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Abstract 

Over the past decade, digital transformation has become a central driver of change in 
marketing and customer management practices. Customer Relationship Management (CRM), 
traditionally focused on data collection and customer retention, has evolved into a strategic 
and technology-driven discipline integrating artificial intelligence, automation, and advanced 
analytics. This paper presents a systematic literature review exploring how digital 
transformation has reshaped the concept, tools, and strategic role of CRM between 2010 and 
2025. Following a PRISMA-based methodology, articles were collected from Scopus, Web of 
Science, and Google Scholar to identify dominant research themes and theoretical 
perspectives. The findings reveal four main research streams: (1) the impact of digital 
technologies on customer experience and engagement, (2) data analytics and performance 
measurement in CRM, (3) artificial intelligence and automation in relationship management, 
and (4) organizational and strategic implications of digital transformation. The review 
highlights key research gaps, notably the limited empirical evidence in emerging markets and 
the need for integrated models linking digital maturity, customer trust, and strategic agility. 

Keywords: Digital Transformation; Customer Relationship Management; Systematic Review; 
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1. Introduction 

Customer Relationship Management (CRM) has long been recognized as a cornerstone of 
modern marketing strategy, aiming to build and sustain long-term, profitable relationships 
with customers (Payne & Frow, 2005; Buttle & Maklan, 2019). Traditionally defined as a set 
of processes and technologies for managing customer interactions and enhancing loyalty 
(Nguyen & Simkin, 2017), CRM has progressively evolved from an operational tool to a 
strategic resource that enables firms to understand and anticipate customer needs (Parvatiyar 
& Sheth, 2001). 

The emergence of digital transformation, defined as the integration of digital technologies into 
all areas of business to create new forms of value and organizational agility (Bharadwaj et al., 
2013; Vial, 2019), has profoundly reshaped CRM practices. The adoption of big data, 
artificial intelligence, and cloud-based systems has shifted CRM from transactional 
management to a data-driven and customer-centric paradigm (Choudhury & Harrigan, 2014; 
Kumar & Reinartz, 2016). In this new digital ecosystem, companies leverage analytics and 
automation to enhance personalization, customer experience, and engagement across multiple 
touchpoints (Lemon & Verhoef, 2016). 

Despite the growing academic interest in both digital transformation and CRM, the existing 
literature remains fragmented. Many studies focus on specific aspects technological adoption 
(Trainor et al., 2014), data analytics (Wedel & Kannan, 2016), or customer experience 
(Verhoef et al., 2021) without providing an integrated understanding of how digital 
transformation holistically influences CRM evolution. Therefore, a systematic literature 
review is required to consolidate these findings, map the main research themes, and identify 
existing gaps. 

This paper addresses the following research questions: 

1.​ What are the main themes and trends emerging from the literature on digital 
transformation and CRM? 

2.​ How has digital transformation influenced the strategic, technological, and relational 
dimensions of CRM? 

3.​ What are the key research gaps and directions for future studies in this field? 

2. Methodology 
This paper follows the established standards for systematic literature reviews in management 
and marketing research. A systematic literature review (SLR) is defined as a structured, 
replicable, and comprehensive method of identifying, evaluating, and synthesizing the 
existing body of knowledge on a given topic (Tranfield, Denyer, & Smart, 2003; Snyder, 
2019). Unlike narrative reviews, SLRs rely on explicit inclusion and exclusion criteria, 
allowing for objectivity, reproducibility, and theoretical integration. 
In accordance with the Preferred Reporting Items for Systematic Reviews and Meta-Analyses 
(PRISMA) guidelines (Moher et al., 2009; Page et al., 2021), this study adopted a four-stage 
process: 
 
Identification​
A total of 412 records were initially identified through database searches: 



●​ Scopus (n = 170) 
●​ Web of Science (n = 145) 
●​ Google Scholar (n = 97) 

Screening and Duplicates Removal 
After removing 86 duplicate records, 326 studies remained for screening based on titles and 
abstracts.​
Of these, 170 records were excluded as irrelevant to the topic of digital transformation and 
CRM. 
Eligibility​
A total of 156 full-text articles were assessed for eligibility. 
Among them, 94 articles were excluded due to: 

