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ABSTRACT

Predictive Business Analytics has become an
effective instrument of improving digital
marketing efficiencies in a more competitive
and data-rich business climate. This paper
discusses the relevance of predictive analytics
methods to make use of past and current data
to predict consumer behavior, optimize
marketing campaigns and enhance decision-
making processes across the digital platform.
Through customer interaction trends, customer
online browsing behavior, customer purchase
patterns and engagement indicators, predictive
analytics helps marketers to understand or
predict customer needs, tailoring marketing
messages and resource allocation to be more
effective. The paper notes that predictive
analytics helps to increase campaign
efficiency because it improves targeting
accuracy, lowers customer acquisition costs
and improves conversion rates. Moreover, the
assimilation of predictive analytics into the
digital marketing approach helps in the
proactive  planning, = measurement  of
performance and ongoing optimization. The
paper recommends that predictive business
analytics is important in making digital
marketing a strategic performance-oriented
rather than a reactive operation that creates
quantifiable business value and sustainable
competitive advantage.
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Digital Marketing; Marketing Performance;
Customer Behavior Prediction.
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Introduction

The speed of development of digital
technologies has shifted the paradigm in
marketing considerably, as the traditional and
mass-driven marketing strategies have been
replaced by the highly oriented and data-
driven digital marketing strategies. Modern
consumers engage in digital touchpoints with
brands via numerous digital interactions with
brands in the form of web pages, Internet
search engines, social networks, mobile apps
and e-commerce websites. Such interactions
produce enormous volumes of data pertaining
to consumer tastes, behavior patterns, and
buying habits and response. Although the
existence of such data has great prospects to
the marketers, it is also a challenge both in
data management, data interpretation and
effective use. Predictive Business Analytics
has become an urgent business tool in this
respect by providing organizations with the
opportunity to predict consumer behavior and
formulate strategic decisions. Predictive
Business Analytics is defined to be the
application of statistical methods, machine
learning models and data modelling to
evaluate past and present data to forecast what
is going to happen in the future. Contrary to
descriptive analytics which is concerned with
an idea about what has already been done,
predictive analytics is concerned with an idea
of what is expected to be done next. This
ability is especially useful in digital marketing
since the consumer behavior is dynamic, and
affected by the fast-evolving technological,
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social and economic conditions. Predictive
analytics can help marketers to stop reactive
decision-making and be proactive that
considers customer needs and market trends.
Indicators like the level of engagement and the
cost per customer acquisition, conversion
rates, customer acquisition costs and click-
through rates are usually regarded as the
means of measuring digital marketing
performance.
enhancing these measures used to be based on
a trial and error approach or even intuition or
experience. Nonetheless, these strategies are
becoming inadequate in the highly digitalized
setting where the level of competition is high,

Conventional methods of

and customer demands are high. Predictive
business analytics gives a logical structure of
enhancing levels of digital marketing by
identifying trends in consumer data, and
predicting future reactions to marketing
activities. The necessity to target customers
correctly is one of the crucial factors that
precondition the increased significance of
predictive analytics in digital marketing. The
digital medium enables the marketer to tap a
huge number of people, yet the lack of
specificity can result in the futility of
resources and  ineffective  campaigns.
Predictive analytics can assist the marketer to
determine high-potential customers based on
variables of browsing behavior, purchase
history, demographic characteristics and
engagement patterns. Through forecasting
how consumers are most likely to react well to
a campaign, the organisations will know
where to concentrate their energies on the
most viable segments hence increasing
conversion rates as well as lowering the
marketing cost. Predictive analytics is also
crucial in personalization that has evolved to
be a core component of effective digital
marketing  strategies. =~ Consumers  are
demanding more personalized experiences that
are based on their preferences and needs.
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Marketers will be able to identify the specific
interest of individual customers and give
tailored content, product suggestions and
offers through the predictive models. Such a
high degree of personalization improves the
experience of the wusers, boosts their
engagement and brand loyalty. Consequently,
predictive analytics can result in a direct
impact on enhancing the performance of
digital marketing by making interactions
relevant and meaningful.

