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 Abstract:  With  the  emergence  of  social  media,  a  new  customer  relationship  management  philosophy  has 

 emerged  and  is  now  known  as  Social  CRM.  This  has  changed  the  way  companies  conduct  their  interaction  with 

 customers  and  created  a  closer  link  between  them.  Social  CRM  makes  customer  engagement  a  two-way 

 interaction  through  several  channels  of  communication,  including  social  media.  Instead  of  a  passive  audience, 

 customers  become  more  active,  more  informed,  and  more  demanding  nowadays.  They  not  only  consume 

 products  and  services  but  also  generate  content  and  opinions  that  can  affect  the  brand’s  reputation,  which 

 presents  a  direct  entry  point  for  competitors.  This  forced  companies  to  use  Business  Intelligence  Analytics  in 

 order  to  provide  competitive  products  that  meet  customer  needs  and  go  in  line  with  the  current  market  trend. 

 Hence, they have changed their strategies and ways of communication to adapt to their customers’ 

 demands before churning or moving to a competing company. 

 Churn  is  closely  tied  to  customer  satisfaction,  and  for  obvious  reasons.  Unsatisfied  customers  are  more  likely  to 

 leave,  and  when  they  do,  they  influence  other  people.  Therefore,  companies  currently  perceive  the  need  for  an 

 efficient  retention  strategy  through  improve  customer  satisfaction,  in  which  they  keep  track  of  their  customers’ 

 needs,  expectations,  and  behaviors  throughout  the  social  web.  In  this  context,  this  thesis  focuses,  firstly,  on 

 understanding  customer  satisfaction  through  capturing  the  voice  of  the  customer  (VoC),  from  online  reviews, 

 based  on  topic  modeling  and  sentiment  analysis.  In  fact,  we  propose  a  decision  support  framework  that  allows 

 companies  to  deeply  understand  the  customers’  needs,  and  proactively  adapt  and  customize  new  products  or 

 product offerings that better address the specific requirements and priorities of the customers. 

 Secondly,  we  propose  a  novel  approach  that  improves  customer  retention  and  acquisition  within  a  social  CRM 

 context.  The  approach  is  two-fold:  classification  of  customers  and  improvement  of  their  acquisition  and 

 retention.  The  classification  aims  to  classify  customers  into  three  main  categories,  namely  prospects,  satisfied, 

 and  unsatisfied  customers,  based  on  social  CRM  data.  Customer  acquisition  and  retention  are  improved, 

 respectively,  by  maximizing  the  conversion  rate  of  prospects  into  customers  and  maximizing  the  customer 

 satisfaction  level.  In  the  same  direction,  we  propose  another  approach  that  concerns  the  use  of  eWOM 

 communication  between  customers  as  well  as  the  social  network  structure  in  order  to  improve  the  conversion  of 

 customers  with  weak  eWOM  communication  into  active  customers.  The  main  idea  behind  the  proposed 

 approaches  is  to  serve  as  effective  ways  to  optimize  the  marketing  strategies  adopted  by  companies  in  order  to 

 retain the maximum number of valuable customers at an optimal cost. 
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