●​ Lack of peer review or being conference abstracts (n = 58) 
●​ Misalignment with marketing or management scope (n = 36) 

Inclusion​
Finally, 62 studies met all inclusion criteria and were retained for the final synthesis: 

●​ 25 conceptual papers 
●​ 27 empirical studies 
●​ 10 review or hybrid papers 

2.1. Data Sources and Search Strategy 
The literature search was conducted between January and April 2025 using three major 
academic databases: Scopus, Web of Science, and Google Scholar. These databases were 
selected for their wide coverage of peer-reviewed journals in marketing, management, and 
information systems (Donthu et al., 2021). 
The following Boolean search string was used to ensure comprehensive coverage: 
(“digital transformation” OR “digitalization” OR “digital technologies”) AND (“customer 
relationship management” OR “CRM”) AND (“marketing” OR “customer engagement” OR 
“relationship marketing”). 
This search yielded 412 initial records across the databases. All references were imported 
into Zotero for citation management and duplication control. 
2.2. Inclusion and Exclusion Criteria 
To maintain methodological rigor, studies were selected based on the following inclusion 
criteria: 

●​ Published between 2010 and 2025 (to capture the digital transformation era). 
●​ Written in English and published in peer-reviewed academic journals. 
●​ Explicitly addressing CRM, digital transformation, or digital marketing strategy. 
●​ Presenting conceptual, theoretical, or empirical contributions. 

The exclusion criteria included: 
●​ Non-academic sources (blogs, magazines, white papers). 
●​ Conference abstracts without full papers. 
●​ Duplicates or articles outside the marketing or management scope. 

After applying these filters, 156 articles remained for eligibility assessment. Following 
full-text review, 62 studies met all inclusion criteria and were retained for thematic analysis. 
2.3. Data Analysis Procedure 
Data were analyzed through an inductive thematic synthesis (Thomas & Harden, 2008), 
combining bibliometric and qualitative content analysis approaches. Each article was coded 
for key variables, including research purpose, theoretical framework, methodology, and main 
findings. Thematic clusters were then identified to capture the main trends in the literature, 
consistent with recommendations by Paul and Criado (2020). 
To visualize the intellectual structure of the field, co-word and co-citation analyses were 
performed using VOS viewer (van Eck & Waltman, 2010), allowing the identification of 



dominant research domains and conceptual linkages between “digital transformation,” 
“CRM,” and “customer experience. 
2.4. Methodological Validity 
Following best practices suggested by Xiao and Watson (2019), the validity of the review 
process was enhanced through triangulation of data sources, iterative refinement of keywords, 
and transparent documentation of each selection step. Figure 1 (PRISMA flow diagram, 
provided in Appendix) summarizes the identification and screening process. 
Overall, this methodological approach ensures that the findings reported in the next section 
are grounded in a comprehensive and reproducible review of the academic literature, 
consistent with international standards for systematic research synthesis. 
Following the PRISMA-based process described above, a total of 62 peer-reviewed 
articles were retained for full-text analysis and thematic synthesis. This final corpus includes 
both conceptual and empirical studies, covering diverse perspectives on digital transformation 
and Customer Relationship Management (CRM). The combination of bibliometric 
mapping and qualitative content analysis ensured methodological rigor and interpretive depth. 
These selected studies collectively capture how CRM has evolved from a transactional to a 
data-driven and strategic discipline. The following section presents the main findings and 
thematic synthesis, structured around four dominant research streams identified through the 
systematic review. 
3. Findings and Thematic Synthesis 
The systematic review of 62 peer-reviewed studies reveals four major research streams 
describing how digital transformation has reshaped Customer Relationship Management 
(CRM) over the past decade. These themes highlight the convergence between technological 
innovation, customer experience, data analytics, and strategic management. 
3.1 Digitalization and Customer Experience 
A central trend concerns the integration of digital tools to enhance customer experience (CX). 
Digital transformation has expanded CRM from transactional data handling to a multichannel, 
interactive system supporting personalization and engagement (Lemon & Verhoef, 2016; 
Verhoef et al., 2021). Studies show that omnichannel integration, mobile applications, and 
social media platforms strengthen relational continuity and perceived value (Beckers et al., 
2022). The literature also stresses that CX management now requires a seamless digital 
journey across online and offline touchpoints, emphasizing emotional engagement and trust 
(Homburg et al., 2022). 
3.2 Data Analytics and CRM Performance 
A second stream underlines the decisive role of Big Data and analytics in driving CRM 
effectiveness. Firms increasingly rely on predictive models and machine-learning techniques 
to segment customers, forecast churn, and personalize offers (Wedel & Kannan, 2016; 
Mariani & Borghi, 2022). These analytical capabilities transform CRM from a static database 
into a dynamic decision-support system, enabling evidence-based marketing and improved 
ROI. However, researchers note challenges related to data quality, integration costs, and 
ethical issues surrounding customer privacy (Gupta et al., 2023). 
3.3 Artificial Intelligence and Automation in CRM 
Recent studies emphasize the emergence of AI-enabled CRM as a new frontier in customer 
management. Chatbots, recommendation engines, and robotic process automation now 
augment sales and service processes (Chatterjee et al., 2023). AI improves responsiveness and 
customer insight but also requires new governance mechanisms to ensure transparency and 
fairness (Syam & Sharma, 2018; Balakrishnan et al., 2023). The literature suggests that firms 
able to integrate human and artificial intelligence achieve superior customer engagement and 
operational agility. 
3.4 Organizational and Strategic Implications 



