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Abstract  
  
Customer Relationship Management (CRM) has transformed into simple repositories of customer data to smart and 
AI-powered platforms that facilitate predictive analytics, automation and customized customer experiences. This 
paper is a global comparative analysis of how CRM technologies have evolved and been adopted in both developing 
and developed countries with the differences in terms of technology maturity, functional orientation, regulatory 
factors, and strategic application. The paper follows the historical evolution of CRM as database marketing and sales 
force automation to cloud-based, mobile, and artificial intelligence-enabled unified experience platforms. The study 
utilizes secondary data, literature review, and a comparative model at the country level to study the effects of 
economic capacity, digital infrastructure, government structures, and organization preparedness on the 
implementation trends of CRM. The results indicate that developed markets have highly developed, analytics-based, 
and compliance-driven CRM ecosystems, whereas developing markets are still concerned with cost-effective, cloud-
based, and operational CRM solutions with the focus on sales enablement and customer care. The research value is 
that it offers an organized comparison of CRM development in economic settings and content to the researchers, 
practitioners, and policymakers as to developing effective, ethical, and scaled CRM strategies in an environment of 
global diversity of digital setting. 
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Introduction 
 
Customer Relationship Management (CRM) has 
become an important strategic role of organisations 
that desire to establish long term and sustainable 
relationships with customers in more competitive and 
digitally oriented markets. Initially, as a tool of 
controlling customer data and automating sales, CRM 
has developed into a complex business philosophy 
with the help of advanced technologies that combine 
marketing, sales, service, and analytics [1][2]. Within 
the current business climate, CRM is effective as it 
allows organizations to gain knowledge of how their 
customers behave, personalise interaction, increase 
customer satisfaction and enhance the performance of 
an organization and hence CRM is a major source of 
competitive advantage. 

The development of CRM systems has been greatly 
affected by the fast development of information and 
communication technologies. In the last 40 years, CRM 
has evolved beyond mere database marketing 
platforms to advanced, cloud-based and artificial  
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intelligence-powered solutions that can be used to 
predict analytics and provide real-time decision 
support. Big data analytics, machine learning [3], 
mobile computing, and social media integration are all 
technologies that have reshaped CRM into a reactive 
tool of operation into a more proactive [4], 
intelligence-based system. Such technological 
innovations make organizations predict the needs of 
customers, automate complicated processes, and 
provide a smooth omnichannel experience at various 
touchpoints. 

Although the world has seen the spread of CRM 
technologies, there is significant variation in the 
adoption patterns, maturity and functional focus in the 
developing and the developed economies [5]. The 
overall CRM ecosystem established by developed 
countries is advanced, and it is typically characterized 
by a robust digital foundation, substantial investment 
potential, regulatory adherence, and widespread 
analytics and automation. On the contrary, developing 
nations can be subjected to infrastructural, technical 
and fragmented governance structures, which effects 
CRM implementation and use [6]. Therefore, adoption 
of CRM in emerging economies is more likely to focus 
on cost-effective, cloud-based, and mobile-first 
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customer support and sales enablement, as opposed to 
strategic analytics [7]. 

These differences are important in comprehending 
global changes of CRM and how it has been 
instrumental in sustaining growth of the organization 
and client-focused approach. A comparative approach 
allows identifying the primary drivers, issues, and 
opportunities determining the evolution of CRM in 
different economic settings. 

Hence, this paper introduces a comparative analysis 
of CRM technology in developed and developing 
nations on the basis of how it has evolved over the 
years, its adoption, technological basis, and regulatory 
factors. The proposed study is expected to fill the 
research gaps in the literature and global data on 
adoptions to offer insights to researchers, 
practitioners, and policymakers who are interested in 
adopting effective and responsible CRM systems across 
the world. 
 
Structure of the Paper 
 
The paper has the following structure. Section II 
explains the conceptual underpinnings of CRM. The 
historical development is presented in section III. In 
section IV, there is a global comparative study of the 
adoption of CRM to developing and developed 
countries. Section V conducts a review of relevant 
recent literature. Lastly, Section VI is a conclusion of 
the study and it provides future research directions. 
 
