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Abstract: - Strategic decisions require the use of analytics and big data technologies. Previous study has focused on big data applications, 

ethics, benefits, drawbacks, and analytical viewpoints, among other things. The goal of this study is to conduct a comprehensive literature 

assessment in these areas and to fill any research gaps on the impact of big data analytics on digital marketing approaches. We attempted to 

cover as many as 200 articles, news, publications, and other portals to investigate studies conducted from the past to the present. As a result, 

this study evaluated the current literature on big data applications and discovered that digital marketing is a vast sector in which big data has 

a considerable influence on the creation of digital advertising strategies and how advertising is influenced by big data.  Using the greatest big 

data applications, according to past research, can assist selected organizations in overcoming severe limits during one of the world's most 

catastrophic pandemics. This outcome will benefit academics and industry in two ways: first, the experimental output will navigate the state 

of mind on the relationship between digital marketing, digital advertising, and big data analytics; second, the data-based result will improve 

the ability to think more creatively in the future with other industry affiliations.   
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1. Introduction: 

Strategic decisions require the use of analytics and big data technologies. Previous study has focused on big data 

applications, ethics, benefits, drawbacks, and analytical viewpoints, among other things. The goal of this study is 

to conduct a comprehensive literature assessment in these areas and to fill any research gaps on the impact of big 

data analytics on digital marketing approaches. We attempted to cover as many as 200 articles, news, publications, 

and other portals to investigate studies conducted from the past to the present. As a result, this study evaluated the 

current literature on big data applications and discovered that digital marketing is a vast sector in which big data 

has a considerable influence on the creation of digital advertising strategies and how advertising is influenced by 

big data.  Using the greatest big data applications, according to past research, can assist selected organizations in 

overcoming severe limits during one of the world's most catastrophic pandemics. This outcome will benefit 

academics and industry in two ways: first, the experimental output will navigate the state of mind on the 

relationship between digital marketing, digital advertising, and big data analytics; second, the data-based result 

will improve the ability to think more creatively in the future with other industry affiliations. 

2. Literature Review:  

2.1 Definition of Big Data: 

Any events or consequences should exhibit inconsistency. There was a previous belief that in this highly 

competitive world, all possibilities were open. The advent of big data brought about a change in this perspective. 

Could you please provide a comprehensive definition of Big Data? The term "big data" refers to extensive and 

intricate collections of data that are sourced from several channels, including social media platforms, Internet of 

Things (IoT) devices, and transactional systems. The practice of acquiring, retaining, and examining substantial 

quantities of intricate data with the objective of revealing concealed patterns, unexplored associations, 

prognostications, and similar phenomena. According to Wang, Ni, and Chua (2012), The term "big data" was 

initially introduced by the Gartner Blog Network in 2023 and has since gained widespread recognition. Following 

its utilization, technology does not solely depend on a single theory or paradigm. Likewise, the domain of big data 

is propelled by practical application rather than inflexible frameworks. The process entails the collection, 

manipulation, and examination of vast quantities of data derived from many origins, hence presenting inherent 
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difficulties. (Emmanuel, 2016) When considering big data as a comprehensive concept that encompasses all types 

of data, technology, and applications, it becomes evident that there has been a significant movement in the sector. 

The aforementioned approach challenges the commonly employed methodologies for data management. The 

conventional approach is based on the utilization of data models, which establish the various elements such as 

data structures and operators and outline the operations and structure of a database. Currently, the objective of big 

data management is to effectively handle substantial volumes of diverse and unstructured data originating from 

multiple domains, necessitating expertise and organization. Consequently, the execution of the exploratory 

process necessitates the utilization of non-traditional approaches. According to Kaisler (2013), McAfee (2012) 

has proposed the notion of enhancing the potential of big data outputs. It is imperative that the analytical tools 

possess the capability to effectively handle streaming events in real-time while concurrently providing precise 

outcomes. 

2.2 Environmental Definitions of Big Data: 

According to Cooper (2012), the National Institute of Standards and Technology (NIST) devised a taxonomy that 

establishes a correlation between the three Vs and the necessity of implementing horizontal scaling in order to 

achieve efficient data processing. The NIST Big Data Interoperability Framework incorporated a more formalized 

description that delineated the concept of Big Data into two fundamental elements: the Big Data Paradigm and its 

associated attributes (NIST Special Publication, 2015). Furthermore, the author Amir Gandomi (2015) establishes 

a connection between the three Vs (Volume, Velocity, and Variety) and the requirements and methodologies of 

big data analytics within the context of environmental studies. The NIST Taxonomies subgroup definition of the 

characteristics of Big Data emphasized the implications for processing and architecture when dealing with datasets 

that possess the three Vs (volume, velocity, and variety). According to the NIST Special Publication (2015), 

substantial datasets require a scalable infrastructure to ensure efficient storage, manipulation, and analysis. The 

structural definition indicated above was formulated by a member of the NIST working group (Demchenko, 2013) 

in an autonomous manner. According to Demchenko (2013), the 6V approach's requirements for cost-effective 

innovative analytics are encompassed in a five-part definition. This definition emphasizes the need for enhanced 

insight through the utilization of new data models and infrastructure tools. Additionally, it highlights the 

importance of acquiring data from diverse sources and delivering it in various formats to cater to different data 

consumers. 

3. Definition of Big Data Analytics: 

Big data analytics helps businesses come up with new ideas, be more productive, and compete better (Dong J, 

2018). Big data analytics is a complicated method that looks at a huge amount of data to try to make sense of "big 

data" (Ning, Zhang, Zhang, & Zhang, 2018). The McKinsey Institute study says that making good use of big data 

could change economies and start a new era of productive growth (Manyika, Chui, Osborne, & Phillips, 2011). 

Businesses today will have to compete with new companies that can hire key big data staff and skills. These new 

companies will understand the benefits of valuable information beyond big data. Academics, government leaders, 

and other people in charge of making decisions could use big data to show the next big step forward in their fields. 

Without a doubt, the "Big Data" method is changing the way we think about knowledge today. Also, data gathering 

tools are opening up new ways for scientists to do research. By sequencing DNA, for example, it is possible to 

look at hundreds of cancer genomes and find out how common many possibly important mutations are in different 

types of cancer, as well as what functions they affect. This might even help make new medicines (Golub, T., 

2010). Big data analytics can help companies stay ahead of the competition by letting them make smarter choices 

(Malerba, Casilli, & D'Adda, 2020). 

4. Types of Data Analytics: 

According to Davenport (2007), descriptive analytics tells you what happened, prediction analytics tells you where 

to go, and prescriptive analytics helps you find the best way to do things. Delen M. (2014) explained the three 

parts of data analysis that help us understand how big data analytics can be used for data analysis: descriptive, 

prediction, and prescriptive analytics. Boyd and Crawford (2012) said that "big data" is a mix of science, analysis, 

and mythology. Gupta M. and George J.F. (2016) also named four types of big data analytics competence: the 

ability to analyze data, the ability to help people make decisions, the ability to track data, and the ability to make 
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predictions. With these features, big data analytics can work with huge amounts of data at the same time and show 

the data in real time or very close to real time. The four types of data analysis should be used together to get a full 

picture of the story the data tells and to make smart choices. Use descriptive data to get a better idea of how your 

business is doing right now. To find out how your company got to where it is now, use diagnostic analytics. (Cote, 

2021) 

4.1 Descriptive Analytics: 

Looking at old data to find patterns and connections is what descriptive analytics is all about. Trends and 

correlations are shown, but not in great detail. This is the most basic type of data analysis. (Cote, 2021) The main 

goal of descriptive analytics is to learn about what happened in the past by collecting and showing data in a way 

that makes sense. You can think of descriptive analytics as looking in the rearview mirror; it shows you what 

happened in the past. (Harris and Davenport, 2007).   

4.2 Diagnostic analytics: 

Diagnostic analytics, which follows descriptive analytics, seeks to answer the question, "Why did this happen?" 

(Cote, 2021). This sort of analytics goes beyond simple trend analysis and correlation investigations, with the goal 

of determining causative correlations wherever possible. Big data methods, such as natural language processing 

(NLP), can be used in diagnostic analytics to capture relevant insights from social media postings or web search 

queries, allowing organizations to understand how their products or services are interacted with by people  

(Jenithamani & Senthil Kumar, 2019). Diagnostic analytics, as opposed to descriptive statistics, which focus on 

what happened in the past, leverages datasets from both internal and external sources to explain why events 

occurred. (Jenithamani & Senthil Kumar, 2019). 

4.3 Predictive analytics: 

Predictive analytics looks at past data to guess trends or events that might happen in the future. This answers the 

question "What might happen in the future?" (Cote, 2021). This method uses powerful statistical and machine 

learning techniques to make correct predictions based on very large datasets (Davenport & Harris, 2007). Retailers 

have used predictive analytics to find the best prices, predict demand, and get better at managing their stock 

(Kumar et al., 2016). Statistical algorithms, machine learning, and big data processing are used in predictive 

analytics to find hidden factors that might affect current conditions and look at past data trends to guess what will 

happen in the future (Sánchez-Monedero, Troncoso, Vila-Marta, & Llopis-Albert, 2020). By looking at patterns 

in past data, predictive analytics models can find indicators for what will happen in the future. This lets businesses 

see trends in customer behavior or market demand and make decisions before they happen (Kudyba & Hoptroff, 

2014). 

4.4 Prescriptive analytics: 

Prescriptive analytics looks at all the possible factors in a situation and suggests what can be done. This type of 

analytics can be very helpful when making decisions based on facts. (Cote, 2021) Optimization methods like 

linear programming or simulation modeling, along with machine learning algorithms, are used in prescriptive 

analytics to investigate a number of cases and choose the best one based on predetermined goals. Fan and Bifet 

(2012). 

4.5 Text analytics: 

A lot of people think that text analytics has more business promise than structured data mining. Text analytics, 

also called text mining, is the process of getting useful data and information from text that is not organized in a 

specific way. Searching for information, machine learning, statistics, computer linguistics, and, most importantly, 

data mining are all parts of text mining. Text representation and natural language processing (NLP) are at the heart 

of most text mining tools, with NLP being the most important. Hu, Wen, Chua, and Li (2014)It gives a full analysis 

of probabilistic topic models, which are used a lot in text analytics (Blei, 2012). He looks into a lot of different 

topic models, such as the well-known latent Dirichlet allocation (LDA) method for topic modeling in text data. 

