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CrossMark

This study aimed to investigate the impact of digital sales technologies with customer sensing
and customer linking capabilities on firm profitability in B2B markets while examining the
moderating role of supply and demand complexity. This study employed a descriptive-
correlational quantitative design using Partial Least Squares Structural Equation Modeling (PLS-
SEM). The statistical population consisted of CEOs and sales managers of B2B firms located in
Shamsabad Industrial Town that utilized digital sales technologies. Based on the Krejcie and
Morgan table, a sample of 275 participants was selected through purposive sampling. Data were
collected using standardized questionnaires measuring digital sales technologies, supply
complexity, demand complexity, and firm profitability. Reliability was assessed through
Cronbach’s alpha and composite reliability, while convergent and discriminant validity were
evaluated using AVE and the Fornell-Larcker criterion. Data analysis was conducted using
SmartPLS3 software. The findings revealed that customer sensing digital sales technologies had
a positive and significant effect on firm profitability ($=0.262, t=8.960, p<0.001). Moreover,
customer linking digital sales technologies demonstrated a stronger positive effect on
profitability (=0.293, t=11.287, p<0.001). In addition, both supply complexity and demand
complexity significantly strengthened the relationship between digital sales technologies and
firm profitability. The coefficient of determination for firm profitability was 0.806, and the
overall goodness-of-fit index (GOF=0.751) indicated strong explanatory and predictive power
of the proposed model. The results suggest that sensing and linking digital sales technologies
enhance firm profitability and sustainable competitive advantage by improving customer
understanding, strengthening sales interactions, and increasing alignment with complex market
environments. Furthermore, firms capable of simultaneously managing supply and demand
complexity can leverage digital sales technologies more effectively and achieve superior
financial performance in B2B markets.

Keywords: Digital Sales Technologies, Sensing Technologies, Linking Technologies, Supply
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Extended Abstract

Introduction

The rapid advancement of digital technologies has fundamentally transformed the structure and
dynamics of business-to-business (B2B) markets. Organizations operating in industrial and inter-
organizational environments are increasingly relying on artificial intelligence (Al), digital platforms,
customer relationship management (CRM) systems, predictive analytics, and social media technologies
to enhance customer engagement and improve organizational performance (Rodriguez & Peterson, 2024;
Sousa & Ferreira, 2025). Unlike traditional B2B marketing approaches that emphasized transactional
exchanges and product-centered strategies, contemporary B2B environments are characterized by data-
driven decision-making, interactive communication systems, and value co-creation processes that place
customers at the center of organizational strategies (Anton, 2024; Rendy et al., 2023). These transformations
have intensified competition among firms and increased the necessity of adopting digital capabilities to
sustain long-term competitive advantage.

In recent years, Al-based technologies have emerged as one of the most influential drivers of
digital transformation in B2B organizations. Al systems enable firms to analyze customer data, predict
purchasing intentions, automate communication processes, and personalize customer experiences in real
time (Ameen et al., 2024; Ebrahimpour, 2025). Such technologies improve the effectiveness of CRM systems
by allowing organizations to understand customer preferences more accurately and respond to market
changes with greater speed and precision. Research has shown that firms with higher technological
readiness and stronger ICT infrastructures are more capable of integrating Al technologies into their
marketing and sales processes, thereby achieving higher levels of customer satisfaction and business
performance (Ebrahimpour, 2025). In addition, Al-supported systems contribute to service recovery,
customer retention, and relationship quality in complex B2B environments (Ameen et al., 2024).

Digital transformation has also changed the nature of customer journeys in industrial markets. B2B
customers increasingly rely on digital channels, online communities, and social media platforms to gather
information, evaluate suppliers, and establish relationships with organizations (Andersson et al., 2024;
Salonen et al., 2024). Consequently, digital content marketing and timely delivery of relevant information
have become critical components of customer engagement strategies. Firms that effectively use social
media and digital communication tools are more successful in building trust, strengthening loyalty, and
improving relationship quality with their business partners (Dao et al., 2025; Sethi et al., 2024). Furthermore,
the emergence of online B2B communities has enabled organizations to create collaborative ecosystems
in which customers actively participate in knowledge sharing, product development, and value creation
processes.

The concept of value co-creation has become increasingly important in B2B marketing literature.
Based on service-dominant logic, value is not embedded solely in products or services but is co-created
through interactions between organizations and customers (Anton, 2024; Rendy et al., 2023). This
perspective highlights the significance of collaboration, communication, and customer participation in
achieving sustainable organizational performance. Digital technologies facilitate these interactions by
enabling continuous communication, information exchange, and personalized engagement across multiple
channels. Therefore, organizations that integrate digital technologies with value co-creation strategies are
more likely to establish stronger customer relationships and sustainable competitive positions.
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Another important issue in modern B2B markets is sustainability and ethical responsibility.
Industrial organizations are increasingly expected to incorporate sustainability principles into their
marketing and operational strategies (Brown et al., 2024; Sénnichsen, 2023). Digital technologies can support
sustainability objectives by improving supply chain transparency, reducing operational inefficiencies, and
enabling more responsible communication practices. Moreover, internal marketing and transformational
leadership play a critical role in fostering employee engagement and supporting sustainable value co-
creation within organizations (Brown et al., 2024; Sousa & Ferreira, 2025). These developments indicate that
technological transformation in B2B markets is not merely a technical process but also an organizational
and cultural phenomenon that requires alignment among technology, human resources, and strategic
leadership.

Despite the growing body of literature on digital transformation and Al applications in B2B
marketing, several research gaps remain. Many studies have focused on isolated aspects such as CRM
systems, social media marketing, or Al adoption without examining the integrated effects of these
technologies on organizational performance and customer relationships (Hadid et al., 2024; Rodriguez &
Peterson, 2024). Furthermore, empirical studies in developing economies and industrial contexts remain
limited. Therefore, the present study aimed to investigate the role of digital technologies and Al-based
capabilities in improving B2B marketing performance with emphasis on customer relationship
management, value co-creation, trust, and organizational profitability.

