e ISSN: 2584-2854
Volume: 04 Issue: 05
May 2026

Page No: 1441 - 1447

International Research Journal on Advanced Engineering
and Management

https://goldncloudpublications.com
https://doi.org/10.47392/IRJAEM.2026.0217

The Role Of Data Analytics In Enhancing Customer Engagement And Its Impact On Marketing
Performance

Prof. Supriya A. R!, Nouriya Juman?, Deeksha Dinesh P?, Akshay Sutagatti*, Frazer F. Dsouza®, Hisham
Sameer®

4ssociate Professor & Vice Principal, Yenepoya School of Business, Bengaluru, India.

2.3.4 36MBA Students, Yenepoya School of Business, Bengaluru, India.

Email ID: arasikavi@gmail.com’, sonalikalgutkar8@gmail.com’, blackismycolourl72002@gmail.com’,
kromio2004@gmail.com?, sivakamkianilkumar@gmail.com’

Abstract:

This study aims to examine how data analytics capability influences customer engagement and how, in turn,
enhanced engagement improves overall marketing performance. The research seeks to position data analytics
not merely as a technical function but as a strategic capability that enables organizations to create
personalized, meaningful, and value-driven customer interactions in digital environments. A quantitative
research design is employed using primary data collected through a structured questionnaire administered to
marketing professionals and business managers. Reliability of constructs will be assessed using Cronbach’s
alpha, and regression analysis will be conducted to test the hypothesized relationships among data analytics
capability, customer engagement, and marketing performance. Customer engagement is examined as a
mediating variable linking analytics capability to performance outcomes. The findings are expected to
demonstrate that data analytics capability comprising customer segmentation, personalization, predictive
analytics, and real-time insights positively influences customer engagement. Enhanced engagement, reflected
in higher interaction quality, satisfaction, loyalty, and repeat purchase intention, significantly improves
marketing performance indicators such as conversion rates, customer retention, brand equity, and return on
marketing investment. The results are anticipated to confirm the mediating role of customer engagement in
translating analytical capabilities into measurable business outcomes. This research contributes to the
literature by empirically examining the mediating mechanism through which data analytics capability
enhances marketing performance via customer engagement. By bridging theoretical perspectives with
practical data applications, the study advances understanding of how analytics driven strategies create long-
term organizational value in highly competitive digital markets.

Keywords: Data Analytics Capability, Customer Engagement, Marketing Performance, Digital Strategy,
Sustainable Competitive Advantage.

1. Introduction understand and serve their customers (Akter et al.,

In today’s digital age, businesses are experiencing
a major shift in how they connect with customers,
driven by the rapid growth of digital platforms such
as social media, e-commerce websites, and mobile
applications. These platforms generate massive
volumes of both structured and unstructured data,
providing organizations with unprecedented
insights into customer behaviors, preferences, and
expectations[1]. This vast pool of information,
commonly referred to as big data, creates
significant opportunities for firms to better

2016; Wedel & Kannan, 2016)[2]. Central to
leveraging this data is the development of strong
data analytics capabilities, which enable
organizations to extract meaningful insights and
support more informed marketing decisions.
Through techniques such as descriptive, predictive,
and prescriptive analytics, firms can analyze past
customer behavior, forecast future trends, and
recommend optimal actions, thereby moving from
mass marketing toward more personalized,
customer-centric approaches (Davenport & Harris,
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2017; Wedel & Kannan, 2021)[3]. One of the key
advantages of applying data analytics in marketing
is its ability to enhance customer engagement,
defined as the depth of a customer’s cognitive,
emotional, and behavioral investment in
interactions with a brand (Hollebeek et al., 2019;
Brodie et al.,, 2011)[4]. Engaged customers are
more likely to interact frequently, provide
feedback, and develop long-term relationships, all
of which are essential for fostering brand loyalty
and sustaining competitive advantage (Kumar et
al., 2019)[5]. By integrating analytics into
marketing strategies, organizations can deliver
highly personalized experiences by tailoring
content, promotions, and interactions to individual
customer needs in real time. For instance, analytics
enables customer segmentation based on
behavioral patterns, prediction of future purchasing
behavior, and recommendation of products aligned
with individual preferences[6]. These personalized
interactions not only enhance customer satisfaction
but also encourage repeat purchases and positive
word-of-mouth (Verhoef et al., 2017; Lemon &
Verhoef, 2016)[7]. Customer engagement also
plays a critical role in evaluating marketing
effectiveness, influencing key performance
indicators such as conversion rates, customer
retention, brand equity, and return on marketing
investment. Firms that effectively leverage
analytics to strengthen customer engagement are
better positioned to achieve superior performance
outcomes and long-term growth (Homburg et al.,
2017; Kumar et al., 2019)[8]. Despite these
benefits, many organizations face challenges in
fully adopting data analytics, including a lack of
technical expertise, fragmented data
infrastructures, and technological limitations[9].
Moreover, while prior research has extensively
examined the direct relationship between data
analytics and firm performance, relatively limited
attention has been given to the mediating role of
customer engagement in this relationship (Jarvinen
& Taiminen, 2016; Lemon & Verhoef, 2016)[10].
This study seeks to address this gap by

investigating how data analytics capabilities
enhance customer engagement and how, in turn,
this engagement contributes to improved marketing
performance[10]. Using a quantitative research
approach, the study provides empirical evidence
supporting the strategic importance of analytics in
enabling customer-centric marketing and achieving
organizational success[11]. In an era of rapidly
evolving customer expectations, this research
offers both theoretical contributions and practical
implications for businesses aiming to remain
competitive through innovation and stronger
customer relationships|[12].

