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Abstract:  

Rapid evolution of digital transformation and cloud-based customer relationship management (CRM) 

systems, the importance of secure customer data management has become increasingly crucial for 

modern business organisations. As a top CRM platform, Salesforce handles a massive amount of 

sensitive customer data, including personal information, transaction records, communication logs, and 

business analytics. However, data security, unauthorised access, privacy breaches, lack of transparency 

and cyber threats are caused by the centralised architecture of traditional CRM systems. In this context, 

blockchain technology has emerged as an innovative solution to enhance data security, integrity and 

transparency and trust in the management of customer data.  

This paper targets the role of secure customer data management based on blockchain for the 

improvement of Salesforce CRM systems. The research investigates the potential of blockchain 

technology to enhance the security architecture of Salesforce through the use of decentralised storage, 

immutable transaction records, encryption mechanisms, and secure access control. Businesses can 

leverage blockchain with Salesforce to authenticate the integrity of their data, prevent unauthorised 

modifications, reduce the risk of cyberattacks, and enhance customer trust in them. Blockchain’s 

distributed ledger technology enables real-time verification and secure sharing of customer data with 

authorised stakeholders, while ensuring transparency and accountability.  

The study also explores various blockchain features, such as smart contracts, cryptographic hashing, 

consensus mechanisms and decentralised identity management, which help improve customer data 

protection in Salesforce environments. In addition, the study highlights the benefits of blockchain 

integration that include better operational efficiency, better compliance with data protection regulations, 

better customer relationship management, and better reliability of business operations. Simultaneously 

the study identifies challenges associated with blockchain implementation such as high deployment cost, 

scalability issues, integration complexity, technical limitations and lack of awareness among 

organisations. 

Keywords: Customer Relationship Management (CRM), Blockchain, Salesforce and Customer Data 

Management. 
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1. INTRODUCTION 

Emerging technologies, such as Blockchain and artificial intelligence (AI), are regarded as disruptive 

forces capable of transforming corporate operations across several industries. These technologies are 

categorized as "disruptive" due to their ability to replace traditional methods and enable new approaches 

for problem-solving and innovation. However, an opposing viewpoint contends that Blockchain and 

other distributed ledger technologies may not be disruptive in the classic sense. This critical 

categorisation emphasises Blockchain's capacity to provide consistent systemic changes rather than 

abrupt upheavals. 

The ultimate disruptive or fundamental character of Blockchain is dependent on the development of 

particular commercial use cases and the resolution of critical integration issues. This is especially 

important in the context of enterprise systems (ES), where seamless integration across several platforms 

and data kinds is required. Customer relationship management (CRM) systems, as well as corporate 

systems focused on sales, service, marketing, and digital commerce, are examples of how these 

difficulties intersect. 

In recent years, the CRM environment has seen tremendous upheaval. CRM 3.0 represented a trend 

toward merging structured data from conventional relational databases with unstructured data derived 

from customer interactions on social media platforms. The challenge of reconciling these diverse data 

types has revealed substantial integration problems. Blockchain, being a sort of distributed ledger 

technology, presents unique hurdles for CRM integration. The unique database structure raises problems 

regarding the efficient integration of standard CRM systems with Blockchain-based solutions. 

CRM 4.0 is a new paradigm that emerges at the junction of Blockchain and CRM. This paradigm has 

the potential to improve customer data security, transparency, and trust; however, research into the 

complexity and applicability of Blockchain solutions for large CRM business systems is yet limited. At 

now, a comprehensive evaluation of how Blockchain might enhance CRM skills or address existing 

deficiencies has not been conducted . Organising these demands requires technological innovation and a 

deep grasp of how Blockchain may connect with CRM's strategic goals, allowing organisations to 

provide more personalised, secure, and efficient customer experiences. 

2. BACKGROUND 

2.1 Customer Relationship Management (CRM) 

According to academic research, CRM is a manifestation of the revolutionary marketing technique 

known as relationship marketing (RM), sometimes known as one-to-one marketing. While increased 

income from repeat sales is a purported advantage of CRM, a CRM benefits framework proposes that 

organisations may profit at the operational, tactical, and strategic levels. These include better customer 

data, process and service management, greater productivity, refined market segmentation, key account 

management, channel management, and higher customer happiness, among others. Several CRM 

approaches have been proposed, including the operational-analytical-collaborative paradigm, which 

holds that CRM systems prioritise automation and efficiency, data analysis, and interactions, 

respectively. CRM is defined by Gartner, Inc. as a strategy that aims to maximise revenue and 

profitability while improving customer happiness and loyalty. In compliance with this rule, Gartner 

divides CRM software systems into five dimensions: sales, marketing, customer service, digital 
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commerce, and cross- CRM. This dispersion enables multiple specialist vendors to provide specialised 

solutions that technically qualify as CRM, but not matching classic CRM systems, which began as 

simple contact databases and expanded to automate sales operations such as lead management. 

