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ABSTRACT Article History 
This study uses a Systematic Literature Review approach to 
the literature indexed by Google Scholar, the Directory of 
Open Access Journals, and Scopus for the period 2017–2026 
to examine digital transformation in quality management 
systems (Quality 4.0). The results of the study indicate that 
existing research still has fundamental limitations, 
characterized by the dominance of conceptual approaches, 
limited empirical evidence and longitudinal studies, and a 
tendency to focus on digital transformation in general, thus 
not specifically in the context of quality management systems. 
Furthermore, the available literature is still fragmented and 
has not been able to produce an integrative model that 
comprehensively connects the dimensions of technology, 
organization, and human resources, so its practical 
implications for organizations are still limited. Based on these 
findings, there is a research gap that requires the development 
of a holistic, measurable, and empirically based 
implementation model for Quality 4.0 across sectors. 
Therefore, further research needs to focus on the formulation 
of an empirically validated integrative framework, the 
development of applicable change management strategies, the 
improvement of contextual digital competencies, strengthening 
cybersecurity, and exploring the application of human-
oriented artificial intelligence to support the effectiveness and 
sustainability of quality management systems in the digital era. 
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INTRODUCTION 
Digital transformation has significantly shifted the marketing paradigm from a 

product-centric approach to a customer-centric approach. Within this framework, modern 
digital marketing positions customer experience (CX) as a crucial element in determining a 
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business's success, as an optimal customer experience contributes to increased customer 
satisfaction, loyalty, and long-term value (Syawaluddin, 2026) . Technological advances, such 
as big data, artificial intelligence, and data analytics, enable companies to analyze consumer 
behavior, preferences, and needs more comprehensively and data-drivenly (Rolando et al., 
2022) . On the other hand, increasingly fierce competition in the digital business environment 
encourages companies to focus not only on product or service quality but also on creating 
superior, relevant, and personalized customer experiences (Manis, 2024) . Thus, customer 
experience has evolved into an essential source of competitive advantage in a dynamic digital 
ecosystem. 

Data-driven customer experience is an approach that emphasizes the structured use of 
customer data to design and manage relevant, adaptive, and personalized interactions 
(Syawaluddin, 2026) . The use of big data and analytical techniques allows companies to 
segment consumers more precisely, anticipate customer behavior, and create content that 
aligns with individual needs and preferences (Dinda, 2025) . This approach encompasses 
various strategic elements, such as omnichannel integration, service personalization, and real-
time interactions (Ibrahim, 2024) . In its implementation, a number of digital companies have 
adopted this strategy as an effort to increase customer engagement and loyalty (Said, 2024) . 
However, the implementation of data-driven customer experience still shows a degree of 
diversity across various sectors and organizational contexts, primarily influenced by factors 
such as technological infrastructure readiness, data management quality, and human resource 
competency. 

Numerous studies have shown that data-driven customer experience (CX) has a 
positive impact on satisfaction, loyalty, and overall business performance, particularly 
through the integration of technologies such as artificial intelligence and machine learning. 
The implementation of AI-powered Customer Relationship Management (CRM) systems has 
been shown to improve customer engagement and operational efficiency through data-driven 
personalization mechanisms and predictive analytics, which in turn contribute to increased 
customer retention and profitability across various sectors (Rahman & Khan, 2023) . 
However, various challenges remain, including those related to data privacy, data quality, and 
organizational readiness, which have the potential to hinder the effective implementation of 
such strategies (Nugraha, 2025) ( Nugroho, 2025) . Furthermore, the existing literature 
remains fragmented, with varying findings regarding the key factors influencing the success 
of data-driven CX strategies, highlighting the need for further research to synthesize and 
consolidate existing findings (Firdausi et al., 2025) . Overall, although the potential for 
integrating AI and data science to improve the quality of customer experience is significant, 
achieving optimal results requires efforts to overcome these various obstacles while 
strengthening technological capabilities and human resources (Rane et al., 2024) . 

