International Journal of Research and Technology (IJRT)

International Open-Access, Peer-Reviewed, Refereed, Online Journal

ISSN (Print): 2321-7510 | ISSN (Online): 2321-7529

| An ISO 9001:2015 Certified Journal |

Business Analytics as a Strategic Tool for Marketing Decision-

Making and Competitive Advantage
Ritika Juneja
Assistant professor, Faculty of management and commerce
Baba Mastnath University Rohtak
Email id -ritikakhuranal986@gmail.com

Abstract

Organizations in the modern business world are in extremely competitive, dynamite and data-
driven markets. The classical marketing decision making that mainly depended on intuition
and previous experience is no longer adequate to counter the fast evolving consumer tastes
and preferences, technological shocks and competition in the world market place. Business
Analytics has become an influential strategic instrument, which allows companies to turn big
amounts of organized and unstructured data into valuable insights, which can be utilized to
make appropriate marketing decisions. This paper discusses the use of Business Analytics in
the improvement of marketing strategies and sustainable competitive advantage development.
It discusses the use of analytical tools to facilitate market segmentation, customer targeting,
demand forecasting, pricing decisions, campaign optimization and customer relationship
management. Organizations can enhance the accuracy of decisions, decrease uncertainty,
allocate resources and customer value through the integration of descriptive, predictive, and
prescriptive analytics in the marketing functions. The research findings are that Business
Analytics is not only an assistance technology system but a strategic potential that leads to
innovation, responsiveness, and long-term competitiveness in contemporary marketing.
Keywords: Business Analytics; Marketing Decision-Making; Competitive Advantage; Data-
Driven Marketing; Strategic Management

Introduction

The blistering development of the digital technologies, the spread of online platforms and the
increase in data volumes have changed the essence of functioning of business and
competitiveness. In the contemporary market, any interaction between companies and
customers will create large volumes of data, such as sales history, navigation, social media
usage, comments and demographic data. Consequently, marketing managers have been
presented with an opportunity and a challenge: with the availability of data growing
considerably, the possibility to transform this data into meaningful insights to be used in the
strategic decision-making has become critical. Business Analytics has taken shape in this
regard as one of the essential instruments of marketing decision-making and competitive
advantage attainment. Conventionally, the choices made in marketing have been grounded
more on managerial intuition, experience and restricted market research information. Such
practices were helpful in fairly stable markets, but cannot be used in the current unstable and
competitive environment. Consumers have become more educated, tastes and preferences
shift at a fast rate and competitors are constantly coming up with more sophisticated
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technologies. This means that organizations need to be more systematic and evidence-based
when making marketing decisions. The Business Analytics achieves this through its ability to
gather, examine and process vast amounts of data to reveal patterns, trends and relationships
that can be used to make a strategic marketing decision. Business analytics can be defined as
the use of data systematically, statistical analysis, predictive modeling and quantitative
methods to facilitate decision-making and enhance the performance of the organization.
Analytics in marketing assists companies to interpret the behavior of the customers, analyse
the business prospects, determine the performance of the campaigns and predict the demand
ahead. Through the power of the insights, marketers are able to go beyond reactive decision-
making to proactive and predictive approaches. This transformation enables organizations to
foresee the customer needs and tailor the offerings as well as be able to respond promptly to
the changes in the market, hence increasing customer satisfaction and loyalty.
Customer-centric decision-making is one of the greatest contributions of Business Analytics
to the area of marketing. The contemporary marketing is based on the long-term relationship
as opposed to focusing on short-term sales. Analytics also allows companies to divide
customers into segments according to their behavior, liking, profitability and lifetime value.
This crystalline customer knowledge enables marketers to position specific campaigns, tailor
products and services and resource management. This makes marketing activities more
pertinent and effective thus resulting in better ROI and better branding. Besides, Business
Analytics is crucial in strategic marketing planning and competitive positioning. Analying the
market and competitors, firms are able to evaluate the trends on the industry, determine the
new opportunities and analyze the threats of the rivals. Predictive analytics will allow the
marketer to predict demand, and what competitors will do and what strategies they will test
before they are put into practice. Such analytic foresight helps firms to minimize ambiguity
and risk and hence makes informed strategic choices that enhance their competitive
advantage. Social media, search engines, mobile applications and e-commerce platforms are
the marketing channels in the digital era, which produce real-time data flows. Business
Analytics enables marketers to keep track of the campaign performance and adjust it in
response to the current situation timely. Concretely, the insights derived through analytics can
be used to optimize the pricing, promotional deals and mediums of distribution depending on
the customer reaction and the market trends. Such a dynamic decision making power
improves organizational agility and responsiveness which are important in ensuring the
sustainability of competitiveness in dynamic markets. Moreover, Business Analytics helps in
matching marketing decisions with business strategy. With the combination of marketing
analytics and financial, operational and strategic information, companies may address the
holistic effects of marketing campaigns on profitability and growth. This integration makes
the marketing decisions not to be some isolated tactical move but rather are strategically
aligned with the organizational goals. As a result, analytics changes marketing to a cost-
focused activity to a value-creating strategic contributor in the company.
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Concept of Business Analytics

