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Purpose: The purpose of this article is to discuss the aptitude and readiness of companies to 

carry out effective integration of Customer Relationship Management (CRM) systems with 

Artificial Intelligence. 

Design/methodology/approach: The article attempts to answer the following research 

questions: RQ1: Are companies ready to use AI in their CRM systems? RQ2: What are the most 

common AI tools used in CRM systems? RQ3: What are the most common opportunities and 

threats of using AI in CRM systems? In view of the above, an analysis of national and 

international literature sources and an analysis of recent research from the IT industry on trends 

in the use of AI, particularly in customer service, as well as an original pilot study using  

an online questionnaire were adopted as the research method. The pilot research was conducted 

among 104 companies via the Internet. 

Findings: The evaluation of the data collected showed that companies are aware of the calls 

made on them by the evolution of modern technologies using artificial intelligence and how 

important it is, in view of the above, to integrate the CRM system with AI and, where possible, 

to use its facilities to improve customer service and business in general. 

Research limitations/implications: The conducted study was of a pilot nature, in the future it 

is planned to conduct a wider research in order to verify a greater number of variables affecting 

the integration of AI with CRM. Artificial Intelligence is a constantly evolving topic, limiting 

the verification of only a few variables affecting the integration of AI with CRM may quickly 

become obsolete. 

Practical implications: The integration of AI capabilities with CRM is recognised as one of 

the key factors for improving the speed and efficiency of customer service. The pilot survey 

indicated what the general sentiment and readiness of companies to use the potential of AI is, 

how the application of AI can help organisations gain the adaptive organisational capabilities 

needed to increase overall business efficiency and CRM effectiveness, paying attention to the 

key goals and opportunities, paying attention to the key goals and opportunities that have been 

described in detail, as well as the risks associated with the integration of artificial intelligence 

with CRM. 

Social implications: In view of the widespread fear of replacing some work positions with 

Artificial Intelligence, the conducted research indicates that some of them may be a bit 

exaggerated and some justified, especially when it comes to repetitive analytical tasks in the 

CRM system. 
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Originality/value: The article deals with the current topic of using Artificial Intelligence 

solutions in business. 

Keywords: CRM, Artificial Intelligence, enterprises, customer, management 

1. Introduction 

Artificial Intelligence (AI) was first defined in 1956 as the science and engineering of 

creating intelligent machines. Over the subsequent decades of the 20th century, AI has 

gradually evolved into intelligent machines and algorithms that can reason, learn from each 

other and mimic human intelligence (McCarthy, 2007). The Journal of the UK Institute of 

Business Ethics defines AI as, “A term generally used to describe the simulation of elements of 

human intelligence processes by machines and computer systems. AI is characterised by three 

main features: (1) Learning - the ability to acquire relevant information and rules to use it;  

(2) Reasoning the ability to apply acquired rules and use them to reach approximate or finite 

conclusions (3) Iteration - the ability to change a process based on new information acquired” 

(Business Ethics and Artificial Intelligence, 2018). Since the topic of AI has become so popular 

and important, it is no wonder why policymakers around the world are considering regulating 

the most important use of AI (Schuett, 2019). Also, the European Commission (COM, 2018, 

COM, 2018 final, COM 2019) and the European Parliament (Resolution on Civil Law Rules 

on Robotics, 2017; Resolution on Autonomous Weapon Systems, 2018; Report on  

a comprehensive European industrial policy on artificial intelligence and robotics, 2019) 

explain what AI is, describing it as the ability of machines to exhibit human skills such as 

reasoning, learning, planning and creativity. AI enables technical systems to perceive their 

environment, deal with what they perceive and solve problems, working towards a specific 

goal. The computer receives the data (already prepared or collected with its sensors, such as  

a camera), processes it and reacts (Enholm et al., 2022). AI systems can adapt their behaviour 

to some extent by analysing the consequences of previous actions and acting autonomously 

(https://www.europarl.europa.eu/…, 2020). Researchers have broadened the definition of  

AI (which can perform cognitive tasks, particularly learning and problem-solving) to include 

exciting technological innovations such as machine learning and neural networks (Wang, 2019; 

Zawacki-Richter et al., 2019). Nowadays, the use of AI has become widespread in various 

industries, mainly for commercial purposes. AI is applied in business, science, art and education 

to improve the user’s experience or enhance productivity. AI applications also exist in 

numerous areas of our daily lives (e.g. smart home devices, smartphones, Google, Siri)  

(Ng et al., 2021). There are also non-commercial projects using AI technologies for socially 

beneficial outcomes, the number of which has increased significantly worldwide in recent years 

