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ABSTRACT 

In the current modern business landscape characterized by constantly 
evolving technology and ubiquitous connectivity, Customer Relationship 
Management (CRM) has proved to be of vital importance for organization 
that aim at establishing a lasting customer relationship. This review paper 
will deeply explore the existing relationship between CRM implementation, 
and the current advent of the 5G technology in the hyperconnected world. 
By delving into great depths of the particulars that results from the 
integration of CRM and the 5g in the hyperconnected world, the paper gives 
business and organization a great realization on the opportunities, challenges, 
and the prospects associated withe the integration currently and in the future 
times. Such valuable insights are crucial for helping the business grow, 
expand, and retain their customers, as well as acquire new customers in the 
new competitive business environments. 

Introduction 

In an era where the internet and technology imbue all aspects of the human life from the most 

essential to the most secondary needs, it is vital for business organizations to adopt the new 

market ideologies that comes with accepting and assimilating the new markets needs and wants  

through integration of various modern technologies of operation, management, as well as 

marketing. Business have been forced to adopt the new technologies and digital operational 

methods that are more customer centric for them to remain more relevant and edge the 

competition in the market. At the centers of all these strategies, technology, and management 

methods, lies the Customer Relationship Management (CRM). CRM is a crucial tool in an 

organization that ensures that all customers are perfectly managed from their time of entry into 

the organization, and this multifaceted approach ensures that the cust9mers remain satisfied 

through the all customers life cycle in the organization. With evolution and advancement of 

hyperconnectivity, witnessed with the emergence of factors such as 5G, integration of CRM, 

and its application has rapidly evolved and undergone a significant landscape transformation. 
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This review paper comprehensively provides for a deep understanding on the effects of 

implementing CRM in an hyperconnected world, specifically focusing on leveraging the 5G 

network and other vital advancement in the field of technology which may be crucial in 

fostering a good customer relationship.  

Understanding CRM in a hyper connected world 

1. Traditional CRM Systems  

Traditional CRM systems, just as the name suggest has been the backbone for the customer 

relationship management in organizations for several decades.  The Traditional CRM Systems 

are streamlined to ensure perfect customer satisfaction throughout their life cycle in the 

organization, that is to say from the po9int the customers are acquired by the marketing team, 

to the post-sale period (Abu Ghazaleh & Zabadi, 2020). The Traditional CRM system is mainly 

characterized by the centralized data base. The data acts as the central store for all the customers 

information in the organization, some of the details in the data base incl8de the contact details, 

history of purchase history of interaction, preference, and preferred methods of 

communication. The central database of information allows the organization to work towards 

satisfying the needs of individual customers by tailoring their needs based in the information 

stored in the database (Joel, 2024). Additionally, the data base helps in marketing, as the 

organizations is aware of the needs of the customers and how to trigger the needs by 

personalized marketing. (Beverungen et al 2021).  

Another crucial aspect of traditional CRM is the sales automation. The sales automation is 

crucial in streamlining the sales process with the stored customer data. The process is vital in 

streamlining sales by automating the task such as quote generation, lead management and 

opportunity tracking (Lokuge et al, 2021). The initiative of sales automation is very productive 

to both the organization and the sales team, as the staff can focus on other crucial activities 

such as building good relationship with the customers to help build loyalty and retention rates 

(Beverungen et al 2021). Additionally, automation in other crucial areas such as marketing 

through various channels such as social media, email and online advertising tend to be very 

lucrative for an organization. The automated marketing ensures timely delivery of information 

to the targeted consumers, and also ensures that the segmented customers get their specific 

personalized marketing messages.  
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Furthermore, another essential component of traditional CRM is the incorporation of the  

customers support systems and functionalities such as the ticketing systems and the knowledge 

bases. The concept of customer support is one of then most crucial aspects in organization that 

can be traced from the old business eras to the current era (Abu Ghazaleh & Zabadi, 2020). 

The old CRM capitalized on he efficiency of addressing customer’s needs and inquiries by 

employing the ticketing method or the knowledge base system that allowed the customers 

representatives to address the pressing needs of the customers to ensure customer satisfaction 

and retention in the organization (Picareta eta la, 2021). 

Whereas the traditional  CRM has played a significant and vital role in enforcing good 

relationship with the customers, it has seen a number of draw backs due to the evolution of the 

needs of the customers, as well as the growth in the market needs, which has made it very 

necessary to adopt the new technological advancements in the customer relationship 

management (Eltahir et al, 2021). Some of the draw backs of traditional CRM is the difficulties 

in integrating various customer data from various sources, as well as providing the real-time 

insights on customers behavior. Additionally, the traditional CRM lacks the flexibility and 

scalability which is very crucial in the modern business environment to ensure the 

accommodation of the new technologies and ideas related to the CRM. 

