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I. INTRODUCTION 

The goal of customer relationship management (CRM) is to build lasting connections with customers 

and provide them with an outstanding experience (CX) by gathering, organizing, and making smart 

use of data with the help of technological solutions. If properly handled, the data collected from all 

points of interaction with customers may help businesses generate targeted marketing replies, spark 

innovation, fine-tune offerings, and ultimately provide exceptional value to customers while gaining 

a competitive edge. The development of artificial intelligence (AI) methods is one example of how 

new technological solutions have emerged in response to the exponential growth in data processing 

power, variety, velocity, and volume in the modern digital era. Artificial intelligence (AI) is the 

capacity of a system to accurately understand and make use of vast amounts of data in order to 

accomplish predefined objectives. 

Artificial intelligence (AI) solutions have become crucial for firms to thrive in the customer 

relationship management (CRM) space, and this is true for both CRM system developers and CRM 

users. Indeed, AI's progress has made it nearly impossible to implement new CRM features like 

A Study to Evaluate the Effectiveness of Artificial Intelligence in 

Customer Relationship Management 

Pulluru Chaitanya 1 
1 Research Scholar, Department of Electronics and Communication Engineering,  

P. K. University, Shivpuri, M.P., India. 

Dr. Satnam Singh 2 
2 Professor, Department of Electronics and Communication Engineering,  

P. K. University, Shivpuri, M.P., India. 
 

  
 

ABSTRACT 

By automating processes, analyzing client data, and enhancing 

decision-making, artificial intelligence (AI) is revolutionizing 

customer relationship management (CRM). CRM solutions driven by 

artificial intelligence improve customer interactions, customize 

experiences, and boost operational efficiency via the use of machine 

learning, natural language processing, and predictive analytics. 

Companies can provide better, quicker, and more personalized 

customer support with the use of chatbots, virtual assistants, and 

suggestions powered by artificial intelligence. Focusing on predictive 

analytics, operational efficiency, and commercial consequences, this 

research investigates how well Artificial Intelligence (AI) enhances 

Customer Relationship Management (CRM) systems. 

Keywords: Machine Learning, Business, Churn Prediction, 

Accuracy, Customer. 
 

 
 

 

http://www.ijamsr.com/


Vol 8, Issue 12, 2025   Impact Factor: 8.535    DOI: https://doi.org/10.31426/ijamsr.2025.8.12.8957 

           

 

 
       IJAMSR  8 (12)                   December 2025                   www.ijamsr.com                        104 

 

International Journal of  

Advanced Multidisciplinary Scientific Research (IJAMSR) ISSN:2581-4281 

personality insight services, website morphing, chatbot services, programmatic advertising, and 

emotional, image, and facial recognition technologies. These features necessitate massive amounts of 

data to be crunched in real time. 

In addition to AI's practical applications in business, academics argue that it will soon usher in a new 

era of superior customer relationship management. Given that customer relationship management "is 

the outcome of the continuing evolution and integration of marketing ideas and newly available data, 

technologies, and organisational forms," Artificial intelligence (AI) is crucial because CRM systems 

powered by AI help businesses better absorb and analyze client data, which in turn improves their 

ability to prepare for, seize, and foresee opportunities. 

In spite of AI's pervasiveness in management settings, academics in the field have offered few 

insights into the topic during the last 20 years. Computer science and operations research have 

mostly focused on operational activities that computers are capable of doing, while organization and 

management research has primarily examined managerial duties that are typically performed by 

people. These two branches of study have largely dictated the development of AI literature. A great 

proliferation of articles has resulted in an accumulation of information on the issue that is highly 

dispersed and fragmented, perhaps due to the increasing awareness of AI's relevance and the possible 

influence it may have on CRM. The fact that customer relationship management (CRM) may be 

understood in several ways—as a strategy, a process, or an information system—also contributes to 

this discrepancy. Advancements in research tend to happen in isolated silos with few 

interdisciplinary exchanges when it comes to the AI-CRM interaction, since diverse domains of 

knowledge—from business management to innovation science—are driven by these distinct views. 