Conceptual Foundations of CRM 
 
Customer Relationship Management (CRM) is the 
process of managing all interactions with customers, 
including those in the sales, service, and prospecting 
phases [8]. Organizations may learn a lot from this 
definition, which touches on topics like encouraging 
great customer-market engagement, the significance of 
customer retention, customer buy-out, and long-term 
customer connections. Relationship marketing (CRM) 
is based on the idea that businesses and customers 
may work together to achieve common goals [9]. 
Everything that management and marketing do is 
based on this. As a result of the challenges that modern 
organizations face, CRM is gaining popularity at a rapid 
pace. Customer relationship management ensures the 
safety of all aspects crucial to the development of a 
company's loyal and prosperous clientele. When it 
comes to helping a company focus on its clients, the 
different components of CRM are crucial [10]. 
Customer relationships can evolve over time in 
response to certain circumstances. A client connection 
can progress through the following stages: 
 

Exploration: During exploration, a buyer checks the 
seller's credentials, the product's functionality, or the 
brand's usefulness. The connection might be severely 
damaged if the test findings don't match the customer's 
needs . 

Awareness: Customers gain awareness when they 
learn about the supplier's or product's motivational 
values.  
Expansion: The provider gains the customer's trust 
and the client is confronted with the supplier's huge 
dependency during the expansion phase. More chances 
to do business with that consumer and grow the 
business arise at this time. 
Commitment: Engagement is a key step for sellers to 
learn how to change to business rules and go above 
and beyond their goals. 
Dissolution: The dissolution phase occurs when the 
client's needs change abruptly and he seeks other 
viewpoints. A connection ends with this abrupt shift. 
 
Classification of CRM 
 
CRM systems focus on strengthening the relationship 
between a firm and its customers by integrating the 
various perspectives on customer interaction. 
According to Buttle and Maklan [1], CRM helps build 
valuable customer relationships as it is a disciplined 
approach, and they argue that technology may or may 
not play a significant role. 

However, for large global firms that deal with 
millions of customers, both managerial and technical 
aspects are essential. To meet the requirements of 
these organizations, CRM has been categorized into 
four major types, which are illustrated in Fig. 1 below. 

A customer relationship management system's 
primary goal is to improve the bond between a 
company and its clientele by bringing together 
different viewpoints on customer engagement [11]. 
The authors Buttle and Maklan argue that CRM's 
disciplined approach helps establish meaningful 
customer connections, and they also suggest that 
technology might or might not play a significant part in 
this process. But large multinational corporations 
dealing with millions of clients worldwide necessitated 
management and technological skills [12]. Figure. 1 
below shows the four main types of CRM that were 
developed to cater to the needs of these large 
multinational corporations: 

 

 
 

Fig.1 Classification of CRM 
 
Strategic CRM: Customer-based business strategy that 
is centered on long-term relationships with lucrative 
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customers through provision of better value, personal 
customers services and constant experiences than that 
of the competitors. 
Operational CRM: The use of customer relationship 
management (CRM) software to streamline and 
automate marketing campaigns, sales force 
automation, order management, and customer care 
operations is a direct result of this integration [13]. 
Analytical CRM: Customers' information can be 
collected, stored, extracted, combined, processed, 
examined, shared, and reported so that businesses can 
use it to make decisions, improve their performance, 
and give more value to their customers. 
Collaborative CRM: Enables the organization to 
engage in two-way communication and coordination 
with its customers via various channels interaction, 
including email, social media, and customer portals, 
with the ultimate aim of enhancing customer 
interactions quality and allowing the supply chain to 
share information effectively [14]. 
 
Historical Development of CRM Technologies 
 
The development of CRM has completely changed over 
the last 40 years, transforming a mere data storage tool 
into an advanced, AI-enhanced platform, which allows 
to predict customer needs and provide personalized 
experiences [15]. Evolution could be divided into their 
technological and functional eras as shown in Figure 2: 
 

 
 

Fig.2 Evolution of CRM Technologies 
 

Database Marketing(1980s): Emphasized on making 
initial contact and simple customer record-keeping; 
companies moved their paper files to computer 
databases to store customer data, creating customer 
lists to enhance direct mail, targeted marketing, and 
simple outreach tactics. 
Sales Force Automation (SFA) & On-Premise 
CRM(1990s): The focus was on simplifying the sales 
process through client-server software that was 
installed on company computer hardware; automated 
lead tracking, inventory management and sales 
reporting; integrating the activities of different 
departments was minimal, and the insights were more 
operational than strategic. 
Web-Based Enterprise CRM(2000s): Extended CRM 
operations throughout the enterprise due to web-
enabled systems and data warehouses; centralized 
client information enabled superior analytics, 
reporting, and cross-departmental cooperation [16], 
and remote access in anyplace by marketing, sales, and 
service divisions. 

