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Abstract: The synergistic integration between Customer Relationship Management (CRM) systems
and Artificial Intelligence (AI) has emerged as a transformative factor in optimizing end-user
productivity within communication applications, particularly in high-performance sales and customer
service contexts. This article presents a systematic literature review (SLR) focused on the last five
years (two thousand twenty—two thousand twenty-five), aiming to quantify and qualify the impact of
intelligent features (based on AI/ML) and workflow integrations on user productivity and satisfaction
in communication tools. The analysis concentrates on how Al, when integrated into CRM platforms
(such as HubSpot and Salesforce), automates repetitive tasks, offers predictive insights, and enhances
Human-Computer Interaction (HCI), resulting in measurable efficiency gains. Findings indicate that
the application of Al in functionalities like optimized message scheduling (SmartSend), automatic
email categorization, and response suggestion significantly reduces the time spent per communication
transaction, freeing the user for activities of higher strategic value. The SLR methodology allowed for
the identification and synthesis of empirical evidence supporting the hypothesis that systems integration

is a catalyst for productivity, with direct implications for customer conversion and engagement rates.
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Introduction

Business communication, especially in the domains of sales and customer relationship
management, is characterized by a growing volume of interactions and the critical need for
personalization and precise timing. In this scenario, the productivity of the end-user, typically a sales
or customer success representative, becomes a strategic bottleneck. The search for tools that mitigate
cognitive and operational overload has led to the development of high-performance communication
applications, which stand out for their capacity for deep integration with Customer Relationship
Management (CRM) systems (OZAY et al., two thousand twenty-four).

CRM, as a strategy and technology, aims to manage and analyze customer interactions
throughout the lifecycle, with the goal of improving commercial relationships. The incorporation
of Artificial Intelligence (Al) into these systems represents the latest and most significant evolution,
transforming CRM from a mere data repository into a predictive and proactive platform (LEDRO, two
thousand twenty-three). Al, through techniques such as Machine Learning (ML) and Natural Language
Processing (NLP), is capable of automating tasks, analyzing large volumes of communication data,
and providing actionable insights directly within the user’s workflow. The integration of cutting-
edge Al algorithms with traditional CRM platforms not only increases the capacity for analytical
insight and predictive accuracy but also allows organizations to proactively adjust their engagement
strategies (LI; XU, two thousand twenty-two). This technological infusion is fundamental to elevating
the role of CRM from a transactional interface to a strategic asset (DWIVEDI et al., two thousand
twenty-one).

This article proposes a Systematic Literature Review (SLR) to investigate the quantifiable
impact of Al and CRM integration on end-user productivity in communication applications.
Inspired by industry success cases, such as email scheduling optimization (SmartSend) and the
direct integration of CRM data into email clients, the focus is on determining how these innovations

translate into metrics of time savings, increased engagement, and user satisfaction. The relevance of
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this study lies in the consolidation of empirical evidence that justifies the investment and adoption of
Systems Integration and Applied Artificial Intelligence technologies as pillars for modern operational
efficiency. The success of AI-CRM depends not only on technological sophistication but also on
the adaptive behavior and strategic decisions of individual actors, which leads us to consider the
theoretical lens of the Microfoundations of Dynamic Capabilities (DC) for a more robust analysis

(ALNOFELI, two thousand twenty-five).

Systematic Literature Review Methodology

The adopted methodology follows the guidelines for conducting Systematic Literature Reviews
in Computer Science and Information Systems, ensuring rigor and replicability (KITCHENHAM;
CHARTERS, two thousand seven). The analysis period was strictly limited to the last five years (two
thousand twenty—two thousand twenty-five), reflecting the rapid evolution and maturity of Al applied

to CRM.

Research Question

The central question that guided this SLR is: “What is the quantifiable impact of the integration
of Artificial Intelligence and CRM systems on end-user productivity in communication applications,
as evidenced by recent empirical scientific literature (two thousand twenty—two thousand twenty-

five)?”

Search Strategy and Study Selection

The search was conducted in high-impact primary databases, including Scopus, Web of

Science, ACM Digital Library, and IEEE Xplore. The search strings were constructed from the key
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concepts of the theme:

String one (Concepts): (“Artificial Intelligence” OR “Machine Learning” OR “AI”’) AND
(“CRM” OR “Customer Relationship Management”) AND (“Productivity” OR “Efficiency” OR
“Performance”) AND (“Communication” OR “Email” OR “Sales Workflow”).

String two (Review): (“Systematic Review” OR “Empirical Study”) AND (“Al CRM
Integration”) AND (“End-User Productivity”).

The inclusion (CI) and exclusion (CE) criteria were defined as:

* CI one: Articles published between two thousand twenty and two thousand twenty-five.

» CI two: Articles that present empirical studies or systematic/bibliometric reviews.

* ClI three: Articles that explicitly address the integration of Al into CRM and its effect on
end-user productivity or efficiency.

* CE one: Opinion articles, white papers, or conference papers without full peer review.

* CE two: Studies focused only on customer experience (CX) without user productivity

metrics.

The initial screening resulted in a set of articles that were submitted to reading the title,

abstract, and subsequently, the full text for final selection.