2.2 Blockchain 

Blockchain is a distributed ledger that is both tamper-evident and tamper-resistant, with a focus on 

decentralisation. Created the first and most widely utilised Blockchain application, a peer-to-peer 

payment system (Bitcoin). Blockchain is defined as a digital, decentralised transaction record with 

identical copies stored on several computer systems overseen by numerous authorities. Each block has a 

header containing information and data, which is a collection of transactions. Cryptographic techniques 

support the network's rules, which prevent data manipulation and equivocation. As more blocks are 

added, the previous blocks become more harder to change. New blocks are mirrored across network 

ledger copies, and any inconsistencies are automatically resolved using predetermined rules (i.e., the 

consensus method). The network's nodes use a consensus mechanism to reach agreement on the next 

block to be added, ensuring decentralised governance, quorum, performance, authentication, integrity, 

nonrepudiation, and Byzantine fault tolerance. Several consensus mechanisms exist, including proof of 

work (PoW), in which a user generates the subsequent block by being the first to resolve a 

computationally demanding puzzle; proof of stake (PoS), in which selected validators, determined by 

their blockchain holdings, are tasked with validation; delegated proof of stake (DPoS), in which 

participants elect and can revoke delegates' rights to validate blocks; and proof of authority (PoA), 

which utilises the value of identity Blockchain systems fall into three categories: public, consortium, and 

private. In a public blockchain, all data is available to the public, and anybody may participate in the 

consensus process (without permission). A private blockchain is a focused network primarily overseen 

by a single firm, while a consortium blockchain is managed by a group of enterprises. The records of 

private and consortium Blockchain systems may be public or private; nevertheless, only authorised 

nodes can participate in the consensus process (permissions). 

2.3 Blockchain & CRM 

Blockchain integration with CRM may improve customer experiences, give considerable customer 

value, promote data confidentiality, and enable efficient data interchange. Blockchain's high security 

characteristics make it an excellent candidate for reducing the consequences of destructive attacks, either 

by preventing data loss or improving recovery efforts. Blockchain enables verifiable transactions with 

complete transparency. Transparency has a significant impact on consumer trust, which drives customer 

relationships and loyalty. The ability of blockchain to allow trust without human interaction may, 

unfortunately, lead to a trust deficit in B2B buyer-seller interactions, leading in a number of undesirable 

effects. Implementing Ricardian contracts as legally binding, machine-readable agreements via 

Blockchain may render the B2B sales position obsolete. The most thoroughly studied feature of 

Blockchain technology in CRM is loyalty management, which is part of the Marketing dimension. 

Blockchain is thought to enable the real-time exchange and redemption of reward points, improve the 

capacities of multi-brand and firm exchanges via token utilisation, and boost customer social capital and 

community sentiment [18]. Lufthansa, Singapore Airlines, Cathay Pacific, and Air Asia have changed 

their air miles incentive programs into digital wallets that use Blockchain and gamification to improve 

customer experience and brand value, resulting in increased brand loyalty. The picture demonstrates the 

significant benefits of using blockchain technology into customer relationship management (CRM) 
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systems. Blockchain strengthens security by ensuring data integrity and preventing unauthorised access, 

while also empowering users by giving them greater control over their personal information [19]. It 

allows for cost savings by reducing intermediaries and operational expenses. Furthermore, blockchain 

enables transparent transactions by creating immutable and verifiable records, increasing stakeholder 

trust. Finally, it improves data quality by keeping exact, consistent, and decentralised records. 

Collectively, these benefits make blockchain a revolutionary alternative to current CRM systems. 

 
Figure 1 Benefits of Integrating Blockchain Technology in CRM 

2.4 OBJECTIVES OF THE STUDY 

 Understand blockchain technology and its uses in CRM.  

 Analyse current customer data management techniques in Salesforce systems.  

 Evaluate security difficulties and hazards in conventional customer data storage systems.  

 Exploring how blockchain technology enhances data security, privacy, transparency, and trust in 

Salesforce contexts. 