Cloud & Mobile CRM(2010s): Cloud computing and 
mobile applications made teams interact with 
customers all the time, anytime, and in real-time, and 
Social CRM made organizations monitor sentiment, 
engage customers more dynamically and respond to 
changing needs more quickly. 
 
AI, Automation & Unified Experience 
Platforms(2020s-present): It focuses on the concept 
of predictive customer experiences, AI-driven 
experiences, and complete integrated customer 
experience: machine learning, automated processes, 
and integrated platforms can enable organizations to 
predict customer responses, automate complex 
processes, provide seamless omnichannel experiences, 
and turn CRM into a proactive strategic asset. 
 
Automation and Unified Experience Platforms in Modern 
CRM 
 
Artificial intelligence is becoming a more common 
feature of modern CRM tools to add greater depth in 
analysis and the creation of customer insights. 
Predictive models are among the machine learning 
applications that allow predicting churn, customer 
lifetime value, demand, and personalized 
recommendations [17]. To achieve a better idea of 
customer behavior, preferences, and intent, AI-based 
CRM systems can be used to analyze high volumes of 
structured and unstructured customer data that can be 
gathered at different points of interaction. 

The role of automation is very important in making 
the CRM operations more efficient and consistent. 
Automated workflows help in the standardization of 
processes such as lead scoring, sales pipeline 
management, running a marketing campaign and ticket 
resolving of customer services. Moreover, intelligent 
chatbots and virtual assistants are based on natural 
language processing and conversational AI 
technologies, which allow real-time interaction with 
customers and decrease response times in all digital 
communication channels [18]. 

Experience platforms Unified, these platforms 
incorporate sales, marketing, customer support, and 
analytics into one platform. Such integration guarantee 
an omnichannel customer experience and uniformity 
in the web, mobile, social media, and service channels 
[19]. The real-time data synchronization and 
centralized dashboards allow organizations to have 
cohesive customer journey insights and act proactively 
in decision-making and strategy participation. 
Consequently, CRM systems in the modern world have 
now become intelligent and experience-driven to 
facilitate long-term customer relationship management 
and business value. 

 
Global Level Comparison of Customer Relationship 
Management Systems 
 
Global development of CRM systems has shown a 
marked disparity both in developing and developed 
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economies caused by the disparity in digital 
infrastructure, economic capacity, organizational 
maturity, regulatory systems and technological 
innovations [20][21]. It is important to learn about 
these differences in order to analyse the strategic 
significance of CRM in improving customer 
engagement, operational efficiency and business 
intelligence [22]. In this section, a detailed comparison 

of CRM adoption in the selected countries in terms of 
maturity stage, functional focus, level of technologies 
being utilized and level of compliance has been made. 
Table I provides a comparative overview of the 
adoption of CRM in developing and developed 
countries and this offers a global picture of what is 
currently being experienced in the world 

 
Table 1 Comparative Overview 0f CRM Adoption in Developing and Developed Countries 

 
Economy Country CRM Stage Functional Emphasis CRM Technology Compliance 

D
ev

el
o

p
in

g 

India 
Emerging to 

Growth Stage 
Sales enablement and 

customer support 

Transition from on-
premise to cloud-

based, mobile-first 
CRM 

Developing, 
fragmented regulatory 

environment 

Brazil Growth Stage 
Customer engagement 
and digital marketing 

Shift toward cloud-
oriented CRM 

platforms 

Evolving with regional 
regulatory diversity 

China 
Advanced–

Emerging Hybrid 

Large-scale customer 
intelligence and 

analytics 

Platform-centric 
CRM with deep AI 

integration 

Strong, state-
influenced governance 

mechanisms 

South Africa Emerging Stage 
Relationship and 

service management 

Hybrid CRM with 
gradual cloud 

migration 

Developing, sector-
based governance 

frameworks 

Indonesia 
Early to 

Emerging Stage 
Basic customer data 

management 

Mobile-driven, SaaS-
based CRM 
evolution 

Weak but improving 
regulatory controls 

Vietnam Emerging Stage 
SME-focused CRM 

utilization 
Lightweight, cloud-

based CRM tools 
Developing regulatory 

structures 

Nigeria Early Stage 
Contact management 

and relationship 
tracking 

Mobile-first CRM 
adoption 

Weak and 
inconsistent 
governance 

Mexico Growth Stage 
Sales optimization and 

customer retention 
Cloud-supported 
CRM transition 

Evolving, compliance-
driven environment 

D
ev

el
o

p
ed

 

