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Abstract  

Artificial intelligence (AI) has revolutionized the field of customer relationship management (CRM), offering 

organizations new opportunities to improve their organizational performance and gain a competitive 

advantage. This research paper explores the impact of AI-powered CRM on organizational performance and 

competitive advantage by analysing quantitative data. A comprehensive literature review is conducted to 

examine the key concepts, theories, and frameworks related to CRM and AI, and to analyse how AI is being 

utilized in various industries and organizations. The paper discusses how AI-powered CRM can enhance 

organizational performance by improving customer engagement, personalization, and retention through 

advanced data analysis, predictive modelling, and automation. It also explores how AI-powered CRM can 

contribute to gaining a competitive advantage by providing organizations with insights into customer 

behaviour, preferences, and needs, and facilitating innovation, agility, and responsiveness. However, the 

paper also highlights potential challenges and limitations associated with AI-powered CRM, including issues 

related to data privacy, security, bias, and human-machine collaboration. The findings of this research suggest 

that organizations need to carefully consider the benefits, challenges, and ethical considerations of AI-

powered CRM in order to effectively leverage its potential for enhancing organizational performance and 

gaining a competitive advantage in today's dynamic business environment. Further research and best 

practices are recommended to guide organizations in implementing and optimizing AI-powered CRM 

strategies.  

Keywords: AI-Powered CRM, AI (Artificial Intelligence), CRM (Customer Relationship Management), 

Organizational performance, competitive advantage, sales, marketing, software  
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Introduction  

Customer Relationship Management (CRM) has long been recognized as a critical business strategy that 

focuses on managing relationships with customers to enhance customer satisfaction, loyalty, and ultimately, 

organizational performance. In recent years, the convergence of CRM with Artificial Intelligence (AI) has 

emerged as a powerful combination that is transforming the way organizations engage with their customers, 

leading to improved organizational performance and a competitive advantage in the market. AI, a branch of 

computer science that involves the development of intelligent machines capable of performing tasks that 

typically require human intelligence, has made significant advancements in recent years, particularly in areas 

such as machine learning, natural language processing, predictive analytics, and automation. These AI 

technologies are now being integrated into CRM systems, empowering organizations to leverage large 

amounts of data and gain valuable insights into customer behaviour, preferences, and needs. This has led to 

the emergence of AI-powered CRM as a game-changing approach that is reshaping the landscape of customer 

engagement and relationship management.   

According to Hall (2019), AI marketing is basically using technology to improve the customer’s experience. 

Similarly, the role of marketing managers has also been affected by the intervention of information 

technology and AI in particular as it is now more important to understand the customers better or there is a 

risk of losing them to competitors who responds to their needs and wants. AI makes it convenient for business 

firms to understand their customers better and assess their behavior towards products and services. It also 

helps in making calculated decisions once you have access to all the necessary data regarding intended 

customers. With the rapid advancement of artificial intelligence (AI) technologies in recent years, AI-

powered CRM has emerged as a game-changing approach for organizations to enhance their organizational 

performance and gain a competitive advantage. AI has the potential to transform how organizations interact 

with customers, analyse data, and make data-driven decisions, thereby reshaping the landscape of CRM. 

Hilton, a global hospitality company, uses AI-powered CRM to enhance its guest experience and loyalty 

program. Hilton's AI-powered CRM system uses machine learning algorithms to analyse guest data, 

including past stays, preferences, and feedback, to provide personalized offers, upgrades, and services to its 

guests. This has resulted in improved guest satisfaction, increased loyalty, and enhanced revenue per guest 

for Hilton.  

AI-powered CRM holds great promise in enhancing organizational performance. Through the use of 

advanced data analysis, predictive modelling, and automation, AI-powered CRM can greatly improve 

customer engagement, personalization, and retention. AI algorithms can analyse vast amounts of customer 

data to identify patterns, trends, and insights, enabling organizations to understand their customers better and 
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tailor their interactions accordingly. AI can also automate routine tasks, freeing up human resources to focus 

on higher-value activities such as building relationships, solving complex problems, and making strategic 

decisions. Moreover, AI-powered CRM can enable organizations to make data-driven decisions by providing 

actionable insights, recommendations, and predictions, which can lead to improved organizational 

performance in areas such as sales, marketing, customer service, and operations. Salesforce, a global leader 

in CRM solutions, has incorporated AI into its CRM platform through its Einstein AI technology. Einstein 

AI uses machine learning algorithms to analyse large volumes of customer data, including customer 

interactions, past purchase history, and online behaviour, to provide personalized recommendations to sales 

and marketing teams. For example, Salesforce's AI-powered CRM can automatically analyse email 

interactions to prioritize leads, predict customer needs, and provide insights on the best time to engage with 

customers. This helps sales teams to be more targeted and effective in their outreach, resulting in improved 

customer engagement and increased sales performance.  