2. Hyperconnectivity and its Impact on CRM 

The 5G network, Internet of Things (IoT), and cloud computing has been in the center of the 

of fueling hyperconnectivity in the world, creating a new landscape and concepts of customer 

relationship management (CRM). Hyperconnectivity can be critically be defined as the state of 

constant connection through a wide variety of platforms, devices, and digital channels. In the 

modern business world, majority of the customers have an ideal access to digital platforms, 

devices, and communication channels, making it vital and imperative for a business to adopt 

their CRM techniques and strategies to meet their customers’ needs promptly (Beverungen et 

al 2021). 

One of the most important points of hyperconnectivity on CRM is the significant proliferation 

of customers touchpoints and communication channels. In a business world where everything 

is digital and done at press of buttons, there has been a significant rise of new touchpoints to 

aid in conducting and promoting business such as social media, mobile apps, websites, and IoT 

devices. The developments of this touchpoints has resulted to a great deal of interaction 
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between the customers and the business organizations. The various touchpoints has made it 

very efficient for organizations to directly communicate with their customers, addressing their 

needs, as well as passing crucial information’s such as offers, and other vital marketing 

information (Şahin et al 2023). 

Hyperconnectivity is also vital in collecting a wide variety if crucial customer data through 

various touchpoints. The diverse data collected through the various touch points are crucial in 

providing deeper insights about the customers, understanding their needs, preferences, and 

sentiments.  Data analytics harnessing significantly contribute to the development of actionable 

insights in the organization that are crucial in creating important derivatives in the organization, 

such as the personalize marketing messages, tailoring product recommendation, and 

anticipating the needs of the customers (Vasile, 2021). 

Additionally, hyperconnectivity has led to the increase in customers expectation from 

organizations. With various touch points present for both the business and customers, there has 

been an elevation in expectation, where the customers have expected the business to remember 

their preferences, needs from previous interactions on the various touchpoints, hence the 

business need to collect and store all the relevant details collected from any touch point for 

effective satisfaction of customers needs (Al-Gasawneh, 2012). Additionally, the elevating 

customers’ expectations makes it vital for business to adopt various modern business systems 

in CRM such as the e use of inventory, e-commerce platforms, and customers service tools to 

ensure seamless customers experience (Tien et al 2021).. 

Furthermore, hyperconnectivity has significantly contribute to the real-time engagement with 

customers. Real-time interaction with customers is one of the milestones in facilitating 

customer satisfaction and retention in an organization (Abu Ghazaleh & Zabadi, 2020). 

Through real-time customer interaction, the business gets to address all the customer queries, 

facilitating personal communication, as well as personalized customers interaction. A good 

example is the use of the AI powered chatbots.  Chats are programmed to provide instant 

support to the customers queries and also to recommend them products based on their previous 

purchase history, or even their search history (Kumari, 2021). 

Conclusively, hyperconnectivity has significantly revolutionized CRM, enabling business 

organizations to collect a wide variety of crucial customers data through various digital 

touchpoints. Integration of CRM with the modern technological concepts has allowed business 
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organizations to ensure seamless customer experience by leveraging the collected customer 

data to provide personalized services and marketing messages which fosters strong relationship 

between the organization and the customers (Tien et al 2021). It is crucial to note that the 

hyperconnected world  requires continuous and constant innovation and implementation of 

new technological ideas to ensure seamless customer experience.  

1) The Role of Data Collection  

a) Data Collection and Consolidation  

Data is the most crucial and heart of customer relationship management (CRM). With current 

wide advancement in technology, business have access to wide load of data on their customers 

from various sources, thanks to the diverse digital touchpoints. To ensure utility of the data 

collected from various touch points, CRM systems are able to collect and consolidate data, 

which enables the business to effectively build the profile of each customer for effective and 

personalized interaction (Al-Gasawneh, 2012). The consolidated is crucial, as it cats as the base 

of CRM, where all the basic data about the customers are drawn in case there is need to address 

the customer or answer to any of their inquiry. 

