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Abstract 

Sales force automation (SFA) has transformed how organizations manage their sales 

processes, offering a means to automate repetitive tasks and improve overall sales 

productivity. The promise to dramatically reduce human mistakes and similarly improve 

income productiveness has been achieved with the combination of synthetic intelligence (AI) 

into SFA systems. This study discuss in detail how artificial intelligence (AI) improves sales 

efficiency and reduces errors in sales force automation. To learn more about the use of AI-

powered SFA products, one hundred eighty respondents from a number of sectors 

participated in the study. The results show that AI in SFA improves client engagement, 

forecasting accuracy, and selection-making, all of which contribute to accelerated sales 

productivity. Additionally, the paper identifies the difficulties in using AI in SFA and provides 

solutions for these problems. 
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1. Introduction 

For corporations seeking to increase sales effectiveness and performance, sales force 

automation, or SFA, has emerged as a essential tool. In the past, sales force automation 

systems were created to automate labor-intensive tasks like data entry, scheduling, and 

customer follow-ups so that salespeople could focus on more important tasks.. But this 

method has been completely converted by means of the incorporation of artificial intelligence 

(AI) into SFA structures, that have multiplied SFA's abilities beyond simple automation to 

consist of decision-making assistance, predictive analytics, and tailored customer interactions 
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(Buttle, 2019). SFA systems enabled by AI have the ability to boost overall productivity, 

reduce human errors, and expedite sales processes. 

Inaccurate sales predictions, poor customer communication, and improper data entry are just 

a few examples of human errors in sales processes that may seriously impair performance and 

have an impact on an organization's bottom line. SFA systems can analyze vast amounts of 

sales data, spot trends, and provide precise forecasts that help reduce these risks thanks to AI 

technologies like machine learning and natural language processing (Huang & Rust, 2018). 

Additionally, complicated processes that were previously prone to errors when carried out 

manually, such as lead scoring, sales forecasting, and customer segmentation, may be 

automated using AI-driven SFA tools (Wei & Pardo, 2022). 

Because AI-based SFA systems improve customer involvement and enable real-time 

decision-making, they not only decrease human errors but also increase sales productivity. 

According to Grewal et al. (2020), sales teams may provide more individualized and focused 

solutions by using AI to assess customer habits and preferences. Additionally, routine 

consumer questions may be treated by using AI-powered chatbots and digital assistants, 

freeing up sales team to cognizance on setting up rapport and completing transactions 

(Berman, 2021). According to research, sales groups who use AI-based totally SFA gear have 

a higher risk of hitting their desires and reaching more customer satisfaction. 

The use of AI in SFA is not without difficulties, despite the obvious benefits. According to 

Westerman et al. (2020), some firms encounter opposition from workers who worry AI will 

replace their positions, while others struggle with the high expenses of integrating AI 

technology. Given that AI systems depend on enormous volumes of customer data to operate 

efficiently, data privacy and security issues are especially crucial (Vlacic et. al., 2021). For AI 

to be successfully included into SFA systems, several issues must be resolved. 

With a specific focus on how it lowers human errors and boosts sales productivity, this article 

aims to investigate the impact of AI in sales force automation. 180 sales professionals from a 

variety of sectors participated in a quantitative study that sheds light on the advantages, 

difficulties, and potential applications of different tools in SFA. 

2. Review of Literature 
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Buttle (2019) explored the development of customer relationship management (CRM) 

systems, making one of the early contributions to the understanding of AI in sales. Buttle 

claims that with the introduction of AI, conventional SFA systems that were designed to 

automate repetitive processes have undergone substantial change, allowing for more dynamic 

and predictive features. In order to reduce human interaction and the errors that come with it, 

AI-powered CRM and SFA tools now enable sophisticated features like lead scoring, 

opportunity management, and sales forecasting. 

AI's ability to reduce human mistake is a major subject in the literature. A research on the 

operational inefficiencies brought on by human mistake in sales forecasting was carried out  

According to the research, manual sales forecasting is often subject to biases and mistakes, 

which may affect the sales process as a whole. The risks associated with human input may be 

reduced by using AI-based systems, especially those that use machine learning algorithms, 

which can examine previous data and estimate future sales with more accuracy Yau, Saad & 

Chong (2022), who showed how AI's capacity to handle enormous volumes of sales data in 

real time results in more accurate insights and forecasts, greatly lowering the errors that occur 

in human procedures, provide more evidence for this. 