Furthermore, AI-powered CRM can also provide organizations with a competitive advantage. By gaining 

deeper insights into customer behaviour, preferences, and needs, organizations can better understand their 

target markets, identify opportunities, and develop innovative products and services. AI can enable 

organizations to be more agile and responsive to changing customer demands, market trends, and competitive 

pressures. Additionally, AIpowered CRM can facilitate better decision-making by leveraging data and 

insights, which can lead to more effective and efficient resource allocation, improved customer satisfaction, 

and increased customer loyalty. Starbucks, a global coffeehouse chain, uses AI-powered CRM to enhance its 

customer loyalty program. Through its mobile app, Starbucks collects data on customer purchases, 

preferences, and location, and uses AI algorithms to provide personalized offers, promotions, and rewards to 

its customers. This has resulted in increased customer loyalty and repeat business, as customers are 

incentivized to make repeat purchases to earn rewards and enjoy personalized perks. Starbucks' use of AI-

powered CRM has helped them to build a loyal customer base and stay ahead in the highly competitive coffee 

retail industry.  
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Figure 1: Impact of AI on CRM  

  

  

However, along with the numerous benefits, there are also potential challenges and limitations associated 

with AI-powered CRM. Issues such as data privacy, security, bias, transparency, and ethical considerations 

need to be carefully addressed to ensure responsible and ethical use of AI in CRM practices. Organizations 

must also consider the potential impact of AI on human workforce and the need for reskilling and upskilling 

of employees to adapt to the changing landscape of AI-powered CRM.  

  

Review of Literature  

Cho, Y., Lee, S., & Kim, S. (2018) propose a framework for analysing the impact of AI on CRM. The authors 

highlight the potential of AI in enhancing CRM processes such as customer engagement, personalization, 

and retention, and emphasize the need for organizations to adapt to the changing landscape of AI-powered 

CRM.  

Li, X., & Liang, X. (2019) conduct a comprehensive synthesis of the research literature on AI and CRM. 

They highlight the key areas where AI can contribute to CRM, such as customer segmentation, 

recommendation systems, and sentiment analysis. The authors also identify potential challenges and ethical 

considerations associated with the use of AI in CRM practices.  
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Fuxman, L., & Sigala, M. (2019) conduct a systematic review of current research on AI and  

CRM in the hospitality industry. The authors highlight how AI can enhance CRM processes  

in hospitality, such as personalization, recommendation systems, and revenue management. They also discuss 

the implications of AI adoption for organizational performance and competitive advantage in the hospitality 

industry.  

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2019) investigate the impact of 

firm-generated content in social media on customer behaviour. They highlight the role of AI in analysing 

social media data to generate insights for CRM, such as understanding customer preferences, sentiments, and 

behaviours. The authors emphasize the potential of AI-powered CRM in leveraging social media data to 

improve customer engagement and drive sales.  

Zhang, Y., Li, X., & Liang, X. (2019) discuss the role of big data analytics and CRM in the digital age. The 

authors highlight how AI-powered CRM can leverage big data to gain insights into customer behaviour, 

preferences, and needs, and improve organizational performance. They also discuss the challenges and 

ethical considerations of using big data and AI in CRM practices.  

Ma, L., Xie, G., Li, X., Liang, X., & Huang, L. (2020) conduct a bibliometric analysis of the literature on AI 

in CRM. They identify the key themes, trends, and research gaps in the field, and highlight the potential of 

AI in improving CRM processes such as customer segmentation, recommendation systems, and sentiment 

analysis. The authors also discuss the implications of AI adoption for organizational performance and 

competitive advantage.  

Luo, X., & Zhang, J. (2020) conduct a systematic review and meta-analysis of the literature on AI and CRM. 

The authors provide a comprehensive overview of the impact of AI on CRM processes such as customer 

acquisition, retention, and loyalty. They also identify the key success factors for implementing AI-powered 

CRM, including data quality, integration, and organizational readiness.  

Li, X., Liang, X., & Li, X. (2020) provide a review and research agenda for AI in CRM. The authors discuss 

the potential of AI in enhancing CRM processes, such as personalized marketing, customer service, and 

predictive analytics. They also highlight the challenges and ethical considerations associated with the use of 

AI in CRM practices and propose future research directions in the field.  

Magalhães, P. H., Rabelo, R. J., Leite, A. B., & Carvalho, H. M. (2020) conduct a systematic review of the 

literature on AI in CRM. The authors provide an overview of the current state of AI adoption in CRM 

practices, and discuss the potential of AI in improving customer engagement, personalization, and loyalty. 

They also highlight the challenges and ethical considerations of using AI in CRM, and propose future 

research directions.  
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Jung, S., & Kellaris, J. J. (2020) discuss the integration of human-like conversational agents powered by AI 

in CRM practices. The authors highlight how AI-powered conversational agents can enhance customer 

interactions, provide personalized recommendations, and improve customer satisfaction. They also discuss 

the implications of integrating AI-driven conversational agents in CRM practices for organizational 

performance and competitive advantage.  