Results of the Systematic Review

The analysis of the selected literature converges around three main axes that demonstrate
the impact of Al and CRM integration on end-user productivity, aligned with the dimensions of
AI-CRM capability identified in the literature: Data Management, Multi-channel Integration, and

Tailored Service Offerings (ALNOFELI, two thousand twenty-five).
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Automation of Repetitive Tasks and Reduction of Cognitive Overload

One of the most direct impacts of AI on CRM is the automation of low-value, but high-
frequency tasks, which historically consume a significant portion of the user’s time (CHATTERIJEE,
two thousand twenty-one). Recent literature highlights the effectiveness of Al in automating data
entry and categorizing interactions, addressing the Data Management dimension (ALNOFELI, two
thousand twenty-five). Studies show that CRM implementation failure can range from eighteen
percent to sixty-nine percent, and in some cases up to ninety percent, often due to misalignment with
data infrastructure and governance (EDINGER, two thousand eighteen), which reinforces the need
for intelligent automation to ensure data quality.

Empirical studies demonstrate that Al is capable of analyzing the content of emails and calls,
extracting relevant information (e.g., purchase intent, contact details), and automatically updating the
customer record in the CRM (ALNOFELI, two thousand twenty-five). This functionality, inspired
by the concept of “next-generation CRM,” eliminates the need for manual data entry, a process that
can consume up to twenty percent of a sales representative’s time (YOO, two thousand twenty-four).
The reduction of cognitive overload associated with context switching between the communication
application and the CRM system is an important qualitative productivity gain, improving user

satisfaction and data quality (AL NAQBI, two thousand twenty-four).

Predictive Optimization and SmartSend

Al transcends simple automation by introducing predictive capability into the communication
workflow. The concept of predictive optimization refers to the use of ML algorithms to analyze
historical engagement patterns and suggest the best action for the user to take.

The SmartSend feature (optimized email scheduling), mentioned in the scope of this article,

ISSN: 2675-7451/ Vol. 06 -n 06 - ano 2025 507

Género e
Interdisciplinaridade



is a paradigmatic example of the Tailored Service Offerings dimension (ALNOFELI, two thousand
twenty-five). Al analyzes the open and click history of a specific customer’s emails or a customer
segment, determining the ideal moment to send a new message (RAINY, two thousand twenty-five).
The literature confirms that sending communications at the time of highest engagement probability
not only increases open and response rates (engagement increase of up to thirty percent in some
studies (OECD, two thousand twenty-four)), but also optimizes the user’s time. Instead of the user
having to manually manage scheduling or send messages at suboptimal times, Al ensures that the
communication effort is maximized, resulting in time savings per message that can be translated
into minutes, depending on the volume of communication (LEDRO, two thousand twenty-five). The
communication capability of Al such as the generation of consistent responses, is one of the main

focuses of research (LIBALI et al., two thousand twenty).

Enhancement of Human-Computer Interaction (HCI) and In-App Guidance

Productivity in high-performance communication applications is intrinsically linked to the
quality of Human-Computer Interaction (HCI). The integration of Al and CRM enhances HCI by
providing insights and functionalities in a contextualized and non-intrusive manner.

AT acts as a “copilot” or “intelligent assistant” that offers response suggestions, personalized
email templates, and risk alerts (e.g., probability of churn or non-response) directly in the email
client interface or the communication application (RAINY, two thousand twenty-five). This in-app
guidance, powered by CRM data, allows the user to make faster and more informed decisions without
leaving the work environment. The literature indicates that the reduction in information search time
and the decrease in decision uncertainty are crucial factors for increasing productivity (AL NAQBI,
two thousand twenty-four). However, organizational resistance and lack of Al expertise are challenges
that can mitigate productivity gains (LEDRO et al., two thousand twenty-three). The success of Al-

CRM depends on the organization’s ability to develop dynamic capabilities at the micro-level, such as
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knowledge absorption and organizational learning (CHATTERJEE; CHAUDHURI; VRONTIS, two

thousand twenty-two).

Discussion: Implications for Productivity and User Satisfaction

The systematic review demonstrates that the integration of CRM and Al is not just a
technological trend but a strategic imperative for communication productivity. The impact is
multifaceted, encompassing operational efficiency, communication effectiveness, and user experience.

The productivity gain is quantifiable through time savings in specific tasks (e.g., data entry,
scheduling) and the improvement of outcome metrics (e.g., conversion and engagement rates). The
time savings, as mentioned in the SmartSend case, is a direct result of intelligent automation that
allows the user to focus on complex and strategic interactions, where human judgment is irreplaceable
(DWIVEDI et al., two thousand twenty-one). Al acts as a facilitator of the organization’s sensing,
seizing, and transforming capabilities, according to DC theory, by providing real-time insights that
allow for rapid adaptation to market changes (KHNEYZER et al., two thousand twenty-four).

Qualitatively, the integration enhances user satisfaction by reducing frustration with repetitive
tasks and increasing the sense of competence and control over the workflow. By transforming the email
client into an interface rich in CRM data and Al insights, the communication application becomes
a unified and intelligent work environment, a pillar of modern Software Productivity (LEDRO, two
thousand twenty-five). AI-CRM, by optimizing communication, contributes to the improvement
of customer lifetime value (CLV) and satisfaction, demonstrating an impact that transcends mere

operational efficiency (RAINY, two thousand twenty-five).

Conclusion

This systematic review article confirmed, based on recent literature (two thousand twenty—
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two thousand twenty-five), that the integration of Artificial Intelligence into Customer Relationship
Management systems is a fundamental driver for increasing end-user productivity in communication
applications. Al acts as an optimization agent on three main fronts: automation of tasks of low value,
predictive optimization of communication actions (such as SmartSend), and enhancement of Human-
Computer Interaction through contextualized guidance.

The reviewed empirical studies provide strong support for the quantification of these gains,
which manifest in time savings per transaction and increased engagement and conversion rates. For
future research, it is suggested to conduct longitudinal empirical case studies that directly compare the
productivity of users in communication environments with and without the SmartSend functionality

and deep CRM integration, in order to isolate and quantify the impact of each individual feature.
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