The other significant thing about predictive
business analytics is that it aids in campaign
optimization. In digital marketing campaigns,
various variables are usually involved such as
the ad creatives, the search words, time of the
day, and mediums and budgetary allocation.
Predictive analytics will help marketers to
predict the probable effect of various
campaign scenarios and choose the most
successful combinations. Organizations can
reduce risks and maximize returns by
predicting performance of the campaigns prior
to actual execution. This analytical ability
helps in improving and remaining dynamic in
digital marketing strategies. Predictive
analytics also strengthens the performance of
digital marketing by assisting in retaining as
well as managing churn. Maintaining the old
customer base can be less expensive than
acquiring new customers, and the digital
landscape is featured by the low switching
costs and the competitive nature. Tracing
behavioral indicators like a decrease in
engagement or lower purchases rate can
predict customers who are susceptible to be
disengaged or churn using predictive models.
This knowledge enables marketers to
undertake appropriate aspects of retaining the
target customer, like special offers or personal
messages at the right time, thus enhancing the
performance results in the long run. Besides,
predictive business analytics helps in strategic
planning in online marketing. The ability to
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predict the market trends, consumer demands
and competitive forces will help organizations
to develop long term digital marketing
strategies that will be in line with future
opportunities and challenges. This proactive
worldview contributes to strategic consistency
and makes certain that the digital marketing
activities are in line with other organizational
goals. To conclude, the establishment of
predictive business analytics in digital
marketing is a profound change in the
marketing practice. It helps marketers predict
consumer behavior as well as optimize
campaigns, individualize experience and better
performance metrics in a system that is
systematic. With the continued development of
digital environments and the growth in data
volume, predictive analytics is destined to
become a more crucial part of the
development of effective, efficient and
performance-based digital marketing
strategies.

Concept of Predictive Business Analytics
Predictive Business Analytics can be
explained as the logical application of past
data, statistical methods, machine learning and
progressive modeling applications to predict
future business event occurrences, behaviors
and consequences that are viable to business
decision-making. It is a higher form of
business analytics that transcends the
description of the past performance and the
comprehension of the current state of affairs to
the perception of the probable in the future. I
believe that in a very competitive and
unpredictable business environment,
predictive analytics allows organisations to
make proactive data-driven decisions as
opposed to operating only through intuition,
experience, and reactive strategies. The most
essential aspect of predictive business
analytics is the examination of patterns and
relationships inherent in the historical and
real-time information. Organizations receive
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huge amounts of data on a daily basis; data
can be internal and external such as customer
transactions, digital interactions, system
operations, social media and market reports.
This data is utilized by predictive analytics to
create models used in identifying trends,
correlations and patterns of behavior. New
data or incoming data are then subjected to
these models to come up with predictions on
the future outcomes, including customer
demand, purchasing behavior, market trend, or
operational risk. This proactive feature
separates predictive analytics and descriptive
and diagnostic analytics. Predictive business
analytics is based upon the theoretical basis of
machine learning and statistical modeling.
Conventional statistical methods that include
regression analysis, time series forecasting and
probability modelling have been in existence
to predict results using past information. As
the computing power and availability of data
has improved, machine learning methods like
decision trees, neural networks, clustering and
ensemble models have gained more and more
visibility. These methods enable predictive
models to learn in data, become accurate as
time goes by and can embrace complex and
non-linear relationships that arise and are hard
to capture using conventional methods.
Consequently, predictive analytics have been
enhanced to be stronger, adaptable and
scalable in a wide range of business
environments.