Ahmad, S., Abbasi, A., Qureshi, A. H., & Abbas, H. (2021) provide an overview of the role of  

AI in CRM. The authors discuss the applications of AI in CRM processes, such as customer segmentation, 

recommendation systems, and sentiment analysis. They also highlight the potential of AI in improving 

organizational performance and competitive advantage and propose future research directions in the field.  

Akhtar, S., Ali, S. S., & Ali, R. (2021)conduct an empirical investigation of the impact of AI on customer 

loyalty in CRM practices. The authors highlight how AI can improve customer engagement, personalization, 

and satisfaction, leading to increased customer loyalty. They also discuss the implications of AI adoption for 

organizational performance and competitive advantage, based on their empirical findings.  

Mir, F. A., Yaseen, A., & Aziz, M. A. (2021) conduct a systematic literature review to evaluate the 

effectiveness of AI in CRM. The authors provide a comprehensive analysis of the existing research on the 

impact of AI on CRM processes, including customer acquisition, retention, and loyalty. They also highlight 

the benefits and limitations of AI adoption in CRM practices and provide insights for future research in the 

field.  

Rahman, M. M., Uddin, M., & Gondal, I. (2021) conduct a systematic review of the literature on AI in CRM. 

The authors provide an overview of the current state of AI adoption in CRM practices and discuss the 

potential of AI in improving customer engagement, personalization, and loyalty. They also highlight the 

challenges and ethical considerations associated with the use of AI in CRM and propose future research 

directions.   

Wang, Y., Li, H., Liang, X., & Huang, L. (2021) conduct a meta-analysis to examine the influence of AI on 

CRM processes. The authors analyse the findings from multiple studies and provide empirical evidence on 

the impact of AI on customer engagement, satisfaction, and loyalty in CRM practices. They also discuss the 

moderating factors that influence the effectiveness of AI in CRM, and propose future research avenues in the 

field.  
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Objectives  

The research paper aims to achieve the following objectives:  

1. To explore the current landscape of AI-powered CRM in organizations, including its adoption, 

implementation, and integration into existing CRM systems.  

2. To investigate the impact of AI-powered CRM on organizational performance, including its effects 

on sales, customer satisfaction, and operational efficiency. This objective will involve quantitative 

data analysis to measure the relationship between AI-powered CRM and organizational performance 

metrics.  

3. To examine the role of AI-powered CRM in gaining competitive advantage for organizations. This 

objective will involve qualitative data analysis to understand the strategic implications of AI-powered 

CRM in gaining a competitive edge in the market, such as through improved customer insights, 

personalized marketing, and enhanced customer experiences.  

4. To identify the key challenges and barriers associated with the adoption and implementation of AI-

powered CRM in organizations. This objective will involve qualitative data analysis to uncover the 

obstacles and limitations that organizations may face when implementing AI-powered CRM, 

including issues related to data privacy, ethics, and organizational change management.  

5. To provide practical recommendations for organizations on how to effectively adopt and implement 

AI-powered CRM to enhance organizational performance and gain competitive advantage. This 

objective will involve synthesizing the research findings and drawing conclusions to provide 

actionable recommendations for organizations looking to leverage AI-powered CRM for business 

success.  

  

Research Methodology  

The research paper uses a mixed-methods approach, combining secondary research methods and primary 

research methods like quantitative data analysis to measure the impact of AIpowered CRM on organizational 

performance and explore the strategic implications and challenges associated with its adoption. The findings 

of the research paper contribute to the existing literature on the topic and provide valuable insights for 

organizations seeking to harness the power of AI-powered CRM for organizational success.   

The research involves a comprehensive review of relevant literature on AI-powered CRM, organizational 

performance, and competitive advantage. Academic databases such as Google  
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Scholar, Scopus, and IEEE Xplore were searched for peer-reviewed papers published after 2018 to ensure 

up-to-date research findings. The study focuses on identifying the key concepts, theories, and frameworks 

related to AI-powered CRM and its impact on organizational performance and competitive advantage. The 

findings from the literature review will provide a theoretical foundation for the study and help identify 

research gaps.  

In this study, questionnaires were the main research tool used for primary data analysis. The research design 

for this study is a cross-sectional design, as data was collected from marketing managers at a single point in 

time. A quantitative approach was used to collect and analyse data. The participants in this study were 30 

marketing managers from various companies. They were selected using purposive sampling, which involved 

identifying marketing managers who have experience in using AI-powered CRM systems. A structured 

questionnaire was developed, consisting of 10 questions related to the use of AI-powered CRM in marketing 

practices. The questionnaire was distributed to the selected marketing managers through email and 

WhatsApp. The participants were requested to provide their responses to the questions based on their 

experiences and opinions. The data collected from the completed questionnaires were analysed using 

descriptive statistics, mainly percentages. Ethical considerations were taken into account throughout the 

research process. Participants' informed consent was obtained before data collection, and they were assured 

of confidentiality and anonymity. The study was conducted in accordance with ethical guidelines and 

regulations.  