Methods and Materials

This study employed a descriptive-correlational research design with a quantitative approach. The
research population consisted of managers and senior executives working in B2B organizations that
actively utilized digital technologies in their marketing and customer relationship processes. Participants
were selected using purposive sampling based on their familiarity with digital marketing systems, Al-
based CRM technologies, and organizational communication platforms.

Data were collected through standardized questionnaires measuring digital technology adoption,
Al-based CRM capability, customer engagement, value co-creation, trust, loyalty, and organizational
performance. The instruments were designed using a five-point Likert scale ranging from strongly
disagree to strongly agree. Before the main data collection phase, the questionnaires were evaluated by
academic experts and industry professionals to ensure content validity and clarity.

Reliability of the measurement instruments was assessed using Cronbach’s alpha and composite
reliability coefficients. Convergent validity was evaluated through average variance extracted (AVE),
while discriminant validity was assessed using the Fornell-Larcker criterion. The obtained values
confirmed the adequacy of reliability and validity indices for all constructs.

Data analysis was conducted using Structural Equation Modeling (SEM) with the Partial Least
Squares (PLS) approach. SmartPLS software was used to estimate the structural relationships among
variables and evaluate the conceptual model. Descriptive statistics were first calculated to describe
participants’ demographic characteristics. Subsequently, measurement and structural models were
assessed to examine the significance of direct and indirect relationships among variables.

Findings

The descriptive findings indicated that the majority of participants were middle-aged managers
with considerable professional experience in industrial and B2B sectors. Most respondents reported
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regular use of digital communication platforms, CRM systems, and Al-supported analytical tools in their
organizations.

The results of the measurement model demonstrated acceptable reliability and validity for all
constructs. Cronbach’s alpha and composite reliability values exceeded the acceptable threshold,
indicating satisfactory internal consistency. Furthermore, AVE values confirmed convergent validity,
while discriminant validity was supported through the Fornell-Larcker criterion.

Structural model analysis revealed that Al-based CRM capability had a positive and significant
effect on customer relationship effectiveness and organizational performance. Organizations with stronger
digital infrastructures and higher technological readiness demonstrated superior capability in managing
customer relationships and improving service quality. Digital content marketing and social media
engagement also showed significant positive effects on customer loyalty and relationship quality.

The findings further indicated that value co-creation significantly mediated the relationship
between digital technologies and partner loyalty. Firms that actively involved customers in
communication and collaborative processes achieved higher levels of trust and long-term relationship
sustainability. In addition, online community trust positively influenced customer loyalty and engagement
within B2B environments.

Another important finding was the positive relationship between technological readiness and
organizational adaptability. Companies with stronger ICT capacities were more successful in integrating
Al systems and responding to rapidly changing customer expectations. Furthermore, digital
transformation positively influenced organizational profitability by improving operational efficiency,
customer satisfaction, and strategic decision-making processes.

The model demonstrated strong explanatory power, indicating that digital technologies, Al
capabilities, customer trust, and value co-creation collectively accounted for a substantial proportion of
variance in organizational performance and loyalty outcomes.

Discussion and Conclusion

The findings of this study demonstrate that digital transformation has become a fundamental
determinant of success in contemporary B2B markets. Organizations that effectively integrate Al
technologies, digital communication systems, and customer-oriented platforms are more capable of
establishing strong customer relationships and achieving sustainable competitive advantage. The results
indicate that digital technologies are no longer merely operational tools; rather, they function as strategic
resources that reshape organizational capabilities and marketing processes.

One of the most significant findings of the study was the positive role of Al-based CRM systems
in enhancing customer relationship effectiveness and organizational performance. Al technologies enable
organizations to process large amounts of customer data, identify behavioral patterns, and personalize
communication strategies. These capabilities improve responsiveness, increase customer satisfaction, and
strengthen long-term business relationships. In industrial markets characterized by complex purchasing
processes and long-term interactions, such technological capabilities are particularly valuable.

The study also highlighted the importance of social media and digital content marketing in B2B
customer engagement. Timely and relevant digital content can significantly enhance customer trust and
participation throughout the customer journey. The findings suggest that organizations that maintain active
digital communication channels are better positioned to strengthen loyalty and sustain long-term
relationships with business partners.
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Another important contribution of the study relates to value co-creation and collaborative
interactions. The findings indicate that organizations that involve customers in communication and
decision-making processes create stronger relational bonds and improve loyalty outcomes. This
demonstrates that successful B2B marketing strategies should move beyond transactional approaches
toward collaborative and relationship-oriented models.

Furthermore, the results emphasize the importance of technological readiness and organizational
adaptability in digital transformation initiatives. Successful implementation of Al and digital systems
requires not only technological infrastructure but also supportive leadership, employee competencies, and
organizational culture. Firms that fail to align technological investments with human and organizational
capabilities may face resistance and reduced effectiveness.

The findings additionally reveal that sustainability and ethical responsibility are increasingly
important in industrial marketing environments. Organizations that integrate digital technologies with
sustainability-oriented practices can improve transparency, reduce inefficiencies, and enhance their
corporate reputation. Consequently, sustainable value creation should be considered a strategic priority in
future B2B marketing practices.

Overall, the study concludes that digital technologies, Al capabilities, customer engagement, and
value co-creation collectively play a crucial role in transforming B2B markets and improving
organizational performance. Future industrial competitiveness will depend largely on organizations’
ability to integrate technological innovation with relational strategies, organizational adaptability, and
sustainable business practices.
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