(this is so-called AI for social good or AI4SG) (Cowls et al., 2021). As can be seen from the 
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above, AI is used on many different levels. Many companies and consumers/customers have 

already become accustomed to the ever-increasing challenges posed by AI. However, there are 

still individuals or companies that are quite sceptical about technological inventions and 

innovations. Nevertheless, judging by the opportunities AI offers companies, speeding up and 

streamlining their operations in various areas, eventually even the sceptics will have to be 

convinced by the new AI-driven reality. Given this and to fill the research gap, the article will 

attempt to discuss the issue of integrating AI with one of the most important areas of any 

company, namely customer service, and more specifically with, the CRM system. The current 

AI tool used in CRM and the opportunities and potentials associated with this will be identified. 

Therefore, the research questions posed are as follows: RQ1: Are companies ready to use AI in 

their CRM systems?; RQ2: What are the most common AI tools used in CRM systems?; RQ3: 

What are the most common opportunities and risks of using AI in CRM systems? 

2. An overview of the literature 

2.1. Artificial intelligence in business 

The results of the latest McKinsey Global AI Survey indicate that AI adoption continues to 

grow and the benefits are significant. As the use of AI in business becomes more widespread, 

the tools and best practices to make the most of AI have also become more sophisticated  

(The state of AI in 2021). This means that AI in business is no longer treated in terms of 

unrealistic possibilities, it has become commonplace for companies and a consequence of 

adapting to a changing environment using technological innovations and virtual solutions 

(Perifanis, Kitsios, 2023). In addition to market giants such as Apple, Oracle and Microsoft, 

more and more companies are seeing this technology as an opportunity for their business,  

both in manufacturing and services. The latest results of a survey commissioned by IBM show 

that the percentage of businesses that have adopted AI now stands at 35%, an increase of  

4% from the previous 2021 survey. Surprisingly, it is not companies from America or Europe 

that see the greatest potential in AI, but, as the latest IBM study shows - China and India have 

the highest levels of AI saturation, at 58% and 57%, respectively, while statistics from, for 

example, the United States show an AI saturation of 25%, and the UK 26% (https://www.erp-

view.pl/..., 2022). However, according to various sources (https://www.money.pl/..., 2023; 

https://forsal.pl/lifestyle/…, 2023), this is about to change, as Microsoft has earmarked as much 

as $10 billion to invest in the artificial intelligence platform (i.e. chatbot - ChatGPT) developed 

by OpenAI, apparently seeing the potential of this technology and therefore wanting to base its 

future business on it. Google has relatively recently unveiled its response to the advent of 

ChatGPT, namely Bard, whose features are just as impressive as ChatGPT’s, so the revalue for 

the user will be fierce.  
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Of course, one of the most frequently cited barriers to using AI in business is the high cost 

of this investment. Meanwhile, also from a global survey conducted by IBM, it is concluded 

that by no means are financial issues of companies behind the limited implementation of 

artificial intelligence, but, as respondents in the global survey indicated, limited AI skills, 

knowledge or experience was listed first (34% of indications), while only for 29% is the price 

too high and for 25% the lack of tools or platforms for model development is a barrier. A similar 

proportion (24%) also indicate that the problem is that it is too complex or difficult to integrate 

or scale (24%) and that the high complexity of the data is an obstacle (24%) (https://www.erp-

view.pl/..., 2022). A study conducted by PwC in 2023 shows precisely the issue of spending on 

AI. The results of this study show that global spending on AI will reach $500 billion in 2023, 

while by 2030, it is estimated that the potential contribution of AI to the global economy will 

be $15.7 trillion (https://www.erp-view.pl/rynek-it..., 2022). According to the researchers,  

AI will operate in critical areas and solve key problems for businesses, this is the opinion of the 

vast majority - as many as 95% - of the managers surveyed who took part in the AI Engineering 

Survey. Interestingly, the same people declare that it is a challenge for them to scale AI-based 

applications, with 76% of respondents saying they have problems with this (The state of AI in 

2021,https://www.mckinsey.com/..., 2021), a far higher indication than the IBM survey cited 

earlier demonstrates. By contrast, according to Eurostat (Use of artificial intelligence in 

enterprises, 2021), in 2021, only 8% of companies in the EU with at least 10 employees will be 

using AI-supported technologies, including chatbots. Moreover, according to Eurostat research, 

the large enterprises used AI more than small and medium enterprises. In 2021, 6 % of small 

enterprises, 13 % of medium enterprises and 28 % of large enterprises used AI. This difference 

might be explained, for example, by the complexity of implementing AI technologies in  

an enterprise, economies of scale (i.e. enterprises with larger economies of scale can benefit 

more from AI) or costs (i.e. investment in AI may be more affordable for large enterprises). 