The fourth research stream explores how digital transformation reshapes organizational 
culture and strategy. CRM is increasingly seen as a strategic capability embedded in broader 
digital business models (Singh & Hess, 2020; Vial, 2019). Successful digital CRM adoption 
depends on leadership commitment, cross-functional collaboration, and employee upskilling 
(Kane et al., 2021). Yet several authors highlight persistent barriers organizational inertia, 
resource constraints, and lack of digital maturity especially in emerging economies 
(Agyemang et al., 2022). These findings underline that CRM evolution is as much 
a managerial transformation as a technological one. 
4. Discussion and Implications 
The synthesis of the reviewed literature reveals that digital transformation has fundamentally 
redefined CRM both in its scope and strategic orientation. From a theoretical perspective, this 
evolution confirms the convergence between the resource-based view (RBV) and the dynamic 
capabilities framework, where CRM is no longer seen merely as a technological tool but as 
a strategic capability enabling firms to adapt and innovate in rapidly changing digital 
environments (Teece, 2018; Payne & Frow, 2022). The integration of artificial intelligence, 
data analytics, and automation reinforces CRM’s role as a driver of organizational agility and 
customer-centric value creation. 
4.1 Theoretical and Managerial Implications 
This review shows that digital transformation has redefined CRM both conceptually and 
operationally. Initially focused on databases and customer retention (Parvatiyar & Sheth, 
2001), CRM is now viewed as a strategic, data-driven system enabling predictive analytics, 
real-time engagement, and value co-creation (Verhoef et al., 2021; Chatterjee et al., 2023). Its 
success, however, depends on organizational readiness rather than technology alone. 
Managers must foster a digital culture that supports collaboration, continuous learning, and 
ethical data use (Kane et al., 2021; Gupta et al., 2023). Despite these advances, challenges 
persist particularly data privacy, resistance to change, and limited digital resources in 
emerging markets (Agyemang et al., 2022). Future research should explore integrated models 
combining AI, analytics, and human expertise to ensure sustainable and responsible CRM 
transformation. 
4.2 Research Gaps and Future Directions 
This review identifies three major research gaps. First, the lack of empirical studies in 
emerging markets limits generalizability; future work should analyze digital CRM 
implementation in Africa and the Middle East. Second, ethical and social dimensions of 
AI-driven CRM remain underexplored, especially concerning algorithmic bias and data 
governance. 
Third, scholars should investigate the longitudinal impact of digital transformation on 
customer trust and relationship quality to understand the sustainability of digital CRM 
strategies over time.  
Future research should also expand empirical investigations to underrepresented regions such 
as Africa and the Middle East, where digital CRM adoption remains limited. 
5. Conclusion 
This systematic literature review examined how digital transformation has shaped the 
evolution of Customer Relationship Management (CRM) between 2010 and 2025. By 
synthesizing 62 peer-reviewed studies, the review highlights a clear transition from traditional 
CRM toward data-driven, AI-supported, and strategically integrated systems. Four dominant 
research streams emerged: digitalization of customer experience, data analytics and CRM 
performance, AI and automation, and organizational implications. 
The findings confirm that CRM’s digital transformation is not only a technological shift but 
also a strategic and cultural reconfiguration of how firms create and sustain customer value. 



