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ABSTRACT

Customer analytics plays a vital role in generating insights from big data to improve service innovation,
product development, personalization, and managerial decision-making; yet, no academic study has
investigated customer analytics capability through which it is possible to achieve sustainable business
growth. To close this gap, this chapter explores the constructs of the customer analytics capability by
drawing on a systematic review of the literature in the big data spectrum. The chapter’s interpretive
framework portrays a definitional aspect of customer analytics, the importance of customer analytics,
and customer analytics capability constructs. The study proposes a customer analytics capability model,
which consists of four principal constructs and some important sub-constructs. The chapter briefly
discusses the challenges and future research direction for developing the customer analytics capability
model in the data rich competitive business environment.
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Customer Analytics Capabilities in the Big Data Spectrum

INTRODUCTION

“Big Data” continuously challenges firms, creating an exhilarating leading edge of prospect in the last
couple of years. Contemporary firms are taking initiatives to adopt analytics for gaining a superior ad-
vantage in the rapidly changing data-rich business environment (Popovic et al., 2016; Nam et al., 2018).
The worldwide market in business intelligence and analytics is estimated to be worth $200 billion by
2020 (IDC, 2016), with many industry experts predicting that the customer analytics capability of a
firm would enhance the overall firm’s performance in the big data environment (Germann et al., 2014).
France and Ghose (2018) refer to customer analytics as to the advanced technology that able to solve
the customer-centric challenges by analyzing the massive amount of marketing data. A large stream of
research focuses on the benefit of customer analytics (e.g., Verhoef et al., 2010; Erevelles et al., 2015;
Braun and Garriga, 2018), with relatively little or no attention been devoted to understanding the firm’s
capacity building of customer analytics in the data-rich environment. Therefore, this chapter seeks to
answer the following question.

RQ: What are the dimensions of customer analytics capability to gain sustainable firm performance?

To answer this research question, firstly, we portray the definitional aspects of customer analytics,
including discussing the difference between customer and marketing analytics. Secondly, we highlight
the importance of customer analytics, and we articulate the findings of a systematic literature review
and propose a set of customer analytics capability constructs.

In addressing the research question, this chapter makes two contributions to customer analytics re-
search. Firstly, it offers a theoretical framework of capability dimensions of customer analytics. Secondly,
managers can get a clear idea of the customer analytics capability that will lead to attaining sustainable
firm performance in the competitive business environment. Following an extensive literature review,
we propose a model of customer analytics capability that gives direction to achieve sustainable business
growth. Finally, we present a brief discussion on the challenges and a path for future research in this
particular area.

LITERATURE REVIEW
Customer Analytics in Big Data Environment

Customer analytics is a robust procedure to manage today’s ever-changing customers in the data-rich
environment (Sun et al., 2014). Magill (2015) argues that customer analytics is no longer just an exil-
ity; it is a necessity to create the superior customer experience, triggering firms to perform large-scale
customer analytics to gain profound insights into customers and the entire market.

In defining customer analytics, one stream has reflected on value creation and strategy-centric
analysis. For example, verhoef et al. (2010) enlightened that the application of customer analytics in the
data-rich environment helps managers to implement a cross-selling strategy through analyzing individual
customer’s purchasing pattern over the various product categories. Indeed, an analytically mature orga-
nization is strategically ahead to gain a competitive advantage (Ransbotham & Kiron, 2018). In another
study, Germann et al. (2013) mentioned a firm’s actual performance, and management’s decision-making
shape well when managers strategically applied analytics.
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