The interconnected nature of CRM's sales, marketing, service, and operations functions has further 

contributed to the dispersion of AI-CRM studies across industries. 

II. REVIEW OF LITERATURE 

Yao, Lu & Abd Wahab, Sazali. (2025) Customer relationship management (CRM) is seeing a surge 

in the use of artificial intelligence (AI) as digital transformation continues to progress. In this article, 

we'll look at how artificial intelligence (AI) may help businesses gain a competitive edge during 

digital transformation by boosting customer relationship management (CRM) efficiency, customer 

experience (CX), and loyalty. Intelligent customer service, personalized suggestions, and other AI-

powered customer care enhancements have greatly improved response times and accuracy. Artificial 

intelligence (AI) enables businesses to better understand their customers' wants and requirements via 

big data analysis, which in turn allows them to provide more tailored services, more targeted 

marketing, and happier, more loyal customers. 

Egbuhuzor, Nnaemeka et al., (2025). Improved client engagement, streamlined processes, and 

tailored experiences are three ways in which data-driven insights and artificial intelligence (AI) are 

changing the face of customer relationship management (CRM) in the financial services industry. 

Advanced artificial intelligence (AI) tools like machine learning, natural language processing (NLP), 

and predictive analytics enable customer relationship management (CRM) systems to sift through 

mountains of client data, provide insights, forecast actions, and provide personalized answers. 
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Financial institutions may improve their efficiency and competitiveness in a dynamic market and 

strengthen client connections via this change. Financial companies may automate regular procedures, 

segment audiences, and anticipate client demands with the help of AI-driven CRM solutions. 

Companies can improve their marketing efforts, find new possibilities, and keep more customers 

with the help of predictive analytics. Chatbots and virtual assistants are made possible by natural 

language processing, which allows for real-time individualized customer service and reduces 

operating expenses. In addition, stakeholders are provided with clear and actionable insights via data 

visualization and sophisticated reporting options, which enhances decision-making.  

Nugraha, Zahra et al., (2025). The use of customer relationship management systems has grown in 

importance as a means for companies to hold on to their clientele. There is a pressing need for 

increasingly sophisticated responses to the ever-increasing variety and amount of data. To tackle the 

new business difficulties of the digital age, the combination of AI, CRM, and Big Data presents a 

viable support system. Through a literature analysis, this research investigates AI-CRM, or Artificial 

Intelligence in Customer Relationship Management. In the beginning, we found 356 research using 

the Kitchenhand and Charters technique. Between 2020 and 2025, 33 studies were retrieved from the 

IEEE, Scopus, and Science Direct databases. While deep learning has seen explosive growth in 

recent years, suggesting a move toward more advanced CRM solutions, supervised learning 

continues to be the most used AI approach, according to the data. Analytical CRM was where the 

majority of the apps were located, with segmentation, customization, and churn prediction being the 

most common. Problems with data bias, privacy, and openness still exist, however. Also, there is a 

lack of research in B2B and strategic customer relationship management. The paper underlines the 

revolutionary potential of AI to improve CRM strategies and get a competitive edge, and it stresses 

the importance of organizational preparation prior to using AI-CRM. The results provide light on 

how data-driven CRM might benefit from AI. 

I C, Somashekhar et al., (2024) Modern company plans cannot function without customer 

relationship management (CRM), which aims to cultivate loyal and satisfied customers over the long 

term. Thanks to AI, customer relationship management (CRM) is now a smart system that uses data 

for proactive and tailored interaction with customers. This paper delves deeply into the topic of AI 

integration into CRM, covering important technologies including machine learning, predictive 

analytics, and natural language processing. The literature study highlights the importance of data-

driven decision-making, better customer interactions, and the empowering potential of work 

automation. The study goes on to talk about possible future developments in the industry and tackles 

problems with data privacy and ethical issues. To demonstrate the usefulness of AI in CRM, real-

world examples are given. 