3. LITERATURE REVIEW 

Customer Relationship Management (CRM) solutions are crucial for optimising customer interactions, 

increasing operational efficiency, and promoting client loyalty across sectors. The financial industry, 

particularly the stock market, has increasingly relied on CRM systems such as Salesforce to satisfy the 

changing demands of customers and enhance their overall experience. This literature analysis 

emphasises the importance of CRM systems in stock market applications, reviews recent 

breakthroughs, and identifies research needs to guide the development of additional Salesforce CRM 

capabilities suited to this industry. 

1. Integrating AI in CRM 

Sharma and Gupta (2021) investigate this tendency, concentrating on financial markets. They suggest 

that AI-enhanced CRM systems provide unmatched insights into client behaviour, allowing stock 

market businesses to forecast investment patterns and optimise portfolio management. However, their 

research identifies substantial hurdles, such as the complexities of financial data, ethical considerations, 

and data protection issues. Their results highlight the need of creating bespoke AI-powered solutions 

inside Salesforce CRM to successfully address these concerns. 
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2. Real-time analytics for CRM 

In stock market applications, the capacity to handle and analyse data in real time is essential. Tan and 

Li (2022) performed a comparative assessment of CRM systems' capabilities and approaches for 

managing real-time analytics. Their findings identify major advantages such as better decision-making 

and customer service, but also highlight limits in the scalability and flexibility of current solutions. The 

authors argue that incorporating sophisticated analytics capabilities into Salesforce CRM may help 

stock market businesses react more effectively to market movements and customer demands. 

3. Predictive Analytics to Improve Decision-Making 

Patel and Mehta (2023) examine the importance of predictive analytics in CRM systems for stock 

market applications. Their findings show how predictive algorithms may help businesses forecast 

market trends, evaluate risk, and personalise customer interactions. They suggest that Salesforce CRM, 

when combined with powerful predictive analytics technologies, may greatly improve customer 

happiness and loyalty. However, the report also notes a gap in predictive analytics' integration with 

other CRM capabilities, such as automated communication and compliance management, limiting its 

overall effectiveness. 

4. Customer-centric Innovations 

Johnson and Davis (2023) investigate the effect of customer-centric innovations in financial services 

powered by Salesforce CRM. Their results emphasise the value of customisation and automation in 

serving the different demands of stock market customers. They acknowledge that Salesforce CRM's 

flexibility enables businesses to personalise their offerings, but they also remark that its basic 

capabilities often fall short of tackling the complexity of financial markets. The authors propose that 

Salesforce CRM be further customised with modules for portfolio management, trading analytics, and 

compliance monitoring. 

5. Data Security and Compliance. 

Data security and compliance are significant considerations for CRM systems in the banking sector. 

Wang and Zhou (2024) address these challenges, emphasising the need of strong security measures and 

regulatory compliance within CRM systems. Their study finds holes in current CRM solutions, such as 

Salesforce, for resolving these problems. They believe that incorporating sophisticated encryption, real-

time monitoring, and compliance tracking tools into Salesforce CRM may reduce these risks and 

improve its acceptability for stock market applications. 

6. Industry-specific customisations. 

Singh and Verma (2024) address the need of customising Salesforce CRM to match the unique 

requirements of the stock market business. Their research offers an industry viewpoint, emphasising the 

limits of off-the-shelf CRM systems and the advantages of customised features. They claim that adding 

features like real-time market updates, client portfolio analysis, and automatic trading alerts may 

considerably increase Salesforce CRM's efficacy in this environment. Their results highlight the need 
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of continuous innovation and adaptation to stay up with the changing demands of the stock market. 

7. The future of AI-driven CRM. 

Brown and Wilson (2024) investigate the future possibilities of AI-powered CRM systems for stock 

market applications. They emphasise the revolutionary power of AI in consumer interaction, 

operational efficiency, and market forecasting. According to their findings, incorporating AI 

capabilities into Salesforce CRM allows businesses to provide more personalised and proactive 

services, increasing customer happiness and loyalty. However, the authors warn that effective adoption 

of AI-powered CRM systems necessitates resolving issues like as data quality, system compatibility, 

and user training. 

4. PROPOSED FRAMEWORK FOR BLOCKCHAIN-CRM INTEGRATION 

4.1 Strategic Alignment 

Establish goals and use cases for blockchain deployment in CRM, such as improving loyalty programs, 

increasing data security, and optimising operations. Involve stakeholders in aligning business goals with 

technical requirements, ensuring quantitative success indicators (e.g., customer happiness, efficiency 

improvements). 

4.2 Architectural Design 

Create a blockchain architecture designed particularly for CRM requirements: 

1. Blockchain Type: Use public blockchains for openness (e.g., loyalty programs) and 

private/consortium blockchains for secret data. 