However, the review also reveals gaps in empirical research, particularly regarding ethical 
concerns, data governance, and digital adoption in emerging economies. 
Future research should build integrated frameworks that combine technological innovation 
with relational, ethical, and contextual dimensions of CRM. Despite its limitations, such as 
the focus on English-language studies and potential database bias, this review contributes to 
both academic and managerial understanding of CRM’s transformation in the digital age and 
provides a foundation for future investigations into smart, responsible, and inclusive CRM 
practices. 
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7. Annexe 
 

 
Author(s) 

 

 
Year 

 
Methodology 

 
Country / Context 

Main 
Contribution / 

Focus 
 
 

Trainor et al. 

 
 

2014 

 
Quantitative 

(Survey) 

 
 

USA 

Introduced the concept 
of Social CRM; 
examined the link 
between social media 
technology and 
customer relationship 
performance. 

 
Choudhury & 

Harrigan 

 
2014 

 
Conceptual / 
Case-based 

 
Europe 

Defined Social CRM as 
integration of traditional 
CRM with social media 
to improve engagement 
and collaboration. 

 
Kumar & 
Reinartz 

 
 

2016 

 
Conceptual / 
Theoretical 

 
 

Global 

 
Proposed the enduring 
customer value model 
linking CRM 
effectiveness with 
long-term firm 
profitability. 

 
Wedel & Kannan 

 

 
2016 

 

 
Conceptual 

 
USA 

Highlighted the role of 
marketing analytics and 
Big Data for CRM 
decision-making. 

 
Verhoef et al. 

 
2021 

 
Review /  

Conceptual 

 
Europe 

 
Established a research 
agenda for marketing in 
the age of digital 
transformation. 

 
 

Mariani & Borghi 

 
 

2022 

 
Quantitative 
(Systematic 

Review) 

 
 

Italy 

 
Examined how Big Data 
analytics capabilities 
enhance firm 
performance and CRM 
outcomes. 

 
Homburg et al. 

 
2022 

 
Conceptual / 
Framework 

 
Germany 

 
Developed a strategic 
framework for digital 
customer experience 
management. 
 
 
 

 
 

Chatterjee et al. 

 
 

2023 

 
Conceptual / 

Empirical 
 
 

 
 

India 

 
Explored 

digital transformation 
using the 
Technology–Organizatio
n–Environment (TOE) 
framework. 



 
 

Gupta et al. 
 

2023 
 

Review / 
Conceptual 

 
Global 

Addressed ethical and 
privacy issues in 
data-driven marketing 
analytics and CRM. 

 
 

Agyemang et al. 

 
 

2022 

 
 

Empirical (Survey) 

 
 

Ghana 

 
Investigated the 
relationship between 
digital transformation, 
CRM capabilities, and 
firm performance in 
emerging markets. 
 
 
 

 
 

Payne & Frow 

 
 

2022 

 
 

 
 

Conceptual 
 

 
 

Global 

Updated the strategic 
CRM framework to 
include digital 
capabilities and 
customer value 
co-creation. 

 
Balakrishnan et 

al. 

 
2023 

 
Empirical (Survey) 

 
Asia 

Studied the integration 
of AI into CRM and its 
impact on ethical 
marketing and customer 
engagement. 

 
Source: Author’s synthesis based on reviewed literature (2010–2025) Made by me. 
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