Srinivasan, Meena. (2021) In the last many years, CRM (Customer Relationship Management) has 

evolved considerably. In an effort to better comprehend consumer purchasing patterns, boost brand-

customer connection, and fortify client relationships, several businesses have concentrated on 

automating and using AI techniques. Businesses have begun to use AI in customer relationship 

management (CRM) automation in order to better react to consumer inquiries, learn more about their 

needs, and ultimately, grow their loyal customer base. When clients are interested in the firm's goods 
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and services, management is prepared to meet their needs, keep them as customers, and eventually 

increase their worth to the organization. A stronger connection between management and customers 

may be achieved by meeting their wants and requirements. An very loyal client base propels the 

company forward and ensures its continued success. Recruiting clients, learning about their wants 

and needs, and relaying that knowledge to upper management so that they can make timely choices is 

a top priority for management.  However, with the rise of AI, management is now able to use 

technology to keep consumers happy, connect with them in a meaningful way, learn about their 

wants, and share that data for better decision-making.  

III. RESEARCH METHODOLOGY 

Research Design 

This study adopts an analytical research design. 

Data Collection 

The reliability and completeness of the data for this research were guaranteed by collecting it from 

several sources. Data about past interactions, transactions, and support tickets may be seen in the 

CRM system's logs. Metrics were derived from analyses of company performance data. Furthermore, 

several machine learning models were evaluated for efficacy using simulated AI model predictions. 

Machine Learning Methods Used 

Multiple AI and machine learning models were implemented to predict customer churn and assess 

CRM performance. 

• Logistic Regression 

• Random Forest 

• Gradient Boosting 

• Support Vector Machines 

Performance Metrics 

The effectiveness of AI models was assessed using standard performance metrics Accuracy, 

Precision, recall, F1-score, AUC-ROC score 

IV. DATA ANALYSIS AND INTERPRETATION 

Table 1: Comparative Performance of Machine Learning Models for Customer Churn 

Prediction 

Model Accuracy Precision Recall F1-Score AUC-ROC 

Logistic Regression 0.78 0.72 0.81 0.76 0.83 

Random Forest 0.85 0.79 0.87 0.83 0.91 

Gradient Boosting 0.87 0.81 0.89 0.85 0.94 

SVM 0.81 0.75 0.82 0.78 0.88 
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Figure 1: Comparative Performance of Machine Learning Models for Customer Churn 

Prediction 

In Table 1, we can see how four different machine learning models for CRM customer churn 

prediction fared. With an accuracy of 0.87, Gradient Boosting was the most accurate model. Its 

AUC-ROC was 0.94 and F1-score was 0.85, both of which were the highest. Additionally, Random 

Forest did quite well, with an F1-score of 0.83 and an accuracy of 0.85. With an F1-score of 0.78 and 

an accuracy of 0.81, SVM demonstrated reasonable competence, while Logistic Regression, although 

with a little lower accuracy of 0.78. 

Table 2: Business Impact Analysis 

Impact Measure Before AI After AI % Change 

CRM Response Time 24 hr 6 hr −75% 

Customer Retention 60% 78% +30% 

Cross-Sell/Upsell Revenue 12% 19% +58% 

Support Cost per Ticket ₹320 ₹235 −27% 
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Both operational efficiency and commercial results have been greatly enhanced by the 

implementation of AI in CRM systems. The reduction in CRM response time from 24 hours to 6 

hours, a staggering 75% improvement, is one of the most noticeable results. The percentage of 

customers that remained loyal to the brand increased significantly, from 60% to 78%. The 

performance of cross-sell and upsell increased revenue by 58%, going from 12% to 19%. Support 

expenses per ticket also went down, falling from ₹320 to ₹235, a saving of 27%. 

V. CONCLUSION 

By streamlining processes, enhancing customer service, and illuminating client wants and 

requirements, AI is elevating CRM. Businesses may now make better judgments, react more quickly, 

and provide customers with more tailored experiences. Nevertheless, concerns like data privacy and 

maintaining a personal touch need to be addressed. Better customer relationship management (CRM) 

capabilities will be available to companies as AI develops further, allowing them to forge deeper 

connections with customers and maintain a competitive edge. 
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