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ABSTRACT

Customer analytics is essential for creating insights from massive data that can be used to enhance 
management decision-making at various consumer levels, product creation, and service innovation. 
However, no studies have examined the potential of consumer analytics for achieving long-term corporate 
success. This research examines the structures of customer analytics capabilities in order to fill this gap 
by drawing upon a rigorous assessment of the big data literature. The interpretative framework for this 
study shows the concept of customer analytics, its significance, and the building blocks for consumer 
analytics capabilities. The research suggests a model of consumer analytics capabilities made up of four 
main constructs and some significant supporting sub-constructs. The study elaborates on developing a 
model to analyze sustainable firm performance through dimensions of customer analytics capabilities.
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I. INTRODUCTION

Apart from providing goods and services to developed markets, low per capita income, unpredictable 
demand, an abundance of options, inadequate infrastructure, and, most importantly, fragmentation are 
characteristics of emerging markets. For firms to create their business strategy, it is crucial to recognize 
these traits (Aguiar & Gopinath, 2007). Customer engagement is a key element under these circum-
stances that determines the organization’s longevity. A firm’s business communications with a client 
or consumer across various channels are the core of customer engagement, ultimately generating sales 
opportunities (Ference, 2017). It also includes provoking customers to interact and share their brand-
related experiences by offering encouragement to them (Maslowska et al., 2016). The strongest driver 
of corporate success and market expansion in the connected world today is client engagement, which 
eventually results in profitability for the business (Brodie et al., 2011). The goal should be to create value 
whenever the company has a chance to interact with a consumer. The customer interaction strategy must 
be an essential component of the business strategy in order to facilitate the same. The goal of customer-
centric enterprises is to accomplish customer engagement to foster a closer, more solidified relationship 
between the client and the business.

The strategic problem of comprehending and maintaining client relationships has grown more chal-
lenging and crucial as businesses are vying for consumers’ attention in an increasingly cutthroat manner, 
driving up acquisition costs and making client retention harder (Gupta et al., 2006). Simultaneously, 
it has been simpler to gather enormous amounts of client data that, when collaborated with ever more 
complicated analysis, may produce significant and helpful inputs (McAfee & Brynjofsson, 2012), 
enabling businesses to innovate and stand out from rivals. However, because of the widespread use of 
analytics, many of the opportunities are already taken. As a result, isolated, ad hoc analytics projects 
are unable to establish or maintain a competitive advantage. Companies that want to use big data to 
produce strategic value must develop targeted analytics capabilities that allow for quick adaptation to a 
dynamic environment.

Analytics in Consumer aspect have typically focused on compartmentalized information which cap-
tures a particular component of consumer activity at single time, with the possible exception of a limited 
number of start-ups focused on technology and built exclusively on analytic capabilities (e.g. Google, 
Amazon, Capital One) (Davenport, 2013). The data diversity and velocity with businesses have rapidly 
increased (Lu et al., 2021, Goyal et al., 2019) over the past ten years as a result of the growth of customer 
relationship management (CRM) software, social networking, online reviews, web traffic statistics, and 
other information technology-enabled technologies (Agarwal & Dhar, 2014; Chen & Storey, 2012). The 
businesses that advance from typical walled consumer analytics refer to “advanced customer analytics” 
will benefit the most from this expansion which enables comprehensive actionable inputs and outputs 
for customer equity, acquisition, retention, and growth come from an understanding of customers.

Traditionally, back in the days of brick and mortar, a customer would inquire about a product and 
the sales representative would respond by exerting influence. With the use of digital technologies, the 
same experience has been transformed, taking into consideration social queries and replies from previ-
ous customers as well as other customer input. Digital, social, and mobile media are important for the 
product success or failure (Olaleye et al., 2019). Customers may consider the a lot of reviews when mak-
ing a buying decision, however in some cases, even one unfavorable review can have a negative effect. 
(Floyd et al., 2014). As a result, organizations want data that contains pertinent client information. An 
organization requires a complete 360-degree image of the client to connect among each other (Yerpude 



 

 

12 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/determinants-of-customer-analytics-

capabilities/340295

Related Content

A Systematic View of Sentiment Analysis on Different Techniques, Challenges, and Future

Directions in COVID-19
A. Sathyaand M. S. Mythili (2023). Advances in Artificial and Human Intelligence in the Modern Era (pp.

243-257).

www.irma-international.org/chapter/a-systematic-view-of-sentiment-analysis-on-different-techniques-challenges-and-

future-directions-in-covid-19/330409

Hybrid Computational Intelligence and the Basic Concepts and Recent Advances
Georgios Dounias (2019). Advanced Methodologies and Technologies in Artificial Intelligence, Computer

Simulation, and Human-Computer Interaction (pp. 110-122).

www.irma-international.org/chapter/hybrid-computational-intelligence-and-the-basic-concepts-and-recent-

advances/213121

Real-Time Recording and Analysis of Facial Expressions of Video Viewers
Pramod Madhavrao Kanjalkar, Shubham Patil, Prasad Jitendra Chinchole, Archit Ashish Chitreand Jyoti

Kanjalkar (2023). Advances in Artificial and Human Intelligence in the Modern Era (pp. 163-179).

www.irma-international.org/chapter/real-time-recording-and-analysis-of-facial-expressions-of-video-viewers/330404

Ethical Considerations and Challenges in Human-AI Collaboration
Dheeraj Minglani, Moniya Pal, Uma Shankerand Amit Kumar (2025). Humans and Generative AI Tools for

Collaborative Intelligence (pp. 53-86).

www.irma-international.org/chapter/ethical-considerations-and-challenges-in-human-ai-collaboration/382764

Influence of Transformational Leadership on Ethiopian Smart IT Factories' Performance Through

Open Innovation
Getnet Worke, Shashi Kantand Chalchisa Amentie Karo (2026). Navigating Human-Machine Collaboration

in Smart Factories (pp. 237-260).

www.irma-international.org/chapter/influence-of-transformational-leadership-on-ethiopian-smart-it-factories-performance-

through-open-innovation/395098

http://www.igi-global.com/chapter/determinants-of-customer-analytics-capabilities/340295
http://www.igi-global.com/chapter/determinants-of-customer-analytics-capabilities/340295
http://www.irma-international.org/chapter/a-systematic-view-of-sentiment-analysis-on-different-techniques-challenges-and-future-directions-in-covid-19/330409
http://www.irma-international.org/chapter/a-systematic-view-of-sentiment-analysis-on-different-techniques-challenges-and-future-directions-in-covid-19/330409
http://www.irma-international.org/chapter/hybrid-computational-intelligence-and-the-basic-concepts-and-recent-advances/213121
http://www.irma-international.org/chapter/hybrid-computational-intelligence-and-the-basic-concepts-and-recent-advances/213121
http://www.irma-international.org/chapter/real-time-recording-and-analysis-of-facial-expressions-of-video-viewers/330404
http://www.irma-international.org/chapter/ethical-considerations-and-challenges-in-human-ai-collaboration/382764
http://www.irma-international.org/chapter/influence-of-transformational-leadership-on-ethiopian-smart-it-factories-performance-through-open-innovation/395098
http://www.irma-international.org/chapter/influence-of-transformational-leadership-on-ethiopian-smart-it-factories-performance-through-open-innovation/395098

