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Abstract

The purpose of this study was to investigate the moderating role of industry
dynamism and the mediating role of information and communication technology
capability on the relationship between technology readiness and artificial
intelligence-based customer relationship management. The current research is
applied in terms of purpose and follows a descriptive survey approach. The data
was collected from 116 company managers using a field method and a standard
questionnaire and analyzed using the structural equation method. The results
showed that technology readiness during the fourth industrial revolution is
positively related to the capability of artificial intelligence-based customer
relationship management, and the capability of information and communication
technology moderates this relationship. Industry dynamism moderates the
relationship between ICT capacity and Al-based customer relationship
management capability. The higher the dynamism of the industry, the greater the
impact of information and communication technology capability on Al-based
customer relationship management. Therefore, companies should focus more on
dynamism capabilities, i.e., the capability of artificial intelligence-based customer
relationship management in dynamic situations. A firm can develop a dynamism
capability when it can combine, build, and reconfigure its technology readiness
and ICT capabilities in response to a changing business situation. Rapid
technological changes, changes in production and labor markets, population
change from villages to cities in developing countries, and climate changes make
managers pay attention to the development of dynamism capabilities, i.e., the
capability of Al-based customer relationship management to focus on evolution
in this changing environment.
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1. Introduction

During the fourth industrial revolution,
data is one of the main commons to
achieve success, which are generally large
data sets that are mainly collected in an
unstructured form. Technologies improve
information sharing and supply chain
transparency. Advanced information and
communication technologies have
brought (B2B) companies to a higher level
through the capacity of big data analysis
and the capacity of artificial intelligence
(AI). The arguments show that artificial
intelligence-based customer relationship
management systems (AI-CRM) can be of
great importance for maintaining the
stability of B2B companies during the
fourth  industrial  revolution. = The
implementation of a customer relationship
management system based on artificial
intelligence requires the combination of
different resources and company
capacities, and this can be achieved
through cooperation and interaction.
Companies must adapt to technological
change or they will not survive in the long
run.  Therefore, industrial companies
should review their technology readiness
for the technologies of the fourth
industrial revolution. Technology
organization requires the integration of
several key resources to further develop
information and communication
technology (ICT) capacity. Moreover, in
today's fast-changing world, customers'
preferences and tastes are changing
rapidly, which creates huge problems for
companies. Changing customer behavior
leads to rapid obsolescence of products
and services, which requires changing
operational processes and introducing
innovative products and services to satisfy
customers. Therefore, companies need to
build technological capabilities to develop
Al-based customer relationship
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management capacity to adapt to the

changing business environment.
Meanwhile, customer relationship
management integrates and reviews

customer data generated from formal
relationships and relationships between
network partners, including service
providers and customers. Artificial
intelligence-based customer relationship
management is a fundamental aspect of
competition that enables companies to
understand the changing preferences of
their customers and optimize their
interactions due to the successful effects
of adopting a traditional customer
relationship management approach in the
B2B context. Recently, companies have
been very interested in using artificial
intelligence-based customer relationship
management tools with built-in predictive
analytics and machine learning, such as
account-based marketing (ABM) platforms
including Demandbase, Terminus,
HubSpot, Salesforce Einstein, Hootsuite,
etc. Furthermore, the implementation of
intelligent digital systems is an essential
driver for manufacturers and B2B
companies. This digital environment has
given a new shape to the Internet of
Things (IoT), allowing companies and their
respective communities to perform real-
world activities effectively. In the current
literature, there are gaps in the studies of
digitization of B2B business firms. There is
a lack of empirical evidence related to the
impact of technology readiness on the
capacity of information and
communication technology and customer
relationship management based on
artificial intelligence to understand social
interactions and relationships. Therefore,
there is a lack of research and study in the
field of B2B to understand and verify the
impact of the capacity of B2B companies in
terms of  technology readiness,
information and communication
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technology, and artificial intelligence-
based customer relationship management
and the present study is unique in
integrating this literature. Therefore, it is
very important for companies to develop
artificial intelligence-based customer
relationship management capabilities to
effectively interact with customers in the
era of the fourth industrial revolution. The
purpose of this study was to investigate
the mediating role of industry dynamism
and information and communication
technology capability on the relationship
between technology readiness and
artificial intelligence-based customer
relationship management.

2. Research methodology

The current research is practical in terms
of purpose and follows a descriptive
approach. The data was collected using a
field method and a  standard
questionnaire. A survey questionnaire was
used to collect data from employees of B2B
companies. The sampling frame included
respondents from different sectors of B2B
companies. Data collection was done in
two stages; the first stage of the scientific
process was to select the items for the
questionnaire and in the next stage, the
survey questionnaire was operationalized
for final use. The first stage, which was in
the first semester of 1402, was done in two
parts; in the first part, fifteen university
professors as well as six senior managers
of B2B companies were asked to share
their opinions on the measurement items
related to each construct, including B2B
companies' technology readiness (B2BTR),
information and communication
technology (ICT) capacity, industry
dynamism (IND), and artificial
intelligence-based customer relationship
management (AI-CRM). Based on the
feedback provided, corrective comments
were made. In the second stage of
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instrument validation, a pilot study was
conducted among 37 employees from
different companies active in commercial
markets to examine the internal
consistency and validity of the
measurement items. The results reflecting
appropriate values of Cronbach's alpha (a)
for all study constructs were obtained in
the range of 0.813 and 0.872. This confirms
that all the items are valid for measuring
the latent constructs in the proposed
questionnaire. Therefore, no cause for
concern was identified from the study
results. Hence, the questionnaire was
distributed for initial investigation in order
to collect data from B2B companies. A total
of 120 B2B companies were selected from
the Chamber of Commerce database using
a simple random sampling method, of
which 116 companies participated, which
shows a response rate of 96.66%. Once the
potential respondents were identified,
they were contacted online and the
objectives of the study were clearly
explained to them.

3. Conceptual Model

The conceptual framework includes
structures as follows: The technology
readiness of B2B companies (B2BTR) (6
items) was adapted from the research of
Wise et al. (2013) and the capacity of
information and communication
technology (ICT) (5 items) from the
research of Baharadwaj (2000), Ross et al.
(1996), and Lu and Ramurthy (2011). To
measure industry dynamism (IND), four
items adapted from the study of Dobi et al.
(2020) were used. The artificial
intelligence-based customer relationship
management (AI-CRM) construct was
measured using nine items adapted from
the research of Chatterjee et al. (d 2021).
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4. Findings

The results showed that technology
readiness during the fourth industrial
revolution is positively related to the
capability of artificial intelligence-based
customer relationship management, and
the capability of information and
communication technology moderates
this relationship. Industry dynamism
moderates the relationship between ICT
capacity and  Al-based  customer
relationship management capability. The
higher the dynamism of the industry, the
greater the impact of information and
communication technology capability on
Al-based customer relationship
management.
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5. Discussion

Therefore, companies should focus more
on dynamism capabilities, i.e., the
capability of artificial intelligence-based
customer relationship management in
dynamic situations. A firm can develop a
dynamism capability when it can combine,
build, and reconfigure its technology
readiness and ICT capabilities in response
to a changing business situation. Rapid
technological changes, changes in
production and labor markets, population
change from villages to cities in developing
countries, and climate changes make
managers pay attention to the
development of dynamism capabilities, i.e.,
the capability of Al-based customer
relationship management to focus on
evolution in this changing environment.
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