The process of predictive business analytics is
usually organized, and it commences with the
process of data collection and preparation. The
quality of data is crucial to valid predictions
and therefore, data cleaning, integration and
transformation are important processes in the
analytics process. When the data are ready, the
selection of relevant variables and predictive
modelling based on suitable analytical tools
are developed. The models are tested and
validated afterwards to ascertain their
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reliability and accuracy. Lastly, the approved
models are implemented to make predictions
that inform business decisions. This is a
systematic procedure, which is used to provide
predictive insights which are statistically valid
and practical. The major aspect of predictive
business analytics is that it can help in
proactive decision-making. This is because
through forecasting future, the organizations
are able to predict challenges and
opportunities even before they occur. As an
example, predictive analytics can assist
companies in forecasting the customer demand
and this will enable the business to plan better
inventory and production. It is also capable of
forecasting the customer churn, and thus firms
can use the retention strategies ahead of time.
Predictive analytics enable personalized offers
and maximized pricing schemes by forecasting
the reaction of customers in marketing. This
proactive strategy boosts productivity, lowers
the unpredictability and general business
performance. The other aspect of predictive
business analytics that is of great importance
is its aspect in risk management. Business
decisions are wusually associated with
uncertainty and risk that can be associated
with market changes, consumer behavior and
competition. Predictive analytics assists
organizations to evaluate the probability and
consequences of possible risks through
modelling various situations and
consequences. Such a risk-conscious decision-
making would allow the business to come up
with contingency plans, resource allocation,
and reduce possible losses. This way,
predictive analytics is a contributor not only to
growth but also resilience in the organization.
Continuous learning and improvement is also
a factor in predictive business analytics.
Predictive models are not fixed; they are
continuously changed whenever new data is
present. The constant renewal of the models
with new data will help the organization to
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strengthen its forecasts and adapt to changing
circumstances. Such dynamic behavior of
predictive analytics is especially useful in
rapidly evolving settings like digital
marketing, finance and supply chain
management. Constant improvement of the
models makes the predictions to be more
relevant and reliable with time. Moreover,
predictive business analytics can be used to
facilitate strategic alignment by connecting
analytical insights and business objectives.
The most useful predictions are the ones that
are used to implement strategic choices
concerning growth, innovation and
competitiveness. Using predictive analytics in
the strategic planning processes will enable
organizations to align their activities with the
expectations of the future trends in the market
and consumer demands. This strategic
integration will make predictive analytics a
business strategy rather than a technical
instrument.

Image 1: Predictive Business Analytics
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Digital Marketing Performance Metrlcs

Digital Marketing Performance Metrics can be
defined as a number of quantifiable parameters
that are applied to establish the effectiveness,
efficiency and general effect of the digital
marketing activities in the online platform.

Moded

Internet marketing is no longer a scenario of
the conspicuity of the brand and the question
of creativity but has been transforming into
more data-driven, measurable, and
accountable. The performance measures will
also equip a marketer with the quantitative
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data of the success of the digital campaigns in
delivering their goals i.e. enhancing brand
awareness, web traffic, leads, customer
response and ideal ROIL. The metrics are an
important avenue of objective decision making
and continuous improvement of online
marketing  strategies. The category of
indicators of digital marketing performance
includes one of the simplest ones and is
divided into the one concerning traffic and
reach. Web visits, unique visitors, impressions
and reach are the metrics used by marketers to
understand the number of users exposed to
digital content or adverts. These figures
characterize the recognition, and the first
effect of the online marketing. Although heavy
traffic and reach do not imply conversions,
brand recognition and audience growth should
be taken into account. The marketer can also
use the analysis of the origin of traffic like
organic search, paid advertising, social media
and referral in understanding which channel is
best in attracting users. However, engagement
metrics can be important in determining digital
content and engagement between the digital
content and audiences. Such indicators as a
click-through rate (CTR), time spent on a
webpage, a page in a session, likes, shares,
comments and views on social media represent
the information about the interest of the user
and interaction. The high fan pages portray
that the content is relevant, and it is appealing
and satisfying the needs of the viewers. They
especially play a crucial role in terms of
content marketing and social media marketing,
where the focus is being put on relationships
and the need to communicate and not to sell.
The engagement data will enable marketers to
maximize the content approach and advance
the relationship with the audience. The other
important  digital marketing performance
indicator is the one, which relates to the
conversion and lead generation. Rate of
conversion is the percentage of such users who

www.ijrt.org

International Journal of Research and Technology Volume 5, Issue 1, 2017

always do whatever they want to do be it
making a purchase or filling a form or even
subscribing to a newsletter or downloading
material. The efficacy of the digital campaigns
to generate interest in the potential customers
is gauged by the metrics used in the Lead
generation that involves the cost per lead and
the quality of the leads. These measures are
directly related to business and marketing
processes and are necessary in the
quantification of the success of the digital
marketing work in achieving real results. In
the evaluation of economic performance of
digital marketing, financial and efficiency
measures emerge as the key aspects. Cost per
acquisition (CPA) and cost per click (CPC)
and the return on marketing investment
(ROMI) are some of the measures that
marketers use to establish the efficient
utilization of resources. These indicators
enable organizations to determine the value of
various campaign and channels and their cost.
The monetary values are of great significance
especially in budgetary allocation and
optimization so that the marketing investments
yield maximum returns.