(Bo Pang & Lillian Lee, 2008) gives a complete summary of the field of mood analysis, including ways to choose 
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features, sort them into groups, and rate them. It's also brought up that mood analysis can be hard, like how to 

handle irony, sarcasm, and other figure of speech. The vector space model, the Boolean retrieval model, and the 

probabilistic retrieval model are all based on how documents are shown and how queries are processed (G. Salton, 

1970). A study of educational data mining by Romero and Ventura (2013) talks about how text mining techniques 

can be used to look at text data that students have written. They talk about how text analytics could be used to 

find kids who might not be able to keep up in school or who plagiarize. It includes tagging words based on their 

parts of speech, figuring out what words mean, and using probabilistic context-free grammar (C. D. Manning and 

H. Schütze, 1999). Based on these methods, many text mining technologies have been made, such as subject 

modeling, summarization, information extraction, classification, clustering, question answering, and opinion 

mining. Information extraction is the process of automatically pulling out certain types of organized information 

from text. 

4.6 Web analytics: 

Because of the increasing expansion of web pages, web analytics has been an important research subject in recent 

years. Web analytics seeks to automatically retrieve, analyze, and analyse information from web publications and 

services in order to facilitate knowledge discovery. Web analytics is based on several study areas such as 

databases, information retrieval, natural language processing (NLP), and text mining. Web content mining, web 

structure mining, and web usage mining are three key areas of interest in online analytics, each focusing on a 

different aspect of the web (Pal, 2002). 

Web content mining is the process of extracting usable information or knowledge from online material, which can 

be of various formats such as text, picture, audio, video, symbolic, metadata, and hyperlinks. The primary focus 

of research activities is text and hypertext material, with text mining being a well-established subject. Mining 

semi-structured HTML pages with hyperlinks is known as hypertext mining, and it frequently employs supervised 

learning or classification algorithms for tasks such as email and newsgroup administration or web directory 

maintenance (Chakrabarti, 2000). There are two ways to web content mining that are commonly used: information 

retrieval and database modeling. Website usability and visual appeal are important elements in user engagement, 

according to (O'Brien, H. L. & Toms, E. G., 2008) investigation on the effects of website design on user 

behavior.Page title tags, meta descriptions, and content quality all significantly affect website rankings, according 

to(Zhang, Y., et al., 2015) .'s investigation into the effects of on-page optimization factors on search engine results. 

(Park & Kim, 2017) investigated how social media content affects user engagement and discovered that visual 

content—like pictures and videos—is more engaging than text-based content. Web structure mining is concerned 

with determining the underlying model of link structures on the internet. In their study of the factors influencing 

user engagement in mobile apps, (Wang, et al., 2017) found that user satisfaction and retention are crucial for the 

success of mobile apps. According to (Chakravarthy, 2019) "web structure mining" is the process of examining 

and extracting information from the web's link structure, which includes the web pages and the hyperlink 

relationships between them."The goal of web structure mining is to extract useful knowledge and information 

from the web's link structure, such as the connectivity between web pages and the relationships between websites" 

(García-Sánchez, Colomo-Palacios, & Molina-Carmona, 2019) 

4.7 Multimedia analytics: 

Multimedia analytics is the study of how to get information out of multimedia data like voice and video and 

understand what it all means. Some new areas of interest are summarizing and annotating video, indexing and 

retrieval, making suggestions, and finding events. When you summarize audio or video, you take out the most 

important parts of the original data. Multimedia annotation, on the other hand, explores both people and machines. 

The process of organizing multimedia data so that it is easy for people to find multimedia resources is called 

multimedia indexing and retrieval. Some of the most common parts of a video retrieval system are structure 

analysis, feature extraction, data mining, classification, labeling, querying, and retrieval (Hu, 2014). (Ding, et al., 

2012) suggested a topic-oriented multimedia summarizing system that could make text-based retellings for 

multiple-view films. (Wang, B. Ni, & T.-S. Chua, 2012) suggested multimedia annotation that combined human 

and computer work.   A lot of information was written by Hu, Xie, Li, Zeng, and S. Maybank in November 2011 

about multimedia indexing and retrieval. They talked about the four steps that are needed for a broad video search 
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system. (Guo, et al., 2016) suggested using deep learning to sort images into different groups. The system did a 

great job of putting images into different groups. This is how (Ning, Zhang, Zhang, & Zhang, 2018) made a deep 

neural network for picture segmentation and got the best results on benchmark datasets. Bhardwaj et al. (2019) 

came up with a plan for automated video surveillance that uses deep learning methods. The system showed that it 

could find and track objects very accurately in real time. Song, Yang, Zhao, Li, and Chen (2018) also made a 

system for video summarization that uses deep reinforcement learning to make short summaries of long movies. 

4.8 Mobile analytics: 

Mobile data traffic has grown so much that it hit 85 TBs per month at the end of 2012. As a result, mobile analytics 

has become more important (Cisco Syst., Inc., 2013). But mobile analytics has problems because of the unique 

features of mobile data, like being aware of mobile devices, being sensitive to action, being noisy, and having a 

lot of redundant data. Mobile analytics is still in its early stages, but there are already a lot of new uses for it. 

Unique identification codes (EPCs) on tags made with RFID technology make it possible to track and keep an eye 

on physical things (Han, J.G. Lee, & X. Li, 2008). Things can be found and identified using these tags, and 

complex events can be recognized using these tags to build advanced business applications (Wu, Y. Diao, & S. 

Rizvi, 2006). 



J. Electrical Systems 20-5s (2024): 786-820 

 

791 

Major Highlights [Literature Review on Digital Marketing]  

Sl. No. 

Authors 

Title of the Paper 

Published Year 

Key Highlights/Findings 

1 

Kotler, P., & Zaltman, 

G. 

Societal Marketing: An 

Approach to Planning Social 

Change 
1971 

Authors established social marketing as a legitimate 

approach to effecting social change and served as a 

framework for the development and execution of successful 

social marketing initiatives. 

2 

Bob Lauterborn. 

New marketing litany: four 

Ps passe´: C-words take over, 

Advertising Age, 

1990 

Authors found that Customer, cost, convenience, and 

communication construct the four Cs of a customer-centric 

marketing approach. 

3 

Friestad, M., & P. 

Wright 

The persuasion knowledge 

model: How people cope 

with persuasion attempts. 

1994 

Authors identified three types of persuasive knowledge: 

Tactics, Goals and Countermeasures. 

4 

Alexa Kierzkowski, 

Shayne McQuade, et. 

Al. 

Marketing to the digital 

consumer 

1996 

They remarked digital customers are younger, wealthier, and 

more educated than the general population. Digital users are 

more likely to utilize social media and various devices for 

internet access. Digital shoppers are more self-directed and 

research before buying. 

5 

Phelps, J., G. Nowak, 

& E. Ferrell. 

Privacy Concerns and 

Consumer Willingness to 

Provide Personal Information 
2000 

Findings suggest that public policy and self-regulation to 

address consumer privacy concerns should provide 

customers more control over personal data collection and 

dissemination. 

6 

Murthi, B. P. S, & 

Sarkar, S. 

The role of the management 

sciences in research on 

personalization. Management 

Science, 

2003 

Authors described how management science shaped 

personalization technologies. Management science can 

inform personalization system design and execution, 

according to the authors. 

7 

Constantinides, 

Efthymios. (2004) 

Influencing the online 

consumer's behavior: The 

Web experience. Internet 

Research 

2004 

Online shoppers' decisions are influenced by the Web 

experience. Authors’ web experience is about information 

quality, design, interactivity, and trust. 

8 

Dholakia, R. R., & 

Kshetri, N. 

Factors Impacting the 

Adoption of the Internet 

among SMEs 
2004 

SMEs face specific hurdles and limits that may hinder 

internet technology adoption, the experts noted. They 

enumerated factors affecting SMEs' internet use. These 

variables include business size, owner/manager attributes, 

perceived risks and advantages, industry traits, outside 

support, and infrastructure accessibility. 

9 

Hollis, N. 

Ten Years of Learning on 

How Online Advertising 

Builds Brands. 2005 

Online advertising tips for brand building: Target your ads, 

generate compelling content, assess your results, and follow 

your online advertising campaigns to decide what works. 

10 

Manchanda,, Puneet, 

Jean-Pierre Dubé, 

et.el. 

The Effect of Banner 

Advertising on Internet 

Purchasing.” Journal of 

Marketing Research 

2006 

Digital Advertising in Marketing Mix Digital advertising has 

the most potential when combined with other marketing mix 

elements. 

11 

Stuart, Greg, Vassilis 

Bakopoulos, & Rex 

Briggs. 

Why mobile marketing is a 

missed opportunity- And 

how you can optimize it on 

behalf of your brand., 
2006 

Mobile can be optimised to take advantage of market price 

inefficiencies. Mobile cost per mile (CPM) is still low, but 

in mobile video, native, and audio, it is disproportionately 

low compared to its value, giving advertisers rapid ROI 

prospects. 

12 

White, Zahay, 

Thorbjørnsen, and 

Shavitt 

Getting Too Personal: 

Reactance to Highly 

Personalized Email 

Solicitations 
2008 

Highly personalised email solicitations can cause reactivity. 

Reactance can make customers resist the message's 

persuasion and avoid clicking the link. Email solicitation 

personalization should be warranted. Whether to employ 

highly personalised email solicitations depends on the 

perceived utility of the service. 
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13 

Donna L. Hoffman 

Marek Fodor 

Can You Measure the ROI of 

Your Social Media 

Marketing? 

2010 

ROI measurement for social media marketing: Determine 

goals, track metrics, use a social media analytics tool, and be 

patient. 

14 

Bernard J. Jansen 

Sonja Schuster 

Bidding on the buying funnel 

for sponsored search 

marketing. Journal of 

Electronic Commerce 

Research 

2011 

Bidding ideas for the buying funnel include utilizing 

different techniques for different stages, using negative 

keywords to eliminate irrelevant searches, and tracking and 

adjusting your bidding strategy. This helps you maximize 

sponsored search efforts. 

15 

Ting-Peng Liang, Yi-

Ting Ho, Yu-Wen Li, 

and Efraim Turban. 

What Drives Social 

Commerce: The Role of 

Social Support and 

Relationship Quality 
2011 

Social commerce adoption was influenced by positive social 

support. Relationship quality affects social commerce usage 

intentions. A mediator between social support and 

relationship quality and users' inclination to engage in social 

commerce was the user-social networking website 

relationship. 

16 

Iveta Štefko, Jan 

Kalaš, and Monika 

Kalašová. 

The use of online data 

analysis in marketing 

communication. Marketing 

and Management of 

Innovations 

2011 

Online data analysis helps marketing communication, the 

authors say. They claim that online data analysis can identify 

internet shoppers, target demographics, compelling 

marketing messaging, and marketing performance. 