2. Literature Review

The rapid growth of digital technologies and the
proliferation of big data have fundamentally
transformed marketing practices, positioning data
analytics capability as a critical driver of
organizational performance by enabling firms to
collect, process, and analyze vast amounts of
structured and unstructured data for informed
decision-making and enhanced marketing
effectiveness (Davenport & Harris, 2017;
Brynjolfsson & McElheran, 2016; Akter et al.,
2016; Wedel & Kannan, 2016)[13]. Recent
advancements in artificial intelligence and real-
time analytics further strengthen this capability,
allowing organizations to deliver highly
personalized customer experiences and improve
customer engagement, which in turn fosters
competitive advantage (Dwivedi et al.,, 2025;
Verma & Singh, 2025; Wedel & Kannan, 2021).
Data analytics capability also enables the
development of customer-centric marketing
strategies through predictive analytics and machine
learning, helping firms anticipate customer needs,
enhance satisfaction, and build long-term
relationships (Kumar et al., 2024; Chatterjee et al.,
2024). The integration of big data analytics with
digital marketing platforms has been shown to
improve marketing efficiency and performance
outcomes, reinforcing the strategic importance of
analytics-driven decision-making (Sharma &
Gupta, 2023; Singh et al., 2023)[14]. At the same
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time, customer engagement—conceptualized as a
multidimensional construct encompassing
cognitive, emotional, and behavioral dimensions—
plays a pivotal role in value co-creation, brand
interaction, and  relationship  development
(Hollebeek et al., 2019; Ancillai et al., 2019).
Engaged customers contribute to higher customer
lifetime value through repeat purchases and
positive word-of-mouth, while also influencing key
performance  metrics such as  retention,
profitability, and brand equity (Kumar et al., 2019;
Verhoef et al.,, 2017, Homburg et al., 2017).
Although prior research has established the direct
link between data analytics and marketing
performance, emerging studies suggest that
customer engagement acts as a crucial mediating
mechanism that translates analytics-driven insights
into  improved  organizational = outcomes,
particularly across complex, multi-touchpoint
customer journeys (Jarvinen & Taiminen, 2016;
Lemon & Verhoef, 2016)[15]. Although prior
studies have established the importance of data
analytics and customer engagement independently,
there is limited empirical evidence examining how
customer engagement mediates the relationship
between data analytics capability and marketing
performance[16]. This study addresses this gap by
integrating these constructs into a unified
framework[17].

3. Objectives Of The Study

* To examine the level of data analytics
capability within organizations and analyze the
impact of data analytics on customer
engagement.

* To investigate the mediating role of customer
engagement between data analytics capability
and marketing performance[18].

4. Research Hypotheses

Hla: Data analytics capability has a significant

positive impact on customer engagement and

marketing performance.

H1b: Data analytics capability has a significant

positive impact on marketing performance.

5. Research Methodology

5.1 Research Design
This study adopts a descriptive and analytical
research design to examine the relationships among
data analytics capability, customer engagement,
and marketing performance. A quantitative
approach is employed, as it facilitates systematic
measurement and  statistical  analysis  of
relationships ~ among  variables,  enabling
generalizable and objective findings (Mwansa et
al., 2022; Umer & Razi, 2018). The descriptive
aspect focuses on characterizing the study
variables, while the analytical component
investigates the associations among them.

5.2 Data Collection
The study utilizes both primary and secondary data
sources. Primary data are collected structured
questionnaires designed to capture respondents’
perceptions of data analytics capability, customer
engagement, and marketing performance. The
questionnaire items are adapted from established
scales in prior literature to ensure content validity.
Secondary data are gathered from peer-reviewed
academic journals, books, and industry reports,
providing theoretical support and contextual
grounding for the study.

5.3 Sampling Technique And Sample Size
A purposive sampling technique is employed to
select respondents with relevant knowledge and
experience in marketing and data analytics,
ensuring alignment with the research objectives
(Quansah, 2017; Etikan et al., 2016). This non-
probability sampling approach is appropriate when
the study requires informed participants capable of
providing meaningful insights. The final sample
size is determined based on the number of valid and
usable responses obtained during the data
collection process, consistent with similar
quantitative studies.

5.4 Measurement of Variables
All constructs in the study are measured using
multi-item scales on a Likert-type format. Data
analytics capability, customer engagement, and
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marketing performance are operationalized based
on validated measures from prior research. The use
of multi-item scales enhances the robustness and
precision of measurement.

