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Abstract: This article examines the implementation of artificial intelligence in the B2B sector 

through an analysis of existing scientific literature and industry reports. Based on the review 

of scholarly studies, it highlights key technologies and methods that are transforming sales 

and marketing processes. The research reveals that artificial intelligence facilitates the 

automation of routine tasks, the analysis of large datasets, and the personalization of 

offerings, leading to increased customer satisfaction and more efficient sales strategies. The 

discussion addresses the impacts of artificial intelligence on efficiency, innovation, and the 

adaptation of business models, while also considering ethical and regulatory challenges 

associated with this transformation. 
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1 Introduction 

Artificial intelligence is a whirlwind of innovation that is transforming business operations 

and consumer experiences. From streamlining sales and marketing to revolutionizing 

healthcare and entertainment, the impact of AI extends across various industries. According to 

research conducted by Foundation, nearly 85% of marketing professionals utilize artificial 

intelligence in their work environments. However, it is emphasized that not all practitioners 

use AI in the same way, and there remains significant ambiguity and room for learning about 

new technologies, as well as for improving AI itself [1]. 

 
Figure 1. llustration of Generative AI Applications in B2B Marketing and Workplace Integration. Source: 

[1] 
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Recent empirical studies indicate that organizations integrating advanced technologies 

within their marketing channels, operational models, and corporate culture exhibit a 

significantly enhanced potential to unlock substantial value. According to McKinsey & 

Company, B2B firms operating in the top quartile achieve 3.5% higher revenue growth and 

are 15% more profitable compared to their industry counterparts [2]. Furthermore, the report 

highlights an untapped revenue growth potential ranging from $74 billion to $298 billion, 

which could be realized through the strategic adoption of technological innovations in sales 

processes. The transformative role of technology in improving sales performance is 

predominantly observed in the development of novel customer experiences, the enhancement 

of pricing strategies, and the optimization of sales operations. The academic corpus provides a 

comprehensive exploration of artificial intelligence applications in the B2B sector, offering 

insights into both operational improvements and adaptive strategies to meet customer 

requirements [3]. These investigations extend to the analysis of prevalent technologies, 

methodologies, and techniques utilized in this domain. Numerous scientific inquiries 

underscore AI’s transformative capacity in the B2B ecosystem, particularly through 

intelligent process automation, predictive analytics, and personalized customer engagement. 

The automation of repetitive tasks via AI technologies not only augments efficiency but also 

substantially reduces operational costs. Machine learning-driven analysis of historical data 

enables firms to forecast future trends and predict customer behavior patterns, thereby 

informing strategic decision-making. Moreover, the integration of applications such as 

chatbots and intelligent agents significantly enhances customer interaction while delivering 

tailored services [5]. 

In the evolving paradigm of B2B commerce, artificial intelligence and machine learning 

have emerged as pivotal enablers of transformation [6,7,8]. These advanced technological 

tools not only bolster operational efficacy but also facilitate data-driven strategic decision-

making, providing organizations with unprecedented analytical insights. In the face of 

competitive market dynamics, the adoption of AI and ML technologies has become 

indispensable for B2B entities, enabling accurate demand forecasting, streamlined sales 

processes, and scalable personalization in marketing efforts. As traditional sales models, 

predominantly reliant on intuition and retrospective analysis, give way to data-centric 

approaches, AI technologies are increasingly utilized to process vast, real-time datasets 

[7,9,10]. This shift empowers sales teams to identify latent patterns and trends, resulting in 

refined sales forecasts and precision-targeted strategies. For example, predictive analytics 

powered by AI enables sales teams to prioritize prospects with higher conversion 

probabilities, thereby enhancing sales process efficiency and effectiveness [11,12]. 

However, despite the evident advantages, the implementation of AI in the B2B sector 

presents notable risks. Over-reliance on AI systems may expose firms to vulnerabilities in 

dynamic market environments, where adaptability and contextual understanding are 

paramount. Additionally, concerns regarding data privacy and the opacity of algorithmic 

decision-making remain critical issues. A further challenge is the scarcity of qualified 

professionals equipped to implement and manage sophisticated AI technologies effectively 

[11,12]. 