17 

Tae-Hwan Baek 

Masaru Morimoto 

Stay away from me: 

avoidance of personalized 

advertising 
2012 

Consumers tend to avoid personalized advertising due to a 

range of factors, such as worries regarding privacy, the 

perception of intrusiveness associated with personalized 

advertising, and doubts regarding its effectiveness. 

18 

David F. Barnes, 

Ganesh Harindranath 

et. el. 

 

Web 2.0 and micro-

businesses: an exploratory 

investigation”, Journal of 

Small Business and 

Enterprise Development 

2012 

The study found that inter-organizational cooperation basis 

and Web 2 technology can categorize small business online 

partnerships. Lifestyle benefits, internal operational 

efficiency, enhanced capabilities, external communications, 

and enhanced service offering 2.0 web technology use were 

noted. 

19 

Cohen, H. 

3 Cases: Power of Content 

Marketing - Strategy, 

Creation, Branding. Content 

Marketing Institute. 

2012 

- Starting with a goal.  

- Developing audience-relevant and valuable content.  

- Promote your material via several channels.  

- Results tracking and success measurement. 

20 

Chrysanthos 

Dellarocas 

Social media as a marketing 

channel. In Handbook of 

research on digital media and 

advertising: User generated 

content consumption 

2012 

- Marketing tips on social media: 

- Making compelling content 

- Get social. 

- With social media analytics 

21 

Shankar 

Kalyanaraman, S. 

Shyam Sundar, and 

James Brown 

Are Entertainment-Based 

Advertising Formats 

Effective in Communicating 

Product Attributes? 

2012 

How to create entertaining advertising formats: 

- Keeping the ad relevant to your audience. 

- Using humor or other entertainment to interest 

viewers. 

- The ad should be concise. 

- Making the ad memorable with strong imagery and 

soundtrack. 

- Test your ad with your target market to ensure it 

resonates. 

22 

Anne Sunikka and 

Johanna Bragge 

Applying text‐mining to 

personalization and 

customization research 

literature–Who, what and 

where? Expert Systems with 

Applications 

2012 

Authors propose a new customization concept classification. 

This classification encompasses personalization aims, 

approaches, and technologies. 

23 

Les Binet and Peter 

Field. 

The Long and the Short of It: 

Balancing Short and Long-

Term Marketing Strategies 
2013 

Short-term marketing is important but not all-important. 

Sustainable growth and brand building require long-term 

marketing.  Marketing must be balanced to succeed. 
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24 

Vijaya Krishnaraju, 

Mathew, S. K. 

Web personalization 

research: An information 

systems perspective 

2013 

Customizing websites improves user experience and 

marketing. Web personalization will likely improve and 

become more successful. 

25 

Anant Saxena and 

Uday Khanna 

advertising on social network 

sites: a structural equation 

modeling approach 
2013 

Social media, advertising value, structural equation 

modelling. 

26 

Walker, A. 

How Disney and Disney 

Pixar have successfully used 

content marketing to grow 

their audience. 
2013 

Disney and Disney Pixar have made films, TV shows, video 

games, and books. Their work has been distributed via their 

websites, social media, and theme parks. They have engaged 

followers on social media, competitions, and surveys. 

27 

Eaton, B., & Kenyon, 

A. 

Social Commerce: A New 

Era of Digital Commerce 

2014 

Facebook, Twitter, and Pinterest are increasingly important 

for consumers to research, discover, and buy products. 

Social commerce helps firms reach more customers, create 

relationships, and boost revenues. 

28 

C.E. Tucker 

Social Networks, 

Personalized Advertising, 

and Privacy Controls 
2014 

US-based researchers questioned 500 Internet users. The 

results demonstrated that social networks influence how 

people view and respond to personalized advertising. Social 

media users are more inclined to click on personalized 

adverts and buy offered products. Social network users 

worry more about privacy. 

29 

Paul Alford. 

marketing technology for 

adoption by small business 

2015 

Small organizations confront many marketing technology 

adoption obstacles. Small firms can overcome these hurdles 

by working with a marketing technology supplier, investing 

in training and education, and adopting gradually. 

30 

Bleier, A., & M. 

Eisenbeiss 

The Importance of Trust for 

Personalized Online 

Advertising 
2015 

Consumers react to personalized web advertising based on 

trust. Customers are more open to personalized ads from 

trustworthy retailers. Consumers who trust the retailer worry 

less about privacy and reactance. 

31 

James Hurwitz, 

Michael Kaufman, et. 

el.. 

 

Cognitive Computing and 

Big Data Analytics. 

Hoboken, NJ, USA: Wiley 2015 

Big data analytics extracts insights from massive data sets. 

Big data analytics and cognitive computing can solve 

business difficulties. These innovations could transform 

businesses. However, they also require new skills and may 

replace workers. 

32 

Xi Y. Leung, Billy 

Bai, and Kurt A. 

Stahura 

The marketing effectiveness 

of social media in the hotel 

industry: a comparison of 

Facebook and Twitter 

2015 

Social media marketing helps hotels reach their target 

market and engage customers. 

Hotels must choose the right social media platform and 

personalize their marketing plan to their target market to 

maximize social media marketing. 

Social media marketing benefits larger hotels more. 

To succeed in social media marketing, hotels must provide 

interesting content and cultivate consumer relationships. 

33 

Taiminen, Heini & 

Karjaluoto, & Heikki. 

The usage of digital 

marketing channels in SMEs 

2015 

SMEs are adopting digital marketing channels more, but not 

yet to their full potential. 

Websites, social media, and email marketing are SMEs' 

main digital marketing channels. 

These channels are underutilized by SMEs for client 

feedback and personalized marketing communications. 

34 

Woo Gon Kim 

Jun (Justin) Li 

Robert A. Brymer. 

The impact of social media 

reviews on restaurant 

performance: The 
2016 

Social media reviews boost restaurant performance 

significantly. Social media reviews and restaurant rating are 

the biggest elements affecting restaurant performance. 
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moderating role of 

excellence certificate. 

International Journal of 

Hospitality Management, 

Encourage social media reviews to boost restaurant 

performance. 

35 

Michael L. Resnick 

and William Albert 

The Influences of Design 

Esthetic, Site Relevancy and 

Task Relevancy on Attention 

to Banner Advertising 
2016 

Banner advertising attention is affected by design, site, and 

task relevancy. Rich visual ads that are relevant to the site or 

task and the user's present interests are more likely to be 

spotted and paid attention to. 

36 

Johannes Seitz 

Stefan Zorn 

Perspectives of 

Programmatic Advertising. 

In: Busch O. (eds) 

Programmatic Advertising. 
2016 

Digital media buying is automated by programmatic 

advertising. Programmatic advertising improves efficiency, 

transparency, and targeting. Programmatic advertising has 

drawbacks include lack of transparency, fraud, and 

specialized skill. 

37 

Christine Stimpson 

Jerry Farquhar 

Creating a unique selling 

proposition 
2016 

Differentiation, Relevance, Credibility, and Memorability 

are USP components. 

38 

Chaffey, D., and 

Smith, P. R. 

Digital Marketing 

Excellence: Planning, 

Optimizing and Integrating 

Online Marketing 

2017 

Authors discussed the consequences of digital marketing 

advancements like artificial intelligence, virtual reality, and 

voice search. 

39 

Paetsch, J., Zhou, Y., 

& Sedera, D. 

The role of absorptive 

capacity in IT adoption: A 

proposed framework 
2017 

The authors presented a framework for absorptive ability 

that includes acquisition, assimilation, transformation, and 

exploitation. 

40 

Janusz Wielki and 

Janusz Grabara 

The Impact of Ad-blocking 

on the Sustainable 

Development of the Digital 

Advertising Ecosystem 
2018 

Ad-blocking is a growing problem. Youth and educated 

people use ad-blocking more. Most people use ad-blockers 

because advertising are irritating, obtrusive, irrelevant, and 

slow down the computer. The advertising business must 

improve user acceptance of online advertising to prevent a 

drop in content and service quality. 

41 

Mcafee, A., & 

Brynjolfsson, E 

Machine, Platform, Crowd: 

Harnessing Our Digital 

Future. WW Norton 
2018 

The transformative power of machines, platforms, and 

crowds was examined. Artificial intelligence, robotics, and 

automation are changing how we work and undermining 

established employment structures, they say. 

42 

Stanko, M. A., 

Henard, D. H., & 

Backhaus, K. 

Technology-enabled USPs: 

How information technology 

resources facilitate unique 

selling propositions 
2018 

USPs help attract customers, increase market share, and 

achieve long-term success, authors said.  

Found that IT resources improve USP development, market 

distinction, and customer value. 

43 

McKinsey & 

Company 

The effectiveness of email 

marketing in customer 

acquisition 

2019 

- Email marketing is an effective consumer acquisition 

method. 

- Email marketing ROI can approach 400%. 

- Email marketing is cost-effective for growing 

businesses. 

- A company's marketing plan should include email 

marketing. 

44 

Xuan Li, Qing Su, 

Yong Chen, and 

Shiping Lin. 

Effects of Big Data Analytics 

and Traditional Marketing 

Analytics on New Product 

Success: A Knowledge 

Fusion Perspective 2019 

Big data analytics improved new product success more than 

marketing analytics. Knowledge fusion—combining big 

data and traditional marketing analytics—boosted new 

product success. Process quality moderated knowledge 

fusion effects. 
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45 

Verma, D 

A Critical Review of Digital 

Marketing. 

2018 

Digital marketing engages clients via digital platforms. 

Digital marketing covers SEO, PPC, social media, email, 

and content marketing. Digital marketing may boost brand 

exposure, leads, and sales. Digital marketing is a cheap 

approach to reach many people. 

46 

Huebner,, & Chris 

Digital Advertising and the 

Marketing Mix: A review of 

current literature and 

implications for Higher 

Education Marketers. Journal 

of Marketing 

Communications for Higher 

Education. 

2019 

Examples of digital advertising in higher education 

marketing include social media and SEO. Using PPC 

advertising 

47 

Nikhil Arora 

Study of How Online 

Advertising has become very 

Intrusive 

2019 

Recently, online advertising has gotten more obtrusive. 

Intrusive online advertising can harm users' privacy and 

security. There are several ways to combat obtrusive web 

advertising.   

48 

Serrano-Gomez, A., 

Martinez-Ruiz, M. P., 

& Jimenez-Zarco, A. 

I. 