The research methodology described in this study aimed to collect and analyse data from marketing managers 

on their experiences with AI-powered CRM systems. The findings of this research may provide insights into 

the usage and effectiveness of AI-powered CRM in marketing practices.  

  

  

Discussion  

Customer Relationship Management (CRM) Software is the most sought-after software in the world. By 

2025, it is anticipated to generate more than $80 million in income. Although CRM software is a feature-rich 

and functional tool in and of itself, Artificial Intelligence (AI) is currently driving a significant shift in it. 

These days, businesses are looking for the best CRM software with AI features. Businesses can more 

effectively gather, store, manage, and organize interactions with the help of CRM systems, which are strong 

data aggregation tools. Long-lasting customer relationships are fostered by improved management and 

automated client outreach. Considering the volume of data generated daily has risen exponentially, 
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organizations the needs have shifted. Now, we're in need of CRM technology that can also extract, analyse 

and interpret data in real-time to make quick, fact-driven business decisions.  

The use of artificial intelligence (AI) in customer relationship management (CRM) has gained significant 

attention as organizations seek innovative ways to enhance their customer interactions and drive business 

growth.   

Customer Relationship Management:  

AI-powered CRM systems have revolutionized how organizations manage their customer relationships. 

These systems leverage AI technologies, such as machine learning and natural language processing, to 

automate and optimize various CRM tasks, including data collection, analysis, and engagement. This 

automation allows organizations to streamline their CRM processes, reduce manual efforts, and improve the 

accuracy and efficiency of customer data management.  

Furthermore, AI-powered CRM systems enable organizations to gain valuable insights into customer 

behaviour, preferences, and needs by analysing vast amounts of data. This helps organizations to better 

understand their customers, identify patterns and trends, and make data-driven decisions to tailor their 

offerings and communications accordingly. As a result, organizations can improve their customer 

segmentation, targeting, and engagement strategies, leading to more effective customer relationship 

management.  

How is AI impacting Sales and Marketing:  

AI-powered CRM systems also have a significant impact on sales and marketing strategies. These systems 

can analyse customer data to identify potential sales opportunities, optimize pricing and discounting 

strategies, and forecast demand accurately. This allows organizations to proactively engage with customers, 

provide personalized offers, and close deals more effectively.  

Moreover, AI-powered CRM systems can analyse customer interactions and preferences to optimize 

marketing campaigns. These systems can provide insights on the most effective marketing channels, timing, 

and content, enabling organizations to deliver targeted and personalized marketing messages to individual 

customers. This leads to improved marketing effectiveness, higher customer engagement, and increased 

conversion rates.  

Revolutionising Customer Experiences:  

Customer experience is a critical aspect of CRM, and AI-powered CRM systems play a key role in enhancing 

customer experience. These systems can analyse customer data to identify customer needs, preferences, and 

pain points, and provide personalized recommendations or solutions. This helps organizations to offer better 
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customer service, resolve issues promptly, and build stronger customer relationships. AI-powered CRM 

systems can provide real-time customer support through chatbots or virtual assistants, offering 24/7 

availability and quick response times. This enhances customer satisfaction and loyalty, as customers can 

receive instant assistance and support whenever they need it.  

Impact on Organizational Performance:  

The impact of AI-powered CRM on organizational performance is evident in various aspects. These systems 

can significantly improve operational efficiency by automating repetitive tasks, reducing manual errors, and 

optimizing CRM processes. This leads to cost savings, improved productivity, and enhanced resource 

utilization.  

AI-powered CRM systems can enable organizations to make data-driven decisions by providing insights and 

recommendations based on data analysis. This helps organizations to optimize their business strategies, 

identify market trends, and stay ahead of the competition. The ability to harness data for decision-making 

can give organizations a competitive advantage in the market.  

Additionally, AI-powered CRM systems can lead to improved sales and revenue generation. By leveraging 

customer data and insights, organizations can optimize their sales and marketing efforts, identify cross-selling 

or upselling opportunities, and provide targeted offers to customers. This can result in increased sales, higher 

customer retention, and improved financial performance.  

Helping companies have a Competitive Advantage over others:  

Our research also suggests that AI-powered CRM systems can provide organizations with a competitive 

advantage in the market. By leveraging AI technologies, organizations can gain a deeper understanding of 

customer needs and preferences, anticipate market trends, and deliver superior customer experiences. This 

enables organizations to stay ahead of their competitors by offering innovative products or services, 

providing better customer service, and building long-term customer relationships.  

AI-powered CRM systems enable organizations to optimize their sales and marketing strategies by 

identifying potential sales opportunities, targeting the right customers with personalized offers, and analysing 

customer feedback. This allows organizations to tailor their marketing efforts to individual customers, which 

enhances their competitive positioning and helps them capture a larger share of the market.  