5.5 Reliability And Validity
To ensure the quality of the measurement
instrument, both reliability and validity are
assessed. Reliability is evaluated using Cronbach’s
alpha coefficient, which measures internal
consistency, with values above 0.70 considered
acceptable (Mohamad et al., 2015; Izah et al.,
2023). Validity is examined through content and
construct validity, supported by prior literature and
statistical assessment. Additionally, Pearson
correlation analysis is used as an indicator of
construct validity by examining the relationships
among variables (Hossan et al., 2025).

5.6 Data Analysis Techniques
Data analysis is conducted using statistical
techniques, primarily the Pearson correlation
coefficient, to assess the strength and direction of
relationships among the study variables. Pearson
correlation is widely used in quantitative research
to evaluate linear associations between constructs
and provide empirical evidence of relationships
(Hemmatpour et al., 2024) Table 1. The analysis is
performed using statistical software such as SPSS,
ensuring accuracy and reliability in computation.
6. Discussion

6.1 Descriptive Statistics

Table 1 Descriptive Statistics

Variables N | Mean S.t d'.
Deviation
Data
Analytics
Capability 150 | 3.87 0.68
(DAC)
Customer
Engagement | 150 | 3.95 0.72
(CE)
Marketing
Performance | 150 | 4.02 0.65
(MP)

Interpretation: The descriptive statistics indicate
that all variables have relatively high mean values
(above 3.5), suggesting that respondents generally
perceive strong data analytics capability, customer
engagement, and marketing performance within
their organizations. The low standard deviation
values (<1) indicate consistency in responses Table
2.
6.2 Correlation Analysis
Table 2 Correlation Analysis

Variables DAC CE MP

Data Analytics
Capability 1 O12%*% | 585%*
(DAC)
Customer
Engagement 612%%* 1 .643%*
(CE)
Marketing
Performance S585%* | .643%* 1
(MP)

Interpretation: The Pearson correlation results
indicate that data analytics capability (DAC) is
positively and significantly related to both
customer engagement (r = 0.612, p < 0.01) and
marketing performance (r = 0.585, p < 0.01).
Additionally, customer engagement shows the
strongest positive relationship with marketing
performance (r = 0.643, p < 0.01). Overall, all
relationships are significant, suggesting that
customer engagement may act as a mediating factor
between data analytics capability and marketing
performance Table 3.
6.3 Regression Analysis

Table 3 Regression Analysis

Adjusted
Model | R R R Std.
Square Error
Square

1 0.676 | 0.457 0.449 0.48
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Table 4 ANOVA Table
Model Sum of df Mean F Sig.
Squares Square
Regression 28.542 2 14.271 61.92 .000
Residual 33.865 147 0.230
Total 62.407 149
Table 5 Coefficients Table
Std.
Model Unstandardized B Standardized Beta t Sig.
Error
(Constant) 0.842 0.312 — 2.699 .008
DAC — MP 0.321 0.078 0.342 4.115 .000
CE — MP 0.417 0.072 0.458 5.792 .000

Interpretation: The regression results indicate that
the model is statistically significant (F =61.92, p <
0.001) and explains 45.7% of the variance (R* =
0.457) in marketing performance. Both data
analytics capability (B = 0.342, p < 0.001) and
customer engagement (f = 0.458, p < 0.001) have
significant  positive effects on marketing
performance. Notably, customer engagement
exhibits a stronger influence, suggesting its critical
role in enhancing organizational outcomes.

7. Findings

The study reveals that data analytics capability
significantly and positively influences both
customer engagement and marketing performance.
The correlation and regression results confirm
strong relationships among the variables, with
customer engagement showing the strongest
impact on marketing performance. Additionally,
the model explains a substantial proportion of
variance in marketing performance, indicating
good explanatory power. The findings also suggest
that customer engagement acts as a mediating
variable, effectively translating data analytics

capabilities into improved organizational outcomes
Table 4.

8. Managerial Implications
The results highlight the need for organizations to

invest in robust data analytics capabilities,
including predictive analytics, real-time insights,
and personalization tools, to better understand
customer behavior. Managers should prioritize
strategies that enhance customer engagement, such
as tailored communication, interactive platforms,
and customer-centric experiences. Furthermore,
integrating analytics into marketing decision-
making and fostering a data-driven organizational
culture can help firms improve efficiency,
strengthen customer relationships, and achieve
superior marketing performance Table 5.
Conclusion

In conclusion, the study establishes that data
analytics capability is a key strategic resource that
enhances marketing performance both directly and
indirectly through customer engagement. Customer
engagement plays a vital mediating role,
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emphasizing its importance in converting
analytical insights into tangible business outcomes.
The research contributes to existing literature by
providing empirical evidence on this relationship
and underscores the importance of adopting
analytics-driven, customer-focused strategies for
achieving long-term competitive advantage in
dynamic digital environments.
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