Understanding the use of 

mobile applications for travel 

planning: An extended model 

of the technology acceptance 

model 

2019 

Study extended the Technology Acceptance Model (TAM) 

to provide insights into the drivers and barriers that 

influence individuals' intention to use mobile apps for travel-

related purposes. 

The article examined why people use travel planning 

smartphone apps. 

49 

El Khoury, R., Hajli, 

N., & Shaalan, A. 

The role of marketing 

technology in market 

orientation and firm 

performance 
2020 

Showed how marketing technology, market orientation, and 

company performance relate. Marketing technology 

improves data collecting, analysis, and client engagement, 

influencing market orientation. 

50 

Heejun Lee and 

Chang-Hoan Cho 

Digital advertising: present 

and future prospects. 

International Journal of 

Advertising 

2020 

Authors are optimistic about the future of digital advertising. 

They claim that digital advertising can target specific 

populations and measure campaign efficacy better than 

traditional advertising. 

51 

O'Cass, A., Song, M., 

& Yuan, W 

Customer data analytics 

capabilities, customer insight 

capabilities, and competitive 

advantage: Implications for 

firm performance 

2020 

Recognized the growing value of consumer data analytics in 

understanding customer behavior, preferences, and 

demands. 

Examined how competitive advantage impacts company 

performance. 

52 

Pratiwi, A., Nugroho, 

L. A., & 

Kusumawardhani, N. 

E-Procurement Adoption in 

Indonesia: SMEs 

Performance Improvement 
2020 

Paper noted that e-procurement solutions streamline 

procurement, reduce costs, improve transparency, and boost 

corporate performance. 

53 

Shkliar , A., & 

Khaustova, I. 

Features of digital marketing 

in the modern business 

environment. Amazonia 

Investigate 2020 

Digital marketing promotes products and services via digital 

means. Digital channels include email, social media, mobile 

apps, and websites. Businesses of all sizes are prioritizing 

digital marketing. Due to the growing usage of digital 

platforms for product research, purchases, and commercial 

interactions. 
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54 

AL-AZZAM, A. F., & 

Al-Mizeed, K. 

The effect of digital 

marketing on purchasing 

decisions: A case study in 

Jordan. 

2021 

Digital marketing strongly influences customer purchases. 

When utilized to inform consumers about products and 

services, promote new ones, and offer discounts, digital 

marketing is more effective at swaying purchases. Digital 

marketing that targets people by interests and demographics 

is more effective at influencing purchases. 

55 

Hussain, W., Kim, J. 

Y., Duan, Y., Iqbal, 

M., & Gao, H. (Eds.). 

Intelligent Processing 

Practices and Tools for E-

Commerce Data, 

Information, and Knowledge. 

Springer International 

Publishing. 

2021 

Intelligent methods can extract knowledge from e-commerce 

data, information, and knowledge. This knowledge can help 

e-commerce organizations make better judgements, improve 

customer service, personalize purchases, and avoid fraud. 

56 

Johnson, G., Runge, 

J., & Seufert, E. 

Privacy-Centric Digital 

Advertising: Implications for 

Research. 
2021 

The authors examined privacy-centric digital advertising's 

research implications. They argue that the rise of privacy-

centric digital advertising will require researchers to develop 

new methods for measuring the effectiveness of digital 

advertising. In privacy-centric digital advertising, click-

through rate and conversion rate will not work, they say. 

57 

Saurabh Rautela 

Social Media for New 

Product Launch: A Study of 

Social Media Platforms 

Across the RACE Planning 

Framework 
2021 

Social media can be an effective tool for new product 

launch. Different social media platforms are better suited for 

different stages of the RACE planning framework. The 

success of social media campaigns depends on a number of 

factors, such as the quality of the content, the targeting of 

the campaign, and the budget. 

58 

Zhao, X., Hua, Y., 

Wu, L., & Xu, H. 

Enhancing customer 

engagement and loyalty 

through social media 

marketing: Evidence from 

China. 2021 

Engagement and loyalty can be achieved through social 

media marketing. Social media marketing works better with 

brand-engaged customers. Marketers should create 

audience-relevant content. Social media should be used by 

marketers to establish consumer relationships. 

59 

 

Why Digital Marketing is 

Important for Small 

Business. (2021, November 

3). Digital Marketing 

Institute. 

2021 

Setting goals, choosing channels, creating outstanding 

content, and measuring results are digital marketing basics. 

60 

Pollak,, Frantisek & 

Markovič, Peter & 

Váchal,, Jan & 

Vavrek, & Roman. 

Analysis of E-Consumer 

Behavior During the 

COVID-19 Pandemic. 
2022 

The pandemic boosted e-commerce. Consumers bought 

more groceries, home goods, and personal care products 

online throughout the pandemic. Consumers used social 

media more to investigate and buy things. Customers used 

internet reviews more to make judgements. 

61 

Airaghi, C 

The 5 Pillars of a Successful 

Customer-Oriented 

Marketing Strategy 

2023 

Customer segmentation groups clients by demographics, 

interests, or buying habits. You can target specific client 

groups with marketing communications. Personalizing 

marketing is using client data to develop customized 

messaging. You might send them personalized emails based 

on their interests or purchases. 
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62 

 

https://www.bizzuka.com/4-

reasons-your-business-

should-use-content-

marketing/ 2023 

The benefits of content marketing include boosting your 

search engine rating.  Content marketing reduces advertising 

costs. Customer service can be improved via content 

marketing. 

63 

Kapost 

https://uplandsoftware.com/k

apost/resources/blog/how-to-

build-and-operate-a-content-

marketing-machine/ 

2023 

Ways to develop and run a content marketing engine are 

listed in the article: 

- Use analytics and statistics to evaluate your content 

and adjust your strategy. 

- Work with sales and marketing to align your content 

with your company's goals. 

- To produce high-quality material regularly, invest in 

content development tools. 

- Connect with industry influencers to promote your 

content. 

- Be persistent and patient. Content marketing yields 

results over time. 

64 

Nail Patel 

5 Crucial Factors for Success 

in E-commerce 

2023 

E-commerce success tips:  

- Offer several products and services.  

- Excellent client service. 

- Connect with customers on social media. 

- Sale and promote often. 

- Invest in marketing. 

- Keep up with e-commerce news. 

Major Highlights [Literature Review on Big Data Analytics] 

65 Salton, Gerard Automatic text processing 1970 Many big data analytics methodologies originated there. 

66 Navathe, S. 
Evolution of Data Modeling 

for Databases 
1992 

Data modeling's evolution and types are discussed by the 

author. 

67 Grant R. A 
A knowledge-based theory of 

inter-firm collaboration 
1995 

Businesses collaborate to get outside expertise and 

resources. 

Company knowledge provides a basis for understanding 

inter-firm collaboration's causes and benefits. 

68 Cukier, Kenneth 

Data, Data Everywhere: A 

Special Report on Managing 

Information 

2010 

The importance of data in the digital age is discussed here. 

The author argues that firms must develop new data 

management and analysis methods to compete as data 

becomes more valuable. 

69 Golub, Gene H. Counterpoint: Data first 2010 

The author argues that scientific investigation should 

priorities evidence over theories. The author offers instances 

of how data-first research has resulted in key scientific 

advances. 

https://www.bizzuka.com/4-reasons-your-business-should-use-content-marketing/
https://www.bizzuka.com/4-reasons-your-business-should-use-content-marketing/
https://www.bizzuka.com/4-reasons-your-business-should-use-content-marketing/
https://www.bizzuka.com/4-reasons-your-business-should-use-content-marketing/
https://uplandsoftware.com/kapost/resources/blog/how-to-build-and-operate-a-content-marketing-machine/
https://uplandsoftware.com/kapost/resources/blog/how-to-build-and-operate-a-content-marketing-machine/
https://uplandsoftware.com/kapost/resources/blog/how-to-build-and-operate-a-content-marketing-machine/
https://uplandsoftware.com/kapost/resources/blog/how-to-build-and-operate-a-content-marketing-machine/
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70 

Kheng, L., Mohamad, 

O., Ramayah, T., & 

Mosahab, R. 

The Impact of Service 

Quality on Customer 

Loyalty: A Study of Banks in 

Penang, Malaysia 

2010 

Customer loyalty is heavily influenced by service quality. 

Banks must provide excellent service to retain customers. In 

Penang, Malaysia, banks, service quality affects customer 

loyalty. 

71 Miller, K. 
Big data analytics in 

biomedical research 
2010 

Big data analytics has pros and cons for biomedical 

research. 

72 Aggarwal, C. C. 
An Introduction to Social 

Network Data Analytics 
2011 

Social network dynamics and structure are examined using 

social network analysis methodologies. Analyzing social 

network data helps manage complex social processes. 

73 

Chaudhuri, S., U. 

Dayal, & Narasayya, 

V. 

An overview of business 

intelligence technology 
2011 

Business intelligence uses data to improve corporate 

decision-making. The Chaudhuri et al. survey covers BI 

technology and applications. 

74 
Gantz, John, & 

Reinsel, David 
Extracting value from chaos 2011 

Digital data will grow fast in the future, according to the 

authors. 

75 

Manyika, J., Chui, M., 

Osborne, M., & 

Phillips, C. 

Big data: The Next Frontier 

for Innovation, Competition, 

and Productivity 

2011 

Big data can revolutionize several industries. Big data can 

improve creativity, productivity, and decision-making. Big 

data is used in many businesses, and the writers examine its 

economic impact. 

76 
Reinsel, D., & Gantz, 

J. 

The Digital Universe in 

2020: Big Data, Bigger 

Digital Shadows, and Biggest 

Growth in the Far East 

2011 

The authors explore massive data management and analysis 

difficulties and prospects. Big data could transform 

numerous companies and sectors, according to the authors. 

77 
Boyd, D., & Crawford, 

K. 

Critical questions for big 

data: Provocations for a 

cultural, technological, and 

scholarly phenomenon 

2012 

Big data raises complex moral, social, and legal challenges.  

These considerations must be considered while developing 

and using big data technologies. 

78 
Cooper, M., & Mell, 

P. 

Tackling Big Data NIST 

Computer Security Resource 

Centre 

2012 

The pros and cons of big data are examined in this essay. 

Big data can transform many industries, but data security 

and privacy must be addressed, according to the authors. 

79 
Ding, Dong, Metze, 

Florian, et. el. 

Beyond audio and video 

retrieval: Towards 

multimedia summarization 

2012 

Summarizing audio and video requires understanding its 

content, which is tough. A multimodal summarization 

framework using machine learning and natural language 

processing is suggested. 
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80 
McAfee, A., & 

Brynjolfsson, E. 

Big Data: The Management 

Revolution 
2012 Big data's pros and cons for corporations are discussed. 