Business Analytics is a scientific procedure of gathering, arranging, analyzing and
interpreting information to facilitate sound managerial and strategic decision-making in an
organization. It entails employment of statistical measures, quantitative approaches, data
mining, predictive modelling and visualization tools to turn the raw data into useful
information. Enhancing performance in organization is the main aim of Business Analytics
that should help managers to comprehend the past trends, recognize the current patterns and
predict future results. When discussing the modern business world where the competition is
strong, and the amount of data is overwhelming, Business Analytics can assist an
organization to move beyond the decision-making based on intuition and prioritized by
evidence and data. It combines data on several sources like customer transactions, market
research, digital platforms and operational systems in order to give a comprehensive
understanding of business performance. Business Analytics is a key strategic instrument that
helps to improve efficiency, minimize uncertainty, improve customer knowledge and build
competitive edge in volatile markets through supporting descriptive analysis of past
information and predictive evaluation of the future and prescriptive action-guidelines.

Image 1: Business Analytics

Business
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Find Best .
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Types of Business Analytics in Marketing

There are four broad categories of Business Analytics in marketing namely descriptive
analytics, diagnostic analytics, predictive analytics and prescriptive analytics. All types have
unique, but intertwined functions in assisting marketing decision-making and aid
organizations to leave the comprehension of previous performance behind and make future
directions. The basic level of business analytics is descriptive analytics and is aimed at
summing up and explaining the past marketing information. It provides the answer to the
question: what has happened by examining previous sales statistics, customer acquisition
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statistics, Web traffic, campaign statistics and market share statistics. Descriptive analytics
can give the marketer a clear outline of past marketing performance through tools like
reports, dashboards, charts and key performance indicators. Indicatively, the marketers would
be able to do an assessment of the promotional campaigns that attracted more sales, the
channels that provided greater customer interaction or how the seasonal trends impacted the
demand. Despite the fact that descriptive analytics does not provide the reasons or predict the
outcome, it is essential, as it forms the factual foundation of all the further analysis and assists
the organizations to trace the performance and reveal the areas that need to be improved.
Descriptive analytics is a foundation of a diagnostic analytics that looks into why something
has occurred. Diagnostic analytics is used in marketing to find the underlying factors, which
cause consumer reactions and campaign results. It entails data drilling, correlation analysis,
segmentation analysis and root-cause analysis of relations between variables. An example is
that when a marketing campaign is not performing, diagnostic analytics can assist the
marketer to know whether the problem was a result of improper targeting, poor messaging,
pricing, or unfavorable market conditions. Diagnostic analytics allows gaining deeper
understanding of consumer preferences and decision-making patterns by connecting customer
behavior to the demographic, psychographic and behavioral information. Such analytics are
especially useful in the process of marketing optimization since it enables managers to learn
by their previous mistakes and mistakes and create more efficient campaigns through
evidence instead of assumptions. Predictive analytics is an enhanced version of business
analytics and it centers on predicting the future marketing performance based on past and
current statistics. It provides an answer to the question of what is likely to happen next
through the use of statistical models, machine learning algorithms and trend analysis.
Predictive analytics is also common in the marketing field in demand forecasting, customer
churn prediction, sales forecasting and response modeling. Such as, marketers are in a
position to predict the customers who are most likely to take up a promotional offer, what
segment is likely to change preference, or how variation in price is likely to affect demand.
Predictive analytics can be used to conduct proactive marketing whereby firms can predict
the needs of consumers and changes in the market instead of responding to the outcomes of
events. Such proactive ability minimizes uncertainty, enhances better allocation of resources
and assists organizations to be ahead of rivals in volatile market sectors. Predictive analytics
has become more crucial to real-time decision-making and personal marketing as digital
marketing creates unending piles of data.