Furthermore, various sources confirm that studies on data-driven CX remain 
fragmented, despite strong indications of the importance of integrating AI and CX and the 
challenges associated with it. Quantitative evidence regarding its impact on business 
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performance remains relatively limited. This fragmentation is supported by findings that 
research on customer experience, particularly in an omnichannel context, is still not 
comprehensively integrated (Gerea et al., 2021) , and that empirical studies on CX also show 
a similar pattern (Gahler et al., 2023) . In the context of AI and CX integration, research has 
developed a comprehensive framework describing the application of AI throughout the 
customer journey (Chen & Prentice, 2025) , while other studies have identified the use of 
technologies such as chatbots, voicebots, and machine learning models in improving CX 
quality, although there is still considerable room for further development (Peruchini, 2024) . 
On the other hand, various challenges such as data quality, privacy, security, bias, and 
interpretability in AI systems have also been widely documented (Aldoseri, 2023) . However, 
most studies have not provided strong quantitative evidence regarding the relationship 
between data-driven CX and business performance indicators such as customer satisfaction 
and loyalty. Existing studies tend to be conceptual in nature without specific effect sizes or 
adequate empirical validation (Naqiya & Amartiwi, 2025) , thus opening up opportunities for 
more comprehensive, empirically evidence-based follow-up research. 

Based on a synthesis of various previous studies, data-driven customer experience 
shows significant potential in improving satisfaction, loyalty, and business performance 
through the integration of technologies such as artificial intelligence and machine learning. 
However, the existing literature still leaves several important gaps. Previous studies tend to be 
fragmented, both in terms of context, methodological approach, and variables studied, thus 
not producing a comprehensive conceptual framework for data-driven customer experience 
strategies . Furthermore, most studies are still conceptual in nature with limited quantitative 
empirical evidence directly linking data-driven CX implementation to business performance 
indicators, such as customer satisfaction and loyalty. Inconsistent findings regarding key 
factors, such as data quality, organizational readiness, and privacy and security issues, also 
indicate the lack of a strong scientific consensus. Furthermore, the lack of integration between 
the dimensions of technology, marketing strategy, and consumer behavior within a single, 
coherent analytical framework further emphasizes the need for more systematic studies. 
Therefore, this study aims to conduct a systematic literature review to identify and synthesize 
various concepts, approaches, and empirical findings related to data-based customer 
experience strategies in digital marketing, so as to build a comprehensive conceptual 
framework and provide theoretical and practical contributions to the development of research 
and implementation in the future. 

RESEARCH METHODS 
The main focus of this research is to understand how data-driven customer experience 

strategies in modern digital marketing affect marketing performance and customer 
relationships, as well as to identify key factors, challenges, and opportunities in their 
implementation. This research uses a Systematic Literature Review (SLR) approach with a 
sample of scientific articles obtained from reputable databases such as Scopus, DOAJ, Google 
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Scholar with a publication year range of 2017–2026 to ensure the recency and relevance of 
the study. The keywords used include " data-driven customer experience ”, “ digital 
marketing ”, “ customer experience strategy ”, “ big data analytics ”, and ss combined using 
Boolean operators (AND, OR). The selected articles included empirical research, systematic 
reviews, and meta-analyses published in reputable scientific journals. Inclusion criteria 
included studies that directly addressed data-driven customer experience strategies in the 
context of digital marketing, presented findings related to the impact on satisfaction, loyalty, 
or business performance, and were available in full text in English or Indonesian. 

Exclusion criteria included articles that were irrelevant to the topic, lacked 
methodological clarity, were not available in full text, or were duplicate publications. The 
selection process was conducted through title and abstract screening, followed by a full-text 
review to ensure alignment with the research objectives. Data extraction included information 
on the author, year of publication, research objectives, methods used, variables or focus of the 
study, and key findings. The collected data were then analyzed qualitatively through a process 
of categorization and synthesis to generate a comprehensive understanding of data-driven 
customer experience strategies in modern digital marketing. The research flow can be seen in 
Figure 1. 