81 
Snijders, C., Matzat, 

U., & Reips, U.-D. 

Big Data’: big gaps of 

knowledge in the field of 

internet science 

2012 

Internet science, especially big data, has a knowledge gap, 

according to the authors. 

The authors recommend studying big data's ethical, societal, 

and analytical implications. 

82 

TechAmerica 

Foundation’s Federal 

Big Data Commission 

Demystifying Big Data 2012 

This report analyses big data's definition, characteristics, 

issues, and potential. 

The paper examines big data's effects on society, business, 

and government. 

83 Kaisler, S. &. 
Big Data: Issues and 

Challenges Moving Forward 
2013 

The paper examines large data analytics issues and suggests 

future study. 

84 
Mayer-Schönberger, 

V., & Cukier, K. 

Big Data: A Revolution That 

Will Transform How We 

Live 

2013 

Big data changes work and life. Big data can solve difficult 

problems and improve decision-making. 

Big data impacts society and industry, the authors say. 

85 
Sagiroglu, S., & 

Sinanc, D. 
Big data: A review 2013 

Authors analyses big data. 

The writers discuss big data, its pros and cons, and its 

applications in many industries. 

86 
Chen, H., Mao, S., & 

Liu, Y. 

3Vs are not sufficient to 

describe big data 
2014 

Big data goes beyond the 3Vs—volume, velocity, and 

variety. Veracity, unpredictability, and value are also 

important, say the authors. 

87 
Chen, P. C., & Zhang, 

C. Y. 

Data-intensive applications, 

challenges, techniques and 

technologies: A survey on 

Big Data 

2014 

This review covers big data applications, challenges, 

methods, and technologies.  

Data heterogeneity, scalability, and privacy are big data 

processing challenges, according to the authors. For these 

concerns, they discuss several strategies and technology. 

88 Khan, M. M., & N., G. 

Seven Vs of Big Data; 

Understanding Big Data to 

extract value 

2014 

Big data has seven Vs: volume, variety, velocity, veracity, 

value, variability, and complexity.  

Big data analytics and the seven V's are covered in the 

article. 

89 
Raghupathi, W., & 

Raghupathi, V. 

Big data analytics in 

healthcare: promise and 

potential 

2014 

Big data analytics can reduce expenses, boost productivity, 

and develop innovative medical treatments, according to the 

authors. 

The authors provide big data analytics solutions that 

improve patient outcomes. 



J. Electrical Systems 20-5s (2024): 786-820 

 

800 

90 
Ward, M. J., Cooley, 

R., & Delen, D. 

Business intelligence and 

analytics: A practical guide 

to implementation and use 

2014 

This book covers business intelligence (BI) and analytics 

definition, benefits, and implementation. 

The writers discuss BI and analytics tools and 

methodologies and their applications in diverse industries. 

91 
Lian, X., Zhang, Y., & 

Wang, Z. 

Big Data Analytics: A 

Literature Review and a 

Framework 

2015 

This essay reviews big data analytics literature and proposes 

a framework. 

The writers discuss big data analytics' pros and cons at each 

step. 

92 
Taiminen, H., & 

Karjaluoto, H. 

The usage of digital 

marketing channels in SMEs 
2015 

According to the authors, SMEs are increasingly adopting 

digital marketing to reach their target audience. 

The authors encourage SMEs to develop a digital marketing 

strategy and invest in digital platforms. 

93 Isitor Emmanuel, C 

Defining Big Data. In 

Proceedings of the 

International Conference on 

Big Data and Advanced 

Wireless Technologies 

2016 

Large and complex data sets are called "big data" because 

ordinary data processing technologies cannot access them. 

Big data is large, diverse, fast, and accurate. Big data's 

characteristics, challenges, and prospects are discussed in 

the paper. 

94 
Kumar, V., Shah, D., 

& Venkatesh, R. 

Predictive analytics in retail: 

A state-of-the-art survey 
2016 

Predictive analytics predicts results. 

Retailers employ predictive analytics to target customers, 

manage inventory, and estimate demand. 

95 M, G., & George, J. 
Toward the development of a 

big data analytics capability 
2016 

This paper describes big data analytics creation. 

According to the authors, digitally competitive organizations 

must use big data analytics. 

The authors provide a step-by-step introduction to big data 

analytics, including business needs, data preparation, and 

architecture. 

96 

Sivarajah, U., Kamal, 

M. M., Irani, Z., & 

Weerakkody, V. 

Critical analysis of big data 

challenges and analytical 

methods 

2017 

The authors list big data's main issues and analytical 

methods. 

The key big data issues include volume, velocity, diversity, 

authenticity, variability, and visualization. 

The authors discuss descriptive, diagnostic, predictive, and 

prescriptive big data analytics. 

97 

Cui, Yong, Zhang, 

Xiaoming, Wang, Li, 

& Chen, Lei 

Social Network Analysis 

Based on Linkage and 

Content Data 

2018 

We present a social network analysis approach that uses 

linkage and content data to identify social network 

influencers.  

The authors demonstrate that their approach outperforms 

standard social network analysis frameworks on several real-

world social networks. 

98 
Dong, Jin, & Chen, 

Yusheng 

Business value of big data 

analytics: A systems-

theoretic approach and 

empirical test 

2018 

The authors develop a systems-theoretic framework for 

assessing big data analytics' commercial value and test it on 

a representative sample of enterprises. 

99 

Polgreen, L. A., 

Anthony, C., Carr, L., 

Simmering, J. E., 

Evans, N. J., & Foster, 

E. D. 

The effect of automated text 

messaging and goal setting 

on pedometer adherence and 

physical activity in patients 

with diabetes: A randomized 

controlled trial 

2018 

They found that goal setting and automated text messaging 

increased diabetics' pedometer adherence and physical 

activity. 

The authors recommend automated text messaging and goal 

setting for diabetics to exercise. 
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        Definition of Digital Advertising: 

100 DigitalMarketing 
Why Digital Marketing is 

Important for Small Business 
2019 

The importance of internet marketing for small enterprises is 

discussed here. Digital marketing helps small businesses 

grow their customer base, brand awareness, and revenue, 

according to the author. 

101 
Larson-Hall, J., & 

Herrington, A. 

The promises and perils of 

big data in second language 

research 

2019 

The authors believe big data can solve novel second 

language research problems. 

Big data research may be biased, the authors warn. 

102 

Mahdani, M., 

Syahputra, H., Adam, 

M., & Ikramuddin, I. 

The Role of Digital 

Marketing Platforms on 

Supply Chain Management 

for Customer Satisfaction 

and Loyalty in Small and 

Medium Enterprises (SMEs) 

in Indonesia 

2020 

This study analyses how digital marketing platforms effect 

Indonesian SMEs' supply chain management for customer 

happiness and loyalty. 

The authors advise SMEs on using digital marketing 

technologies to improve customer satisfaction and supply 

chain management. 

103 
Malerba, G., Casilli, 

S., & D'Adda, M. 

Big Data Analytics for 

Business and Industry 
2020 

Big data analytics can improve business decisions, 

operations, and competitiveness. 

The writers discuss big data analytics' pros and cons for 

businesses. 

104 
Raeesi Vanani, I., & 

Majidian, S. 

Literature Review on Big 

Data Analytics Methods 
2020 

Big data analytics literature is thoroughly reviewed by the 

writers. 

Authors discuss big data analytics techniques and their 

applications in various industries. 

The writers discuss big data analytics' pros and cons. 

105 

Sánchez-Monedero, J., 

Troncoso, A., Vila-

Marta, A., & Llopis-

Albert, C. 

Predictive analytics and 

machine learning: Towards 

the effective management of 

smart cities 

2020 

Predictive analytics and machine learning can boost smart 

city service efficiency, according to the authors. 

The authors demonstrate smart city management using 

predictive analytics and machine learning. 

106 Cote, Christopher 
4 Types of Data Analytics to 

Improve Decision-Making 
2021 

This article covers descriptive, diagnostic, predictive, and 

prescriptive data analytics. Various analytics can improve 

decision-making, according to the author. 

107 Angele, K. e. 
Interactive Search on the 

Web: The Story So Far 
2022 

Interactive web search has gone from keyword to semantic, 

question-and-answer, dialogue, and chatbots. 

The most common search engines match requests to pages 

using keywords. 

108 H. Kargupta 
Big Data Analytics: A 

Survey. 
2023 

Data security and privacy are important concerns with big 

data analytics. 

109 
University of 

Minnesota 
Why Statistics? 2023 The writers explain statistics' importance and applications. 



J. Electrical Systems 20-5s (2024): 786-820 

 

802 

By combining data-gathering and data-mining technologies (Phelps et al., 2000; Unni and Harmon, 2007; White 

et al., 2008), advertisers can now make ads that are very specific to each customer by knowing their personal 

identifiers, demographics, lifestyle interests, shopping preferences, purchase history, and real-time location. So, 

marketers can find out what their present and potential customers are interested in, as well as how they search for 

and buy things online (Vedova, 2009). Also, Web 2.0 has opened up a market of unique, ungrouped customers 

who want and need personalized, low-volume goods and services that weren't available before (Bleier and 

Eisenbeiss, 2015). Peer reviews and collective intelligence are having a bigger effect on new customer wants, new 

ideas about what value is, and changes in how people search for things and what they buy (Surowiecki, 2005). In 

today's digitally focused marketing world, the model has been improved by the fact that business websites offer 

controlled online experiences (Constantinides, 2004). The fast growth of social media sites has completely 

changed how companies get and keep people (Leung et al., 2015). People in businesses, schools, and government 

are all very interested in how much advertising on social media sites like Facebook, YouTube, LinkedIn, Twitter, 

and others is worth (Saxena and Khanna, 2013). 

People are against online behavioral advertising (OBA) because it is very specific and the amount of it is growing 

very quickly (ECommerce Industry Outlook 2015., 2015). OBA watches what a person does online so that it can 

show them ads that are related to what they are interested in (Vedova, 2009). Customers will notice right away 

that OBA is personalized for them based on what they have done online and what products they have searched 

for in the past. Usually, traditional tailored advertising is based on consumer profile data that comes from the 

characteristics of different groups of consumers (Baek and Morimoto, 2012; Tucker, 2014).A lot of research has 

been done to find out how marketing campaigns affect how customers react to goods and services. Some of these 

studies say that the number of reviews that customers leave about a product or service is good for business success 

and income growth (Kim, Li, & Brymer, 2016). 