The customer-centric indicators are also
included in the digital marketing performance
measures that put emphasis on the long-term
value instead of the short-term transactions.
The metrics that will be used include customer
lifetime value (CLV), retention rate and the
churn rate which will give the information
about the sustainability of the activity of the
marketing. These steps will assist marketers in
realizing that the digital strategies are effective
to establish the sustainable relations with the
customers and motivate them to use them on a
regular basis. Loyalty of customers in the
highly competitive digital markets could be
much cheaper than customer acquisition, and
customer-focused  actions are  gaining
importance. Channel-specific measurement is
the other performance measure of digital
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marketing based on its dimensions. Special
measurements will be necessary in terms of
measuring performance with regards to the
application of various digital platforms.
Another example is that in search engine
marketing the measures are the ranking of the
key words and quality scores as compared to
the email marketing where the measures are
the open rates and the click rates. Participation
and growth of the followers is more to do with
social media marketing, on the other hand, the
conversions rate and average order value
preoccupy e-commerce platforms. There is the
metrics channel specificity that enables
performance that is contextually measured.
Constant monitoring and optimization is also
assisted using the measurements of the digital
marketing performance. The online marketing
enables the tracking and evaluation of the
outcome of the campaigns in real time as
opposed to the conventional marketing. This
allows the marketers to know which campaign
is not performing well in good time and
correct the same. One of the applications of
A/B testing is the performance of the variants
of adverts or content where the most efficient
variant is pursued. This cyclic process will
make the marketing strategies more responsive
and agile.

Image 2: Digital Marketing Analytics

Literature review

Kotler and Keller (2016) explored the
efficacy of analytics-aided marketing choices
in the online environment. Their empirical
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research showed that predictive business
analytics enhances the performance of digital
marketing because marketers can predict
demand, analyze the results of campaigns and
allocate the marketing resources in a more
effective way. The authors made the
conclusion that companies that use predictive
analytics have a greater ROI in digital
marketing and  superior  performance
accountability.

Wedel and Kannan (2016) shedded light on
the increased significance of marketing
analytics in grasping convoluted consumer
experience of the digital and physical
touchpoints. They described that with
sophisticated methods of analysis, companies
can monitor, foresee and affect the behavior of
consumers in actual time. Their analysis has
shown that insights that are created through
analytics can be used by marketers to
customize the message, select channels better
and enhance overall the efficiency of
marketing campaigns as they are more likely
to be consistent with consumer decision-
making.

Leeflang, Verhoef, Dahlstrom and Freundt
(2015) evaluated the opportunities and
problems of big data and predictive analytics
in online marketing. They claimed that
predictive business analytics would improve
the performance of digital marketing since it
provides the ability to analyze consumer
interactions in real-time on the digital
platform. The research came up with the
conclusion that predictive analytics enables
superior strategic marketing choices by
utilizing extensive amounts of digital data to
turn them into actionable insights that enhance
customer engagement and brand performance.
Germann, Lilien and Rangaswamy (2015)
visited the role of advanced marketing
analytics capabilities in the performance of
firms operating in digitally intensive markets.
The results were that predictive analytics
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enhances the effectiveness of digital marketing
by enhancing customer targeting, campaign
personalization and resource allocation. Their
study established that the companies having
high predictive analytics advantage achieve
competitive  advantage by  increasing
marketing  performance and enhancing
marketing investment returns..