Business activities undertaken with the use of AI are forced by the increasing competition 

of global giants. Technological changes create both new labor markets and create structured 

databases, which allows us to redefine the needs or expectations of consumers, even those that 

have not yet been discovered. It is noteworthy that when preparing forecasts for technology,  

we do not pay attention to the social and legal, and often also market, consequences of its 

implementation, which will be discussed later in this paper. It is difficult to predict the direction 

of technological development. It is certain that marketing technologies supported by tools based 

on machine learning will not only change economic activity, but will also affect social, political 

and economic reality. Business sees its future in technologies such as IoT, machine-to-machine 

communication, augmented reality (AR), 5G technology and advanced predictive technology, 

all of which are underpinned by artificial intelligence (Kitsios, Kamariotou, 2021; Loureiro  

et al., 2021). Companies have found a powerful ally in AI that improves the efficiency of their 

core business and supports operational business processes. In this way, artificial intelligence 

serves as a tool to support e-commerce (Karimova, 2016); financial operations and information 
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analysis processes for commercial operations (Cavalcante et al., 2016; Ince, Aktan, 2009; 

Maknickiene, Maknickas, 2013); fraud detection processes in financial operations (West, 

Bhattacharya, 2016); or textual analysis of financial information (Shravan Kumar, Ravi, 2016; 

Xing et al., 2018). In addition, AI plays an important role in marketing-related processes 

(Chopra, 2019; Lee et al., 2020; Li et al., 2017; Wirth, 2018); customer management (Ledro  

et al., 2022); product launch, after-sales service and inventory management (Sheta et al., 2015) 

and in the implementation of Industry 4.0 processes (Ramakrishna et al., 2020). 

3. Research 

3.1. Research methods 

The research was conducted among 104 companies from September 2022 to March 2023 

using the CAWI method and it was a pilot study. The respondents were requested to complete 

the online survey questionnaire. The purpose of this studies is to discuss the aptitude and 

readiness of companies to carry out effective integration of Customer Relationship 

Management (CRM) systems with artificial intelligence. The article attempts to answer the 

following research questions: RQ1: Are companies ready to use AI in their CRM systems? 

RQ2: What are the most common AI tools used in CRM systems? RQ3: To analyze the above 

issues, both secondary studies presented in the national and abroad literature sources and reports 

and the author's pilot study using an online questionnaire are used. What are the most common 

opportunities and threats of using AI in CRM systems? The characteristics of the respondents 

are presented in Table 1. 

Table 1. 

Research sample characteristics 
Enterprise size 

 Micro Small Medium Large One-person 

Sample size 13 (13%) 43 (41%) 37 (36%) 9 (9%) 2 (2%) 

Type of business conducted 

  
Industrial 

activities 

Service  

activities 
Commercial activities 

Construction 

activities 
Other 

Sample size 16 (15%) 58 (56%) 21 (20%) 6 (6%) 3 (3%) 

Operation period of the current business 

  Less than a year 1-5 years 6-10 years Over 10 years  

Sample size 3 (3%) 6 (6%) 39 (38%) 56 (54%)  

Enterprise coverage 

  Local Regional National International  

Sample size 10 (10%) 12 (12%) 59 (57%) 23 (22%)  

Source: author own work. 
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Most of the surveyed companies are small (41%) and medium-sized (36%), they mostly 

provide service activities (56%), for the 54% companies operation period of the current business 

is over 10 years, and the market coverage for 57% companies is national (Table 1). Selected 

questions were used in the paper to give the answers for three main RQ. 

3.2. Results of the research - Artificial intelligence in CRM systems  

RQ1: Are companies ready to use AI in their CRM systems? 

Particularly in customer relationship management (CRM) AI has found space to utilise its 

potential, e.g. giants such as Salesforce, Oracle and Microsoft are equipping their CRM 

solutions with AI-based modules. Integration of AI with CRM started around 2017. As recently 

as 2015, the global CRM market was forecast to be worth $37bn in two years. Those predictions 

were confirmed, and the total market is now expected to be worth more than $82 billion by the 

end of 2025. Such dynamic growth will be due, among other things, to modern technologies 

that will completely remodel the way in which customer relationships are managed. According 

to own research conducted on 104 companies (of various sizes), there is a lot of interest in using 

AI solutions in the CRM system (Table 2). 

Table 2. 

Are companies ready to use AI in their CRM systems? 