Denmark 
Highly Mature 

Stage 

Customer-centric 
public and private 

services 

Fully integrated, 
cloud-first CRM 

ecosystems 

Very strong, privacy-
centric governance 

Italy 
Mature but 

Uneven Stage 
Sales and service 

process optimization 

Hybrid evolution 
(legacy systems to 

cloud CRM) 

Strong but complex 
regulatory landscape 

United States 
Highly Advanced 

Stage 
Strategic, predictive, 

omnichannel CRM 

AI-driven, platform-
based CRM 
evolution 

Strong, market-driven 
governance 
framework 

Canada Advanced Stage 
Personalized 
relationship 
management 

Cloud-native CRM 
evolution 

Strong, compliance-
oriented governance 

Austria Mature Stage 
Process efficiency and 

customer retention 

Integrated 
enterprise CRM 

platforms 

Strong and 
standardized 
regulations 

Belgium Mature Stage 
Public-sector and 
enterprise CRM 

Centralized, secure 
CRM architectures 

Very strong, EU-
aligned governance 

Australia 
Highly Advanced 

Stage 
Omnichannel 

customer experience 
Cloud and mobile-

first CRM evolution 

Strong and 
transparent 
regulatory 

environment 

Norway 
Highly Mature 

Stage 
Trust-based, citizen-
centric engagement 

Digital-by-default 
CRM evolution 

Very strong, citizen-
focused data 
governance 

 
As demonstrated in Table I, the pace at which CRM is 
adopted in developing nations mostly shifts to being a 
simple operation management process to a more 
sophisticated sales and service provision. India, 
Indonesia, Nigeria, and Vietnam are concerned with 
customer record digitization, mobile access to 
customer records, and sales pipeline automation, and 
cloud-based and SaaS CRM platforms are the leading 
ones because they are economical in costs and can be 

scaled. The functional focus primarily revolves around 
the sales enablement, customer support and short-
term engagement. There is a growing adoption of AI-
powered analytics and platform-based CRM in big 
businesses, and lightweight, mobile-centric tools in 
smaller ones in China and Brazil. Compliance with 
regulations is usually divided, but there is a general 
growth and an increase in digital literacy, which 
indicate a transition to more mature CRM ecosystems. 
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CRM systems in industrialized nations are very mature, 
strategic, and intelligence-focused, and have cloud-
native applications, artificial intelligence, sophisticated 
analytics, and omnichannel functionality. The adoption 
of the public sector, as in Belgium and Denmark, is 
focused on citizen-centric services, transparency, and 
trust. Strong regulatory policies such as GDPR 
guarantee ethical data utilization, safety and 
responsibility, underpinning predictive modelling, 
automation and effective management of customer 
relationships. In general, there is a trend of strategic, 
data-driven platforms in place of the operational ones 
as seen in the global CRM environment. This highlights 
the significance of technology and governance in 
determining the efficacy of CRM, as developing nations 
are stepping into more advanced CRM while developed 
nations are reaching the limitations of predictive and 
automated CRM. 

 
Emerging CRM Adoption Trends 

 
Customer Relationship Management (CRM) systems 
are changing dramatically as companies are starting to 
integrate CRM programs with both digital 
transformation and customer-centric business 
strategies. Instead of regarding CRM as a functional 
adjunct, businesses are currently integrating CRM 
platforms as hybrid decision support engines that link 
marketing, sales, service and analytics services [23]. 
This change is indicative of a larger movement towards 
data-driven customer experience, in which real-time 
insights and personalisation are highly important in 
differentiating competitors. The modern trends in CRM 
adoption are characterized by several major trends: 
Cloud first and SaaS CRM Adoption: Organizations 
are increasingly using cloud-based CRM systems 
because of the scalability, the reduced cost of 
implementation and the speed of deployment, 
especially among small and medium businesses 
[24][25]. 
Mobile and Remote CRM Usages: The increased use 
of mobile applications allow the field sales teams and 
service staff to gain access to customer information in 
real time, enhancing responsiveness and service 
quality. 
AI-Inspired CRM Functionality: Predictive analytics, 
automated customer segmentation, chatbots and 
intelligent recommendation systems are being 
incorporated with the help of ML and AI. 
Omnichannel Customer Engagement: CRMs are 
transforming to integrate in both email, social media, 
web portals, call centers, and even messaging 
applications, to provide uniform customer experiences 
[26]. 
Industry-Specific CRM Solutions: Vendors are also 
providing industry-specific CRM solutions customized 
to specific sectors, including health care, banking, retail 
and manufacturing. 
Moreover, increased data privacy concerns, as well as 
ethical AI utilization, and regulatory compliance, are 

impacting CRM adoption. To be responsible in CRM 
implementation, organizations are focusing on open 
data practices, safe data storage, and governance 
solutions. All three of these emerging trends show that 
there is a transition to more intelligent, flexible, and 
ethically aligned CRM systems that can help to create 
customer value over time and allow the organization to 
grow sustainably. 
 