The most sophisticated and action-guided type of business analytics in marketing is the
prescriptive analytics. As predictive analytics predicts the future and prescriptive analytics
answers the question why something should be done, predictive analytics is a predictive
analytic, whereas prescriptive analytics is a prescriptive analytic. It relies on optimization
models and simulation techniques and decision algorithms to suggest the most appropriate
marketing actions in various situations. Prescriptive analytics can also be utilized in
marketing by informing decision-making pertaining to pricing policy, budgeting, media mix
optimization and timing of promotions. As an example, it may propose the most effective mix
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of digital mediums to give maximum returns on marketing investment or provide the most
lucrative pricing behavior in an environment of competition. Prescriptive analytics does not
only appraise numerous alternatives, but also puts into consideration limitations like budgets,
resources and market conditions. This in turn, facilitates strategic decision making, as it helps
to make organisational goals and actions in marketing work to take place and ensure best
performance. These 4 categories of business analytics create a cohesive marketing decision-
making framework. Descriptive analytics gives one a clear picture on the past performance,
diagnostic analytics gives the reasons behind the occurrence, predictive analytics gives future
trends and prescriptive analytics give the best recommendations. Combined together, they
allow a data driven marketing strategy that will boost customer knowledge, develop strategic
planning and competitive advantage. In the current competitive and highly technological
markets, those organizations, which make the best use of any form of business analytics, are
in a better place to develop responsive, efficient and customer-oriented marketing strategies.
Image 2: Business Analytics in Marketing

Definition Elements
-  Measurement
- Market data collection
- Data analysis
- Bigdata
- Social media

Marketing
Analytics
Research Areas Research Methods
- IMC - Data mining
- B2B strategy - Regression
- Markeling strategy - Modeling
- Innovation - Social network analysis
- Consumer behavior - Semantic analysis
Outcomes

- Maximized customer experience

- Enhanced marketing decision-making
- Improved explanation and prediction
- Maximized ROI

Understanding Consumer Behavior through Business Analytics

The concept of the Business Analytics of understanding consumer behavior is the methodical

application of data-based processes to their thoughts, emotions and actions when making buy

decisions. In the current day marketing, consumers are leaving digital footprints by
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conducting online searches, using social media, purchasing history, feedback and browsing
history. The Business Analytics allows the organizations to gather and process this huge
quantity of consumer data to determine the preferences, motivations, needs, and purchasing
habits. Using the tools of analysis like customer segmentation, behavior tracking, sentiment
analysis and predictive modelling, marketers can learn a lot about the reasons why consumers
prefer some products, how they react to the marketing messages and what makes them
remain loyal or switch to other products. This analytical insight is useful in enabling
companies to go beyond the generic assumptions to the more specific customer-focused
strategy in order to offer personalized services, to make specific promotions and better
customer experiences. Consequently, Business Analytics becomes very important in
minimizing uncertainty in the marketing decision making process, customer satisfaction and
long term relations by matching products and marketing strategies with the real consumer
behavior patterns.

Literature review

Nnaji, U. O., Benjamin, L. B. (2024). examined how data-driven decision-making affects
the performance and competitive results of firms. Based on their empirical study, they were
able to establish that organizations which make strategic marketing decisions based on
business analytics perform better than their competitors who rely on intuition as the main
decision making tool. The experiment found that business analytics can help achieve
sustainable competitive advantage through the use of evidence-based marketing strategies,
better resource allocation and better strategic alignment.

Yadava, A. (2023). explored the way business analytics changes strategic marketing
decisions in digital intensive settings. They claimed that analytics enables marketers to
forecast the behavior of consumer, and streamline engagement strategy and measure their
marketing performance more accurately. Their results revealed that marketing choices of
analytics enhance competitive disparity through customer experience management and
increasing targeting efficiency and accuracy.