Enterprise size 
General implementation of AI in CRM system 

Yes (%) No (%) Total 

Micro 3 (23%) 10 (77%) 13 

Small  16 (37%) 27 (63%) 43 

Medium  28 (76%) 9 (24%) 37 

Large  6 (67%) 3 (33%) 9 

One-person  - 2 (100%) 2 

Total 53 51  104 

Source: author own work. 

More than half of the surveyed enterprises (51%) use AI solutions in their CRM systems. 

As could be predicted, it is especially the group of medium and large companies that uses the 

solutions offered by AI in CRM systems. Other results are not as impressive as it was indicated 

earlier in the article, probably this situation depends mainly on the lack of knowledge and skills 

on the possibility of using AI in customer service. However, this is a development area and 

sooner or later smaller companies will find a way to use this modern technology. 

According to IDC analysis (Ismail, 2017), between 2017 and 2021, AI-supported CRM 

systems will contribute $1.1 trillion to the value of the business of companies using CRM. 

Therefore, organisations should develop and replenish their resources so that they can use the 

funds raised to invest in AI. If implemented properly, then AI can drive creativity in 

organisations and, when integrated with CRM (Bag et al., 2021; Balakrishnan, Dwivedi, 2021), 

also support rapid, intuitive decisions based on real-time data and data-driven predictions 

(Dwivedi, Wang, 2022; Grover et al., 2020). The implementation of AI into CRM is seen as 

having a positive impact on organisational performance when complemented by the 
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organisation’s improved ability to accept the technology and the strength of employees’ 

cognitive acceptance of the new system, thanks to the expertise acquired (Massi et al., 2020). 

The scale of application of AI in CRM is very broad; assuming that this is not yet the end of its 

possibilities, it is highly likely that in the future human labour, in the area of customer service, 

will be partially or completely replaced by AI (Rzepecka, 2019).  

Meanwhile, still human and artificial intelligence work together on a complementary basis 

(Kurzweil, 2000; Frey & Osborne, 2013). Thus, in the case of CRM - AI is used to analyse data 

of a different nature about customers in order to assess their buying habits, likes and dislikes, 

etc., which generated knowledge is still used by humans to make strategic marketing, sales 

decisions, etc. A CRM system integrated with AI is essential to increase customer loyalty, 

increase revenue and increase an organisation’s competitive advantage (Chatterjee et al., 2019). 

That is, the main applications of AI in CRM systems include predicting customer behaviour, 

suggesting the next best action or product recommendations for a given customer segment.  

In the next few years, it is very likely that AI will be used in marketing and sales in such a way 

that marketers will plan the goals and results of campaigns in CRM systems, and the AI itself 

will select customer segments and choose activities to carry out the campaign from the 

catalogue of activities of a given company (based on historical data) to achieve the set results 

(https://mitsmr.pl/b/co-dalej-z-crm..., 2019). Using AI in CRM systems processes can bring 

many benefits to an organisation, such as improved process efficiency, better customer service 

and increased sales. In 2017, it was predicted that in the context of CRM, AI would have  

a major impact on (Gantz et al., 2017): (1) accelerating sales cycles, (2) improving lead 

generation and qualification levels, (3) increasing revenue resulting from optimised marketing 

activities, (4) optimising service/product pricing, (5) accelerating resolution of issues reported 

by customers, (6) supporting the construction of branding campaigns, (7) call centre savings 

while increasing resolution rates, (8) savings in employee recruitment, (9) optimising logistics 

processes, (10) fraud prevention and detection. 

Thus, AI-based CRM systems provide centralised processes that help effectively manage 

relationships with thousands of customers. Integrating AI with CRM to analyse available data 

from internal and external sources effectively improves organisational performance.  

Also, with AI solutions such as (1) machine learning, (2) predictive analytics, (3) automation, 

or (4) sentiment analysis, for example - the CRM system increases its potential by: (1) intensive 

monitoring of patterns and trends over time, instead of rigid and coded instructions, (2) faster 

data-driven decision-making, sales forecasting and efficient allocation of resources at all levels, 

(3) automation of even complex work, (4) the ability to capture, analyse and visualise how 

customers perceive products and services (Josiassen et al., 2014; Kochański, 2016). 

RQ2: What are the most common AI tools used in CRM systems? 

There are countless opportunities to effectively improve and strengthen the CRM system 

integrated with AI (Saxena, 2017; Nguyen, Waring, 2013; Verma, Verma, 2013). Most 

commonly, AI is used in CRM for the following purposes: (1) communication (Rogowska, 
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2010; Neves, Barros, 2003; Deryugina, 2010), (2) automatic capture of customer data from 

various sources (Jarek et al., 2018; Kozłowska, Rodzik, 2018; Shang et al., 2017), (3) expanding 

the customer database (Kietzmann et al., 2018), (4) customer sentiment surveys (Warszycki, 

2019). Own research has shown which of the AI technologies is most often used in the surveyed 

enterprises, adequate to the size of the company (Table 3).  