2. Use energy-efficient consensus mechanisms, such as Proof of Stake (PoS) or Proof of Authority 

(PoA). 

3. Smart Contracts: Use modular and reusable smart contracts to automate customer relationship 

management operations like contract renewals and loyalty redemption. 

4.3 Integration Framework 

Facilitate an easy link with existing CRM systems: 

i) Create middleware solutions for interoperability between blockchain and CRM systems. Use APIs 

and plugins to integrate blockchain functionality into commonly used systems (such as Salesforce) 

ii) Align data across blockchain and CRM systems for consistency. 

4.4 Security and Regulatory Adherence 

Address regulatory and security concerns 

Use decentralised identification (DID) technology for customer authentication while protecting privacy. 

i. To comply with regulations like GDPR, it's important to encrypt sensitive information and only 

save relevant blockchain hashes. 

ii. Implement automated monitoring for blockchain activities to ensure data integrity and regulatory 

compliance. 

4.5 Pilot Execution 

Implement a prototype system to evaluate blockchain-enabled CRM features such as secure data sharing 

and tokenised loyalty programs. Perform iterative testing to improve speed while ensuring scalability 

https://www.ijsat.org/


 

International Journal on Science and Technology (IJSAT) 

E-ISSN: 2229-7677   ●   Website: www.ijsat.org   ●   Email: editor@ijsat.org 

 

IJSAT260211032 Volume 17, Issue 2 (April-June 2026) 7 

 

and usability in real-world circumstances. 

4.6 Expanded Implementation 

Gradually increase blockchain acceptance. 

i) Begin with non-essential CRM services (e.g., loyalty programs) before extending to core operations. 

ii) Educate stakeholders and people on blockchain integration methods for successful deployment. 

iii) Evaluate system performance and gather user feedback to guide optimisation efforts. 

4.7 Ongoing Innovation 

Encourage continued progress. 

i) Investigate advanced applications like blockchain-enabled predictive analytics and fraud avoidance. 

ii) Collaborate with external stakeholders to build industry-wide blockchain networks. 

iii) Utilise emerging technologies like lightweight protocols and hybrid blockchain models for increased 

efficiency. 

 
Figure 2 Proposed Framework 
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5. FUTURE RESEARCH DIRECTIONS 

The combination of blockchain with CRM has significant opportunities; nonetheless, numerous 

elements need more examination. 

a. Scalability and Performance: - Research advanced consensus algorithms and Layer 2 scaling 

solutions, such as sidechains, to provide high-throughput and cost-effective operations for 

enterprise-level CRM systems. 

b. Standardisation and Protocols: Develop standardised data exchange protocols and APIs for 

blockchain integration across CRM systems and industries. 

c. Balancing Automation and Human Interaction: Investigate how blockchain-based automation 

affects consumer trust and loyalty, while maintaining the importance of human interaction in 

relationship management. 

d. Analyse novel use cases, including uses outside loyalty programs. 

i. Fraud Prevention: Early detection and prevention of fraudulent transactions. 

ii. Personalised Marketing: Blockchain analytics provide hyper-personalized customer 

experiences. 

iii. Ensure safe client onboarding using decentralised identity verification. 

e. Regulatory Compliance and Ethical Considerations: Assess the impact of data privacy laws on 

blockchain applications, balancing immutability with the right to data deletion. 

Examine blockchain's influence on industry-specific CRM challenges, such as healthcare data 

interchange, retail loyalty programs, and customer management in financial services. 

6. CONCLUSION 

The combination of blockchain technology with CRM represents a significant shift toward a more 

secure, transparent, and effective way of managing customer relationships. Blockchain has the potential 

to improve organization-customer relationships by addressing fundamental obstacles such as data silos, 

privacy concerns, and operational inefficiencies. This paper highlights the benefits and drawbacks of 

blockchain deployment in CRM, emphasising its potential to boost customer trust, loyalty, and data 

security. 

Nonetheless, broad use requires overcoming integration challenges, scalability restrictions, and 

regulatory barriers. The proposed framework serves as a roadmap for organisations to strategically 

integrate blockchain technologies in customer relationship management, beginning with specialised use 

cases such as loyalty programs and gradually incorporating them into core operations via iterative 

deployment. 

To preserve the integrity of relationship management, future research should focus on scaling 

blockchain applications, standardising integration protocols, and balancing automation with human 

interaction. Blockchain-CRM integration may help support CRM 4.0 by exploring innovative use cases 

and industry-specific solutions, setting new norms for customer engagement and organisational 
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efficiency. 
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