Numerous studies have shown that AI in SFA systems improves the productivity of sales 

teams by automating repetitive operations and enabling sales professionals to focus on more 

important, high-value activities. According to Huang and Rust (2018), artificial intelligence 

(AI) enables "smart" automation, giving sales teams access to real-time data that enable them 

to act swiftly and decisively. According to their research, AI can handle monotonous duties 

like data input, meeting scheduling, and follow-up emailing, freeing up time for more 

intricate and strategic sales efforts. 

According to Pranjale, Anute, (2022), all businesses use the same kinds of advertising media, 

such as online, print, and television advertising. These marketing techniques persuade both 

the children and their parents to purchase it for them. Similarly, businesses earn from the 

sales of their goods. 

By examining the function of AI-powered virtual assistants in sales procedures, Berman 

(2021) added to this conversation. According to his research, chatbots and virtual assistants 

driven by AI are able to provide 24/7 customer service, effectively manage customer 
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questions, and deliver tailored replies based on customer data. By enabling sales teams to 

focus on establishing rapport and completing transactions rather than doing routine customer 

support duties, this immediately increases sales productivity (Berman, 2021). Grewal, 

Roggeveen, and Nordfält (2020) also highlighted how AI can improve customer engagement, 

which is a key factor in increasing sales productivity. They discovered that AI systems make 

sales operations more focused and efficient by evaluating customer behavior patterns and 

preferences to assist tailor encounters. 

The use of AI in enhancing decision-making inside sales organizations has been the focus of 

further major research. By giving sales teams precise, up-to-date data, AI tools like natural 

language processing and predictive analytics enhance decision-making. According to their 

research, sales managers' capacity to make strategic decisions—like modifying prices, 

allocating resources, and suggesting products—based on solid data analysis rather than gut 

feeling is much improved by AI-powered decision support systems. 

There are obstacles to AI adoption in SFA despite the obvious advantages. High 

implementation costs, reluctance to change within sales teams, and worries about job 

displacement due to automation are some of the main obstacles identified by their research. 

In addition, Vladimirovich (2020) brought out concerns about data privacy, particularly given 

how much customer data AI systems depend on to operate efficiently. To stay out of trouble 

with the law and keep the confidence of their customers, businesses must make sure they are 

adhering to data privacy standards. 

3. Research Methodology 

For the current investigation, a cross-sectional survey research approach was deemed 

sufficient. A sample size of 180 respondents, including sales managers, executives, and 

technology professionals from a range of industries, including retail, banking, and 

technology, was selected from the Indian market to provide a representative image of AI 

integration in sales operations. 

A diverse sample was created by the use of stratified random sampling, which separates the 

population into strata according to organizational size (small, medium, big) and industry 

(retail, technology, finance). In order to guarantee that the sample represented a broad variety 
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of business contexts and technology adoption levels, people were then selected at random 

from each stratum, taking into consideration the size of each group. Different viewpoints on 

AI's potential to reduce human error and boost sales productivity across industries were 

obtained by this method. 

Online questionnaires were the main tool used to collect data since they made it possible to 

quickly get information from sales people. All participants received a structured questionnaire 

consisting of 24 closed-ended questions designed to evaluate the influence of artificial 

intelligence (AI) on sales automation procedures as well as its function in lowering errors and 

increasing sales productivity. To put the responder data in perspective, four demographic 

questions were also included. These questions were based on age, industry, experience, and 

degree of sales automation engagement. 

This study's main objective was to investigate how sales professionals see AI's ability to 

improve their sales automation procedures and lower human error. Understanding how AI-

driven sales tools affect overall sales productivity across different industries was the second 

goal. 

The hypotheses of the study are as follows: 

Hypothesis 1: 

H0: "There is no significant association between the integration of Artificial Intelligence and 

the reduction of human error in sales force automation." 

H1: "There is a significant association between the integration of Artificial Intelligence and 

the reduction of human error in sales force automation." 

Hypothesis 2: 

H0: "There is no significant impact of AI on improving sales productivity across different 

industries." 

H1: "There is a significant impact of AI on improving sales productivity across different 

industries." 
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4. Empirical Results 

Table 1: What is your age group? 

