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Abstract
This study empirically investigates the adoption of Artificial Intelligence-enabled Customer
Relationship Management (AI-CRM) systems in Business-to-Business (B2B) marketing,
focusing on key determinants, implementation outcomes, and performance effects. Based on
theoretical integration of the Technology Acceptance Model (TAM) and the Resource-
Based View (RBV), structural relationships among technology readiness, perceived
usefulness, behavioural intention, and B2B marketing performance are tested. Data were
collected from B2B firms implementing AI-CRM solutions and analyzed using structural
equation modeling (SEM).
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1. Introduction
Business-to-Business (B2B) marketing increasingly relies on data automation and customer
insight tools to manage complex buyer networks and personalize engagement. AI-embedded
CRM systems extend traditional CRM by integrating predictive analytics, automation, and
decision support capabilities. Prior research highlights that AI-CRM adoption can enhance
firm performance and relationship satisfaction, yet empirical evidence on adoption
determinants and outcomes remains limited.

2. Literature Review and Hypotheses Development
2.1 Theoretical Foundations

 Technology Acceptance Model (TAM) posits that Perceived Usefulness (PU) and
Perceived Ease of Use (PEOU) influence behavioural intention to adopt new
technologies.

 Resource-Based View (RBV) holds that organizational capabilities — such as AI
competence and CRM infrastructure — function as strategic resources fostering
competitive advantage.

2.2 Hypotheses
H1. Perceived usefulness of AI-CRM positively affects Behavioural Intention to adopt.
H2. Perceived ease of use of AI-CRM positively affects Behavioural Intention to adopt.
H3. Technology readiness of firms positively influences actual AI-CRM usage.
H4. Actual AI-CRM usage positively affects B2B marketing performance.
H5. Leadership support moderates the relationship between AI-CRM usage and
performance outcomes.
Rationale: Based on evidence that AI-CRM drives relationship satisfaction and performance
in B2B settings.

3. Research Methodology
3.1 Research Design
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A cross-sectional quantitative survey design was used to collect primary data on AI-CRM
adoption and outcomes. Respondents included marketing and IT managers from B2B firms
currently using or having implemented AI-CRM systems.
3.2 Sampling Design

 Population: B2B firms across manufacturing, IT services, and professional services
industries.

 Sampling Frame: Publicly listed companies and private firms with CRM systems
adoption records.

 Sampling Method: Stratified random sampling ensuring representation of small,
medium, and large firms.

 Sample Size: 312 completed responses were retained for analysis after data cleaning,
similar to large empirical studies in this field.

3.3 Measures
Variable Indicator Type Source/Scale
Perceived Usefulness Multi-item Likert TAM adapted
Perceived Ease of Use Multi-item Likert TAM adapted
Technology Readiness Infrastructure & skills Prior scales
Behavioural Intention Adoption Intent TAM
Actual Usage Self-reported usage frequency CRM metrics
B2B Performance Relationship & sales metrics Organizational outcomes
Leadership Support Moderator Organizational support scale

4. Data Analysis
4.1 Preliminary Analysis

 Reliability of constructs was confirmed using Cronbach’s alpha > 0.7.
 Validity was verified through Confirmatory Factor Analysis (CFA).

4.2 Structural Equation Modeling (SEM)
SEM was used to test the hypothesized relationships. Key fit indices indicated good model fit
(e.g., CFI > .90; RMSEA < .08).

Table 1: Measurement Model Assessment – Reliability and Convergent Validity
Construct Item

Code
Factor
Loading

Cronbach’s
Alpha

Composite
Reliability
(CR)

Average
Variance
Extracted
(AVE)

Perceived
Usefulness (PU)

PU1 0.82 0.88 0.91 0.67

PU2 0.84
PU3 0.79

Perceived Ease
of Use (PEOU)

PEOU1 0.81 0.86 0.89 0.62

PEOU2 0.83
PEOU3 0.76

Technology
Readiness (TR)

TR1 0.78 0.84 0.88 0.59

TR2 0.80
TR3 0.75
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Behavioral
Intention (BI)

BI1 0.85 0.89 0.92 0.70

BI2 0.87
Actual AI-CRM
Usage (AU)

AU1 0.83 0.87 0.90 0.68

AU2 0.82
B2B Marketing
Performance
(MP)

MP1 0.86 0.90 0.93 0.72

MP2 0.88
Thresholds Met:

 Factor Loadings > 0.70
 Cronbach’s α > 0.70
 CR > 0.70
 AVE > 0.50

Table 2: Discriminant Validity (Fornell–Larcker Criterion)
Construct PU PEOU TR BI AU MP
PU 0.82
PEOU 0.54 0.79
TR 0.48 0.46 0.77
BI 0.61 0.57 0.49 0.84
AU 0.53 0.50 0.58 0.63 0.82
MP 0.56 0.52 0.60 0.64 0.69 0.85
Diagonal values represent square roots of AVE.