Artificial intelligence has emerged as a central driver of transformation within business 

processes and marketing strategies, offering a spectrum of opportunities alongside inherent 

challenges. Research highlights the potential of AI to significantly enhance operational 

efficiency in B2B contexts. For instance, 57% of B2B marketers currently employ chatbots 

for demand generation, facilitating a deeper understanding of customer preferences and 

requirements [13]. Additionally, 73% of marketing managers within the B2B sector report the 

adoption of AI tools, with 31% planning future implementations [14]. These technologies 
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enable the automation of routine tasks and support predictive analytics, fostering more 

informed decision-making and enabling highly personalized service delivery. 

In the B2B context, it is imperative to acknowledge that the efficacy of AI implementation 

extends beyond technological considerations to encompass cultural and organizational 

dimensions. Organizations must cultivate an innovation-centric environment that supports 

experimentation and cross-disciplinary collaboration. Such an approach necessitates 

continuous employee training in emerging technologies and the integration of 

interdisciplinary teams that combine technical expertise with business acumen [11,12,14]. 

Moreover, the formulation of a robust and forward-looking AI strategy is critical. Firms 

must evaluate the ethical dimensions of AI deployment, including data protection and 

algorithmic equity, while maintaining transparency in how customer data is utilized and how 

AI-driven decisions are made. Such transparency is instrumental in fostering trust and 

reinforcing a positive brand reputation [12,13]. 

2 Methodology 

The aim of this study is to conduct secondary empirical research based on the analysis of 

existing literature on the applications of artificial intelligence in the B2B sector. The 

secondary research focuses on processing and analysing data from available scientific articles, 

professional publications, and studies that address topics such as AI implementation, its 

benefits, challenges, and strategic implications.  

The primary data sources were scientific databases such as Web of Science, Scopus, and 

Google Scholar, with publications from the period 2018 to 2024 included in the analysis. The 

literature selection was aimed at identifying articles that deal with AI applications in B2B 

sales, marketing, predictive analytics, and process optimization. The inclusion criterion 

focused on specific technologies and techniques such as machine learning, neural networks, 

chatbots, decision support systems, and other tools related to AI. This secondary analysis 

allowed for an exploration of how companies apply AI in their sales and marketing processes, 

what results they achieve, and what challenges they face.  

The results of this analysis are presented in the form of a synthesis of empirical knowledge 

that provides a comprehensive view of current AI applications in the B2B sector. Secondary 

research enables the identification not only of opportunities associated with AI 

implementation but also of risks and limitations that organizations must overcome on their 

path to digital transformation. 

3 Results and Discussion 

In the dynamic and rapidly changing business environment, the role of advanced 

technology in enhancing sales performance within B2B organizations is becoming 

increasingly pivotal. The ongoing wave of digital transformation has prompted companies to 

explore the potential of technology to optimize their sales processes and drive sustainable 

revenue growth [15]. 

The value derived from the integration of AI varies significantly across distinct business 

models and organizational contexts. B2B enterprises targeting small and medium-sized 

businesses often prioritize customer acquisition and the expansion of their client base due to 

the continuous emergence of new entities. Conversely, organizations catering to larger 

corporations emphasize relationship maintenance and expansion. Meanwhile, firms focused 

on personalization and loyalty enhancement strive to meet the growing demand for consumer-

like experiences, which are increasingly cantered on brand identity and product offerings. The 



Pošta, Telekomunikácie a Elektronický obchod  DOI: 10.26552/pte.C.2024.1.3       ISSN 1336-8281 

 

I/2024  22 

strategic identification of customer-centric opportunities has emerged as a critical success 

factor in this context [15]. 

Recent research highlights the transformative potential of AI in refining organizational 

operations [16]. A growing number of organizations are deploying AI-driven initiatives to 

automate or augment critical business processes, with the ultimate aim of securing a 

competitive advantage [17]. Scholars have positioned AI as a frontier for innovation in 

competition and productivity, while some contend it represents a revolutionary force poised to 

reshape traditional business paradigms [18,19]. The proliferation of data has also catalysed 

significant advancements in technologies and methodologies for its storage and analysis 

[11,12,20]. 