Age Group Frequency Percentage Valid Percentage Cumulative 

Percentage 

18–25 46 25.6% 25.6% 25.6% 

26–35 55 30.6% 30.6% 56.2% 

36–45 37 20.6% 20.6% 76.8% 

46–55 28 15.6% 15.6% 92.4% 

56 and above 14 7.6% 7.6% 100.0% 

Total 180 100.0% 100.0%  

Interpretation: 

Most respondents (30.6%) fall in the 26–35 age group, indicating that the younger and mid-

career professionals are more engaged in the sales industry. The age group of 36–45 accounts 

for 20.6%, while only 7.6% of respondents are aged 56 and above. This suggests a trend 

toward more tech-savvy younger sales professionals exploring AI-based automation tool.  

Table 2: What is your highest educational qualification? 

Educational 

Qualification 

Frequency Percentage Valid Percentage Cumulative 

Percentage 

High School 22 12.2% 12.2% 12.2% 
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Bachelor's 

Degree 

72 40.0% 40.0% 52.2% 

Master's Degree 66 36.7% 36.7% 88.9% 

Doctorate 11 6.1% 6.1% 95.0% 

Others 9 5.0% 5.0% 100.0% 

Total 180 100.0% 100.0%  

Interpretation: 

A significant proportion of respondents (40%) hold a Bachelor's degree, followed by 36.7% 

who have completed a Master's degree. Only 6.1% of the sample holds a Doctorate, reflecting 

that sales professionals with advanced academic qualifications are a minority. The results 

indicate that sales roles typically attract those with an undergraduate or postgraduate level of 

education. 

Table 3: What is your current job role? 

Job Role Frequency Percentage Valid Percentage Cumulative 

Percentage 

Sales 

Representative 

50 27.8% 27.8% 27.8% 

Sales Manager 46 25.6% 25.6% 53.4% 

Sales Executive 37 20.6% 20.6% 74.0% 

Business 31 17.2% 17.2% 91.2% 
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Development 

Manager 

Others 16 8.8% 8.8% 100.0% 

Total 180 100.0% 100.0%  

Interpretation: 

The majority of the respondents (27.8%) are sales representatives, followed by sales 

managers (25.6%). Business development managers comprise 17.2% of the sample. These 

results indicate that a substantial proportion of the sample works in core sales positions, 

which are directly affected by the use of AI-driven automation tools. 

Table 4: How many years of experience do you have in sales? 

Years of 

Experience 

Frequency Percentage Valid Percentage Cumulative 

Percentage 

Less than 1 year 26 14.4% 14.4% 14.4% 

1–3 years 58 32.2% 32.2% 46.6% 

4–7 years 49 27.2% 27.2% 73.8% 

8–10 years 30 16.7% 16.7% 90.5% 

More than 10 

years 

17 9.5% 9.5% 100.0% 

Total 180 100.0% 100.0%  

Interpretation: 
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Sales professionals with 1–3 years of experience make up the largest group (32.2%), 

followed by those with 4–7 years of experience (27.2%). This suggests that many of the 

respondents are early to mid-career professionals who may be more open to adopting new AI 

technologies in their work processes.  

Table 5: Do you currently use AI-based Sales Force Automation (SFA) tools in your 

organization? 

Use of AI-based 

SFA Tools 

Frequency Percentage Valid Percentage Cumulative 

Percentage 

Yes 88 48.9% 48.9% 48.9% 

No 51 28.3% 28.3% 77.2% 

Planning to 

implement soon 

32 17.8% 17.8% 95.0% 

Not sure 9 5.0% 5.0% 100.0% 

Total 180 100.0% 100.0%  

Interpretation: 

Nearly half of the respondents (48.9%) already use AI-based sales automation tools, showing 

significant adoption. However, 28.3% still do not use these tools, and 17.8% plan to 

implement them soon. This highlights that although there is considerable adoption, there is 

still room for growth in the use of AI in sales operations.  

Table 6: How often do you use AI-based SFA tools in your daily sales operations? 