Literature Review 
 
The literature review explores the history of CRM 
development in the world, the role of technology, 
adoption rates, and differences between developed and 
developing nations in context, and establishes 
unresolved comparative and empirical gaps. 

Adachi and Sato (2023) delve into the idea of 
customer relationship management (CRM) as a suite of 
tools essential to business administration. The report 
highlights the importance of CRM in driving company 
performance and calls attention to ongoing sustainable 
research that shows how CRM practices positively 
impact economic, social, and environmental 
sustainability. Proving their assumptions would 
contribute to a better idea of the strengthening of 
sustainability results through CRM benefits. 
Furthermore, CRM is contrasted with Green IT, which 
enables the present shift and backs the development of 
sustainable business models; this comparison provides 
a framework for evaluating CRM's efficacy within the 
framework of environmentally conscious innovation 
[27]. 

Fayed (2023) describes current developments in 
customer relationship management (CRM) solutions, 
highlighting how these solutions include emerging 
technologies like Blockchain, Internet of Things (IoT), 
and Artificial Intelligence (AI). The use of these 
technologies enhance the client experience by turning 
unpredictable trips into interactive and predictive 
ones. With the use of AI and machine learning applied 
to consumer and IoT data, businesses can foresee and 
resolve problems before they ever arise, frequently 
before customers even notice. The article 
acknowledges the remarkable role of such technologies 
in the development of intelligent CRM solutions [28]. 

Forootani, Abdolvand and Harandi (2022) Examine 
the factors influencing the adoption of cloud-based 
CRM systems by SMEs within the manufacturing and 
services sectors in Iran. The key factors that they 
identify as determining organizational preparedness, 
technology benefits, perceived utility, perceived 
simplicity of use, service quality, and marketing 
activities. The study conducted among 170 IT 
managers, CIOs and CEOs highlights that CRM is vital in 
ensuring that a company has competitive advantage 
through its customer-based marketing initiatives [29]. 
AlQershi, Mokhtar and Abas (2022) explores CRM and 
CRM performance linkage with the manufacturing 
industry in Yemen with a focus on structural capital 
(SC) as a moderating variable. PLS-SEM was used to 
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analyze data of 214 SMEs. The results show that all the 
dimensions of CRM have a significant influence on the 
performance of SMEs and the other dimension, SC, 
moderates the interrelations of three dimensions. This 
study fill the available gaps and offer significant 
knowledge on the determinants of performance in such 
situations [30]. 

Seneler and Kadioglu (2021) discuss the future of 
CRM in light of new technological trends with a focus 
on how they offer opportunities to developing 
countries. CRM is composed of numerous strategies, 
which businesses use to develop lucrative 
relationships with their existing and prospective 
clients. The thesis specifically focuses on such 
technological developments as the IoT, AI, cloud-based 
CRM, and social CRM. It explains the impact of these 
developments on developing countries using example 
of Turkey. Although CRM is generally not fully 
understood, the authors explain that its future 
determined by the companies as they embrace these 
new trends [31]. 

Dibyo et al. (2021) examine the prosperous growth 
of e-commerce in Indonesia, where Shopee has a good 

potential as a marketing platform. A total of 108 
Shopee users from Muhammadiyah University of 
Surakarta were selected for the study using non-
probability sampling methods. The participants were 
asked to fill out questionnaires that were analyzed 
using various statistical techniques, including 
normality tests, multicollinearity tests, F tests, t tests, 
and R 2 tests. The study aims to determine the impact 
of CRM and customer satisfaction on customer loyalty. 
The results show that CRM and customer satisfaction 
have a significant influence on customer loyalty. An 
increase in CRM efforts has the potential to 
successfully cultivate customer loyalty among Shopee 
users, as the F test result confirms the concurrent 
influence of CRM and customer satisfaction on 
customer loyalty [32]. 