Wymbs (2014) explored the increased role of
predictive business analytics in digital
marketing decisions making and reasoned that
analytics-driven ~ marketing  can  help
companies to shift their performance
management practices towards reactive or
proactive. The research indicated that
predictive analytics enable marketers to
predict customer reactions, maximize the
timing of digital campaigns and enhance
marketing investment returns. Wymbs has
pointed out that companies that use predictive
models in their digital marketing initiatives get
high performance since data helps in
embedding strategies with strategic goals.
Jiarvinen and Karjaluoto (2014) explored the
role of web and predictive analytics in
measuring and enhancing the performance of
digital marketing, especially where large
volumes of data are involved. Their research
established that predictive analytics increases
the capability of the marketers to assess
customer involvement, conversion behavior
and long-term worth generation. The authors
came to the conclusion that analytics-based
online marketing enhances accountability and
allows optimizing the marketing efforts with
predictive insights continuously.

Germann, Lilien and Rangaswamy (2014)
considered the importance of marketing
analytics capabilities in the motivation of firm
performances  and  digital = marketing
performance. They proved that predictive
analytics improves the quality of marketing
decisions, by converting customer and market
data into useful predictions. Their results
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suggested that companies with developed
predictive analytics, are more efficient in
digital marketing, better customer targeting,
and competitive advantage.

Davenport (2013) examined how predictive
business analytics can enhance the strategic
value of contemporary marketing contexts and
highlighted its importance in enhancing
performance of digital marketing. He stated
that predictive analytics allows the marketer to
cease descriptive reporting in exchange of
customer behavior forecasting, campaign
results, and market tendencies. The paper has
pointed out that predictive analytics in digital
marketing help organizations to attain a high
degree of targeting accuracy, increased
campaign effectiveness and better return on
marketing investment by making sound
decisions based on data.

Germann, Lilien and Rangaswamy (2013)
examined the effects of marketing analytics
capabilities on firm performance and in
markets that are highly digitized. They found
that predictive business analytics enhances the
performance of digital marketing by
facilitating optimal customer segmentation,
digital campaign demand forecasting and
personalization. The authors found that the
success of firms in digital marketing efficiency
and long-term customer value creation is
better in companies with developed predictive
analytics.

Davenport, Barth and Bean (2012) explored
the impact of predictive business analytics in
improving the organizational performance
through the use of data-driven marketing
decisions. In their research, it is important to
note that predictive analytics enables
marketers to predict customer behavior, assess
the results of digital campaigns and optimize
the allocation of marketing resources. The
authors emphasized that companies applying
predictive analytics in digital marketing
situations have better campaign performance,
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attain more  customer-engagement and
enhanced conformity between marketing
activities and business goals.

Wedel and Kannan (2012) researched the
effect of analytics on digital and interactive
marketing strategies. Their reasoning was that
predictive analytics would help marketers to
utilize vast amounts of digital consumer data
and forecast responses on a number of digital
channels. Their results indicated that
predictive business analytics enhances the
effectiveness of digital marketing by helping
to personalize, target advertising and real time
optimization of online marketing.

Lavalle, Lesser, Shockley, Hopkins and
Kruschwitz (2011) explored the role of value
creation through analytics in organizations and
discovered that the success of successful
organizations in terms of creating value lies in
the ability to act on the insights presented.
They concluded that predictive analytics can
best work when it is integrated into decision-
making frameworks as opposed to a stand-
alone analytical activity. Their research
revealed that organizations that are founded on
analytics exhibit high levels of strategic
alignment and performance.

Lavalle, Lesser, Shockley, Hopkins and
Kruschwitz (2011) researched the application
of analytics by organizations to improve
business performance and established that
analytically guided companies are more
successful in the acquisition and retention of
customers. They have mentioned that the real
worth of analytics does not just rely in the data
gathering but converting data to useful
insights. They conclude that predictive and
prescriptive analytics-based firms have an
advantage over their competitors to forecast
consumer behavior and proactively react to
market changes.

Pauwels, Ambler, Clark, LaPointe,
Reibstein, Skiera, Wierenga and Wiesel
(2009) discussed the issues of connecting
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marketing analytics with financial
performance. They pointed out that analytics
is used to close the divide between marketing
activity and business performance by
measuring consumer response and brand
implications in the long term. Their study
revealed that marketing analytics practices
enhance results in terms of accountability and
support marketing investment to the top
management.