Frequency of 

Use 

Frequency Percentage Valid Percentage Cumulative 

Percentage 
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Daily 52 28.9% 28.9% 28.9% 

Weekly 47 26.1% 26.1% 55.0% 

Monthly 33 18.3% 18.3% 73.3% 

Rarely 31 17.2% 17.2% 90.5% 

Never 17 9.5% 9.5% 100.0% 

Total 180 100.0% 100.0%  

Interpretation: 

28.9% of respondents use AI-based SFA tools daily, while 26.1% use them weekly. Only 

9.5% of respondents have never used these tools, demonstrating that most professionals are 

regularly incorporating AI automation into their sales processes. 

Table 7: To what extent do AI-based SFA tools reduce human errors in sales processes? 

Extent of Error 

Reduction 

Frequency Percentage Valid Percentage Cumulative 

Percentage 

Significantly 71 39.4% 39.4% 39.4% 

Moderately 65 36.1% 36.1% 75.5% 

Slightly 30 16.7% 16.7% 92.2% 

No reduction 7 3.9% 3.9% 96.1% 

Not applicable 7 3.9% 3.9% 100.0% 
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Total 180 100.0% 100.0%  

Interpretation:  

The majority of respondents (39.4%) believe that AI-based sales automation tools 

significantly reduce human error, with another 36.1% stating that they provide moderate 

impact. 

Table 8: How has the integration of AI in SFA tools impacted your ability to meet sales 

targets? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Greatly 

improved 

46 25.6% 25.6% 25.6% 

Somewhat 

improved 

56 31.1% 31.1% 56.7% 

No impact 37 20.6% 20.6% 77.3% 

Negatively 

impacted 

23 12.8% 12.8% 90.1% 

Not applicable 18 9.9% 9.9% 100.0% 

Total 180 100% 100%  

Interpretation:  

AI integration in SFA tools has somewhat improved the ability to meet sales targets for 

31.1% of respondents, while 25.6% saw great improvement. However, 20.6% noticed no 
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impact, and 12.8% reported a negative impact. A smaller proportion (9.9%) found the 

question not applicable to their situation. 

Table 9: How does AI help in improving customer relationship management (CRM) 

through SFA tools? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Significantly 

improves 

59 32.8% 32.8% 32.8% 

Moderately 

improves 

51 28.3% 28.3% 61.1% 

Slightly 

improves 

33 18.3% 18.3% 79.4% 

No 

improvement 

22 12.2% 12.2% 91.6% 

Not applicable 15 8.3% 8.3% 100.0% 

Total 180 100% 100%  

Interpretation:  

The majority of respondents (32.8%) believe AI significantly improves CRM through SFA 

tools, and 28.3% find moderate improvements. A smaller portion (18.3%) noted slight 

improvement, and 12.2% reported no improvement. For 8.3%, the question was not 

applicable. 

Table 10: How effective is AI in sales forecasting compared to traditional methods? 
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Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

More accurate 49 27.2% 27.2% 27.2% 

Equally accurate 55 30.6% 30.6% 57.8% 

Less accurate 31 17.2% 17.2% 75.0% 

No difference 28 15.6% 15.6% 90.6% 

Not applicable 17 9.4% 9.4% 100.0% 

Total 180 100% 100%  

Interpretation:  

30.6% of respondents view AI as equally accurate in sales forecasting as traditional methods, 

while 27.2% feel it is more accurate. A smaller group (17.2%) finds AI less accurate, with 

15.6% reporting no noticeable difference. For 9.4%, this question was not relevant. 

Table 11: Do AI-based SFA tools help in automating repetitive tasks (e.g., data entry, 

follow-ups)? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Yes, 

significantly 

61 33.9% 33.9% 33.9% 

Yes, moderately 52 28.9% 28.9% 62.8% 
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Yes, slightly 35 19.4% 19.4% 82.2% 

No 21 11.7% 11.7% 93.9% 

Not applicable 11 6.1% 6.1% 100.0% 

Total 180 100% 100%  

Interpretation:  

33.9% of respondents find that AI-based SFA tools significantly automate repetitive tasks, 

while 28.9% feel they moderately help. 19.4% report slight automation, and 11.7% find no 

benefit. Only 6.1% stated this was not relevant to them. 