Yang, J., Xiu, P., Sun, L., Ying, L., & Muthu, B. (2022). explored the role of business
analytics in organizations in enhancing strategic and marketing decisions. Their international
research showed that the companies that use modern analytics are more successful than their
rivals because they have faster and more accurate and evidence-based decisions relating to
marketing. The authors also highlighted that organizations that use analytics gain a
competitive edge through incorporation of customer data, predictive intelligence and
performance measurements in the process of marketing planning and execution.

Chatterjee, Nguyen, Ghosh and Chaudhuri (2018) took a look at business analytics as a
strategic facilitator of marketing decision-making and competitive advantage. Their research
underlined the fact that analytics-based marketing enables companies to convert big data
about customers and the market into strategic knowledge. The authors discovered that
companies that operate with the support of analytics-enhanced decisions are more responsive
to the market, better at targeting customers and securing a higher strategic position than their

rivals with an intuitive decision-making process.
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Kiron, Unruh, Kruschwitz, Reeves and Goh (2018) examined the role of analytics-driven
decision-making in competitiveness of organizations. Their study had shown that
organizations that have incorporated analytics into their strategic marketing choices perform
better than their competitors by balancing their data-driven knowledge with business goals.
The paper has emphasized that business analytics enhances marketing decision-making by
enhancing accuracy of forecasting, resource allocation and sustainable competitive
advantage.

Wamba, Gunasekaran, Akter, Ren, Dubey and Childe (2018) studied the significance of
business analytics capabilities in improving the marketing strategy and competitiveness of the
firm. Their results showed that the decision making that is driven by analytics enhances the
generation of customer insights, agility in strategic decision making and decision quality. The
conclusion of the authors is that business analytics is a strategic business tool that can help a
firm to achieve the competitive advantage by effectively utilizing information, technology,
and marketing strategy.

Mikalef, Pappas, Krogstie and Giannakos (2017) explored business analytics as a strategic
capability that contributes to a marketing decision-making and competitiveness of
organisations. Their research noted that analytics-driven marketing helps businesses to
systematically analyze customer data, predict market trends and assist in taking strategic
marketing choices. The authors concluded that organizations that are well equipped with
analytics attain competitive advantage in that they are able to produce better decisions,
strategic responses and positioning.

Kannan (2016) considered business analytics as a marketing decision-making tool to be used
in data-intensive settings. They highlighted that high-end analytics can help the marketer to
combine customer data throughout various touchpoints and create forecasting information to
assist in planning. Their research noted that decisions made on marketing based on analytics
enhance the accuracy of segmentation, campaign success and long-term customer worth,
hence, leading to sustainable competitive advantage.

Verhoef, Kooge and Walk (2016) examined the role of business analytics in competitive
positioning and customer centric marketing strategies. They claimed that analytics is
reshaping marketing decision-making because it can help a company to know what customers
require, how to engage them more effectively and how to use resources to better advantage.
According to their findings, organizations that foresee the opportunity of utilizing analytics in
their strategic marketing decisions outcompete their competitors by means of improved
customer retention, increased personalization and better market sensitivity.

Kiron, Shockley, Kruschwitz, Finch and Haydock (2016) explored the role of analytics-
based decision-making in organizational competitiveness. In their study, they found out that
companies which apply business analytics in marketing decision-making achieve competitive
advantage through decreased use of intuition, and better accuracy in decision-making. The
authors affirmed that analytics enhances strategic marketing decision-making through
alignment of data-driven information with the organizational objectives and a culture of

evidence-based decision-making.
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Germann, Lilien and Rangaswamy (2015) supplanted the role of marketing analytics
potential in advancing strategic marketing decision-making and firm performance. Their
empirical research revealed that business analytics helps organizations transform customer
and market data into actionable information, which results in excellent targeting, pricing and
promotional decisions. The authors concluded that the level of competitiveness can be
significantly improved because the approach to marketing can be made with the help of
analytics, leading to the process of marketing effectiveness and the coordination of marketing
strategy with the organizational objectives.