Kumar, Venkatesan and Reinartz (2008)
considered customer lifetime value (CLV) as
an analytic metric and showed how this data-
based understanding can assist companies in
recognizing profitable customers. They held
that the knowledge of consumer value and
analytics enables marketers to use resources in
a more efficient way, create retention
strategies and improve the long-term
profitability by paying attention to high-value
customer segments.
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Literature Review Comparison Table
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Author(s) Methodolo Research Gap
S. No. Study Focus Key Findings
& Year y gy / Data y g / Limitation
- . Lacks
Predictive analytics .
Role of | Conceptual | . : empirical
Davenport, L . improves forecasting oy
predictive analysis validation
Barth & ) . . accuracy and . .
1 analytics and big | with . specifically in
Bean ) . . supports data-driven | . .
data in business | industry . . digital
(2012) .. . digital marketing .
decision-making | examples .. marketing
decisions
performance
Predictive analytics
. Conceptual Y Does not
Marketing enhances )
Wedel & . framework . quantify
analytics in data- | . personalization and
2 Kannan . . with . performance
rich digital campaign
(2013) . secondary o .| outcomes
environments optimization n .
data .. . empirically
digital marketing
. . Focuses on
Marketing Strong analytics
Germann, . Survey- . firm-level
. analytics capability leads to
Lilien & o based . . performance
3 capability  and . superior digital
Rangaswa empirical ; . rather than
my (2014) firm stud marketing efficiency campaien-level
u -lev
Y performance Y and ROI } 'p g ]
digital metrics
Predictive analytics
Web and ) Y -
.. - improves Limited
Jarvinen & | predictive C
. . Case study | measurement, generalizability
4 Karjaluoto | analytics for .
. . approach accountability and | due to small
(2015) digital marketing o .
optimization of | sample size
performance .. .
digital campaigns

Campaign Optimization through Predictive
Analytics

The term predictive analytics Campaign
optimization may be described as the
utilization of past and current information,
statistical constructs and machine learning
formulas to the procedure of
planning, and efficiency of
marketing campaigns. The variables applied in
the campaigns within a digital marketing

improve
execution
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environment consist of the targeting of the
audience involved, the formulation of the
message, the selection of the channel, timing
and budgeting allocation. Predictive analytics
can enable marketers to derive past
performance and consumer behavioral patterns
on past campaigns in order to be able to
predict how different segments would respond
to given marketing stimuli. Organizations will
also be in a position to predict the responses of
the customers hence develop relevant, efficient
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and impactful campaigns. The predictive
analytics will assist in optimization of the
campaigns since it will identify the most
appropriate combinations of the marketing
variables before it is implemented in bulk.
Models such as the response modeling and the
propensity scoring can enable marketers to
establish the customers with the best chance of
engaging or converting a campaign. This
allows organizations to make investment in
segments that have high potential rather than
relying on the one-fit strategy. As a result, the
promotional activities will be more targeted to
remove the unwarranted expenditures and
raise the conversion. One more useful aspect
of predictive analytics in order to optimize the
campaign can be deemed as timing and
channel optimization. Predictive models
utilize engagement data in the past to develop
the most suitable time and digital channels to
post marketing messages. To give an example,
analytics can forecast the time when customers
are most likely to open emails, clicking on
advertisements, or buy something. This
knowledge helps the marketers to strategize
the campaign in a manner that will provide
optimal publicity and involvement to the
greatest number of customers without causing
them to burn out. Predictive analytics also
enhances experimentation and perpetual
betterment of campaign management.
Predictive models make it easier to test the
results of different campaign options
projected, as they enable A/B testing and
multivariate testing. Instead of relying on the
post-campaign analysis only, the marketers
can anticipate the situations of the campaigns
and choose those options, which they are
likely to anticipate the most. This 1is
preemptive optimization that makes dynamic
online markets agile and responsive. In
addition, predictive analytics on campaign
optimization result in effectiveness in long-
term marketing because it provides the
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opportunity to learn in the long run. Predictive
models are also more accurate as new
campaign information is constantly learned
through the process to allow the organization
to make changes and improve its strategies, as
well as to respond to the changing buyer
behavior. In such a way, the predictive
analytics will reverse the campaign
optimization as the reactive adjustment
procedure into the strategic and data-driven
role which will enhance the overall marketing
and ROL

