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ABSTRACT

The boom in the flow of information originated from customer activities. The Internet enhanced it, and
information and communication technologies have drastically transformed the marketing domain, leading
to innovative strategies such as data-driven marketing. Due to the rapid evolution of DDM this research
analyzes the evolution of DDM in the scientific literature. For this purpose, a systematic review of the
literature using bibliometric techniques has been carried out from 1980 to 2023. The results show that
only some studies directly describe its development. However, through the analysis of related technolo-
gies such as big data, customer relationship management, artificial intelligence, and machine learning
in marketing, this chapter provides insight into the evolution of DDM and potential future opportunities.
The study’s findings emphasize the need to focus on DDM to understand its evolution and impact on
the business landscape. On a practical level, it provides strategic guidance for marketers who want to
adapt to the changing dynamics of technology.
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Literature Review and Research Agenda of Data-Driven Marketing

INTRODUCTION

The rapid proliferation of information derived from customer activities, driven by Information and
Communication Technologies (ICT) and the Internet, has led to exponential growth in fields such as
Big Data (BD), Customer Relationship Management (CRM), Artificial Intelligence (AI) and Machine
Learning (ML) (De Luca et al., 2021). The growth of these technologies has shaped the practice of
marketing, which until recently was limited to obtaining consumer data. However, today, the challenge
is not obtaining information but learning how to use it effectively (Aguirre et al., 2015). In this context,
Data-Driven Marketing (DDM) has become an innovative marketing strategy that is a fundamental pillar
for companies and organizations worldwide, allowing them to adapt and thrive in a changing environment
(Grandhi et al., 2020). DDM is a set of innovative marketing strategies to promote products or services
differently from traditional marketing methods. DDM activities involve thinking outside the box and
leveraging new technologies and trends in consumer behaviours to capture the attention and interest of
the target audience (Choe et al., 2021).

Although there are studies on DDM, few have addressed its evolution in depth. Therefore, this
study explores the evolution of DDM and its impact on marketing activities, companies and customers,
covering 40 years (1980 - 2023). To this end, a systematic literature review was conducted to map the
development of DDM over time, to provide an overview of the state of knowledge on DDM, identify
research gaps and create a future research agenda. This study will provide value to those researchers
and practitioners interested in marketing and information technology. The research questions that this
study answers are as follows:

RQ1: What has been the growth of DDM publications?

RQ2: What are the main topics, journals and authors on DDM?

RQ3: What methodological approaches and theoretical models have been used in DDM research?

RQ4: What has been the evolution of DDM, and what drivers and outcomes have been observed
given the adoption of DDM?

RQS: What impact has DDM left on customers and marketing personnel?

RQ6: What lines of research open up from this analysis?

The chapter is structured as follows: It begins with the background, explaining the evolution from
traditional marketing to data-driven marketing (DDM). Subsequently, the contextual framework is pre-
sented, incorporating implications of DDM use in organizations, its social and economic impact, and
previous studies on its evolution. The following section explains the methodology for conducting the
systematic literature review. Later, the main results are presented, followed by an analysis of trend top-
ics, the most cited documents, and the sources of publication, as well as an examination of co-citation
among sources. Subsequently, authors were examined, and co-citation between them was observed.
Additionally, methodological approaches, theoretical lenses, the evolution of DDM by decades, drivers,
and outcomes of DDM adoption were analysed. Towards the end of the chapter, the obtained results and
conclusions are discussed, emphasizing their implications. Finally, future lines of research are described.

BACKGROUND

Throughout history, marketing has evolved from promotion in ancient civilizations to the mass production
of the Industrial Revolution, where marketing emerged as a recognized profession and industry. Among

37



33 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/a-systematic-literature-review-and-research-

agenda-of-data-driven-marketing/339820

Related Content

Consumer Culture: Literature Review

Klaus—Peter Wiedmann, Nadine Hennigs, Stefan Behrens, Carmen R. Santos, Ana R. Pertejo, Inés Kuster,
Stéphane Ganassali, Jean Moscarola, Daniele Dalli, Pirjo Laaksonen, Darach Turley, Alexandra
Kenyonand Matteo Corciolani (2015). Marketing and Consumer Behavior: Concepts, Methodologies, Tools,
and Applications (pp. 133-153).

www.irma-international.org/chapter/consumer-culture/122949

Ethos, Pathos, and Logos of Doing Business Abroad: Geert Hofstede’s Five Dimensions of
National Culture on Transcultural Marketing

Ben Tran (2014). Transcultural Marketing for Incremental and Radical Innovation (pp. 255-280).
www.irma-international.org/chapter/ethos-pathos-and-logos-of-doing-business-abroad/90404

Technology Assisting in Economic Decision Making: The Experience in the Development of a
Computer Platform With the Results of the Study of Economic Vocation in the State of Colima,
Mexico

José Manuel Orozco Plascencia, José Manuel de la Mora Cuevasand Jonas Larios Deniz (2019).
Handbook of Research on Entrepreneurship and Marketing for Global Reach in the Digital Economy (pp.
177-202).

www.irma-international.org/chapter/technology-assisting-in-economic-decision-making/215196

Does Instructor's Use of Self-Authored Cases vs. Other Cases in Teaching Lead to More
Effective Learning?: Instructor's Use of Self-Authored Cases vs. Other Cases

Ardhendu Shekhar Singh, Sonal Shreeand Sanjai K. Parahoo (2018). International Journal of Marketing
and Sales Education (pp. 49-63).
www.irma-international.org/article/does-instructors-use-of-self-authored-cases-vs-other-cases-in-teaching-lead-to-more-

effective-learning/216126

Investigating Marketing Communication Mix on Brand Performance Indicators: Evidence From
the Financial Services Sector in Ghana

Francis Kofi Sobre Frimpong, Eric Hopeand Linda Anane-Donkor (2022). International Journal of Online
Marketing (pp. 1-21).
www.irma-international.org/article/investigating-marketing-communication-mix-on-brand-performance-indicators/299400



http://www.igi-global.com/chapter/a-systematic-literature-review-and-research-agenda-of-data-driven-marketing/339820
http://www.igi-global.com/chapter/a-systematic-literature-review-and-research-agenda-of-data-driven-marketing/339820
http://www.irma-international.org/chapter/consumer-culture/122949
http://www.irma-international.org/chapter/ethos-pathos-and-logos-of-doing-business-abroad/90404
http://www.irma-international.org/chapter/technology-assisting-in-economic-decision-making/215196
http://www.irma-international.org/article/does-instructors-use-of-self-authored-cases-vs-other-cases-in-teaching-lead-to-more-effective-learning/216126
http://www.irma-international.org/article/does-instructors-use-of-self-authored-cases-vs-other-cases-in-teaching-lead-to-more-effective-learning/216126
http://www.irma-international.org/article/investigating-marketing-communication-mix-on-brand-performance-indicators/299400