Furthermore, AI-powered CRM systems enable organizations to leverage data-driven insights to identify and 

mitigate potential risks and challenges. For example, organizations can use AI-powered analytics to identify 

customer complaints or negative feedback early on and take corrective actions to address them promptly. 
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This helps organizations to maintain a positive brand image, which is crucial for gaining a competitive 

advantage in today's hypercompetitive business landscape.  

  

  

Data Collection and Analysis  

Data collection and analysis employed a quantitative approach. 30- marketing managers from various firms 

participated in this study. Purposive sampling was used to choose them, and marketing managers with prior 

expertise working with AI-powered CRM systems were sought for. 10 questions about using AI-powered 

CRM in marketing strategies were designed as part of a structured questionnaire. The chosen marketing 

managers were sent the questionnaire via email and WhatsApp. On the basis of their experiences and 

perspectives, the participants were asked to respond to the questions.  

The responses received from the managers were converted into percentages. Next, the percentages were 

analysed and meaningful insights were generated. They are as follows-  

  

Question 1: Have you heard of or used any Customer Relationship Management (CRM) tools that 

incorporate Artificial Intelligence (AI) in your organization's operations? (a) Yes  

(b) No  

Awareness and Adoption 

Yes 

No 

 0% 20% 40% 60% 80% 

    

    

  

100% 

Table 1: Awareness and Adoption of AI-powered CRM by managers  

The high percentage (80%) of managers who have heard of or used CRM tools that incorporate AI indicates 

that AI-powered CRM is gaining traction in organizations and is relatively well-known among the surveyed 

population of experienced managers. This suggests that organizations are actively exploring or implementing 

AI-powered CRM solutions.  
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 Question 2 How familiar are you with the concept of AI-powered CRM?  

(a) Very familiar  

(b) Somewhat familiar  

(c) Not familiar at all  

Familiarity 

Very 

familiar 

Somewhat 

familiar 

Not familiar at 

all 

 0% 10% 20% 30% 40% 50% 

     

     

    

 

 

60% 

Table 2: Familiarity with the concept of AI CRM  

The finding that 50% of managers claim to be very familiar with the concept of AI-powered CRM, and 40% 

consider themselves somewhat familiar, indicates that a significant proportion of managers have a good 

understanding of AI-powered CRM. This implies that organizations may have already invested in training 

and education to familiarize their managers with the concept of AI-powered CRM, which may positively 

influence its adoption and implementation.  
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Question 3: Do you believe that implementing AI-powered CRM can positively impact your organization's 

performance and competitive advantage?  

(a) Yes, strongly believe                    

(b) Yes, somewhat believe  

(c) No, do not believe  

Belief in Impact 

Yes, strongly 

believe 

Yes, somewhat 

believe 

No, do not 

believe 

 0% 10% 20% 30% 40% 50%

 60% 

      

      

   

 

 

70% 

Table 3: Belief in Impact of AI CRM on Organisational performance and competitive advantage  

The high percentage (90%) of managers who believe that implementing AI-powered CRM can positively 

impact their organization's performance and competitive advantage reflects a positive perception of the 

potential benefits of AI-powered CRM. This finding is significant as it indicates a high level of optimism and 

confidence among managers regarding the potential benefits of AI-powered CRM. This belief in the positive 

impact of AI-powered CRM on organizational performance and competitive advantage suggests that 

managers see value in adopting and implementing AI-powered CRM solutions. They likely anticipate that 

AI-powered CRM can help their organizations achieve improved outcomes in areas such as customer 

relationship management, sales, and marketing. It also suggests that managers may be willing to invest 

resources, time, and effort in implementing AI-powered CRM solutions.  
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Question 4: What do you perceive as the potential benefits of implementing AI-powered CRM in your 

organization? (Select all that apply)  

(a) Improved customer insights and personalization   

(b) Streamlined customer service and support  

(c) Enhanced sales and marketing automation  

(d) More accurate sales forecasting and analytics  

(e) Others  

 

Figure 2: Perceived Benefits of AI-powered CRM  

The most commonly perceived benefits of implementing AI-powered CRM, as indicated by the managers, 

include improved customer insights and personalization (70%), enhanced sales and marketing automation 

(65%), and streamlined customer service and support (50%). These perceived benefits align with the potential 

advantages of using AI in CRM, such as leveraging data-driven insights for better customer engagement, 

automating repetitive tasks, and improving customer service. This indicates that managers expect AI-

powered CRM to bring value in areas such as customer relationship management, sales, and marketing.  
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Question 5 What challenges do you anticipate in adopting and implementing AI-powered  

CRM in your organization? (Select all that apply)  

(a) Data privacy and security concerns  

(b) Cost and investment in AI technology  

(c) Employee training and skill development  

(d) Resistance to change from employees  

(e) Others (please specify)  

 

Figure 3: Anticipated Challenges of AI-CRM  

Managers anticipate challenges in adopting and implementing AI-powered CRM, including data privacy and 

security concerns (60%), cost and investment in AI technology (50%), and employee training and skill 

development (40%). These concerns highlight potential barriers that organizations may need to address when 

implementing AI-powered CRM. Ensuring data privacy and security, managing the costs associated with AI 

technology, and providing training and skill development opportunities for employees can be critical to 

overcoming these challenges and ensuring successful implementation.  

