation of s-CRM by small 

and medium-sized enterprises (SMEs) is contingent upon organizational preparedness, 

technological proficiency, and support from top management [8], [9]. Alghamdi has 

recognized the Technology-Organization-Environment (TOE) framework as a valuable 

instrument in comprehending and situating the implementation of CRM technologies 

within small and medium-sized enterprises (SMEs) [4]. Furthermore, research has 

shown that incorporating social media platforms into advertising campaigns enhances 

customer awareness and engagement, strengthens customer relationships, and posi-

tively impacts the operational efficiency of small and medium-sized enterprises[6], 

[10]. 

Although the expanding body of literature on the benefits of s-CRM for SMEs, many 

benefits and positive impacts of s-CRM Implementation are published disparate and 

complex; thus, a comprehensive picture of the current state of the key benefits of s-

CRM for SMEs is missing. This systematic literature review aims to identify and ana-

lyze the more comprehensive key benefits and challenges SMEs face in adopting s-

CRM from the primary studies between 2000 and 2024. 

2 Methods 

A systematic approach for reviewing the literature on the adoption of social CRM in 

SMEs is chosen. The guideline for performing Systematic Literature Review (SLR) is 

derived from Kitchenham following the explanation that a systematic literature review 

(often referred to as a systematic review) is a means of identifying, evaluating, and 

interpreting all available research relevant to a particular research question, or topic 

area, or phenomenon of interest. Individual studies contributing to a systematic review 

are called primary studies; a systematic review is a form of secondary study [11]. 

2.1 Planning Stage 

The planning stage is the first step of SLR, where the requirements for a systematic 

review are identified (step 1). The objectives for conducting the literature review are 

outlined in the introduction of this chapter. Subsequently, existing systematic reviews 

on the adoption of social CRM in SMEs were identified and examined. A review pro-

tocol was developed to guide the review process and minimize the potential for re-

searcher bias. This protocol delineated the research questions, search strategy, study 

selection process with defined inclusion and exclusion criteria, quality assessment, and 

data extraction and synthesis procedures.  

The research question was initiated using PEO (Population, Exposure, Outcome). 

This framework aids in formulating research questions, identifying key search terms, 

and guiding the selection of studies based on the research question [12]. 

Population (P): SMEs  
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Exposure (E): Implementation of Social CRM 

Outcome (O):  Business performance 

According to the PEO framework, the research question for this study is “What are 

the key benefits and challenges in implementing social CRM (Exposure) on business 

performance (Outcome) in SMEs (Population)?”. Based on the research question, the 

primary objective of this systematic literature review is to identify the key benefits and 

challenges of the implementation of Social CRM (step 1). From the research question, 

the central review will be focused on the key benefits and the challenges of s-CRM 

implementation in SMEs (step 2), and several research methods from the primary stud-

ies will not be limited to help evaluate the context on measuring the impact of s-CRM 

adoption in SMEs (step 3). 

2.2 Conducting Stage 

The search process, particularly in step 4, involves structured activities to ensure thor-

ough coverage of the relevant literature. This includes selecting appropriate digital li-

braries, defining a precise search string, conducting a pilot search, refining the search 

string based on initial results, and retrieving an initial set of primary studies that align 

with the search criteria. By following this comprehensive approach, researchers can 

maximize the breadth and depth of their literature review. The selected digital databases 

for this process include ScienceDirect and Scopus. 

The search string was formulated through the following steps: Identifying search 

terms from the PEO framework, particularly focusing on Population and Exposure; De-

riving search terms from the research questions; Extracting search terms from relevant 

titles, abstracts, and keywords; Identifying synonyms, alternative spellings, and anto-

nyms for the search terms; Constructing a comprehensive search string using the iden-

tified terms, employing Boolean operators (ANDs).  

The search string that was utilized is as follows: (Social AND Customer AND Rela-

tionship AND Management AND Implementation AND in AND SMEs)  

The search strategy was refined to meet the unique criteria of each database. 

Searches were conducted using titles, keywords, and abstracts, constrained to publica-

tions from 2020 to 2024. The scope was restricted to include journal articles published 

in English, with the Scimago Journal Rank (SJR) from Q1, Q2, and Q3 categories. 

Primary studies selection (step 5) was conducted based on the defined inclusion and 

exclusion criteria (see Table 1). 

Table 1. Inclusion and Exclusion Criteria 

Criteria Description Code 

Inclusion 

Criteria 

Studies discussing social CRM and social media adoption in 

SMEs 

IN1 

Studies measuring the impact of s-CRM in SMEs IN2 

Studies that suggest attributes of key benefit challenges for im-

plementing s-CRM in SMEs 

IN3 

Studies written in English IN4 

Studies related to s-CRM outside the scale of SMEs EX1 
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Exclusion 

Criteria 

Studies that are published in a form other than academic journal 

articles 

EX2 

Studies that are not written in English EX3 

Studies that do not fit into any inclusion criteria EX4 

Source: Author’s work 

The comprehensive search methodology and the number of studies identified at each 

phase are illustrated (see Fig. 1). The study selection process was executed in two 

stages: initial exclusion based on title and abstract, followed by exclusion based on full-

text evaluation. Data from the selected primary studies were extracted to address the 

research questions posed in this review (step 6). The author uses the Mendeley Software 

Package to store and manage the research results. 