Table 3. 

AI tools used in CRM systems 

Enterprise 

size 

AI in CRM system 

General 

implementation 

of AI in CRM 

system 

Communication  

(virtual assistant): 

Automated data 

capture from a 

variety of sources 

(Activity 

Capture) 

Extending the 

customer 

database (e.g. 

Predictive Lead 

Scoring) 

Exploring 

customer 

sentiment (e.g. 

Opportunity 

Insights) 

Yes (%) Chatbot Voicebot    

Micro 3 (23%) 1 - 1 1 2 

Small  16 (37%) 5 4 16 8 15 

Medium  28 (76%) 21 17 26 22 25 

Large  6 (67%) 6 6 6 6 5 

Total 53 (51%) 33 27 49 37 47 

Source: author own work. 

The results of the research do not differ significantly from the averages presented in various 

sources. Medium and larger enterprises use most of the AI tools included in the study in their 

CRM systems, such as chatbots, voicebots, Activity Capture, or Predictive Lead Scoring and 

Opportunity Insights. 

By analysing the subsequent above purposes, it is possible to match them with the specific 

solutions offered by AI a supporting CRM. Adequate to the purpose (1), communication 

between company and customer is increasingly provided by the virtual assistant, which 

customers have grown accustomed to and has become a cost-effective solution for companies. 

This remote helper can automate the receipt and management of multiple messages and 

recovery actions. Virtual assistants take the use of data to the next level by such things as 

“learning” it according to specific patterns. The virtual assistant will take care of managing 

notifications about when to catch up with customers and what the best form of communication 

should be for the person (chatbot, voicebot). 

For example, a voicebot intelligent assistant calls a customer who has abandoned a shopping 

cart, collects feedback and offers a discount or alternative based on the previous choice.  

And most importantly, it personalises and automates communication. As a result, the intelligent 

voice assistant is able to convert abandoned shopping carts at a much higher level of efficiency 

than other tools. Solutions such as Siri and Amazon Alexa have accustomed consumers to using 

conversational but intelligent voice assistants. Therefore, companies, seeing the benefits of 

using such solutions for both sides of the purchasing process, are increasingly using AI-powered 

voicebots for purchasing conversations, i.e. conversational commerce (Schmidt et al., 2018; 

Bolton et al., 2021; Tulshan, Dhage, 2019). But in fact, the reach and capabilities of the virtual 
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assistant are extensive, e.g. Siri, Google Assistant, Microsoft Cortana and Amazon Alexa,  

are generally available on state-of-the-art mobile phones or in homes (e.g. Amazon Echo and 

Google Home) and cars (e.g. the Google Assistant connection with Hyundai). Virtual assistants 

can communicate with the various IoT devices on which the supported operating system runs. 

And yes, Siri only works with Apple devices - iPhone, iPad, iPod Touch, Home Pod, Mac, 

Apple Watch and Apple TV. Microsoft Cortana works with Windows 10, Android, Xbox One, 

Skype, iOS, Cyanogen and Windows Mixed Reality devices. Alexa works with Amazon’s 

Resound, Fire and Dash families of things, as well as various interesting Android and iOS 

devices (Tulshan, Dhage, 2019). 

Regarding the purpose (2), that is, automated data capture, it is artificial intelligence 

integrated into CRM that provides the ability to now collect customer information from  

a variety of sources, such as, but not limited to, WhatsApp, social networks (e.g. Twitter) or 

IoT devices with as little or no human intervention as possible. This saves time for customer 

service staff by discarding the copying of physical information entered into the system.  

They can use this opportunity if only to strengthen their contacts with customers.  

In addition, the Activity Capture function also works well here - it analyses all e-mails and 

calendar events, automatically assigning them to the relevant records (such as customers, sales 

opportunities, etc.). It eliminates the need for traders to waste time on manual data cross-

referencing, which is subject to considerable risk of error and, moreover, intrusive in everyday 

work. Furthermore, by anticipating customer behaviour, organisations can take customised 

action to subtly personalise communications and create genuine enthusiasm for each potential 

customer. In this way, they can reinforce a positive corporate image and stimulate an increase 

in the number of potential customers (Ngai et al., 2008; Smith, Rupp, 2002; Kansbod, 2022; 

Monod et al., 2022). For example, Microsoft is launching a new sales-oriented component of 

its Viva platform. Viva Sales is a CRM companion application that is expected to integrate with 

Teams, Outlook and Office, including Word, Excel and PowerPoint. It also works with 

Microsoft Dynamics 365 Sales CRM and third-party CRM systems. Viva Sales is based on 

automatically capturing customer data and integrating it with calls and chats in Teams and  

e-mails in Outlook. According to the developers, the component turns the Microsoft 365 

platform into an intelligent sales assistant. Viva Sales uses a set of predictive AI technologies, 

“Context IQ” to generate contextual reminders and recommendations (Sulikowski, 2022). 