Leeflang, Verhoef, Dahlstrom and Freundt (2015) discussed the possibilities and
challenges of business analytics in the digital era of marketing. They put forward that
analytics helps to make strategic marketing decisions as it allows analyzing the behavior of
customers and market trends in real-time. Their results revealed that business analytics helps
companies gain a competitive advantage by making decisions quicker, better interacting with
their customers and allocating their marketing resources more efficiently.

Jirvinen and Karjaluoto (2015) evaluated the strength of using web and business analytics
in order to improve the process of measuring marketing performance and strategic decision-
making. They found that marketing decisions made through the application of analytics make
the marketing processes more accountable, improve the view of performance of campaigns
and continuous improvements in strategies. The authors again reaffirmed that business
analytics is a strategic tool that assists firms to sustain competitive edge by linking marketing
practices to commercial outcome.

Davenport and Harris (2014) explored business analytics as one of the strategic capabilities
that fundamentally transform the marketing decision-making processes. They presented the
argument that data is utilized by analytics-based organizations in their strategic decisions
regarding customer acquisition, retention and pricing strategies. Their article pointed out that
companies that incorporate analytics into their marketing planning attain competitive
advantage due to more rapid decision making, less uncertainty and more coordination
between marketing activities and business results.

McAfee and Brynjolfsson (2014) explored business analytics as one of the strategic
capabilities that fundamentally transform the marketing decision-making processes. They
presented the argument that data is utilized by analytics-based organizations in their strategic
decisions regarding customer acquisition, retention and pricing strategies. Their article
pointed out that companies that incorporate analytics into their marketing planning attain
competitive advantage due to more rapid decision making, less uncertainty and more
coordination between marketing activities and business results.

Akter, Wamba, Gunasekaran, Dubey and Childe (2014) examined the strategic
importance of business analysis facilities in enhancing marketing performance and
positioning. Their article highlighted that analytics can help organizations to convert
customer and market data into viable marketing intelligence. The authors discovered that the
quality of marketing decisions made by firms with high analytics have a high quality of

marketing responsiveness and long-lasting competitiveness in dynamic market settings.
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Germann, Lilien and Rangaswamy (2013) explored the performance effects of the
implementation of marketing analytics in organizations. Their empirical study proved that the
best marketing decisions are made by firms having good analytics skills because they can
convert customer and market data into marketable insights. The authors concluded that
business analytics can help promote marketing effectiveness and lead to sustainable
competitive advantage through better quality of the decision and strategic orientation.

Kiron, Prentice and Ferguson (2013) explored the role of analytics in decision-making by
organizations to enable them to gain a competitive advantage. They also found that firms that
are analytics-based perform well above the rest because they apply the data insights in their
marketing planning and execution. The authors focused on highlighting that business
analytics enhances strategic marketing choices through the objective of bettering market
sensing, customer awareness and reactiveness to the competitive forces.

Manyika, Chui, Brown, Bughin, Dobbs, Roxburgh and Byers (2012) examined the
application of big data and business analytics to improving business productivity and
competitive stance. Their study proved that analytics can enable firms to gain strategic
insights on large volumes of customer and market data, which results in increased marketing
performance and better decision quality. The authors determined that the long-term
competitive advantage of organizations that use analytics in marketing is achieved through
enhancement of innovation, customer insight and strategic responsiveness.

Wedel and Kannan (2012) delved into how marketing analytics would be applied in data-
rich online settings and its strategic significance in marketing decision making. They claimed
that business analytics aids in the strategic approach of segmentation of customers and
demand forecasting and personalization. They made a conclusion, marketing decisions
enabled through analytics increase the competitiveness of firms, through marketing
efficiency, customer engagement and value creation.

Manyika, Chui, Brown, Bughin, Dobbs, Roxburgh and Byers (2011) studied the
importance of big data and business analytics to the marketing industry. They have found out
that analytics can help firms target their customers more effectively, predict demand and
enhance their pricing and promotion efforts. The authors established that organizations that
use business analytics in marketing achieve sustainable competitive advantage in terms of
enhanced productivity, innovation and quality of decisions.

Rust, Moorman and Bhalla (2011) examined the way marketing strategy has to change in
analytics-based organizations. According to them, business analytics works to change the
marketing aspect as a support tool to effectively become a source of competitive advantage.
They identified in their study that analytics-informed marketing decision-making positively
affect customer value-creation; strengthen strategic alignment with business objectives and
the capacity of firms to compete in dynamic markets.

