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Abstract
Customer relationship management (CRM) entails all aspects of interaction that a company has with its customers, whether it is sales or service-related. While the phrase customer relationship management is most commonly used to describe a business-customer relationship, CRM systems are also used to manage business to business to business relationships. Information tracked in a CRM system includes contacts, clients, contract wins and sales leads and more. The literal and original meaning of the expression “Customer Relationship Management” was, simply, managing the relationship with your customer. There are various media for customer relationship management but the most important media are social and electronic media because of social and electronic media are very less costly and wide coverage. This research paper give idea about what is customer relationship management, what is social media, , what is social media customer relationship management, what is advantages and disadvantages of social media customer relationship management and, which type of social websites available how they are useful to maintaining good relation with customer.
Keyword: customer relationship management, social media, social media customer relationship management.
Introduction
Businesses small and large depend on customers for survival. Customers drive new trends and provide profits for current and future operations and investments. The use of a customer relationship model can help small businesses identify new opportunities and cater to the needs of their customers and clients.
A customer relationship model, also commonly referred to as customer relationship management, seeks to improve the relationship between a business and the customer. When companies, including small businesses, can better identify the needs and desires of their consumers they can increase loyalty and grow the customer base. With this knowledge, small businesses can better distribute products and services and take advantage of new trends in the marketplace. Useful information and knowledge can stem from identifying and analyzing purchasing trends in specific market segments, such as those based on geographical location or customer demographics, such as age, income and family size.
Social media is the collective of online communications channels dedicated to community-based input, interaction, content-sharing and collaboration. Websites and applications dedicated to forums, micro blogging, social networking , social bookmarking, social duration, and wikis are among the different types of social media.
Social Media CRM (SCRM) is a Social Customer Relationship Management. The integration of social media with customer relationship management (CRM) strategies-is the next frontier for organizations that want to optimize the power of social interactions to get closer to customers. With the worldwide explosion of social media usage, business is feeling extreme pressure to be where their customers are. 
The social CRM from technological standpoint bridges social media with the traditional CRM. Social media holds unprecedented potential for companies to get closer to get closer to customers and, by doing so, facilitate increased revenue, cost reduction and efficiencies. Businesses are rapidly embracing social media not only to build virtual communities, but also to create innovative social commerce programs, improve customer care and streamline customer research. With so much to gain, companies need to invest the effort to understand how to break through the noise and offer current and potential customers a reason out to them via social media. 
The blend of social media and customer relationship management enables your brand to truly listen to your customers more than ever before. It enhances your traditional CRM by listening for and with social media conversations, tracking new leads from a Tweet or Face book post and moving them into your sales funnel. Social media continuously generate hoards of information so that it becomes difficult for enterprises to monitor them. As a result ,an increasing number of CRM developing companies of CRM developing companies are now offering social media integration their CRM. 
CRM customization allows your social media accounts to be linked and managed through your customer relationship management software .It helps businesses in devising business strategy using the insight gained from societies.
 The benefits offered by SCRM or social CRM are:  
· Improved peer –to-peer interaction in offering customer support.
  Market feedback research
  Idea management
  Brand positioning and promotion
  Product launching
 CRM helps business in streaming operation and improve customer dealing.
Literature Review
Greenberg (2009) stated in his study that the term “social media” has been used in several contexts related to different technologies and what they can accomplish. Social media may be defined as the production, consumption and exchange of information across platforms for social interaction .Using a similar approach but without explicitly defining social media. 
Andzulis, Panagopoulos, & Rapp, (2012) explained in his study that all customers are now customer benefits‟ and that every interaction is an integral part of a new collaboration between the company and the customer, yielding CRM 2.0.
 According to CREDOC (2009), 57% of French Internet users consult the opinions of other users before purchasing various products and services. Specifically, these new media enable conservations between customers about such topics as products and company reputations. 
Mangold & Faulds,(2009) stated that before the development of social networks ,companies retained control over the messages that they diffused and the time in which customers would have access to them .Companies lose “control” once a message is broadcast as it is recovered by customers who will comment on, share or question it. The customer can “talk” directly with the brand and other customers.
Research says that Social Media has a significant impact on consumer’s purchase decision making process. New form of media has arisen, which due to its social features seems to have a great power of influence on consumer’s purchasing decision making process. Today more and more customers use Social Media to communicate with each other but also with brands. Word  of  mouth  plays  a  central  role  on  Social Media  that  has  an  effect  on  the  customer purchase  decision.  Social Media offers more possibilities for the marketers to engage and interact with customers than traditional marketing (Gros, 2012). Research suggested that the virtual communities are becoming important networks of consumer’s knowledge that influence consumer behavior (Fotis, el at, 2012) (DeValck, et al 2009). 
Social media platform allow customers to form a sort of tribal community around a product or brand consumers. For many businesses today social media is their largest web presence, overtaking their company websites and email programs (Neff 2010). Thus social media has mutated how businesses interact and communicate with their customers as well as how they establish and implement their customer relationship policies. Social media channels represent a huge opportunity for marketers in terms of word of mouth feedback or recommendations (Clodagh O’Brien).
Advantage Of Using Social Media For Customer Relationship Management
· The main advantage of investment in social media for customer relationship management is that social media are speedy to reach customer.
· We can maintain good relationship to every customer who is located anywhere in the world. So coverage area is very wide as compared to other media.
· Cost of maintaining relation ship with customer is very low. Per cost of customer is very low.