As for the purpose (3) - i.e. extending the customer database - SI also found its application. 

Depending on the type of customer, their willingness to share information with the company 

varies; some do it willingly, others rather infrequently and they only care about completing the 

transaction and not about completing the data in their purchasing profile. Here, the AI acts as  

a dedicated expert who not only analyses and collects data from the available pool but 

additionally encourages customers to provide new data. They will make the customer profile in 

the CRM system more complete, which will translate into the more effective building of 

relationships and contacts between the company and the consumer. Furthermore,  
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AI interference in, for example, customer loyalty programmes, allows the AI, after a customer 

has made a purchase, to associate which products have been purchased and assign them to  

a personalised user profile. With access to such information, we can have a real impact on 

subsequent consumer choices. The Predictive Lead Scoring tool used here automatically 

analyses everything about individual customers (i.e. their metadata, related events, sales topics) 

and assigns them an appropriate score - i.e. a value that determines the customer’s sales 

potential, as well as its value to the company. Predictive scoring segregates the customers 

collected in the CRM system, informing which ones are worth focusing on. 

Analysing the role of AI towards the (4) purpose i.e. exploring customer sentiment,  

it can be noticed that AI can also be used to explore customer sentiment and then to establish 

techniques that increase customer engagement. Intelligent machine algorithms can select 

audiences according to purchase history, gender, online behaviour, location and other such 

characteristics or behaviours. Using the results gathered previously, the CRM software will be 

more accurate, creating tailored messages that will have an impact on the customer to a greater 

or lesser extent. It is also worth mentioning the call centre, which is still being used to build  

a relationship with the customer and check their mood, here too AI has its uses.  

As the capabilities of call centre supervisors are quite limited, it is assumed that they can only 

analyse about 1-5% of the calls made, which does not allow for the identification of the entirety 

of problems, with AI it is possible to verify 100% of customer calls and better assess the level 

of customer satisfaction with the service (https://www.forbes.pl/..., 2022). Again, another tool, 

Opportunity Insights, analyses current communications exchanged with contractors  

(e.g. e-mails from potential customers) based on historical data collected in the CRM system, 

informing users of the increase or decrease in sales opportunities and suggesting what steps 

they should take to close the topic successfully. 

In addition, AI uses information to understand projects, guide ideal approaches, predict 

outcomes and computerise customer engagement processes. The use of AI in CRM systems 

will make organisations smarter and enable them to conduct marketing and sales activities with 

any customer, regardless of the scale of the business. The data collected in a CRM system is 

worthless if it is not used. However, a lack of time and adequate human resources can result in 

customer information not being used. In order to use the data effectively, it is necessary that the 

information is properly sorted and organised. Only then will a better understanding of the 

customer by the company be possible. The use of AI in CRM systems will make the 

communication carried out by organisations much more effective and efficient in terms of 

resources used (https://initius.pl/news/..., 2019). 

RQ3: What are the most common opportunities and risks of using AI in CRM systems? 

For a better understanding of the use of artificial intelligence in CRM systems, the surveyed 

enterprises were asked about the opportunities and threats they face in connection with the 

implementation of modern solutions to the customer service system (Table 4). In this question 
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were used three most frequently discussed and analyzed opportunities and threats in literature 

and Internet sources. They were discussed in detail in the Table 4. 

Referring to the obtained research results and analysis of literature sources, it is obvious 

that AI creates a number of opportunities and possibilities for customer service. It is also worth 

noting that, in most organisations, CRM systems need to meet the challenges of the future in 

order to fully exploit the potential offered by the volumes of data available worldwide, cloud 

computing and data from the so-called Consumer IoT (Stein et al., 2013). 

Table 4. 

Opportunities and threats of AI in CRM systems 

Answers 

Main opportunities and threats of AI in CRM systems 

opportunities threats 

Better 

understanding 

of customer 

needs and its 

retention 

Improving 

and 

speeding 

up 

customer 

service 

Trend to use a 

combination 

of cloud and 

on-premise 

platforms for 

AI 

Lack of 

support for 

large 

volumes and 

speed of 

loading and 

unloading 

data 

An access to 

machine 

intelligence 

and ability to 

build neural 

networks 

AI abuse 

(e.g. 

deepfakes, 

security of 

use) and lack 

of legal 

regulations 

Yes 49 (92%) 44 (83%) 36 (68%) 35 (66%) 20 (38%) 41 (77%) 

No  0 2 (4%) 6 (11%) 10 (19%) 19 (36%) 5 (9%) 

I don`t know  4 (8%) 7 (13%) 11 (21%) 7 (13%) 14 (26%) 7 (13%) 

Source: author own work. 