Literature Review Comparison Table
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Year | Author | Sampl | Sample | Key Marketi | Competi | Metho | Research
(s) e Area | Size Independ | ng tive dology | Gap
/ ent Decision- | Advanta
Conte Variables | Making | ge
xt (Business | Outcome | Outcome
Analytics) | s s
2011 | Mithas, | USA, | 400+ Analytics | Improved | Superior | Survey | Marketing
Ramasu | multi- | firms capability, | marketin | firm & -specific
bbu & | industr IT g performa | regressi | metrics
Samba |y integration | planning | nce on limited
murthy | firms & pricing
decisions
Brynjol | USA, | 179 Data- Evidence | Productiv | Econo | Digital
fsson, large | firms driven -based ity & | metric | marketing
Hitt & | enterpr decision marketin | competiti | analysis | not
Kim ises systems g ve edge isolated
decisions
2012 | Provost | Global | Concep | Predictive | Better Strategic | Concep | No
& tual analytics | demand | decision | tual empirical
Fawcett models & superiorit | framew | testing
response |y ork
predictio
n
Elbashi | Austra | 145 Business | Faster Improved | Survey- | Industry-
T, lia firms intelligenc | and organizat | based specific
Collier e & | accurate | ional scope
& analytics | marketin | competiti
Davern g veness
decisions
2013 | Davenp | USA | 330 Advanced | Higher Sustainab | Survey | Channel-
ort firms analytics, | quality le analysis | wise
data- marketin | competiti impact
driven g ve missing
culture decisions | advantag
e
LaValle | Global | 720 Analytics | Strategic | Competit | Mixed- | Marketing
et al. executi | maturity marketin | ive method | outcomes
ves g differenti | study generalize
alignmen | ation d
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t
2014 | Sharma | Global | 206 Analytics | Better Market SEM Limited
, firms | firms capability | customer | leadershi SME
Mithas targeting | p focus
& decisions
Kankan
halli
McAfe | USA | Second | Big data | Reduced | Performa | Concep | Marketing
e & ary data | analytics | decision | nce tual + | function
Brynjol uncertain | advantag | empiric | not
fsson ty e al isolated
2015 | Cao, China | 245 Analytics- | Improved | Cost & | Empiric | Service
Duan & firms enabled marketin | differenti | al sector
Li decision g ation analysis | excluded
processes | efficienc | advantag
y e
Kiron | Global | 2,000+ | Analytics- | Faster Competit | Survey- | Longitudi
et al. manage | based strategic | ive based nal
IS manageme | marketin | agility analysis
nt g lacking
decisions
2016 | Mithas, | Global | Concep | Analytics- | Informed | Long- Concep | Needs
Lee & tual strategy marketin | term tual empirical
Earley alignment | g strategy | competiti | framew | validation
formulati | veness ork
on
Verhoef | Europ | Case- Customer | Customer | Retention | Case Limited
, Kooge | e based analytics | -centric -based studies | generaliza
& Walk marketin | advantag bility
g e
decisions
2017 | Mikalef | Europ | System | Big data | Data- Strategic | Literatu | Empirical
et al. e atic analytics | supported | competiti | re testing
review | capability | marketin | veness review | required
g
decisions
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Brynjol | USA 1,800 Analytics | Decentral | Faster Quantit | Marketing
fsson & firms adoption | ized competiti | ative depth
McElhe marketin | ve study limited
ran g response
decisions
2018 | Rialti et | Italy 205 Strategic | Faster Competit | SEM Large
al. (SMEs | firms analytics | marketin | ive firms
) use g responsiv excluded
decision | eness
speed
Wamba | Global | 297 Big data | Improved | Sustained | Quantit | Context-
et al. firms analytics | strategic | competiti | ative specific
capability | marketin | ve (SEM) | results
g advantag
alignmen | e
t