 

 

  

60 % 

55 % 

35 % 

30 % 

10 % 

Anticipated challenges 

Data privacy and security concerns Cost and investment in AI technology 

Employee training and skill development Resistance to change from employees 

Others 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                       Volume: 07 Issue: 06 | June - 2023                                SJIF Rating: 8.176                       ISSN: 2582-3930                                                                                                                                               

© 2023, IJSREM      | www.ijsrem.com                           DOI: 10.55041/IJSREM23873                          |        Page 16 

Question 6 How do you perceive the potential impact of AI-powered CRM on your organization's 

competitive advantage in the market?  

(a) Strongly positive impact  

(b) Somewhat positive impact  

(c) Neutral, no impact  

(d) Somewhat negative impact  

(e) Strongly negative impact  

Impact on Competitive Advantage 

Strongly positive 

impact Somewhat 

positive impact 

Neutral, no 

impact 

Somewhat negative 

impact 

Strongly negative 

impact 

 0% 5% 10% 15% 20% 25% 30% 35% 40%

 45% 

         

         

       

  

 

 

 

50% 

Table 4: Impact of AI-CRM on Competitive Advantage  

The majority of managers (80%) perceive a positive impact of AI-powered CRM on their organization's 

competitive advantage in the market. This suggests that managers view AIpowered CRM as a strategic tool 

that can enhance their organization's competitiveness by improving customer insights, automating sales and 

marketing processes, and streamlining customer service, leading to better customer satisfaction, retention, 

and loyalty. AI-powered CRM can enable organizations to provide better and faster customer service and 

support. For example, AI-powered chatbots can handle routine customer inquiries, resolve issues, and 

provide instant support 24/7, reducing response times and improving customer satisfaction. This can give 

organizations a competitive advantage by providing superior customer service and support compared to 

competitors, resulting in increased customer loyalty and retention.  
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Question 7 How likely are you to invest in AI-powered CRM for your organization in the near future?  

(a) Very likely  

(b) Somewhat likely  

(c) Undecided  

(d) Somewhat unlikely  

(e) Very unlikely  

Likelihood of Investment 

Very 

likely 

Somehwhat 

likely 

Undecided 

Somehwat unlikely 

Very unlikely 

 0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 

         

         

      

   

   

 

50% 

Table 5: Likelihood of Investment in AI-powered CRM technology  

The finding that 70% of managers express willingness to invest in AI-powered CRM for their organizations 

in the near future indicates a positive intention towards adoption and implementation. This suggests that 

organizations may be actively considering and planning to invest in AI-powered CRM to leverage its 

potential benefits for their business operations and outcomes.  
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Question 8: What are your main sources of information or references when considering the adoption of AI-

powered CRM in your organization? (Select all that apply)  

(a) Industry reports and research  

(b) Vendor websites and demos  

(c) Online forums and communities  

(d) Recommendations from colleagues or peers  

(e) Others (please specify)   

 

Figure 4: Information sources  

The finding that 60% of managers rely on industry reports and research indicates that organizations should 

provide credible and reliable information through industry reports to educate decision-makers about the 

benefits and features of AI-powered CRM. This suggests that organizations should invest in research and 

provide up-to-date information about AIpowered CRM to build awareness and understanding among 

managers. Additionally, the fact that 50% of managers rely on vendor websites and demos as their 

information source highlights the importance of having informative and user-friendly vendor websites and 

demos that showcase the capabilities and benefits of AI-powered CRM. This suggests that organizations 

should work closely with vendors to ensure that their websites and demos provide accurate and 

comprehensive information about the features and functionalities of their AI-powered CRM solutions. 

Furthermore, the finding that 40% of managers rely on recommendations from colleagues or peers as their 
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information source underscores the significance of word-of-mouth marketing and peer-to-peer 

recommendations. This implies that organizations should encourage positive feedback and testimonials from 

satisfied users of AI-powered CRM and facilitate peer-to-peer communication and knowledge sharing among 

managers to build trust and confidence in the adoption and implementation of AIpowered CRM.  

Question 9 In your opinion, what are the potential risks or drawbacks of implementing AIpowered CRM in 

your organization?  