A systematic review of literature in the domain of B2B digital marketing underscores 

several emerging themes. These include advancements in digital marketing communication 

and sales management, while areas such as decision support systems, critical success factors, 

and e-marketing adoption remain underexplored. The concept of cultivating “digital 

relationships” with customers has gained prominence. Empirical studies have revealed a 

substantial shift toward mobile commerce, with mobile device sales now accounting for 22% 

to 27% of total online transactions. This trend underscores the imperative for B2B firms to 

adapt to evolving digital interaction paradigms and integrate technological advancements into 

their sales processes [4]. 

In a structured literature review, Harald Konnerth, in “The Potential of AI in B2B E-

Commerce,” analysed over 50 scientific articles and synthesized findings into a 

comprehensive summary of frequently discussed technologies, techniques, and methods 

(Table 1). This work provides an essential framework for understanding the trends and 

practical applications of AI in B2B e-commerce, offering valuable insights for researchers and 

practitioners in this domain [21]. 

Table 1. Frequently mentioned technologies, techniques, or methods 

Frequently mentioned technologies, techniques, or methods 

Augmented Reality Image Recognition 

Automatic Reasoning Internet of Things 

Big Data Analytics Language Generation 

Blockchain Logistic Regression 

Chatbots Natural Language Processing 

Clustering Neural Networks 

Computer Vision Predictive Analytics 

Convolutional Neural Networks Predictice Modelling 

Data Analysis Recommender Systems 

Data Mining Robotics Process Automation  

Decision Support System Smart contracts 

Decision tree methods Speech Recognition 

Deep Learning Support Vector Machines 

Fuzzy Logic Text Analytics 

Source:[21] 

The main areas of AI application include chatbots, customer experience, data analysis and 

mining, decision support, efficiency and automation, fraud and intrusion detection, as well as 

sales predictions and forecasting. Many other AI methods remain relatively unknown [21].  

In work, “How Generative AI Can Help B2B Sales Become More Effective,” Steve Reis 

identifies critical challenges associated with the adoption and scaling of generative AI 

technologies. One key insight pertains to the inherent difficulty in transitioning from 

conceptualization to widespread implementation, particularly when it necessitates behavioral 
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changes among large groups of individuals. Building trust in new capabilities and facilitating 

the adaptation of work processes represent significant hurdles. Moreover, Reis observes the 

rapid improvement in the quality of generative AI outputs, with notable reductions in 

inaccuracies. Distinguishing between AI-generated and human-created outputs is becoming 

increasingly complex [15]. 

3.1  The use of artificial intelligence in e-commerce 

In the article by Devi [22], four main benefits of using artificial intelligence in e-commerce 

are identified. The author emphasizes that AI and machine learning technologies can analyze 

and predict consumer behavior based on their browsing and purchasing history. This enables 

the development of more targeted and effective marketing and sales strategies. Furthermore, it 

is noted that AI can be integrated into customer support systems through chatbots, which 

handle a significant portion of customer inquiries, thereby improving the overall customer 

experience and reducing the burden on support teams [4,21]. 

Rosas [23] highlights how AI and machine learning are transforming business processes 

and information analysis, allowing companies to make better decisions. These technologies 

mimic "human" thinking, facilitating professional business analytics and adapting to business 

patterns, thus altering processes according to specific needs. Zong et al. [24] describe the 

advantages of AI in e-commerce and decision support systems. AI systems, such as decision 

support systems, efficiently gather and process large amounts of data, which is beneficial for 

managing operations and business planning. In e-commerce, AI analyzes customer data, 

offering more comprehensive insights than traditional systems. 

