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ABSTRACT

This chapter is based on the conceptualization of the use of big data within marketing 
strategies to improve customer satisfaction. This analysis is undertaken through a 
bibliometric study to map the actual state of the field, analyze previous trends and 
predict future research lines. This topic has experienced continuous growth over 
the last few years, attracting the attention of scholars and managers and becoming 
significant enough to allow the formers to publish their research in leading journals. 
Although the research field is still in the development stage, the potential of blockchain 
is still to be discovered. In the meantime, business processes will be modified, and 
consumption paradigms will be changed forever.
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INTRODUCTION

The popularization of the internet technology and the revolution brought by its 
many uses have changed how people communicate, creating enormous networks of 
users sharing and creating information, usually with close friends but also with the 
whole world (Alkilani et al., 2012). This has exponentially increased the amount 
of information companies can access and the sources creating said information. 
Although this may seem a huge advantage to understanding better consumer 
behavior, this data must not only be adequately managed to be helpful but has also 
transformed the already complex consumer behavior into something even more 
complex (Erevelles et al., 2016).

Until now, companies have relied too much on past experiences to manage their 
businesses, but now these obsolete models may hinder the necessary development 
from adapting to the rapid market changes happening (Zhou & Li, 2010). Hence, 
it is necessary to analyze the most recent trends and innovations that may risk the 
said business models. These changes may imply profound modifications in how 
companies manage their clients and their relationships with them (Raguseo & Vitari, 
2018), having to implement Big Data (BD) to keep up with the market trends. This 
technology, which has turned clients into incessant data creators (Erevelles et al., 
2016), has been said to be the driver of business success among many industries 
(McAfee et al., 2012), and the necessary tool to manage the ever-growing data volume.

Although the market for software, hardware, and services for analyzing and storing 
BD has developed at the same rhythm as this model has become popular, this system 
is not a panacea (Akter et al., 2016). It is necessary to analyze how companies can 
use BD to support their decision-making (Matthias et al., 2017). Businesses could 
find their worst enemy in BD if, after all the investment, management teams cannot 
discern inconsistent and unreliable data from good one and develop new perspectives 
(Akter et al., 2016; Matthias et al., 2017; Raguseo & Vitari, 2018). However, it can 
also allow developing an in-depth knowledge base about their clients, increasing the 
success rate of their decisions, saving money, and developing marketing campaigns 
based on real-time data to foster loyalty and attract new clients at the same time 
(Rejeb et al., 2020).

BD can assist companies in understanding environmental information, making 
informed decisions, and reducing uncertainty, at the same time as it assists in 
achieving a more agile, responsive, and flexible response to business needs and 
sudden opportunities (Rust & Huang, 2014; Zeng & Glaister, 2018). This can result 
in the development of personalized location-based marketing services and, therefore, 
higher customer interaction and satisfaction (Sanders, 2016). However, for the time 
being, and given the quantity of current research, these are simply hypotheses, and 
other authors have commented on the necessity for additional development of the 
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