 
 

 
 

 

 

 

Figure 1. Research Flowchart 
 

RESULTS AND DISCUSSION 
Based on a comprehensive review of various studies related to the implementation of 

data-driven customer experience in digital marketing, several main areas or focus areas can be 
identified that have thematic and conceptual links. This grouping is done to facilitate 
understanding of the evolving research landscape, while also highlighting the contribution of 
each study in explaining the strategies used. The main focuses that will be presented in the 
table include: (1) customer segmentation and data-driven personalization, (2) utilization of big 
data and digital marketing analytics, (3) integration of technologies such as CRM, CDP, 
artificial intelligence, and machine learning, (4) utilization of advanced technologies within 
the Industry 4.0 framework, (5) management of customer experience and customer journey, 
(6) behavioral analytics and customer prediction, (7) impact on business performance and 
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consumer behavior, (8) ethical issues, privacy, and implementation challenges, and (9) 
channel integration in an omnichannel context. These nine focuses represent key dimensions 
in developing a holistic and integrated data-driven customer experience strategy in modern 
digital marketing. 

Table 1. Focus and Insight of Research Results according to Eligibility Criteria 

No Field or Focus Names of Authors in the 
Same Field 

Insight or Research Variables 

1 Data-driven customer 
segmentation & 
personalization 

Theodorakopoulos (2024) ; 
Nugroho (2025) ; Kim 
Oanh (2024) ; Simbolon et 
al. (2023) 

Data-driven segmentation enables a 
more accurate understanding of 
consumer behavior and preferences; 
personalization increases customer 
satisfaction, engagement, and loyalty. 

2 Leveraging big data 
& digital marketing 
analytics 

Theodorakopoulos (2024) ; 
Kim (2023) ; Vollrath and 
Villegas (2022) ; Rahayu et 
al. (2025) ; Figueiredo, 
Gonçalves, and Teixeira 
(2021) 

Big data analytics supports data-
driven decision making, marketing 
strategy optimization, and increasing 
campaign effectiveness through 
understanding consumer behavior. 

3 Technology 
integration (CRM, 
CDP, AI, Machine 
Learning) 

 Бізнесі (2025) ; Nugroho 
(2025) ; Chinmoy Modak et 
al. (2024) ; Andayani et al. 
(2024) ; Agarwal (2025) ; 
Rahman and Khan (2023) 

CRM, CDP, and AI integration 
enables comprehensive customer data 
management, real-time 
personalization, and increased 
operational efficiency and customer 
retention. 

4 Advanced technology 
& Industry 4.0 (IoT, 
Cloud, Blockchain) 

Rane et al. (2024) ; Ileana, 
Petrov, and Milev (2025) ; 
Kaur et al. (2022) ; Jallouli 
and Kaabi (2022) ; Al-
Ababneh and Al Muala 
(2025) 

Technologies such as IoT, cloud 
computing, and blockchain support 
automation, data security, and real-
time customer profile and behavior 
development. 

5 Customer experience 
& customer journey 

Hodgkinson, Jackson, and 
West (2022) ; Blut et al. 
(2023) ; Kumar Bitra 
(2025) ; Dương and 
Nguyễn (2025) 

Holistic (phygital) and customer 
journey-based customer experiences 
increase engagement, conversion, and 
repeat purchase intent. 