b) Data Analysis and Insights  

Data analysis and insight is the most crucial part after collecting and consolidating wide variety 

of data from various sources or touch points. Managerial and statistical methods are used to 

analyze, predict, and uncover the crucial customer patterns from the information collected 

which may be useful for the organization.  Descriptive analysis is crucial in ensuring that the 

business has a clear idea on the historical performance of the data such as the churn rates and 

customer acquisitions (Eltahir et al, 2021). Additionally, the predictive analysis is crucial in 

ensuring that the business forecast and predicts future outcomes based on the history of the 

data, and the statistical predictions. Predictive analysis is a very crucial analysis aspect as it 

ensures that the business anticipates the future opportunities, or risk associated with a given 

segment of customers and putting the relevant measures in place for the same. 

c) Personalization and Targeting 

The main aim of collecting data from various touch points is to provide personalized and 

seamless experience to the customers. Data collected from the carious sources provides the 
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organization with a full profile of the customer, as factor such their preferences, behavior, and 

purchase patterns are usually included in the center of the customers data (Swaminathan et al 

2020). The data collected from the various touch points helps the business create a perfect 

segmentation based on factors such as demographics, psychographics, and the customers 

purchasing power. Once the customers have been segmented, the business can easily tailor 

information such as product recommendation, marketing messages and offers to each segment 

based on their preferences (Pambudi et al, 2021).  

d) Data Privacy and Security  

The advancing technology make it very necessary for business to ensure the safety of the data 

they collect from various touch points. An effective CRM not only focuses on data collection 

but also lays a great emphasis on security and protection of the collected data (Vasile, 2021). 

The security and protection ensures there is no improper use of the data to avoid cases of frauds 

or misuse of data which may result to loss of trust between the business and the customers. 

Security is ensured by putting strong measures such as the encryption of data, access controls, 

and data anonymization (Saha et al, 2021). 

Conclusively, data is key component in CRM in a hyperconnected world. Data ensure 

personalized customers experience, real-time response to customers needs, and promotion of 

good relationship with customers. The hyperconnected world has facilitated the extensive 

collection of customer data from multiple points, providing business with a wide variety of 

data that can be perfectly exploited to  ensures customer satisfaction, retention, and business 

profitability. 

2. Leveraging 5g for Enhanced CRM: 

When it comes to customer relationship management, 5G network has ensured a significant 

growth in customer relationship, and also hold  a significant promising future when it comes 

to fostering a good and healthy customers relationship (Chatterjee et al, 2021).  This section 

delves deeply on how various organizations can use 5G network to advance their already 

existing CRM strategies. 

2.1 Speed and reliability 

The 5g network is mainly preferred due to its unmatched seamless speed and reliability in the 
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business world. The enhanced speed in the in the 5G network promotes various aspects of 

business, including real-time interaction with customers, which ensures that queries and needs 

of the customers are addressed, fostering good relationship (Berestetska et al, 2023). 

Additionally, the 5G network has revolutionized the communication paths with customers, as 

business can easily make video calls, or even zoom calls to timely address the concerns of the 

customers at anytime due to the presence of the strong, fast and reliable network service. The 

low latency of 5G network ensures smooth communication and transaction of e-commerce 

business without interruption, reducing frustrations and ensuring greater customer satisfaction 

which consequently enhance brands perception and loyalty (Chatterjee et al, 2021).   

2.2 IoT Integration 

Integration of Things (IoT) devices with CRM is a significant example of how business collects 

and puts into use the various data collected from various touch points.  The presence of the 5G 

network, and its speed, and ability to support various devices makes it the basic facility to 

support the use of IoT. IoT devices are great sources of data for the organization, as they 

generate and collect data from various touch points based on the customer behavior, preference, 

and usage patterns (Suoniemi et al 2022). A perfect integration of IoT with the CRM system 

ensures a wealthy sourcing of customers data   from various digital platforms. Upon collection, 

such data can be analyzed to provide vital insight about the customers and deliver to the 

customers services matching their needs. Additionally, IoT integration with CRM system helps 

the organization to perfectly predict and uncover the customers behavioral pattern, and needs 

with accuracy. 

2.3 Edge Computing  

With reference to CRM, edge computing can be defined as the process of processing data close 

to the source of the data, an example includes processing the various data collected at the 

respective touch points (Kar & Varsha, , 2023). Processing the data collected at the collection 

points rather than at the decentralized processing units helps reduce latency and increase 

response time for applications. For instance edge nodes deployed in a shopping mall are able 

to collect and process data faster, creating as faster products recommendations to customers 

(Abyasa et al., 2021). The fast processing time is crucial in potentially increasing the rates of 

cross buying and impulse buying which is crucial organizational growth and expansion. 
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Additionally, edge computing is crucial in ensuring data privacy and security for all the data 

collected at various touch points. Keeping customers data safe and secure is a statutory 

requirement and it also fosters trust and loyalty between customers and the organization. By 

processing the data at the collection point, the risk involved in transferring the data over long 

distance is reduced, and potential risks mitigated (Vasile, 2021). 