Digital advertising has changed marketing because it lets businesses watch how customers behave and send 

personalized messages to very specific groups of people (Huebner and Chris, 2019). Because digital has become 

more direct, people are now manipulating ad inventory to get more hits and increase their return on investment 

(Hollis, 2005). Display ads can boost sales, brand awareness, and the likelihood of a buy, according to new studies 

(Manchanda, Puneet, Dubé, Goh, & Chintagunta, 2006). When compared to standard display units, high-impact 

digital advertising formats made it much easier for people to remember and recognize brands. This shows how 

important digital advertising is in general (Stuart, Greg, Bakopoulos, & Briggs, 2006).Brand-building messages 

that are seen over and over again create strong mental structures that affect future sales, reach a large audience, 

last a long time, and depend on emotional triggers (Benet, Les. & Field Peter, 2013). Because of progress in 

technology, companies can now talk to customers and users online in a more personal way (Lee et al., 2020). It is 

very important to control the internet so that rude, biased, or illegal ads don't show up as digital advertising grows 

(López Jiménez et al., 2021). Media companies and online producers are in charge of making sure that online 

advertising is done in a way that is legal and gives users a good experience (Ha et al., 2008). Bad advertising can 

make people feel bad about a company, especially online, where it's impossible to change or delete content once 

it's live (Abdel Hamid et al., 2019). The growth of online advertising has made the internet very crowded, which 

is why ad-blockers were created (Arora, 2019). These programs stop ads from showing up on a user's computer, 

so websites need to get rid of annoying banners if they want to get more visitors (Resnick & William Albert, 

2016). Ad-blockers, on the other hand, have made campaigns less effective and digital marketing less efficient 

(Wielki et al., 2018). It is important to know how to use ad-blockers properly and how to get legal and relevant 

information about users so that the right ads can be shown (Johnson et al., 2021). Programmatic ads that use real-

time buying strategies may also cost more than standard display ads because of platforms for data and artificial 

intelligence (Seitz et al., 2016). 

5. Types of Digital Advertising: 

There are lots of ways to use digital ads. Channels like Google, Facebook, Yahoo, Gmail, and others are well-

known for their roles in these new trends. The type of business, the products, and the people you want to reach all 

affect which internet advertising channel is best. Digital marketing is also different because it uses different ways 

to communicate, such as search engines, social networks, ad systems, and measurement tools (Shkliar & 

Khaustova 2020). At first, the channels can be used for both one-way and two-way marketing contact. 
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5.1 Simplex Marketing: 

Email and webpages are two instances of unidirectional online tools that exhibit significant corporate governance. 

According to Christodoulides (2009), the online presence of a firm is represented by its website, which can be 

seen as the virtual domicile of the brand. Online advertising and online directories can be considered as forms of 

one-way digital media that provide companies with a significant level of control. In these platforms, companies 

can purchase listings for a predetermined duration, allowing them to exert influence over the content and 

presentation of their advertisements or directory entries.  According to Eriksson et al. (2008), Both search engine 

optimization (SEO) and search engine advertising (SEA) are forms of digital marketing strategies that aim to 

enhance a website's visibility on search engine results pages. SEO involves optimizing a website's content and 

structure to improve its organic search rankings, while SEA involves paying for keyword-based advertisements 

on search engine platforms. These techniques can be considered as one-way channels of communication, as they 

primarily focus on increasing a website's visibility and attracting user attention without directly engaging in 

interactive or two-way communication. The adoption rate is significantly influenced by the size of the 

organization, with micro enterprises exhibiting the lowest rate of adoption (Liang et al., 2011). (Bordonaba-Juste 

et al., 2012; Teo, 2007). It is more probable for large corporations to possess the requisite tools and resources 

essential for the effective implementation of novel digital channels and tools. According to the study conducted 

by Barnes et al. (2012), Prior research has examined both internal factors (such as firm-specific factors, strategies, 

attitudes, and experience) and external factors (such as infrastructure and environmental factors) in relation to the 

adoption of digital marketing in small and medium-sized enterprises (SMEs) (Dholakia & Kshetri, 2004). 

5.2 Simultaneous Marketing: 

Given the inherent characteristics of social media, it is imperative for companies to engage in interactive 

communication with customers, fostering a two-way discussion rather than solely delivering one-sided 

monologues. According to Taiminen, Heini and Karjaluoto, Heikki (2015), social media is an interactive digital 

platform that facilitates contact between a corporate entity and its clientele. Organizations could engage with their 

target audience by means of various forms of communication on popular social media platforms such as Facebook, 

Twitter, and Instagram (Hoffman & Fodor, 2010). Email newsletter campaigns serve as a prime example of a two-

way online tool, since they allow consumers the opportunity to engage in dialogue by means of replying or 

providing feedback. Online communities, such as forums, offer businesses a venue through which they can obtain 

valuable client input. According to Pollák et al. (2022), It is imperative to consider consumer feedback since it 

plays a crucial role in enhancing the quality of goods and services offered by businesses. The realm of digital 

marketing encompasses more than mere dissemination of information to prospective clients; it also includes the 

provision of entertainment. According to Kalyanaraman et al. (2012), advertising that is centered around 

entertainment has a greater capacity to establish a profound connection with viewers and elicit emotional 

responses. According to Rishika, Kumar, and Bezawada (2013), the utilization of social media platforms can 

provide tangible outcomes in terms of generating direct sales. Specifically, customers who actively engage with 

a business on social media and demonstrate a strong commitment to it tend to generate higher revenue compared 

to customers who do not exhibit the same level of commitment. The principal objective of digital marketing is to 

establish a bidirectional communication channel with consumers utilizing online technologies such as social 

media platforms (e.g., Facebook, Twitter, and Instagram) or email newsletter campaigns (Hoffman & Fodor, 

2010). 

5.3 Website Marketing: 

The central focus of all digital marketing endeavors is a website. The channel in question demonstrates a high 

degree of efficacy in its own capacity, while concurrently functioning as a versatile platform for various internet 

marketing initiatives. A website should effectively communicate the essence of a brand, a product, and a service 

in a manner that is comprehensible and leaves a lasting impression. The desired attributes of the system include 

speed, responsiveness, and user-friendliness. 
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5.4 PPC or Pay-Per-Click Advertising: 

Marketers employ paid advertisements as a means to effectively reach internet consumers across diverse digital 

platforms through the utilization of pay-per-click (PPC) advertising. Marketers could employ pay-per-click (PPC) 

campaigns on various platforms such as Google, Bing, LinkedIn, Twitter, Pinterest, and Facebook to present 

advertisements for products and services to individuals engaged in online searches. Pay-per-click (PPC) 

advertising offers advantages to three key stakeholders: the web publisher or search engine that showcases the ads 

(e.g., Google), the advertiser who effectively captures consumer attention, and the consumers who locate desired 

products or services online, along with their associated URLs and costs for convenient online purchase (Eaton & 

Kenyon, 2014). Based on the research conducted by Jerath, Kannan, and Park (2011), it is projected that the 

sponsored search advertising format will experience a compound annual growth rate of 12% in the foreseeable 

future. The individual responsible for managing a website, commonly referred to as a web publisher, grants 

businesses the opportunity to promote their products and services on the publisher's webpage. In this arrangement, 

whenever a visitor to the publisher's page clicks on an advertisement, the business compensates the publisher with 

a predetermined amount. Consequently, this form of advertising is commonly referred to as "pay-per-click" or 

"cost-per-click" advertising. According to Farris, Bendle, Pfeifer, and Reibstein (2010), According to Dellarocas 

(2012), pay-per-click (PPC) is a rapidly growing sector within the advertising industry that has become a 

substantial revenue stream for companies such as Google and Yahoo. According to Jansen and Schuster (2011), 

search engine marketing refers to the effective utilization of search engines for the promotion of products and 

services. This concept is sometimes used interchangeably with pay-per-click advertising (PPC). Liu, Li, Li, and 

Chen (2010) assert that keyword advertising represents a significant amalgamation of advertising and targeting 

based on keywords or key phrases. One additional constraint pertains to the fact that not all clicks will culminate 

in a tangible purchase. Consequently, organizations must allocate resources to discern the select keywords that 

will yield the greatest reduction in the cost per click, thereby optimizing the efficacy of their advertising efforts 

(Kennedy and Kennedy, 2008). 

5.5  Content Marketing: 

The objective of content marketing is to effectively engage potential customers by creating and distributing 

information that resonates with their interests and preferences. The conventional procedure for content promotion 

involves publishing it on a website and subsequently using various strategies such as social media utilization, 

email marketing, search engine optimization, and maybe pay-per-click advertising. Blogs, ebooks, online courses, 

infographics, podcasts, and webinars provide a selection of content marketing tools. When a company employs 

specific language or narratives that resonate with consumers, it has the potential to gain a deeper understanding 

of their identity. According to Cohen (2015), brands have the ability to customize campaigns and narratives to 

align with the unique personalities and purchasing behaviors of their customers through the utilization of content 

marketing. The objective of content marketing is to provide the desired information to one's target audience across 

various platforms and channels. The synthesis demonstrates a proficient combination of unique, well selected, 

and widely distributed content. The Content Marketing Institute in 2015 In one of their published works, Kapost 

(2023) compares the aggregate quantity of leads generated by the content marketing initiative of the research, 

specifically in the context of large-scale enterprises, with the outcomes of a sponsored search campaign. 

Therefore, it can be inferred that content marketing has the ability to generate three times the number of leads for 

every dollar invested. According to Walker (2013), Disney and Disney Pixar have effectively expanded their 

audience by creating high-quality material that enhances the emotional connection with their brand, facilitated by 

their prominent presence on social media platforms.The sharing of content is influenced by its quality. In the 

contemporary era characterized by the prevalence of social networks, the degree to which content can be easily 

shared is a determining factor in its level of achievement. The objective that any content marketer should strive 

for is achieving virality. 

5.6  Email Marketing: 

Email marketing remains one of the most effective strategies in the realm of digital marketing. There exists a 

distinction between email marketing and spam email, notwithstanding the prevailing misconception among 

individuals. This form of marketing enables companies to establish connections with potential customers and 
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other individuals who express interest in their brands and products. Based on a study conducted by McKinsey & 

Company (2019), it has been found that email marketing demonstrates a significantly higher effectiveness, almost 

40 times greater, in acquiring new clients compared to the combined effectiveness of Facebook and Twitter. 

Numerous digital marketers employ various digital marketing techniques to include leads into their email lists. 

Subsequently, they proceed to construct client acquisition funnels utilizing email marketing strategies in order to 

effectively convert potential leads into paying customers. 