Pan and Zhou [25] discuss the use of convolutional neural networks in e-commerce, 

particularly in data mining. CNNs automatically extract effective features from raw data, 

enhancing the accuracy of sales predictions. Chatbots and conversational AI are transforming 

customer interactions in the B2B sector  [6,26,27,28]. These tools process inquiries, provide 

product information, and assist in the sales process without human intervention. By 

automating routine tasks, chatbots allow sales teams to focus on more complex issues, 

increasing efficiency and customer satisfaction. Advanced conversational AI, such as GPT-4, 

can engage in sophisticated interactions, provide personalized responses, and understand 

customer inquiries, thereby enhancing the overall customer experience [4,21,27]. 

Additionally, the literature review acknowledges that while technology can improve sales 

performance in B2B companies, it does not replace the importance of human interaction in 

building strong customer relationships. In a study on technology and sales teams, researchers 

found that technology plays a significant role in enabling salespeople to successfully close 

deals. One key area where technology can enhance sales performance in B2B firms is during 

the pre-sales phase. Digital marketing can provide valuable support at this stage by helping 

companies engage potential customers and generate leads. Through various digital marketing 

tools and techniques such as search engine optimization, content marketing, social media 

advertising, and email marketing, B2B firms can reach a broader audience and attract 

potential customers [4]. 

These digital marketing strategies allow companies to showcase their products and 

services, provide valuable information and resources, and build brand awareness. Moreover, 

digital marketing enables personalized and targeted communication, allowing B2B firms to 

tailor their messages and approaches based on the specific needs and interests of individual 

potential customers. This personalized approach can significantly enhance the effectiveness of 

pre-sales activities and increase the likelihood of converting leads into customers [4,21]. 

In addition to supporting pre-sales activities, technology can also improve the sales process 

itself. By leveraging technology, B2B firms can streamline their sales processes and enhance 

efficiency. This can be achieved through customer relationship management systems, sales 
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automation software, and other sales support tools. These technologies help sales teams track 

and manage customer interactions, automate repetitive tasks, and provide real-time analytics 

tools for better understanding customer behavior and preferences. This enables sales teams to 

make more informed decisions, effectively prioritize their efforts, and deliver a personalized 

and tailored sales experience to each customer [4]. 

3.2 Applications of Artificial Intelligence in B2B environments 

Goyal et al. [29] describe the significance of AI in B2B e-commerce, focusing on process 

automation, sales enhancement, and supply chain maintenance. AI reduces information search 

costs and increases operational efficiency. The document "RATAN: A Smart Business to 

Business Communicator" by Das et al. [30] illustrates how AI automates the search, planning, 

and scheduling of business meetings. This approach simplifies processes in B2B 

communication and enhances interaction efficiency between businesses. 

Nguyen [31] emphasizes the role of AI and machine learning in analysing complex sales 

data and uncovering reasons for customer rejection of sales offers. This approach aids 

companies in better understanding the factors that influence the success of sales strategies. 

Han et al. [32] demonstrate that AI enables personalized services for customers and improves 

sales forecasts, thereby increasing customer satisfaction in B2B marketing. Their research 

highlights the importance of personalization in customer interactions. 

Buyanova et al. [33] discuss the benefits of AI in developing digital marketplaces, logistics 

solutions, and supply chain efficiency. Their research indicates a synergistic effect between 

AI technology and the optimization of logistics processes. Rusthollkarhu et al. [35] identify 

four key managerial activities supported by AI in B2B: analysis, design, engagement, and 

customer journey leadership. These activities are crucial for successful customer relationship 

management. 

Predictive analytics and forecasting are essential for strategic planning in B2B sales and 

marketing [7,8,32]. AI and ML models analyse historical data to predict future trends, 

customer behavior, and market conditions. These insights help companies make informed 

decisions regarding resource allocation, product development, and marketing strategies. 

Predictive analytics can also identify patterns and anomalies that indicate emerging 

opportunities or risks. Platforms like IBM Watson and SAS Analytics offer advanced 

predictive analytics capabilities, helping companies maintain competitiveness [4]. 