(a) Overreliance on technology and automation   

(b) Loss of human touch and personalization   

(c) Technical glitches and errors   

(d) Resistance from customers to AI-powered interactions   

(e) Other (please specify)   

 

Figure 5: Potential risks or drawbacks  

50% of the managers identified overreliance on technology and automation as a potential risk. This suggests 

that some managers may be concerned that excessive reliance on AIpowered CRM could lead to a reduction 

in human interaction with customers, resulting in decreased personalization and potential loss of customer 
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trust. 40% of the managers mentioned loss of human touch as a potential drawback. This indicates that 

managers recognize the importance of human touch and personalized interactions in customer relationship 

management, and they may worry that AI-powered CRM could compromise this aspect of customer 

engagement. 30% of the managers expressed concern about potential technical glitches and errors in the 

implementation of AI-powered CRM. This highlights the need for thorough testing and quality assurance 

processes to ensure that the AI algorithms used in CRM systems are reliable and accurate. 20% of the 

managers identified customer resistance to AI-powered interactions as a potential risk. This suggests that 

some managers may anticipate pushback from customers who may prefer human interactions over automated 

interactions facilitated by AI-powered CRM.  

  

Question 10: Do you have any additional comments or feedback on the topic of AI-powered CRM and its 

potential impact on organizational performance and competitive advantage?  

(a) Yes  

(b) No  

 

Table 6: Additional comments or feedbacks  

Around half of the managers (50%) have additional comments or feedback on the topic of AIpowered CRM, 

which indicates their interest and engagement in the subject. This suggests that organizations should seek 

feedback from managers and stakeholders to gain insights into their specific needs and concerns related to 

AI-powered CRM. Mostly the comments included feedback on the usability, effectiveness, and acceptance 

of the AI-powered CRM tools by the employees.  

  

 

  

50 % 50 % 

0 % 

10 % 

20 % 

30 % 

40 % 

50 % 

60 % 

Yes No 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                       Volume: 07 Issue: 06 | June - 2023                                SJIF Rating: 8.176                       ISSN: 2582-3930                                                                                                                                               

© 2023, IJSREM      | www.ijsrem.com                           DOI: 10.55041/IJSREM23873                          |        Page 21 

Findings  

[1] Enhanced Organizational Performance: The research indicates that organizations that adopt  

AI-powered CRM systems experience improved organizational performance. The use of AI in CRM 

processes allows for more efficient data collection, analysis, and interpretation, leading to better 

decision-making, personalized customer interactions, and streamlined marketing and sales efforts. 

This results in increased customer satisfaction, improved customer retention rates, and ultimately, 

higher organizational performance.  

[2] Competitive Advantage: The research findings highlight that AI-powered CRM systems provide 

organizations with a competitive advantage. By leveraging AI technologies, organizations can gain 

valuable insights into customer preferences, behaviors, and trends, enabling them to deliver tailored 

products, services, and marketing campaigns. This gives organizations a competitive edge in the 

market, allowing them to outperform their competitors, capture a larger market share, and achieve 

sustained profitability.  

[3] Enhanced Customer Engagement: The research reveals that AI-powered CRM systems enable 

organizations to engage with customers in a more personalized and meaningful manner. Through the 

use of AI-powered analytics, organizations can gain a deeper understanding of customer needs, 

preferences, and behaviors, leading to more targeted and relevant customer  

interactions. This enhances customer engagement, fosters customer loyalty, and leads to longterm 

customer relationships, which are critical for organizational success.  

[4] Improved Decision-making: The research findings highlight that AI-powered CRM systems facilitate 

data-driven decision-making. By automating data collection, analysis, and interpretation, 

organizations can make informed decisions based on real-time insights. This allows organizations to 

respond quickly to changing customer demands, market trends, and competitive dynamics, leading to 

better decision-making and more effective strategic planning.  

[5] Willingness to Invest: Managers express willingness to invest in AI-powered CRM for their 

organizations, indicating a positive intention towards adoption and implementation. This suggests 

that organizations should consider investing in AI-powered CRM to stay competitive in the market.  

[6] Information Sources: Managers rely on industry reports, vendor websites and demos, and 

recommendations from colleagues or peers as their main sources of information. Organizations 

should provide credible information and resources to educate decisionmakers about AI-powered 

CRM and its potential benefits.  

[7] Employee Concerns: Managers express concerns related to employee training and skill development, 

as well as resistance to change from employees. Organizations should address these concerns and 
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provide adequate training and support to employees to ensure successful implementation and 

adoption of AI-powered CRM.  

[8] Challenges and Limitations: The research also identifies several challenges and limitations associated 

with the adoption of AI-powered CRM systems. These include concerns related to data privacy and 

security, ethical considerations, technological limitations, organizational readiness, and employee 

resistance to change. Addressing these challenges and limitations is crucial for organizations to fully 

leverage the potential of AI-powered CRM systems and maximize their impact on organizational 

performance and competitive advantage.  

 

Limitations  

Despite the numerous benefits of AI-powered CRM systems, our research also identified some challenges 

and limitations-  

1) Limited Sample Size: The study relies on a small sample size of 30 marketing managers from various 

companies. The findings may not be generalizable to a larger population, and the results may be 

influenced by the specific characteristics and perspectives of the participants. A larger and more 

diverse sample could provide more robust and reliable results.  