According to experts, the reality is that CRM development will be driven more towards 

Data Management Platforms (DMPs) in the near future than the development of existing 

systems, as no CRM system in its current form can handle the volume and velocity of data 

loading and unloading that will be needed for effective marketing (Libai et al., 2020). From the 

form in which the data is stored to the lack of an application programming interface (API) to 

add data from third-party sources (data fabrics) in real-time, this obviously means that current 

systems cannot cope with analysing this data to segment customers correctly. Equally important 

when it comes to adapting a CRM system to new conditions, is to pay attention to the popularity 

of the cloud and the petabytes of data collected by internet users, so there is access to machine 

intelligence and the possibility of building neural networks as a service (AI-a-a-a-S) in CRM 

systems, which make the use of AI in sales start to make sense. Therefore, implementing  

a CRM system integrated with AI is essential for all organisations working in B2B settings to 

analyse vast amounts of data and obtain useful business information for decision-making 

(Chatterjee et al. 2019). Nonetheless, it is comforting and forward-looking to note that, 

according to a study by Salecforce.com, most companies (whether high performers or not) tend 

to use a mix of cloud and on-premise platforms for AI, similar to general IT workloads. 

However, high-performance companies use cloud infrastructure much more often than their 

competitors: 64% of their AI workloads take place in the public or hybrid cloud, compared to 

44% at other companies. This group of companies also access a wider range of AI capabilities 

and techniques in the public cloud, for example, as they claim to use the cloud twice as much 
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as the rest for natural language speech understanding and facial recognition (The state of AI in 

2021). 

It is also worth considering another issue related to some AI solutions like ML (Machin 

Learning), in order not to be suspected by e.g. a customer of AI abuse. One of the more popular 

abuses of AI are so-called deepfakes, which involve using AI to create or manipulate audio and 

visual content to make it authentic. The deepfake method is ideal for use in disinformation 

campaigns, as it is difficult to distinguish at first glance from real content. Also of interest, 

although also partly controversial for reasons of security of use (there have been cases of 

ChatGPT generating malware e-mail), is the previously mentioned ChatGPT in customer 

service (Yu et al., 2021). However, it has many advantages, improving and speeding up 

customer service, an AI-based chatbot can interact with customers in a natural and 

conversational way. It enables companies to provide 24/7 customer service, responding quickly 

to customer queries and providing accurate and timely answers. The chatbot is designed to learn 

from customer interactions, so that over time it is able to provide more accurate and 

personalised responses. ChatGPT is also able to understand customers’ moods and intentions, 

so it can provide more effective responses to customer queries. Importantly, ChatGPT allows 

companies to easily integrate with CRM systems and payment processing platforms.  

This allows companies to automate and streamline their customer service processes, making it 

easier to respond quickly and accurately to customer enquiries. It also offers a number of other 

features, such as a customisable chatbot interface, integration with third-party services and 

customer service call tracking (Shafeeg et al., 2023). The most frequently cited reasons for 

using ChatGPT in CRM are (Rizvi, 2017; Latinovic, Chatterjee, 2022; Wamba-Taguimdje  

et al., 2020): (1) automated on-demand support (24/7 customer service), (2) cost-effective 

solution (even for small businesses, fast customer service without the need for additional staff), 

(3) easy to use (easy to set up and use, user-friendly interface that makes it easy for customers 

to access support), (4) scalable solution (allowing companies to adapt customer service 

operations to meet changing needs), (5) configurable solution (allows companies to tailor 

customer service agents and processes to their specific needs to be efficient and effective).  

Any ethical issues related to the use of AI in business are also quite an important issue, 

which also applies to customer service itself (Dignum, 2018). It is not without reason that the 

European Commission published on 8 April 2019 a document called Ethics Guidelines for 

Trustworthy AI18 developed by the European Commission’s Independent High-Level Expert 

Group on Artificial Intelligence (AI-HLEG). The guidelines developed aim to promote 

Trustworthy AI defined by three components fulfilled throughout the entire AI system lifecycle. 

These components are (1) compliance with the law and all applicable rules and regulations;  

(2) ethicality, i.e. adherence to ethical principles and values; (3) robustness, both technically 

and socially, given that even with good intentions, AI systems can cause unintended harm. 