Conclusively, leveraging the benefits of IoT, 5G network and edge computing leads to a great 

advancement in the potential pf CRM in fostering good customer relationship in todays 

hyperconnected world (Berestetska et al, 2023). The strong 5g network promotes good flow of 

business activities, ranging from e-commerce, interactions, and passing of crucial 

information’s. Edge computing ensures customers data safety and effective utility of the data, 

Additionally, edge computing also ensures prompt processing of collected data to fasten the 

recommendation and communication process to the potential customers. 

3. Future Directions: 

With constantly evolving world of technology, it is crucial for business to keep on anticipating 

what the future holds, hence it is crucial to adopt flexible and adaptive CRM strategies to give 

room for future changes (Berestetska et al, 2023). To ensure continuity in good relationship 

with customers, it is crucial to keep on incorporating the new trends and advancement in the 

business world to ensure the customer needs are continuously met in the course of operation. 

3.1 Beyond 5G 

Whereas has changed the whole face of CRM landscape by creating high speed data , low 

latency and efficient connectivity, it is vital to note that the future is beyond 5G is anticipated 

to be more better and accompanied with better changes that would significantly advance the 

state of CRM from the current 5G state (Taghipour et al , 2020).  As engineers and researchers 

have started working in the wireless 6G network, business must prepare to adopt such 

advancement to continue meeting their customers’ needs and consequentially meeting their 

operational needs. Additionally, advancement after the 5G network is expected to be more 

faster and further reduce latency, as well as enable real-time interaction between customers and 

organizations to foster good relationship (Abyasa et al., 2021). Additionally, future far off 

correspondence advances could coordinate components, for instance, network cutting, which 

considers the creation of virtualized network parts custom fitted to unequivocal applications or 
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organizations. This could enable associations to zero in on CRM-related traffic, ensuring 

consistent and trustworthy accessibility for fundamental client correspondences. 

Conclusively, 5G has significantly contributed to the growth and advancement of CRM, 

ranging from data collection, utilization, safety, analyses, as well as application (Al-Gasawneh, 

2012). It is crucial to note that even though the 5G has significantly contributed to the growth 

of CRM in the hyperconnected world, it is crucial to note that the future beyond after 5G 

network is even more promising than the current state. The creation of the 6G network will be 

a great advancement in the field of CRM and the hyperconnected world. 

6.1 AI and Automation 

AI and robotization are prepared to expect a central part coming up for CRM, changing how 

associations help out clients, take apart data, and convey modified experiences. As man-made 

brainpower computations become more complicated and robotization propels more undeniable, 

associations ought to embrace these movements to stay serious in the rapidly creating 

automated scene. 

One of the basic uses of AI  knowledge in CRM is perceptive assessment, which usages 

simulated intelligence computations to measure future client lead considering undeniable data. 

By separating models and examples in client coordinated efforts, purchases, and responsibility 

estimations, farsighted assessment enables associations to expect client needs, perceive 

astonishing entryways for upselling or decisively pitching, and proactively address issues 

before they arise (Al-Gasawneh, 2012). 

Moreover, AI controlled chatbots and distant partners are ending up being continuously normal 

in CRM applications, offering second endlessly help to clients across various channels, 

including destinations, versatile applications, and virtual amusement stages. These shrewd 

chatbots can manage routine solicitations, give thing ideas, and, shockingly, complete trades, 

opening up human experts to focus in on more confounded and high-regard tasks (Abu 

Ghazaleh & Zabadi, 2020). 

Moreover, man-made insight driven personalization is significantly altering the way that 

associations tailor their publicizing messages, thing recommendations, and offers to individual 

clients. Predominantly of client data ceaselessly, reenacted insight computations can recognize 
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relevant pieces of information and pass on hyper-tweaked experiences that resound with each 

client's exceptional tendencies and interests (Vasile, 2021). 

By delivering proactive, individualized, and efficient customer experiences, AI and automation 

have the potential to completely transform CRM. This will increase firms' competitive 

advantage and strengthen their bonds with customers. 

6.2 Augmented Reality (AR) and Virtual Reality (VR) 

Customer relationship management (CRM) is being revolutionized by AR and VR 

technologies, which offer immersive and interactive experiences. Businesses can employ them 

for product visualization and demonstration as they become more widely available (Al-

Gasawneh, 2012). This will improve customer engagement, product demos, and support 

services, all of which will eventually result in more informed purchasing decisions. 