Table 12: How much time do AI-based SFA tools save in your sales process compared to 

manual methods? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

A lot of time 53 29.4% 29.4% 29.4% 

Some time 57 31.7% 31.7% 61.1% 

Little time 28 15.6% 15.6% 76.7% 

No time saved 22 12.2% 12.2% 88.9% 

Not applicable 20 11.1% 11.1% 100.0% 

Total 180 100% 100%  

Interpretation:  
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31.7% of respondents claim AI saves some time in the sales process, while 29.4% feel it 

saves a lot of time. A smaller group (15.6%) experiences little time savings, and 12.2% see no 

time saved. For 11.1%, the question was not applicable. 

Table 13: Do AI-based SFA tools contribute to more personalized interactions with 

customers? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Yes, 

significantly 

62 34.4% 34.4% 34.4% 

Yes, moderately 50 27.8% 27.8% 62.2% 

Yes, slightly 35 19.4% 19.4% 81.7% 

No 19 10.6% 10.6% 92.2% 

Not applicable 14 7.8% 7.8% 100.0% 

Total 180 100% 100%  

Interpretation:  

AI-based SFA tools contribute significantly to personalized customer interactions for 34.4% 

of respondents, with 27.8% reporting moderate improvement. Meanwhile, 19.4% noticed 

slight personalization, and 10.6% did not see any personalization. For 7.8%, this was not 

applicable. 

Table 14: How has AI integration in SFA tools impacted your decision-making process 

in sales? 
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Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Greatly 

improved 

58 32.2% 32.2% 32.2% 

Somewhat 

improved 

54 30.0% 30.0% 62.2% 

No impact 29 16.1% 16.1% 78.3% 

Negatively 

impacted 

20 11.1% 11.1% 89.4% 

Not applicable 19 10.6% 10.6% 100.0% 

Total 180 100% 100%  

Interpretation:  

32.2% of respondents noted that AI greatly improved their decision-making process in sales, 

while 30% said it somewhat improved their decision-making. A smaller group (16.1%) 

experienced no impact, and 11.1% felt negatively impacted. For 10.6%, this was not relevant 

to their role. 

Table 15: To what extent do you think AI will replace human intervention in sales 

processes in the future? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Completely 22 12.2% 12.2% 12.2% 
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Significantly 45 25.0% 25.0% 37.2% 

Partially 68 37.8% 37.8% 75.0% 

Slightly 29 16.1% 16.1% 91.1% 

Not at all 16 8.9% 8.9% 100.0% 

Total 180 100% 100%  

Interpretation:  

According to the results, 37.8% of respondents think AI would partly replace human 

intervention in sales operations, suggesting a high degree of acceptance of AI's function. Just 

12.2% of respondents think technology would completely replace human roles, compared to 

another 25% who think it will replace them considerably. However, 8.9% think AI won't 

replace human roles at all, and 16.1% think it will just marginally replace human 

intervention. This data shows a cautious sense of optimism about the use of AI in sales. 

Table 16: How do you perceive the overall ease of use of AI-based SFA tools? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Very easy 38 21.1% 21.1% 21.1% 

Easy 72 40.0% 40.0% 61.1% 

Neutral 45 25.0% 25.0% 86.1% 

Difficult 18 10.0% 10.0% 96.1% 
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Very difficult 7 3.9% 3.9% 100.0% 

Total 180 100% 100%  

Interpretation:  

AI-based SFA tools are rated as simple to use by most respondents (40.0%), and as very easy 

by another 21.1%. While many people found the tools accessible, a sizable percentage 

(25.0%) had a neutral opinion, suggesting that some people could still need further assistance. 

On the other hand, 10.0% of users find these tools challenging to use, and 3.9% describe 

them as very difficult, suggesting that there may be obstacles to successful usability for a 

small group of users age. 

Table 17: What is the main challenge you face in using AI-based SFA tools? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Complexity of 

the tools 

55 30.6% 30.6% 30.6% 

Lack of training 47 26.1% 26.1% 56.7% 

High costs 38 21.1% 21.1% 77.8% 

Data privacy 

concerns 

27 15.0% 15.0% 92.8% 

Others 13 7.2% 7.2% 100.0% 

Total 180 100% 100%  

Interpretation:  
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30.6% of respondents said that their top issue was the complexity of AI-based SFA tools, 

making this the most significant problem mentioned. Lack of training comes in second, 

which suggests that while users are aware of the potential of these tools, many feel unable to 

use them efficiently. 15.0% voiced worries about data privacy, while 21.1% mentioned high 

expenses as a sign of financial restrictions. A narrow range of problems affecting user 

experience are highlighted by the fact that just 7.2% of respondents identified additional 

difficulties. 

