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Abstract:

Customers’ participatory engagement with the interactive environment
necessitated Integrated Marketing Communications’ (IMC) renovation.
This paper probes the extent to which social customer relationship
management contributes to foster the incorporation of IMC in the
interactive environment and seeks effective solutions to digitalize it. An
analytical study of Procter and Gamble organization was conducted by
relying on its annual report and social media platforms and concluded that it
contributes effectively to IMC planning and maintains its integration.
Keywords: Social Customer Relationship management, Integrated
Marketing Communications, electronic  word-of-mouth  (eWOM),
customer’s experience, content Creation
Jel Classification Codes:M310, M370
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