Considering the inclusion and exclusion criteria, the quality of the studies, their rel-

evance to the research questions, and their similarity. Duplicate studies by the same 

authors published in different journals were excluded (step 7). After this full-text selec-

tion process, 26 primary studies remained. Various strategies were employed to syn-

thesize the extracted data (step 8), tailored to different research questions. Generally, a 

narrative synthesis method was used, and the data were tabulated to align with the re-

search questions. 

 

 

 
 

 

Fig. 1. Search and selection of primary studies 

2.3 Reporting Stage 

This literature review encompasses 26 primary studies analyzing s-CRM adoption in 

SMEs. (see Fig. 2) provides a brief overview of this distribution, showing an increase 

in published studies from 2020 to 2024, thereby indicating the inclusion of more con-

temporary and relevant research. The line graph illustrates that the most significant 

number of distributions is in 2023 compared to the other year. 
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Fig.2. Includes Studies Distribution by Year 

Source: Author’s work 
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3 Results and Discussion 

3.1 Key Benefits of Implementing s-CRM in SMEs 

Synthesized from 26 primary studies, the key benefits of implementing s-CRM in 

SMEs as shown in Table 2. 
Table 2. Key Benefits Clustered from Primary Studies 

Key Benefit  

Cluster 

Referenced  

Primary Studies 
Brief Explanation 

Increased 

Innovation  

Capability 

[13]–[17] Social CRM positively affects SME performance and 

competitive advantage, enhancing innovation capability 

and driving customer-centric practices. 

Enhanced  

Sales  

Perfor-

[13]–[15], [18]–

[23] 

Social CRM positively affects customer satisfaction and 

loyalty, leading to enhanced competitiveness and market 

share, 

mance 

Improved  

Customer  

Engagement 

[4], [15], [18], 

[20], [24] 

Social CRM enables SMEs to engage with customers 

through social media, influencing positive reviews and 

mobilizing actions toward brands or products. 

Competitive  

Advantage 

[4], [14], [25]–

[28] 

Social CRM adoption positively affects customer loy-

alty, improves interactions with key stakeholders, and 

increases firm performance, including competitive ad-

vantage and innovation capability, improving business 

outcomes. 

Source: Author’s work 

3.2 Challenges of Implementing s-CRM in SMEs 

Despite the benefits, the challenges associated with implementing social CRM in SMEs 

are also multifaceted (see Table 3). encompassing technological, organizational, cus-

tomer engagement, and data privacy/security dimensions. SMEs frequently contend 

with resource constraints, a lack of readiness for change, and difficulties in effectively 

engaging customers while ensuring data privacy and security. These challenges under-

score SMEs' need to strategically integrate social media with CRM activities, address 

organizational barriers, and consider regulatory requirements when implementing so-

cial CRM systems. 

Table 3. The Challenges Faced by SMEs in Implementing s-CRM 

Challenges 
Referenced  

Primary Studies 
Brief Explanation 

Data Security [29]–[31] SMEs face challenges related to privacy and con-

trol when implementing social CRM, which can 

affect their social media management strategies. 

Integration  

Complexity 

[19], [28], [32], [33] Challenges in data management, such as the ab-

sence of consistent methods for collecting and in-

tegrating social data with CRM systems, have been 

Lack of  

Resources 

[13], [14], [29], 

[34]–[37] 

identified as key issues. 

SMEs encounter challenges due to limited re-

sources, often resulting in the reactive and ad hoc 
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Challenges 
Referenced  

Primary Studies 
Brief Explanation 

Resistance  

to Change 

[33] 

management of social media, impacting the effec-

tive implementation of social CRM. 

Implementation attempts often fail due to the lack 

of readiness or resistance toward change. Need for 

a change management framework. 

Source: Author’s work 

4 Conclusion 

This literature review aims to identify and analyze the key benefits and challenges of 

s-CRM implementation in SME research from 2020 to 2024. After applying the inclu-

sion and exclusion criteria, 26 published studies were identified and examined. This 

review has been conducted as a systematic literature review, a methodology defined as 

identifying, assessing, and interpreting all available research evidence to answer spe-

cific research questions. There are four key benefits and challenges SMEs face in im-

plementing social CRM. 

The key benefits of the s-CRM implementation in SMEs include: Increased innova-

tion capability; Enhanced sales performance; Improved customer engagement,; and 

Competitive advantage. While the the challenges in implementing s-CRM in SMEs are: 

Data Security; Integration complexity; Lack of resources. And Resistance to change. 

Despite the benefits, the challenges associated with implementing social CRM in SMEs 

are also multifaceted. These challenges underscore SMEs' need to strategically inte-

grate social media with CRM activities, address organizational barriers, and consider 

regulatory requirements when implementing social CRM systems. 

Most primary studies have not adequately addressed the challenges associated with 

s-CRM implementation in SMEs. To fill this research gap, various methods should be 

employed to identify best practices for implementing s-CRM on an SME scale and to 

develop practical solutions to overcome these challenges. 
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