AI- and ML-powered sales intelligence tools analyse vast amounts of data to identify 

potential customers and assess their likelihood of conversion [32]. These tools gather data 

from sources such as social media, company websites, and industry reports to provide a 

comprehensive view of potential clients. AI-driven lead scoring helps sales teams focus on 

high-value prospects, improving conversion rates and sales efficiency. Companies like Inside 

View and Zoom Info provide AI-based sales intelligence solutions to identify and target the 

right potential customers [4,33].  

Technology also facilitates collaboration and communication within sales teams, enabling 

better coordination and information sharing. For instance, cloud-based collaboration platforms 

and communication tools like video conferencing and instant messaging allow sales teams to 

work together seamlessly even when geographically dispersed. Additionally, technology can 

significantly enhance the transaction phase in B2B sales processes. Through e-commerce 

platforms, online ordering systems, and electronic payments, B2B companies can streamline 

the purchasing process, making it more convenient [4]. 

3.3 Artificial intelligence technologies in data analysis 

Alabi and David [33] introduced a new AI application in their research titled "Framework 

for Detection of Fraud at Point of Sale on Electronic Commerce sites using Logistic 
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Regression." In this article, logistic regression and artificial immune systems are used to 

identify fraudulent transactions on e-commerce websites. Moradi & Dass [34] highlight the 

benefits of AI in email analysis and real-time sales training. The authors argue that chatbots 

can be more effective than new hires in outbound sales, contributing to increased productivity 

of sales teams. 

AI is transforming social media marketing in the B2B sector [6,8,9,10]. AI-powered tools 

analyse social media data to identify trends, track brand sentiment, and monitor competitor 

activities. These insights help companies create effective social media strategies, engage with 

their audience, and build brand awareness. AI-driven platforms like Sprout Social and 

Hootsuite use machine learning algorithms to optimize posting times, recommend content, 

and analyse engagement metrics, maximizing the impact of their social media efforts. 

Until now, attention has focused on how generative AI can facilitate certain tasks for 

people by automating communication and saving time. The conversation is now shifting 

towards improving customer experience and seeking opportunities where human involvement 

may not be necessary, such as utilizing a chatbot with an AI agent in customer service. In the 

next phase, as a commercial organization fully embraces generative AI, marketing, sales, and 

pricing could converge. This would create opportunities for individuals to develop more 

personalized experiences, helping customers derive real value across multiple channels [4,15]. 

It is important to stay focused on what matters to customers and what drives them to 

purchase. For every dollar a company spends on technology, it must allocate an equal or 

greater amount to its people. This means not only modernizing capabilities but also 

reevaluating processes and resource allocation. If companies are clear about how generative 

AI will benefit customers, they can then focus on what their employees need to derive full 

value from it [4,15]. 

4 Conclusion 

Currently, AI and machine learning are becoming key factors in transforming B2B sales 

practices. This article demonstrates that AI technologies have the potential to significantly 

improve sales efficiency, optimize processes, and provide valuable insights that support 

strategic decision-making. With the rapid development of technologies and their integration 

into business models, B2B companies must adapt to new trends to gain a competitive 

advantage. Literature analysis indicates that AI and machine learning enable sales teams to 

identify patterns in customer behavior, personalize marketing strategies, and automate 

repetitive tasks, leading to increased customer satisfaction and sales efficiency. The 

integration of CRM with technological tools enhances collaboration and data sharing, thereby 

supporting successful management of customer interactions. 

Despite many benefits, there are also risks associated with AI implementation, such as a 

lack of qualified professionals and concerns about data privacy. Therefore, it is crucial for 

companies to develop a clear strategy for implementing these technologies that includes 

employee training and ensuring transparency with customers. 

Overall, this article provides an overview of the current state of research on artificial 

intelligence in the B2B sector and emphasizes the need for a balanced approach between 

leveraging opportunities and managing threats associated with this technology. Given the 

rapid development of AI, it is essential for businesses to strategically consider its impact on 

their operations and prepare for the transformation that this technology brings. Sustainable 

growth in the era of artificial intelligence requires a proactive approach to adapting new 

technologies and continuous education for employees across all areas of the organization. 
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