Table 18: Has AI-based SFA improved your organization’s overall sales productivity? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Significantly 

improved 

54 30.0% 30.0% 30.0% 

Moderately 

improved 

62 34.4% 34.4% 64.4% 

Slightly 

improved 

32 17.8% 17.8% 82.2% 

No 

improvement 

26 14.4% 14.4% 96.6% 

Decreased 

productivity 

6 3.4% 3.4% 100.0% 

Total 180 100% 100%  

Interpretation:  
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Overall, 64.4% of respondents believe that AI-based SFA tools have improved their 

organization's sales productivity to some extent, with 34.4% claiming a moderate 

improvement and 30.0% reporting significant improvement. However, 14.4% stated there 

was no improvement, and 3.4% felt that productivity had actually decreased. This indicates a 

generally positive perception of the effectiveness of AI tools in enhancing sales performance. 

Table 19: Do AI-based SFA tools help in aligning your sales strategy with real-time 

data? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Yes, always 58 32.2% 32.2% 32.2% 

Yes, often 62 34.4% 34.4% 66.7% 

Yes, 

occasionally 

36 20.0% 20.0% 86.7% 

No 17 9.4% 9.4% 96.1% 

Not applicable 7 3.9% 3.9% 100.0% 

Total 180 100% 100%  

Interpretation:  

A substantial 34.4% of respondents believe that AI-based SFA tools often help align their 

sales strategy with real-time data, while 32.2% assert they do so always. This shows a strong 

trust in the ability of these tools to provide timely insights. However, 20.0% said they help 

occasionally, and 9.4% indicated they do not assist in this regard at all. The 3.9% who found 

the question not applicable suggests that for some, the tools may not be part of their sales 

strategy. 
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Table 20: How likely are you to recommend the use of AI-based SFA tools to other sales 

teams? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Highly likely 62 34.4% 34.4% 34.4% 

Likely 71 39.4% 39.4% 73.8% 

Neutral 31 17.2% 17.2% 91.1% 

Unlikely 12 6.7% 6.7% 97.8% 

Highly unlikely 4 2.2% 2.2% 100.0% 

Total 180 100% 100%  

Interpretation:  

The majority of respondents (39.4%) would likely recommend AI-based SFA tools, and 

34.4% are highly likely to recommend them, indicating a positive reception among users. 

Only 17.2% remain neutral about recommending these tools, while a smaller portion (6.7%) 

expressed they would be unlikely to recommend them, and just 2.2% are highly unlikely to 

do so. This suggests a strong endorsement of the tools’ efficacy among those who use them. 

Table 21: Do you believe AI-based SFA tools will continue to evolve and offer more value 

to sales teams in the future? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 
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Strongly agree 60 33.3% 33.3% 33.3% 

Agree 68 37.8% 37.8% 71.1% 

Neutral 34 18.9% 18.9% 90.0% 

Disagree 15 8.3% 8.3% 98.3% 

Strongly 

disagree 

3 1.7% 1.7% 100.0% 

Total 180 100% 100%  

Interpretation:  

A significant 37.8% of respondents agree that AI-based SFA tools will continue to evolve and 

provide greater value, with an additional 33.3% strongly agreeing. This indicates a strong 

belief in the future potential of these tools. Only 8.3% disagreed with this notion, and a 

minimal 1.7% strongly disagreed, reflecting a general optimism about the ongoing 

advancements in AI technologies and their applications in sales. 

Table 22: How secure do you feel about the data managed through AI-based SFA tools? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Very secure 48 26.7% 26.7% 26.7% 

Secure 66 36.7% 36.7% 63.4% 

Neutral 32 17.8% 17.8% 81.2% 
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Insecure 24 13.3% 13.3% 94.5% 

Very insecure 10 5.6% 5.6% 100.0% 

Total 180 100% 100%  

Interpretation:  

The majority of respondents, 36.7%, feel secure about the data managed through AI-based 

SFA tools, indicating a generally positive perception of data security. While 26.7% feel very 

secure, a combined 31.1% (neutral, insecure, very insecure) indicates some level of concern 

about data security. This suggests that while a significant portion of users is confident, a 

notable minority may require reassurances or improvements regarding data protection 

measures. 