· We can maintain good relationship with mass customer at the same time. We can attract more customers.
· We can exchange feedback vey quickly with large customer. 
· We can manage global business very effectively.
· We can maintain good relationship with customer twenty four hours.
· A business or even a customer creates a fan page for your company or product in Face book. People who like your brand and the way you conduct business will sign up as fans, creating a venue for communication, marketing and networking.
· A business can quickly get information out to users who are interested in the company or its products.
· A business can follow conversations about its brand for real-time market data and feedback.
· A customer can easily tell a company and everyone else about their experiences with the company, whether those experiences are good or bad.
· A business can respond very quickly to negative feedback, attend to customer problems and maintain, regain or rebuild customer confidence.
· Possibility to observe and analyse conversations, happening in real time and to simultaneously collect information that was created in the past.  Assessing and studying of additional information provided by users, their photos and videos.  Identification of the key influencing factors in particular fields of business and preliminary identification of the new coming trends.
Disadvantages Of Social Media In Customer Relationship Management
· The main disadvantage of investment in social media for customer relationship management is that the volume of telecommunication information is increasing in such a fast rate that business people are unable to absorb it within relevant time limit.
· Frequent change in technology also demands for further investment.
· Information may not be retrieved due to system errors or fault with technology. Hence required service will be delayed.Social media are not useful for uneducated customer and rural areas.
· One aspect of social networking that is especially damaging to marketing campaigns is negative post responses. Unhappy customers or industry competitors are able to post disparaging or offensive pictures, posts or videos and there is not much a marketer can do to prevent these occurrences. Still, negative or other non-constructive feedback cannot be ignored. Social networks must be managed efficiently enough to immediately respond and neutralize harmful posts, which takes more time.
Social Media Web Sites
Social media may be defined as the production, consumption and exchange of information across platforms for social interaction. Social media has taken the web world by storm .It has completely revolutionized the ways communication used to take place even a decade ago. It makes use of web-based technologies to transform and media monologues into social media dialogues. This technology is mostly of great interest to those that are interested in search engine optimization and Internet marketing. 
Apart from e-mail and instant messengers, they communicate through the medium of blogs, micro blogging websites and social networking websites like face book, Twitter, LinkedIn and many others. 
· Some of the popular social media websites are: 
· Face book,   Google+ - Mainstream social networking sites.
· LinkedIn - Professional networking site. 
· Blogs like Word Press, BlogSpot - used for broadcasting and publishing data 
· YouTube  - Video sharing website. 
· Wikipedia - The open –source online encyclopedia,
· Picasa - Picture sharing websites. 
· Twitter - Micro-blogging websites w
· LinkedIn Pulse. - Even though Pulse is technically a part of LinkedIn, it’s big and important enough to deserve its own entry
· Snapchat. This surprisingly-addictive app gives you the ability to take a picture, add art and text if you’d like, and then send it to recipients for a set amount of time 
· Pinterest. , it lets you share pictures, creative thoughts




Findings
We can say that social media are very useful to maintaining customer relationship. Social media are very speedy and we can use various effects, we can know the immediate feedback of customer.  But there are also some negative points related to use of social media for customer relationship management. Different types of social media can have different effects on consumers and consumer brand relationships. According to the recent survey, 34% of small business owner use technology for customer relationship management and only 18% have marketing data fully integrated with their customer relationship management.
Companies can incorporate social media into their efforts to retain existing customers and to maintain ongoing relationships with them. Face book brand pages, for example, have been shown to be effective in influencing brand evaluations among the customers who “like” them, and the same applies to flagship brand stores in virtual worlds. 41% of customers believe that companies should use social media tools to solicit feedback on products and services (Cone Business in Social Media Study, 2008), 43% of consumers say that companies should use social networks to solve the customers’ problems, Only 7% of organizations understand the CRM value of social media, according to the Brand Science Institute, European Perspective, August 2010 . Top tools used by marketers include Facebook (with 92% of marketers utilizing this took), Twitter (84% of marketers), LinkedIn (71% of marketers), Blogs (68% of marketers) and Youtube (56% of marketers) (Stelzner, 2011). Spending on social media is rising each year as are the number of employees and hours firms dedicate to connecting with Consumers Via Social Media .
Conclusion:
The premise of CRM is that the firm could, and should, manage relationships with its customers to maximize lifetime value, an objective that benefits only the firm. Social media and other new technologies have empowered consumers. Technologies have also enabled consumers to filter out advertising and CRM messages, compare prices with competitors from anywhere with mobile devices, and distribute positive or negative brand messages to a global audience.
Despite our focus on the various challenges associated with social CRM, we are by no means naysayers with regard to the use of social media in CRM strategies. Rather, we believe that by fully recognizing these challenges, companies and researchers will be better able to address them.
Social media communications are widely used as the preferred communication medium for many consumers, so it is intuitive that social media marketers should utilize this current form of communication to build or enhance relationships with their customers. Because of the positive perceptions of followers of social media, it seems evident that organizations should desire to have a high percentage of their consumer base as followers on social media. This indicates that organizations must first inform consumers of their participation in social media through all communications with the consumer. Consumers must first be aware that organizations participate in Facebook and Twitter etc.. Therefore signage as well as advertising should make finding the organization on social media effortless for the consumer. In order to attract followers on social media, organizations must provide attractive content and potentially incentives for joining social media sites.
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