Table II summarizes previous CRM research, 
highlighting major findings, benefits, weaknesses and 
future research, and clearly identifying comparative 
gaps in CRM technology development in developed and 
developing economies. 

 
Table 2 Research Gaps in CRM Technology Evolution Between Developed and Developing Economies 

 

References Study On Key Findings Advantages Challenges Future Work 

Adachi & 
Sato (2023) 

CRM as a 
technology-

driven enabler 
of sustainable 

business models 

CRM positively 
influences 

environmental, 
social, and economic 

sustainability 
dimensions 

Enhances sustainable 
innovation, supports 
Green IT initiatives, 

improves 
organizational 
performance 

Lacks empirical 
validation across 
diverse economic 
contexts; limited 

regional focus 

Comparative validation of 
CRM sustainability impacts 

across developed and 
developing economies 

remains unexplored 

Fayed 
(2023) 

Impact of 
emerging 

technologies 
(AI, IoT, 

Blockchain) on 
Smart CRM 

systems 

Integration of AI and 
IoT enables 

predictive and 
proactive customer 

engagement 

Improved customer 
experience, 

automation, data-
driven decision-

making 

High 
implementation cost 

and technical 
complexity; data 

integration issues 

Limited discussion on 
adoption readiness and 
technological disparities 
between developed and 

developing nations 

Forootani 
et al. 

(2022) 

Cloud-based 
CRM adoption 

in SMEs (Iran – 
developing 
economy) 

Organizational 
readiness and 

perceived usefulness 
significantly 

influence CRM 
adoption 

Cost efficiency, 
scalability, 

accessibility for SMEs 

Infrastructure 
limitations, skill 

gaps, resistance to 
change 

Need cross-country 
comparison to understand 

how adoption drivers differ 
between developed and 

developing regions 

AlQershi et 
al. (2022) 

CRM 
dimensions and 

SME 
performance in 

Yemen 

CRM significantly 
improves SME 
performance; 

structural capital 
moderates outcomes 

Strengthens customer 
knowledge, 
operational 

efficiency, and 
competitive 
advantage 

Economic instability, 
limited 

technological 
maturity, weak 

institutional support 

Absence of comparative 
insights with SMEs in 

developed countries limits 
generalizability 

Seneler & 
Kadioglu 
(2021) 

Future CRM 
trends and 

opportunities 
for developing 

countries 

AI, IoT, cloud, and 
social CRM offer 

growth 
opportunities for 

developing markets 

Potential 
leapfrogging of 
traditional CRM 

stages 

Conceptual nature; 
limited empirical 

evidence 

Empirical comparative 
studies are needed to 

examine CRM evolution 
paths in developed vs. 
developing economies 

Dibyo et al. 
(2021) 

CRM impact on 
customer 

satisfaction and 
loyalty in e-
commerce 

(Indonesia) 

CRM and customer 
satisfaction jointly 
enhance customer 

loyalty 

Improved retention, 
stronger customer 

relationships 

Narrow sectoral 
focus; limited 

technological depth 

Sector-wide and cross-
national comparisons are 

needed to assess CRM 
maturity differences 

globally 

 

Conclusion & Future work 
 
The comparative analysis reveals that the development 
of CRM technologies in developing and developed 
economies differs greatly, and much depends on the 

differences in digital and regulatory maturity and 
readiness of organizations. Whereas the CRM systems 
of developed nations have evolved to be strategic, 
analytics-oriented systems with integrated artificial 
intelligence and robust governance, the developing 
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economies still focus on the efficiency of operations, 
affordability, and accessibility through mobile first. 
Nevertheless, due to all these differences, the maturity 
gap between the developed and emerging economies is 
increasingly becoming narrower because cloud-based 
and AI-enabled CRM solutions are rapidly becoming 
widespread. These results support the role of fitting 
the CRM strategies to the local economic and 
institutional environments to realize long-term value 
maximization. Future research opportunities are also 
large. There is a need to conduct empirical and 
longitudinal research to determine the long-term effect 
of CRM adoption on organizational performance at 
both sector and regional levels. As CRM systems 
acquire more autonomy, more attention should be paid 
to ethical deployment of AI, data privacy and 
compliance with the rules. Besides, case studies in the 
sector can provide useful data on the challenges in 
implementation, and success factors. Further 
opportunities to develop resilient, transparent and 
next-generation CRM ecosystems can be achieved via 
the exploration of emerging technologies like 
generative artificial intelligence and blockchain. 
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