2) Self-Reported Data: The data collected through questionnaires rely on self-reported responses from 

marketing managers, which may be subject to biases, such as social desirability bias or recall bias. 

Participants may provide answers that they perceive as favorable or may not accurately recall their 

experiences with AI-powered CRM systems, leading to potential inaccuracies in the findings.  

3) Limited Scope: The research focuses only on marketing managers' perspectives and experiences with 

AI-powered CRM systems, which may not capture the perspectives of other stakeholders in the 

organization, such as sales teams, IT departments, or customers. A more holistic approach involving 

multiple perspectives could provide a more comprehensive understanding of the impact of AI-

powered CRM on organizational performance and competitive advantage.  

4) Generalizability: The research methodology used in this study may be limited in its generalizability 

to different industries, organizational sizes, and geographic regions. The findings may not be 

applicable to all types of organizations or may vary in different contexts. Caution should be exercised 

in extrapolating the results to other settings without considering contextual factors.  
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Future Scope  

[1] While this research paper has provided valuable insights into the impact of AI-powered CRM on 

organizational performance and competitive advantage, there are several areas that warrant further 

exploration. Some potential areas for future research include:  

[2] Industry-specific analysis: This research paper has provided a broad analysis of the impact of AI-powered 

CRM across different industries. Future research could focus on conducting industry-specific analyses to 

understand the unique challenges and opportunities of implementing AI-powered CRM in different 

industries. This could involve conducting case studies and surveys to assess the impact of AI-powered 

CRM on organizational performance and competitive advantage in specific industries.  

[3] Customer perspective: This research paper has focused on the impact of AI-powered CRM from an 

organizational perspective. Future research could focus on understanding the impact of AI-powered CRM 

from a customer perspective. This could involve conducting surveys or focus groups to understand how 

customers perceive AI-powered CRM and how it impacts their satisfaction and loyalty.  

[4] Integration with other technologies: AI-powered CRM is often integrated with other technologies such 

as big data analytics, Internet of Things (IoT), and cloud computing. Future research could focus on 

understanding the impact of integrating AI-powered CRM with other technologies on organizational 

performance and competitive advantage. This could involve conducting case studies or experiments to 

evaluate the effectiveness of integrating AI-powered CRM with other technologies in different 

organizational contexts.  

[5] Ethical and legal considerations: Ethical and legal considerations in the context of AIpowered CRM are 

critical areas for future research. As AI continues to advance, there will be increasing concerns around 

issues such as data privacy, security, bias, and fairness. Future research can focus on developing ethical 

frameworks, guidelines, and best practices for the responsible and ethical use of AI in CRM. This could 

involve exploring regulatory and legal implications, addressing biases in AI algorithms, and ensuring that 

customer data is handled responsibly and transparently.  

[6] Impact on long-term organizational performance: This research paper has provided insights into the 

short-term impact of AI-powered CRM on organizational performance and competitive advantage. 

Future research could focus on understanding the impact of AI-powered CRM on long-term 

organizational performance. This could involve conducting longitudinal studies to understand the 

sustained impact of AI-powered CRM on key organizational outcomes over time.  

[7] Overall, there are numerous opportunities for future research on AI-powered CRM and its impact on 

organizational performance and competitive advantage. By exploring these areas, researchers can 
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contribute to a deeper understanding of the potential benefits and challenges of implementing AI-powered 

CRM and help organizations make informed decisions about its adoption and implementation.  

  

Conclusion  

In conclusion, AI-powered CRM has the potential to revolutionize how organizations manage customer 

relationships, and it can significantly impact organizational performance and competitive advantage. 

Through improved customer engagement, personalization, and retention, as well as data-driven decision 

making and innovation, organizations can enhance their performance and gain a competitive edge. However, 

organizations must also be mindful of the potential challenges and ethical considerations associated with AI-

powered CRM. This research paper aims to provide insights, evidence-based arguments, and 

recommendations for organizations to effectively leverage the power of AI in CRM to achieve superior 

organizational performance and competitive advantage in today's dynamic business environment.  

AI-powered CRM has emerged as a cutting-edge approach that has the potential to significantly impact 

organizational performance and competitive advantage. By leveraging AI technologies to analyse and 

interpret vast amounts of customer data, organizations can gain valuable insights, optimize their customer 

engagement strategies, and drive better organizational performance. However, organizations must also be 

mindful of potential challenges and ethical considerations associated with AI-powered CRM. The ability to 

analyse customer data and feedback in real-time can help organizations identify emerging trends, market 

gaps, and customer demands, leading to innovative solutions and offerings that can differentiate businesses 

from their competitors.  

However, it is important to note that the successful implementation of AI-powered CRM requires careful 

consideration of ethical, legal, and privacy issues. Organizations need to ensure that data collected and 

analysed through AI-powered CRM systems are used responsibly, in compliance with relevant regulations 

and guidelines, and with due consideration of customer privacy and security.  
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