Table 23: How well does AI-based SFA integrate with other tools your organization uses 

(CRM, ERP, etc.)? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Very well 45 25.0% 25.0% 25.0% 

Well 70 38.9% 38.9% 63.9% 

Neutral 36 20.0% 20.0% 83.9% 

Poorly 18 10.0% 10.0% 93.9% 

Very poorly 11 6.1% 6.1% 100.0% 

Total 180 100% 100%  
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Interpretation:  

A total of 63.9% of respondents believe that AI-based SFA tools integrate well or very well 

with other organizational tools, which highlights the effectiveness of these systems in 

promoting seamless operations. However, 16.1% of respondents feel that integration is 

lacking, which may hinder overall functionality and collaboration within the organization. 

This indicates that while many find the integration beneficial, there remains a segment that 

experiences challenges.  

Table 24: Has the implementation of AI in SFA reduced your workload in non-selling 

activities (e.g., documentation)? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Significantly 

reduced 

50 27.8% 27.8% 27.8% 

Moderately 

reduced 

62 34.4% 34.4% 62.2% 

Slightly reduced 40 22.2% 22.2% 84.4% 

No change 20 11.1% 11.1% 95.6% 

Increased 8 4.4% 4.4% 100.0% 

Total 180 100% 100%  

Interpretation:  

The data indicates that a total of 62.2% of respondents feel that AI implementation has 

reduced their workload in non-selling activities, with 27.8% reporting significant reductions. 

Only 15.5% indicated no change or an increase in workload, suggesting that most employees 
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find AI tools beneficial in streamlining tasks, which allows them to focus more on sales 

activities.  

Table 25: Do AI-based SFA tools improve collaboration within your sales team? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Yes, 

significantly 

55 30.6% 30.6% 30.6% 

Yes, moderately 68 37.8% 37.8% 68.4% 

Yes, slightly 36 20.0% 20.0% 88.4% 

No 18 10.0% 10.0% 98.4% 

Not applicable 3 1.6% 1.6% 100.0% 

Total 180 100% 100%  

Interpretation:  

A significant 68.4% of respondents believe that AI-based SFA tools enhance collaboration 

within their sales teams, with 30.6% asserting that it does so significantly. This reflects a 

strong consensus on the positive impact of AI on teamwork. Conversely, only 10% of 

participants felt that these tools do not contribute to collaboration, suggesting that while the 

majority finds value in AI for team dynamics, there are still areas for improvement.  

Table 26: Has AI in SFA helped in shortening the sales cycle in your organization? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 
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Yes, 

significantly 

53 29.4% 29.4% 29.4% 

Yes, moderately 64 35.6% 35.6% 65.0% 

Yes, slightly 38 21.1% 21.1% 86.1% 

No 21 11.7% 11.7% 97.8% 

Not applicable 4 2.2% 2.2% 100.0% 

Total 180 100% 100%  

Interpretation:  

The results show that 65.0% of respondents believe that AI in SFA has successfully shortened 

the sales cycle, which is a critical metric for sales efficiency. The positive feedback from 

29.4% of respondents who indicated significant shortening reinforces the effectiveness of AI 

tools in enhancing operational performance. However, 11.7% experienced no change, 

indicating some variability in results that may depend on the organization or specific 

practices.  

Table 27: Do you think AI-based SFA is a cost-effective solution for your organization? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Strongly agree 56 31.1% 31.1% 31.1% 

Agree 66 36.7% 36.7% 67.8% 

Neutral 34 18.9% 18.9% 86.7% 
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Disagree 20 11.1% 11.1% 97.8% 

Strongly 

disagree 

4 2.2% 2.2% 100.0% 

Total 180 100% 100%  

Interpretation:  

A total of 67.8% of respondents consider AI-based SFA tools to be cost-effective solutions, 

with 31.1% strongly agreeing. This reflects a favorable perception of the financial benefits 

associated with AI tools in sales. Nonetheless, a minority of 13.3% expressed skepticism, 

indicating room for improvement in demonstrating ROI and justifying costs to stakeholders.  

Table 28: Overall, how satisfied are you with the AI-based SFA tools in your 

organization? 