 
Based on a comprehensive review of various studies related to the implementation of 

data-driven customer experience in digital marketing, several main areas or focus areas can be 
identified that have thematic and conceptual links. This grouping is done to facilitate 
understanding of the evolving research landscape, while also highlighting the contribution of 
each study in explaining the strategies used. The main focuses that will be presented in the 



 
JURNAL ECONOMINA 5 ( 5 ) 2026 doi.org/10.55681/economina.v5i5.2313 

 

 

Data-Driven Customer Experience Strategies in Modern Digital Marketing  −    1574 
Candra et al 

 

table include: (1) customer segmentation and data-driven personalization, (2) utilization of big 
data and digital marketing analytics, (3) integration of technologies such as CRM, CDP, 
artificial intelligence, and machine learning, (4) utilization of advanced technologies within 
the Industry 4.0 framework, (5) management of customer experience and customer journey, 
(6) behavioral analytics and customer prediction, (7) impact on business performance and 
consumer behavior, (8) ethical issues, privacy, and implementation challenges, and (9) 
channel integration in an omnichannel context. These nine focuses represent key dimensions 
in developing a holistic and integrated data-driven customer experience strategy in modern 
digital marketing. 

1. Key Concepts and Definitions Related to Data-Driven Customer Experience in 
Modern Digital Marketing 

Data-driven customer experience in the context of modern digital marketing 
encompasses several fundamental concepts, such as customer segmentation, 
personalization, and the integration of evolving technologies. Customer segmentation is 
achieved through the use of data analytics to group consumers based on behavior and 
preferences, enabling companies to design more targeted marketing strategies that can 
increase engagement and profitability (Insan et al. , 2025) . Furthermore, the concept of 
phygital experience emphasizes the importance of seamless integration between online 
and offline interactions by leveraging technologies such as artificial intelligence, the 
Internet of Things (IoT), and gamification to create a holistic customer journey. Big data 
also plays a crucial role in deeply understanding consumer behavior, enabling companies 
to personalize experiences while addressing ethical challenges related to data privacy 
(Simbolon et al., 2023) . Furthermore, the application of machine learning contributes to 
improving the accuracy of customer acquisition models by optimizing attribution and 
marketing budget allocation, thus supporting the effectiveness of marketing strategies 
(Putu et al., 2025) . Furthermore, the transformation driven by artificial intelligence in 
market segmentation and customer experience indicates a shift from intuition-based 
decision-making to a data-driven approach, which encourages the creation of adaptive and 
predictive marketing systems while still paying attention to consumer trust and ethical 
governance aspects (D. Nugraha & Kesa, 2025) . 

Various empirical findings reinforce the importance of these concepts in modern 
marketing practice. Big data analytics has been shown to significantly transform how 
organizations understand consumer behavior and tailor individualized marketing 
strategies, ultimately increasing customer satisfaction and engagement 
(Theodorakopoulos, 2024) . Furthermore, a rich and structured customer experience data-
driven framework, including real-time evaluation data and interaction context, enables the 
design of smarter and more responsive customer experiences (Kim, 2023) . However, 
criticism has been raised that current business practices still tend to focus on company-
owned data, rather than a deeper understanding of customer perceptions and emotions, 
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indicating a gap between practice and ideal conditions (Hodgkinson et al., 2022) . In line 
with this, future marketing strategies are projected to increasingly emphasize a 
comprehensive understanding of consumer behavior through the use of big data and 
machine learning (Figueiredo et al., 2021) , while artificial intelligence-based 
personalization is identified as a key element in creating an integrated and seamless 
customer experience across all stages of the purchasing process (Kim Oanh, 2024) . 

The results of these studies indicate that data-driven customer experience is no 
longer merely an operational approach but has evolved into a strategic paradigm in 
modern marketing, where data serves as the primary foundation for comprehensive 
customer understanding, enabling companies to design relevant, contextual, and 
sustainable experiences. The integration of technologies such as artificial intelligence and 
big data is further expanding organizations' capacity to process data in real time, enabling 
customer interactions to be optimized at every touchpoint, ultimately forming an 
integrated system that connects data, technology, and marketing strategies to create higher 
customer value. However, although the literature demonstrates significant contributions to 
improving customer satisfaction and engagement, there are a number of limitations that 
need to be addressed, including the dominant focus of research on technical and analytical 
aspects that do not fully accommodate the emotional dimensions and subjective 
perceptions of customers; the tendency of organizations to rely more on available data 
than on in-depth understanding of actual customer experiences; and the emergence of 
increasingly complex ethical and data privacy challenges in the context of intensive 
personalization. Furthermore, there is still a gap between the ideal potential of technology 
and its practical implementation in the field, particularly in terms of cross-channel 
integration and holistic data utilization. 