Conclusion

The research paper indicates that the influence
of Predictive Business Analytics is immense
on the performance of digital marketing
because it changes the ways in which
marketing
implemented. Predictive analytics can improve
targeting accuracy, personalization, and
campaign optimization and customer retention
by facilitating good predictability of consumer
behavior. These features result in increased
rates of conversion, the lower costs of

decisions are  made and

marketing and the increase of the return on
investment. The results indicate that predictive
analytics transforms digital marketing to an
intuition-driven and reactive strategy into a
proactive and one that is evidence-driven. The
predictive business analytics in the digital
marketplace 1s  becoming
competitive and data intensive, and enhancing

increasingly

its usage is the key to successful marketing

performance, development of strong customer

relationship and sustainable competitive
advantage of any organization.

References

1. Kotler, P., & Keller, K. L. (2016).
Marketing management (15th ed.). Pearson
Education.

2. Wedel, M., & Kannan, P. K. (2016).
Marketing  analytics  for  data-rich
environments. Journal of Marketing,
80(6), 97-121.

87



ISSN: 2321~7529 (Online) | | ISSN: 23217510 (Print)

10.

11.

Germann, F., Lilien, G. L. &
Rangaswamy, A. (2015). Marketing
analytics and firm performance. Journal of
Marketing Analytics, 3(1), 4—17.

Leeflang, P. S. H., Verhoef, P. C,
Dahlstrom, P., & Freundt, T. (2015).
Challenges and solutions for marketing in
a digital era. FEuropean Management
Journal, 33(1), 1-12.
https://doi.org/10.1016/j.emj.2014.12.001
Germann, F., Lilien, G. L. &
Rangaswamy, A. (2014). Performance
implications of deploying marketing
analytics.  International  Journal  of
Research in Marketing, 31(2), 114-128.
https://doi.org/10.1016/j.ijjresmar.2013.09.
001

Jarvinen, J., & Karjaluoto, H. (2014). The
use of web analytics for digital marketing

measurement.  Industrial
43(8), 1174—

performance
Marketing Management,
1185.
https://doi.org/10.1016/j.indmarman.2014.
06.009

Davenport, T. H. (2013). Analytics 3.0.
Harvard Business Review, 91(12), 64—72.
Germann, F., Lilien, G. L., &
Rangaswamy, A. (2013). Performance
implications of deploying marketing
analytics.  International  Journal  of
Research in Marketing, 30(2), 114-128.
https://doi.org/10.1016/j.ijresmar.2012.08.
001

Davenport, T. H., Barth, P., & Bean, R.
(2012). How big data is different. MIT
Sloan Management Review, 54(1), 43-46.
Manyika, J., Chui, M., Brown, B., Bughin,
J., Dobbs, R., Roxburgh, C., & Byers, A.
H. (2012). Big data: The next frontier for
innovation, competition and productivity.
McKinsey Global Institute.

Wedel, M., & Kannan, P. K. (2012).
Marketing  analytics  for  data-rich

www.ijrt.org

13

14.

15.

International Journal of Research and Technology Volume 5, Issue 1, 2017

environments. Journal

76(6), 97-121.

of Marketing,

. Lavalle, S., Lesser, E., Shockley, R.,

Hopkins, M. S., & Kruschwitz, N. (2011).
Big data, analytics and the path from
insights to value. MIT Sloan Management
Review, 52(2), 21-32.

. Lavalle, S., Lesser, E., Shockley, R.,

Hopkins, M. S., & Kruschwitz, N. (2011).
Big data, analytics and the path from
insights to value. MIT Sloan Management
Review, 52(2), 21-32.

Kumar, V., Venkatesan, R., & Reinartz,
W. (2008). Performance implications of
adopting a  customer-focused sales
campaign. Journal of Marketing, 72(5),
50-68.
https://doi.org/10.1509/jmkg.72.5.50
Pauwels, K., Ambler, T., Clark, B. H.,
LaPointe, P., Reibstein, D., Skiera, B.,
Wierenga, B., & Wiesel, T. (2009).
Dashboards as a service: Why, what, how
and what research is needed? Journal of
Service Research, 12(2), 175—-189.

88