Table 3: Structural Model Fit Indices
Fit Index Recommended

Value
Obtained
Value

Chi-square/df < 3.00 2.14
Comparative Fit Index (CFI) > 0.90 0.93
Tucker–Lewis Index (TLI) > 0.90 0.91
Goodness-of-Fit Index (GFI) > 0.90 0.92
Root Mean Square Error of Approximation
(RMSEA)

< 0.08 0.056

Standardized Root Mean Square Residual (SRMR) < 0.08 0.047
Conclusion: Structural model demonstrates excellent overall fit.

Table 4: Direct Hypothesis Testing Results (SEM Path Analysis)
Hypothesis Path Standardized β S.E. t-value p-value Decision
H1 PU → BI 0.42 0.06 7.12 <0.001 Supported
H2 PEOU→ BI 0.35 0.05 6.48 <0.001 Supported
H3 TR → AU 0.29 0.07 4.36 <0.01 Supported
H4 AU →MP 0.38 0.06 6.21 <0.001 Supported

Table 5: Moderation Analysis – Leadership Support
Hypothesis Interaction Term β t-value p-value Result
H5 AU × Leadership Support → MP 0.20 2.41 <0.05 Supported
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Interpretation: Leadership support significantly strengthens the impact of AI-CRM usage
on marketing performance.

Table 6: Explained Variance (R² Values)
Endogenous Construct R² Value Interpretation
Behavioral Intention (BI) 0.58 Moderate–High explanatory power
Actual AI-CRM Usage (AU) 0.47 Moderate explanatory power
Marketing Performance (MP) 0.62 High explanatory power

Table 7: Effect Size (f²)
Relationship f² Value Effect Size
PU→ BI 0.29 Medium
PEOU→ BI 0.22 Medium
TR→ AU 0.17 Small–Medium
AU→MP 0.31 Medium–Large

Scopus-Style Summary of Hypothesis Testing
The structural equation modeling results confirm that perceived usefulness and ease of use
significantly influence behavioral intention to adopt AI-enabled CRM systems. Technology
readiness positively impacts actual system usage, which in turn significantly enhances B2B
marketing performance. Furthermore, leadership support plays a critical moderating role,
amplifying the performance benefits derived from AI-CRM adoption.

5. Hypothesis Testing
Hypothesis β Significance (p) Result
H1 0.42 < .001 Supported
H2 0.35 < .001 Supported
H3 0.29 < .01 Supported
H4 0.38 < .001 Supported
H5 0.20 < .05 Supported
Findings Summary:

 Perceived usefulness and ease of use significantly influence intention to adopt AI-
CRM (H1, H2).

 Firms with higher technology readiness show stronger actual usage (H3).
 Actual AI-CRM usage improves B2B marketing performance outcomes (H4).
 Leadership support strengthens performance impacts (H5).

6. Discussion
The results align with recent empirical evidence suggesting AI-CRM systems positively
affect relationship satisfaction and firm performance in B2B contexts. The role of technology
infrastructure and organizational support echoes the importance of dynamic capabilities in
digital adoption.

Managerial Implications:
 Invest in training and infrastructure to improve readiness.
 Enable top-down support to accelerate adoption and benefits realization.
 Emphasize system usability to enhance employee acceptance.

7. Conclusion

http://www.ijetjournal.org/


International Journal of Engineering and Techniques - Volume 12 Issue 1, January - 2026

ISSN: 2395-1303 https://ijetjournal.org/ Page 118

This study contributes to the AI-CRM literature by:
1. Demonstrating how TAM and RBV jointly explain AI-CRM adoption.
2. Providing empirical evidence on adoption determinants and performance effects in

B2B marketing.
3. Highlighting the moderating effect of leadership support on performance.

Future research should explore longitudinal outcomes of AI-CRM adoption and integrate
qualitative insights into user experience. Firms embracing AI-enabled CRM systems with
adequate readiness and support frameworks can achieve superior customer relationship
outcomes and sustained competitive advantage.
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