5.7  Social Media Marketing: 

The primary goals of a social media marketing campaign encompass enhancing brand recognition and cultivating 

interpersonal trust. As one acquires further knowledge regarding social media marketing, it becomes possible to 

utilize it as a platform for direct marketing or sales, in addition to its potential for lead creation. Twitter and 

promoted posts represent two examples of social media marketing. It is important to consider the optimal timing 

for posting content, taking into consideration both the target audience and the specific communication medium 

being utilized. According to Forbes (2020), an optimal time frame for posting on Facebook is seen to be between 

noon and 4 p.m. 

5.8  Affiliate Marketing: 

Affiliate marketing, regarded as one of the earliest forms of marketing, has had a resurgence with the advent of 

the internet. In the realm of digital marketing, individuals known as influencers employ the strategy of affiliate 

marketing to endorse products belonging to others, so receiving compensation for each instance in which a 

potential customer is directed, or a purchase is made. Every month, a substantial amount of money is disbursed to 

websites that engage in the sale of products from many reputable organizations, such as Amazon, by means of 

their affiliate programs. The efficacy of affiliate marketing is influenced by several factors, such as the nature of 

the product or service, the target market, and the affiliate marketing program. According to Haikal (2020), Prior 

to the implementation of an affiliate marketing program, it is imperative for organizations to thoroughly evaluate 

the various factors that influence the efficacy of affiliate marketing. 

5.9  Video Marketing: 

YouTube is widely recognized as one of the most prominent search engines globally. Prior to finalizing their 

purchasing decisions, a significant number of internet users resort to visiting the online platform YouTube with 

the intention of acquiring new knowledge, perusing reviews, or simply engaging in leisure activities. In order to 

initiate a video marketing campaign, marketers have the option to select from a range of platforms, including 

Facebook Videos, Instagram, and TikTok. The strategic incorporation of video content into search engine 

optimization (SEO), content marketing, and broader social media marketing endeavors enables firms to optimize 

its utilization for maximum effectiveness. 

5.10 SMS Messaging: 

Business enterprises and non-governmental organizations employ the utilization of text messaging, commonly 

referred to as SMS or short message service, to inform their clientele about forthcoming sales events or to provide 

them various opportunities. SMS marketing campaigns are employed as a strategic instrument by political 

candidates to effectively disseminate their policy agendas. The advancement of technology has facilitated the 

emergence of several text-to-give programs that allow donors to conveniently make direct payments or 

contributions through the transmission of concise text messages. Digital marketing and internet marketing are two 

separate concepts. Digital marketing can be conducted using mobile devices, such as smartphones, in many 

settings including subway platforms, video games, and smartphone applications. Internet marketing refers to the 

promotional activities that are exclusively conducted through online platforms. According to Chaffey's study on 

digital marketing trends in 2017, there are five key techniques that have been highlighted as crucial for efficiently 

managing digital marketing in both enterprise and individual marketer contexts. One of these approaches is the 

utilization of Big Data. The Internet of Things (IoT) refers to the interconnected network of physical devices, 

vehicles, buildings, and other objects that are embedded with sensors, software, and network connectivity, 

enabling them to collect and exchange data. Mobile marketing refers to the practice of promoting products or 

services through mobile devices, such as smartphones and tablets. This form of marketing utilizes many strategies 
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and techniques to reach and engage Search engine marketing, also referred to as SEO, is a digital marketing 

strategy that focuses on improving a website's visibility and ranking on search engine results pages. The utilization 

of social media platforms for the purpose of promoting products, services, or ideas. 

6. Digital Marketing Strategies: 

The Digital Marketing Framework (Kiertzkowski, Javora, & Latkowski, 1996) placed significant emphasis on 

consumer orientation, highlighting its importance in determining the effectiveness of online marketing endeavors. 

The framework identified five crucial variables that contribute to the success of these activities. These factors are 

commonly referred to as user attraction, user engagement, user interest generation, user retention, and user 

profiling for ongoing customization of the online approach. In the context of small and medium-sized enterprises 

(SMEs), the complexity of their adaptation to innovation is further heightened, as it is contingent upon factors 

such as industry, target segments, and traditional practices. These companies gradually incorporate innovations 

into their operations, either by addressing market demands or by drawing insights from theoretical and practical 

research (van de Vrande et al., 2009; Falahat et al., 2020; Lestari et al., 2020). The effectiveness of an online 

marketing campaign can be evaluated based on five essential factors: user attraction, effective user engagement, 

generation of interest through the provision of value-added information about products or services, user retention 

through exemplary after-sales service, and continuous monitoring feedback to customize approaches according to 

user needs. 

7. Factors of Adapting Digital Marketing Strategies: 

The efficacy of marketing tactics is contingent upon multiple aspects, which may exhibit variability due to diverse 

approaches. When considering perspectives from a corporate standpoint, Liu (2020) has identified several aspects 

that are considered, namely internal business resources, environmental circumstances, and competitors' actions. 

Vize, Coughlan, Kennedy, and Ellis-Chadwick (2013) proposed that the establishment of industry trust and the 

firm's experience contribute to the firm's level of technology readiness. Therefore, the firm's Technology 

Readiness can be assessed by measurement.  

The initial development of the Firm-Level Technology Adoption Model (F-TAM) was undertaken by Doe (2019) 

through a systematic evaluation and study of existing scholarly works. To attain widespread implementation of 

digital innovations within a company, the F-TAM framework suggests the inclusion of four components at the 

individual level, five factors at the organizational level, and four factors at the societal level. The graph illustrates 

the correlation between the variables. The claims put forth by the writers were based on the utilization of this 

model. Alford (2015) emphasized the significance of market orientation and identified the key themes and 

subthemes that small businesses must consider prior to implementing a marketing plan. In this discourse, the 

author examines many concepts related to marketing strategy, including the Unique Selling Proposition (USP), 

target audience identification, customer insights, customer engagement, alignment of distribution channels with 

customer preferences, customer retention strategies, product-market alignment, customer database management, 

and the customer journey. 

7.1  Unique Selling Proposition (USP): 

 A crucial element of market orientation in the context of technology adoption in marketing is the presence of a 

distinctive selling proposition (USP). A Unique Selling Proposition (USP) refers to a distinguishing characteristic 

of a product or service that sets it apart from competitors. The utilization of technology enables firms to identify 

and promote a distinctive selling proposition (USP), so enhancing their competitive advantage and improving 

consumer satisfaction (Stanko, Henneberg, & Naudé, 2018). In order to effectively communicate a unique selling 

proposition (USP) and enhance brand awareness, it is imperative to utilize digital marketing channels (Stimpson 

& Farquhar, 2016). Based on empirical research, the development of a unique selling proposition (USP) has been 

found to have a positive impact on brand perception, customer satisfaction, and financial performance 

(Kesharwani & Bisht, 2012; Stimpson & Farquhar, 2016). 
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7.2  Targeting:  

The use of marketing technology relies heavily on effective targeting, which is a fundamental aspect of market 

orientation. The process of identifying distinct client segments and adapting marketing methods to effectively 

engage with them is commonly referred to as targeting. The utilization of technology for the purpose of collecting 

and analyzing customer data enables businesses to enhance their comprehension of the demands and preferences 

of their target market. According to Li et al. (2019), this phenomenon has the potential to result in more efficient 

marketing strategies. 

7.3  Customer Insight:  

Customer insight is a decisive component of market orientation when it comes to the implementation of marketing 

technologies. To acquire a comprehensive understanding of customer insight, it is important to possess a thorough 

comprehension of client behavior and preferences. The utilization of technology for the purpose of gathering and 

analyzing consumer data enables businesses to enhance their comprehension of the demands and preferences of 

their target market. According to El Khoury et al. (2020), this phenomenon has the potential to enhance the 

efficacy of marketing campaigns. Based on empirical research conducted by Chaffey and Smith (2017) and Kumar 

and Petersen (2018), it has been established that the process of cultivating consumer insights can yield digital 

marketing campaigns that exhibit enhanced efficacy and efficiency. Furthermore, this practice has been found to 

enhance customer engagement and loyalty, as well as drive sales and bolster profitability. 

7.4  Customer Conversation: 

Customer conversation plays a pivotal role in the market orientation strategy for the adoption of technology in 

marketing. The act of interacting with clients entails the utilization of several communication channels, including 

chatbots, email, and social media platforms. According to Zhao, Hua, Wu, and Xu (2021), the utilization of 

technology has the potential to enhance customer engagement and facilitate talks.According to a study conducted 

by Forrester in 2019, it has been found that organizations that actively participate in substantial consumer 

interactions have the potential to enhance customer happiness by as much as 20%, mitigate customer churn by up 

to 15%, and augment customer lifetime value by up to 25%. 

7.5  Linking Channel to Customer:  

An additional pivotal factor in the market orientation for the adoption of technology in marketing pertains to 

establishing a connection between the channel and the client. To attain this objective, it is imperative to adapt 

marketing methods to the diverse channels that clients employ, including websites, social media platforms, and 

mobile applications. By leveraging technology, marketers have the ability to examine client data and develop 

channel-specific marketing strategies that are more efficient and impactful (Serrano-Gomez et al., 2019).Social 

media analytics tools enable the collection of data pertaining to the quantity of likes, shares, and comments on 

posts, as well as demographic information concerning followers. This data may be utilized to get insights into the 

manner in which customers engage with social media platforms (Zeng, Zhang, Wang, & Li, 2021). 

7.6  Customer Retention:  

Another crucial aspect of market orientation for marketing technology adoption is customer retention. It is 

frequently less expensive to keep your current clients than to find new ones. Utilizing technology, businesses can 

create loyalty programs, tailored offers, and other customer retention techniques (Chang et al., 2019). 

7.7  Product-Market Match: 

The compatibility of the product with the market is an additional vital component of market orientation in the 

context of adopting marketing technology. This involves customizing the products or services to specific customer 

segments. In order to enhance comprehension of consumer requirements and preferences, as well as develop goods 

and services that align more effectively with those requirements, enterprises have the option to employ technology 

for the purpose of gathering and evaluating customer data (O'Cass et al., 2020). 
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7.8  Customer Database: 

Another crucial element in the market orientation for marketing technology adoption is a customer database. Using 

a customer database to store and analyze customer information can help businesses better understand their target 

market's needs and preferences and create more successful marketing campaigns (Nguyen et al., 2020). 