Business Analytics and Strategic Marketing Planning : Business Analytics is a central
aspect in strategic marketing planning as it helps organizations to plan, apply and measure
marketing plans using methodical data analysis as opposed to intuitiveness or trial and error
methods. The strategic marketing planning is done by ensuring the long term marketing
objectives are established, identifying target markets, managing the available resources and
developing strategies that will match the marketing activities to those of the whole business.
The current business world is intensely competitive and dynamic where consumer tastes,
technology and market dynamics evolve at a very high rate, Business Analytics offers the
analytical base to make information-based and proactive marketing planning. The essence of
strategic marketing planning is that there is a necessity to grasp internal strength of the
organisation and market environment. Business Analytics assists in making this process
possible by combining data provided by different sources like sales information, customer
databases, market research, information on digital platforms, and competitors. Descriptive
and diagnostic analytics enable the marketer to determine the performance of the previously
implemented strategies and identify areas of strengths and weaknesses in the current
marketing initiatives. This historical and contextual knowledge assists organizations to
prevent similar mistakes made in the past and implement strategies on the basis of what has
already been proved. Business Analytics also improves environmental scanning, and the
market analysis which are key aspects of the strategic marketing planning. Analytics allows
the marketer to see the new market openings and possible threats at the forefront by
analyzing the patterns in the consumer behavior and the competitive trends in the market. In
general, predictive analytics can enable companies to predict demand, change in customer
preferences and determine how these forecasts may affect the firm due to an economic,
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technological, or competitive change. Such futuristic thinking enables organizations to
develop dynamic and agile marketing plans that would work effectively in uncertain
situations. One of the major contributions of Business Analytics to strategic marketing
planning is the decision of customer segmentation and targeting. Instead of approaching the
market as a homogenous group, analytics allows the marketer to subdivide customers
according to demographics, behavior, preferences, profitability and lifetime value. This data-
drived segmentation will enable organizations to identify the most desirable target segments
and create custom value propositions to each segment. Consequently, business-level strategic
marketing schemes become more customer-oriented, as they make them offer relevant
products that improve customer satisfaction and loyalty in the long term.

The other important area that Business Analytics enhances strategic marketing planning is
resource allocation. Marketing budgets are also usually constrained and incompetent
allocation can diminish the efficacy of even the well thought out approaches. Prescriptive
analytics assists marketers to weigh the various choices of strategy and decide the best
investment of resources in products, markets, channels and promotional efforts. Through the
analysis of anticipated returns, risks and limitation, analytics aids in making decisions that
maximize marketing investment returns and also ensures that spending readies spending is
made in accordance with the strategic priorities. Besides, the Business Analytics enhances
alignment of marketing strategy and business strategy. The strategic marketing planning is
not independent; it should support the organisational goals like growth, profitability, market
expansion and brand positioning. Integration between marketing analytics, financial, and
operational data gives organizations the opportunity to evaluate the contribution of marketing
efforts to overall business performance. Such integration will make the marketing decisions
to be strategically aligned and to add quantifiable value to the organizational performance.
Strategic marketing planning in the digital era is now a dynamic and an ever-evolving process
as opposed to being a yearly undertaking. Business Analytics allows constant tracking and
appraisal of strategic initiatives using real-time data and metrics on performance. Marketers
have an opportunity to monitor essential indicators, quantify the results of the strategies, and
make changes to the plans in a timely manner in reaction to the feedback of the market. This
flexibility increases organizational responsiveness and enables organizations to maintain
competitive edge in the fast-evolving markets.

Conclusion

Business Analytics has now become one of the strategies that underline the decisions made in
modern marketing. With the age of data proliferation, stiff competitiveness, and swiftly
shifting consumer behavior, organizations are no longer allowed to be guided by their
intuition or the time-tested approach. Analytics is a tool that helps marketers to convert raw
data into actionable insights that allow making informed, timely and effective decisions.
Through the combination of descriptive, predictive and prescriptive analytics into the
marketing operations, the companies will be able to increase their customer insights, optimize
their marketing, decrease uncertainty and increase performance overall. Besides, Business

Analytics is very much involved in developing sustainable competitive advantage through
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innovation, agility and customer-centricity. Firms that effectively integrate analytics in their
marketing plan are in a better position to predict trends in the market and react to competition
and provide high value to consumers. Thus, Business Analytics is only to be considered as a
technology device, but as a strategy competency that can suffice long-term marketing
performance and organizational prosperity.
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