Efforts should be made for these three components to occur simultaneously, and when this does 

not occur, efforts should be made to harmonise them. In view of the above, the argumentation 
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of the OECD experts from the “Science, Technology and Industry” research group that it is 

necessary to regularly produce measurement and empirical data on the development of the  

AI is undoubtedly correct, as it is currently of vital importance for economic and political 

decisions (Baruffaldi et al., 2020). 

One of the biggest concerns about customer service automation relates to job losses. 

Automation, computerisation and artificial intelligence are strongly influencing the labour 

market, thereby shaping new qualifications and skills. Unofficially, it is said that soon approx. 

30% of current consultants will no longer perform their current duties and, according to the 

World Economic Forum, up to 85 million jobs worldwide will be replaced by machines by 

2025, but 97 million new jobs will be created (Battina, 2018; Goyal, Aneja, 2020; Shaw et al., 

2019). However, this does not mean, for example, that consultants are saying goodbye to their 

jobs in the industry for good. Based on past experience, it can be concluded that humans and 

their creativity, associated with out-of-the-box thinking, will not be able to be replaced by 

machines or even advanced programmes. Already, the demand for data analysts and people 

who can pick out trends from data is very high. Furthermore, both humans and AI have relative 

strengths, with humans leading the way in intuition, empathy, broad judgement and complex 

reasoning. Therefore, in order for companies to reap the benefits of artificial intelligence,  

the focus should be on promoting full or partial delegation of decisions that enhance managers’ 

capabilities. 

4. Discusion and conclusions 

The importance of artificial intelligence is becoming apparent as the contours of digital 

transformation become clearer. Companies have realised the value of the data at their disposal. 

Now they need the tools to make better use of them. And the shift towards self-service and the 

associated reduction in costs, especially for repetitive processes, as well as the attention to the 

so-called customer experience, is decisive for the competitiveness of companies, which makes 

them constantly reach for AI-based solutions. Simple activities can be expected to be replaced 

by technology and become automated. There is no doubt that AI has incredible potential for 

business in various areas of its operations. Still, where some see opportunities, others see  

a threat, and so scientists are trying to avoid at all costs a future in which we will not be able to 

recognise texts created by artificial intelligence from those that are human-made. However,  

the results of their study suggest that this not-so-optimistic future has already arrived,  

and the distinction mentioned may not be possible (Enholm et al., 2022; Dwivedi et al., 2021).  

Despite the many challenges - business is already appreciating the potential of intelligent 

algorithms, seeing that their application allows them to build a competitive advantage.  

For companies to adapt to digital transformation, including the integration of AI into the 
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customer service process, a precise rethink is required in the first place, e.g. which  

AI solutions/tools are necessary in the existing CRM modules. This is important in terms of 

planning the costs of implementation and follow-up, thereby training employees. The fact that 

the intended changes in the company are being properly promoted cannot be overlooked here, 

and this is followed by an appropriate attitude and conviction on the part of employees to these 

forward-looking solutions.  

In practice, the more management is convinced of the usefulness of the new CRM system 

integrated with AI, the better the attitude of employees will be to use it and take it for granted 

to achieve success in the area of customer service. Therefore, the top management of the 

organization should make interested employees aware of the usefulness and effectiveness of 

this new system, it can, for example, publish success stories of the new system and its solutions 

that are already successfully used in other organizations. The management of organizations 

implementing a CRM system integrated with AI should make holistic attempts to shape the 

attitude of employees towards the intentions of adopting the new system. 

Conducting a systematic review of national and international literature, as well as own pilot 

studies, indicated that companies are aware that digitalisation has become a necessity and that 

AI will replace human labour in many areas. Of course, a more advanced level of 

implementation of AI solutions is shown by the larger surveyed enterprises. But it still leaves 

much to be desired. In view of this, the integration of AI capabilities with CRM is recognised 

as one of the key factors for improving the speed and efficiency of customer service. The survey 

provided answers to the research questions posed (RQ1, RQ2, RQ3), thereby indicating what 

the general sentiment and readiness of companies to use the potential of AI is, how the 

application of AI can help organisations gain the adaptive organisational capabilities needed to 

increase overall business efficiency and CRM effectiveness, with four key purposes and details 

the opportunities and risks that the integration of AI with CRM presents.  

AI is a constantly evolving topic, it provides some companies with fear and for others it is 

another development opportunity, which is why they approach it with enthusiasm. One way or 

another, this is the future of economics, economy, and sociology, each of these areas will sooner 

or later have to face the solutions offered by artificial intelligence. Therefore, this article is  

a prelude to continuing further research in this area.  
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