Response Frequency Percentage Valid Percentage Cumulative 

Percentage 

Very satisfied 47 26.1% 26.1% 26.1% 

Satisfied 75 41.7% 41.7% 67.8% 

Neutral 32 17.8% 17.8% 85.6% 

Dissatisfied 19 10.6% 10.6% 96.1% 

Very dissatisfied 7 3.9% 3.9% 100.0% 

Total 180 100% 100%  

Interpretation:  
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The satisfaction level for AI-based SFA tools is quite high, with 41.7% of respondents stating 

they are satisfied and 26.1% very satisfied. This indicates a generally positive reception of the 

tools within organizations. Conversely, only 14.5% reported dissatisfaction, reflecting that 

while many users appreciate the tools, a small group may require enhancements or different 

functionalities to meet their needs better.  

Hypothesis Testing 

Hypothesis 1 

H₀: “There is no significant association between the integration of Artificial Intelligence and 

the reduction of human error in sales force automation”. 

H₁: “There is a significant association between the integration of Artificial Intelligence and 

the reduction of human error in sales force automation”. 

Table 29: Chi-Square Test for Association Between AI Integration and Human Error 

Reduction in Sales Force Automation 

Value df Asymp. Sig. 

Pearson Chi-Square 25.392 4 

Likelihood Ratio 26.498 4 

N of Valid Cases 180  

Interpretation:  

With four degrees of freedom, the Pearson Chi-Square value is 25.392, and the Asymptotic 

Significance (Asymp. Sig.) is 0.000, according to the Chi-Square Test findings. Compared to 

the traditional alpha threshold of 0.05, this value is significantly lower. Consequently, we 

choose the alternative hypothesis (H1) above the null hypothesis (H0). This suggests that there 

is a significant correlation between the incorporation of AI and the decrease in human error in 
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sales force automation, suggesting that AI is essential for improving the precision and 

effectiveness of sales procedures. 

Hypothesis 2 

H₀: “There is no significant impact of AI on improving sales productivity across different 

industries”. 

H2: “There is a significant impact of AI on improving sales productivity across different 

industries”. 

Table 30: Chi-Square Test for Impact of AI on Sales Productivity Across Industries 

Value df Asymp. Sig. 

Pearson Chi-Square 18.256 4 

Likelihood Ratio 19.370 4 

N of Valid Cases 180  

Interpretation:  

With four degrees of freedom and an asymptotic significance of 0.003, the Pearson Chi-

Square value for the Chi-Square Test for Independence is 18.256. The null hypothesis (H0) is 

rejected in favor of the alternative hypothesis (H1) since this value is less than the 

significance threshold of 0.05. This finding highlights AI's transformative significance in 

boosting operational performance and propelling sales growth, showing that it has a 

significant influence on increasing sales productivity across various industries. 

5. Conclusion 

The current research emphasizes the significant significance of Artificial Intelligence (AI) in 

boosting sales productivity and sales force automation (SFA) across different industries. The 

results indicate that integrating AI tools into sales processes is strongly associated with a 
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decrease in human errors, proving that AI may improve accuracy and simplify operations. 

AI's transformative potential is further shown by the good effect it has on sales productivity, 

which enables businesses to become more efficient and responsive to market needs. In a 

market that is changing quickly, these insights are priceless for companies looking to take 

advantage of the age of technology. 

The research does have several limitations, however, especially with regard to the breadth 

and sample size. A bigger sample size could provide more thorough insights into the 

subtleties of AI integration across various sectors, even though the research included a wide 

variety of industries. Furthermore, the research relied mostly on quantitative data, which may 

have obscured qualitative components of AI deployment, such as user experiences and 

adoption issues. To get a more comprehensive knowledge of the effects of AI in sales 

contexts, future research should think about examining these qualitative aspects. 

Future research on the long-term impacts of AI on sales procedures and the changing 

character of customer contacts has a lot of room. The implications of new AI technologies, 

such machine learning and predictive analytics, on sales techniques might be the subject of 

future studies. Businesses looking to improve their sales processes may also find useful 

insights from investigating how organizational culture and personnel training affect the 

effective integration of AI tools. Understanding the implications of AI technology for sales 

force automation will be essential for maintaining competitive advantage and attaining long-

term success as it develops. 
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