Thanks to their ability to provide virtual help, guided walkthroughs, and immersive training, 

AR and VR technologies can enhance customer support and troubleshooting. These 

technologies enable clients to access troubleshooting guides or instructional videos in real-

time, which can eliminate the need for phone calls or emails. Moreover, experiential marketing 

and brand engagement are made possible by AR and VR, which let companies develop 

immersive experiences and interactive narrative campaigns. Retailers may utilize virtual reality 

(VR) to build virtual stores where shoppers can peruse merchandise and converse with sales 

representatives. 

With their immersive and engaging experiences, AR and VR technologies have the ability to 

completely transform customer relationship management (CRM). They can help organizations 

stand out from the competition, encourage customer engagement and loyalty, and produce 

experiences that customers will remember long after they've interacted with them. 

7. Embracing Ethical and Responsible AI 

The ethical application of artificial intelligence (AI) to consumer interactions and data 

management is critical to the future of customer relationship management (CRM). Prioritizing 

ethical issues is vital for businesses to guarantee that AI-driven initiatives conform to social 

norms, customer values, and privacy rights. The following are important tenets for using AI 

ethically in CRM: accountability, transparency, fairness, and privacy. Businesses must be open 
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and honest about how they utilise AI, making sure that consumers are aware of the gathering, 

processing, and application of data (HAN & Cho 2022). Fairness guarantees that AI systems 

don't reinforce prejudices or discriminate against particular clientele. Accountability entails 

corporations assuming responsibility for any unanticipated consequences or harm made to 

customers as a result of AI-driven actions. Businesses enforce strict data protection standards 

and respect the right to privacy of their customers because privacy is very important. 

For businesses to track and assess the effectiveness and impact of AI systems, they must invest 

in AI governance frameworks (Guerola-Navarro et al, 2021). This entails setting up ethics 

committees, carrying out frequent audits, and encouraging an ethical AI culture. Businesses 

may increase brand reputation, foster trust, and reduce risks related to AI-driven initiatives by 

implementing ethical AI practices. By promoting cautious experimentation, ethical AI can also 

stimulate creativity and innovation. CRM's future rests on moral and appropriate AI usage. In 

AI-driven CRM initiatives, putting privacy, fairness, responsibility, and transparency first 

helps strengthen customer connections and establish trust (Abu Ghazaleh & Zabadi, 2020). In 

a world where everything is connected, ethical AI maximizes the potential of CRM by 

providing personalized experiences while respecting the rights and values of the consumer. 

Conclusion  

The conclusion of this paper outlines the significance of integrating Customer Relationship 

Management (CRM) with the advancing world technology in the hyperconnected world. In a 

competitive environment where all organization aims at retaining and acquiring new 

customers, business can leverage advanced technologies such as the 5G network to gain a 

competitive advantage in the market and maintain an upper hand in the market. Integration of 

the 5G network leads to customer satisfaction, retention, and fostering f loyalty which is crucial 

in fueling organizational growth. It is important to note that despite the fact that adoption of 

the trendy technology in the market, its vital to note that there is numerous challenges  that 

comes with their adoption, that an organization must perfectly address. One of the major 

challenges includes the problems associated with data privacy, integration, and complexity. 

Whereas the 5G network facilitates the collection of data from various touch points, its is 

crucial to ensure the safety of the collected data. Some of the methods that are being used to 

protect that data includes encryption, access controls, and compliance with statutory 

requirements. Furthermore, to address the complexity in handling the collected, it is vital for 
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an organization to invest in integration solutions, and middleware that facilitate the exchange 

and safe flow of data (Foltean & van Bruggen, 2022). Despite the stated challenges, its vital to 

not that business that adopt new technologies and integrate their CRM with advanced 

technology always reaps big when it comes to profitability, customer retention, and acquisition. 

Harnessing the power of the connected world enables an organization to build their relationship 

with their customers, leading to loyalty , driving engagement hence leading to increase in 

revenues. Furthermore, staying open to emerging examples and types of progress is essential 

for associations to remain relentless in the old age. As advances continue to create and client 

suppositions advance, affiliations ought to constantly upgrade and change their CRM methods 

to stay ready. This requires a culture of experimentation, preparation, and steady 

understanding, where associations will research weighty contemplations, investigate various 

roads in regards to emerging developments, and underscore considering analysis and pieces of 

information. 
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