7.9  Customer Journey:  

The customer journey holds considerable importance in the context of market orientation when it comes to the 

use of marketing technology. Comprehending the entirety of a customer's engagement with a firm, commencing 

from the initial point of contact and extending through post-sale assistance, is imperative for comprehending the 

customer's journey. Utilizing technology, businesses can analyze customer information and create more effective 

marketing plans that are suited to particular stages of the customer journey (Sethi et al., 2020).According to Chen, 

Zhang, Wang, and Li (2020), the implementation of customer care chatbots and tailored recommendations are 

two instances where technology can enhance the overall customer experience. The utilization of big data enables 

the mapping of the customer's journey across many touchpoints and channels. This facilitates the comprehension 

of customer experience by enterprises and enables the identification of potential areas for enhancement. In the 

absence of these aforementioned characteristics, some common factors have been identified and discussed in 

numerous scholarly works. 

7.10 Target Audience:  

The selection of appropriate digital marketing techniques is contingent upon a comprehensive understanding of 

the target audience. It is vital to possess knowledge regarding the web platforms frequented by one's target 

audience, as well as their preferred communication routes. For instance, if the target demographic primarily 

engages with social media platforms, it would be prudent to prioritize efforts in the realm of social media 

marketing.To commence, write a concise description consisting of one or two sentences delineating the 

characteristics and attributes of your optimal target audience. The utilization of this convenient target-audience 

profile will prove to be essential in the assessment of any prospective marketing technique. According to Gordon 

(2009),The implementation of segmentation and targeting strategies has the potential to enhance the efficacy of 

email marketing endeavors. It is imperative to ensure that the content of your emails offers substantial benefits to 

your clients, rather of solely focusing on promoting your organization (Forbes, n.d.). Given the need for a 

comprehensive communication program, it is crucial to consider multiple target consumer segments, each with 

varying levels of innovation adoption (Štefko et al., 2011; Paetsch et al., 2017; Pollák & Markoviˇc, 2021). The 

efficacy of an internet marketing endeavor can be attributed to five fundamental components.The primary 

objective is to draw in users and effectively engage them by offering valuable information about the products or 

services provided. This can be achieved by generating interest and retaining users through exceptional after-sales 

service initiatives and continuous monitoring of feedback. These efforts can aid in tailoring approaches to better 

suit the individual needs of users.  According to Patel (2023). 

7.11 Business Goals:  

It is imperative to ensure that the digital marketing methods selected are in accordance with the predetermined 

objectives of the organization. For example, to enhance website traffic, one may choose to prioritize search engine 

optimization (SEO) and content marketing strategies. According to McAfee and Brynjolfsson (2017), the 

incorporation of digital technology has become a crucial component in the implementation of enterprise change 

management and the allocation of resources for the purpose of achieving a successful market strategy. Therefore, 

it is imperative for organizations to consistently implement efficient approaches in assessing the efficacy of their 

digital marketing endeavors. 

7.12 Budget:  

The allocation of financial resources towards digital marketing will significantly impact the selection and 

implementation of strategic approaches. Certain tactics may incur more costs, but others are comparatively more 

budget-friendly. It is advisable to contemplate a combination of strategies in order to optimize the utilization of 

your financial resources. The amount of financial resources necessary to initiate a company venture exhibits 
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significant variability, contingent upon factors such as the level of establishment and financial backing possessed 

by competing entities, the accessibility of the specific target audience, the intricacy of the conveyed message, and 

the expenses associated with the media employed to engage potential customers (Gordon, 2009). The utilization 

of online data analysis tools enables the examination of client attributes, including age group, location, and 

interests. This analysis facilitates the creation of tailored messaging aimed at distinct segments that exhibit varying 

levels of innovation adoption (Štefko et al., 2011; Paetsch, Zhou, & Sedera, 2017; Pollák & Markoviˇc, 2021). 

The allocation of the budget aims to achieve a harmonious distribution of company resources while also using 

creative strategies to enhance communication with diverse target groups, taking into account an analysis of 

customer characteristics (Paetsch, Zhou, & Sedera, 2017).  

7.13 Competition: 

You need to understand your competition to know which strategies will work best for your business. Analyze 

their digital marketing efforts and identify gaps where you can differentiate yourself. the effectiveness of 

marketing strategies is often dependent on how well a company has analyzed their competition and adopted ways 

to set themselves apart (Liu, 2020).For businesses aligning with their goals is essential when choosing Digital 

Marketing Strategies; if increasing website traffic is the objective SEOs focus could be improved along with 

content development of high quality positively impacting the business outcomes (McAfee & Brynjolfsson 2017) 

7.14 Data Analysis: 

By employing data analysis tools, individuals have the ability to monitor their performance and assess the 

effectiveness of their digital marketing initiatives. This knowledge can assist individuals in modifying their 

approach to get improved outcomes. The availability of numerous web analytics tools and online customer 

feedback mechanisms has provided online enterprises with enhanced capabilities to monitor real-time market 

trends. Consequently, these companies are able to frequently adjust their aims, since the internet marketplaces 

undergo rapid evolution (Štefko, Kalaš, & Kalašová, 2011). In order to achieve optimal economic performance, 

firms must engage in strategic planning to optimize their processes. According to the study conducted by Pratiwi 

et al. (2020), The optimization of marketing strategies through the utilization of technology is seen as a significant 

catalyst for digital transformation. The success of a firm is directly influenced by its marketing performance, 

emphasizing the importance of implementing effective marketing strategies for regional tourism destinations 

(Dhameria, et al., 2021).  Contemporary marketing tactics heavily depend on the utilization of data analysis tools 

and search engine optimization (SEO) techniques to effectively monitor real-time market trends. This enables 

marketers to frequently revise their objectives, as online markets undergo rapid evolution (Paetsch et al., 2017). 

7.15 Industry Trends: 

Keep an eye on industry trends to stay ahead of the game. New technologies and channels are emerging all the 

time, and you need to be aware of them to choose the right strategies for your business. To make informed 

decisions about their marketing approach that considers internal resources, environmental factors, competitive 

behavior and new technological options available; companies must adapt to changing trends while monitoring 

industry trends constantly (Liu, 2020). A similar research was done (Dholakia, R. R. & Kshetri, N., 2004) , where 

he focused on the factors on adopting internet in SME , As internal factor firms characteristics , Attitudes and past 

experience need to be focus where external factors, infrastructure and business operation , competition need to be 

focused. 

8. Implication: 

This literature analysis is a full comprehension of the impact of Big Data analytics on digital marketing techniques. 

This phenomenon has the potential to drive theoretical progress in the domains of marketing, data science, and 

information technology. Scholars can expand upon established information in order to construct novel models and 

frameworks that offer enhanced elucidation of the correlation between Big Data analytics and outcomes in the 

realm of digital marketing. The paper aims to provide insight into the diverse approaches utilized in examining 

the effects of Big Data analytics on the field of digital marketing. Researchers possess the ability to engage in 

critical analysis of the strengths and limits associated with these methodologies, and subsequently suggest novel 

alternatives to solve any current gaps or improve upon data analysis procedures. The identification of gaps and 
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trends in the existing body of literature can play a crucial role in informing and guiding future research priorities. 

This review can serve as a fundamental resource for researchers in identifying topics that have not yet been 

thoroughly investigated, emerging research inquiries, and prospective collaborations between the disciplines of 

marketing and data science. The findings derived from the analysis can be utilized to improve the curricula of 

marketing and data science disciplines inside academic institutions. The inclusion of Big Data analytics principles 

into marketing curricula can provide aspiring marketers with the necessary skills to proficiently utilize data and 

make informed decisions based on data analysis. Researchers may be motivated to undertake comparative research 

across various businesses or nations in order to comprehend the varying effects of Big Data analytics on digital 

marketing in diverse circumstances. These studies have the potential to offer useful information regarding the 

adaptability and scalability of data-driven marketing tactics. The review may emphasize the necessity for more 

empirical investigation in order to substantiate certain assertions and discoveries documented in the existing body 

of literature. The process of replicating and confirming previous studies might serve to fortify the current body of 

data and bolster the dependability of the findings. The assessment has the potential to reveal policy implications 

pertaining to data governance, privacy rules, and industry standards for the utilization of Big Data in the realm of 

digital marketing. Scholars have the capacity to make valuable contributions to policy discussions by providing 

evidence-based suggestions to policymakers. The literature review's academic implications have the potential to 

provide new avenues for research, enhance our comprehension of the influence of Big Data analytics on digital 

marketing, and contribute to developments in both academic and practical domains within this discipline. 

The incorporation of Big Data analytics into the realm of digital marketing can potentially have significant 

economic ramifications for businesses. With the increasing prevalence of data-driven initiatives, it may be 

necessary for organizations to modify their marketing techniques, allocate resources towards data infrastructure, 

and provide training to their workers. This shift has the potential to impact job dynamics and industrial structures. 

The utilization of Big Data analytics has the potential to significantly transform the advertising and media industry, 

as targeted advertising gains prominence over conventional mass marketing strategies. The transition carries 

significant consequences for media enterprises, content producers, as well as the caliber and variety of information 

accessible to the general population. The significance of engaging in societal discourse on ethical marketing 

practices arises as companies confront the ethical dilemmas associated with the utilization of customer data. The 

establishment of trust and the preservation of favorable brand perception are contingent upon key elements such 

as transparency, honesty, and the recognition of consumer autonomy in decision-making. 

The findings derived from the analysis may potentially compel firms to completely reconsider and reevaluate their 

marketing tactics. The utilization of data-driven decision-making has the potential to result in enhanced precision 

in targeting, the provision of personalized content, and the optimization of customer journeys. Consequently, this 

necessitates the need for modifications in marketing plans and approaches. 

 

 

9. Conclusion: 

 

In the end, this literature study highlights the significant influence of Big Data analytics on the field of digital 

marketing, marking the advent of a novel era characterized by data-driven decision-making and customer-centric 

approaches. The convergence of multiple disciplines underscores the significant potential for leveraging large 

volumes of data to get vital insights into customer behavior, preferences, and trends. The paper aims to provide 

insight into the diverse approaches utilized in examining the effects of Big Data analytics on the field of digital 

marketing. Researchers possess the ability to conduct a thorough examination of the merits and drawbacks of 

these methodologies, as well as suggest novel strategies to rectify existing deficiencies or improve ways for data 

analysis. The existing body of literature suggests that the influence of Big Data analytics on the field of digital 

marketing is transformative. The implementation of data-driven methodologies empowers marketers to enhance 

their campaigns, attain a competitive edge, and augment client pleasure. The continuous development of the digital 

landscape will inevitably establish Big Data analytics as a fundamental component of successful marketing 

strategies, exerting a significant influence on the future trajectory of the sector. Business enterprises have the 
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potential to flourish inside the dynamic and constantly evolving realm of digital marketing by wholeheartedly 

embracing its revolutionary capabilities. 
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