2. Strategies Used in Implementing Data-Based Customer Experience in Digital 
Marketing 

The implementation of data-driven customer experience in digital marketing is 
carried out through various strategic approaches that utilize advanced technologies, such 
as Customer Relationship Management (CRM), Customer Data Platform (CDP), artificial 
intelligence (AI), and machine learning. CRM systems play a role in managing customer 
interactions and improving service quality based on operational data, while CDPs 
integrate customer data from various sources to enable real-time segmentation and more 
personalized communications ( Бізнесі, U , 2025) . The integration of AI and data science 
also improves the accuracy of market segmentation and enables personalization of 
customer experiences, thus supporting real-time decision-making that has a positive 
impact on customer satisfaction (Nugroho, 2025) . In addition, the application of machine 
learning models, particularly deep learning techniques such as Convolutional Neural 
Networks (CNN), is able to analyze complex data to identify customer behavior patterns, 
optimize marketing campaign performance, and increase customer loyalty (Chinmoy 
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Modak et al., 2024) (Andayani et al., 2024) . However, implementing this strategy still 
faces several challenges, including data privacy issues and the need for highly competent 
human resources in technology and analytics (Andayani et al., 2024) . Overall, this 
synergistic approach through the integration of various technologies has proven effective 
in increasing customer engagement and satisfaction in the context of digital marketing. 

Empirical evidence suggests a variety of complementary approaches to 
implementing a data-driven customer experience strategy . Leveraging big data allows 
companies to tailor marketing strategies to individual consumer needs, thereby increasing 
customer satisfaction and engagement (Theodorakopoulos, 2024) . Furthermore, a 
strategic approach that places digital marketing analytics tools within the customer 
decision-making journey has been proposed as an effort to improve the effectiveness of 
marketing interactions (Vollrath & Villegas, 2022) . More broadly, the development of a 
multidimensional experience framework provides a more comprehensive perspective in 
supporting customer-driven decision-making, going beyond simply measuring aggregate 
satisfaction (Hodgkinson et al., 2022) . Furthermore, key applications such as real-time 
feedback systems, customer behavior forecasting to support message personalization, and 
business analytics to strengthen product and service offerings have been identified as 
critical components of this strategy (Kaur et al., 2022) . The effectiveness of customer 
engagement strategies is also influenced by the characteristics of the platform used, where 
task-based initiatives are more effective on platforms with continuous interaction, while 
experience-based approaches are more suitable for platforms with momentary interaction 
(Blut et al., 2023) . Furthermore, sentiment analysis sourced from social media is an 
important tool in identifying areas for improvement and predicting future customer 
behavior (Abdillah, 2024) . However, there is still a significant gap in the literature, 
particularly regarding the longitudinal impact of continuous personalization on levels of 
customer trust and loyalty over time. 

These findings indicate that data-driven customer experience implementation 
strategies are holistic and emphasize cross-functional integration, where technology, data, 
and understanding of customer behavior interact in a coordinated system to generate 
optimal value. This strategy focuses not only on data collection but also on transforming 
data into actionable insights to improve the relevance and quality of customer interactions. 
Approaches such as data-driven personalization, customer journey mapping, and 
predictive analytics demonstrate that organizations are striving to manage customer 
experiences proactively and adaptively, reflecting a shift from traditional marketing to 
data-driven, contextual, and customer-centric marketing. However, while these strategies 
have been shown to improve customer engagement and satisfaction, several challenges 
require attention, including the complexity of integrating data and technology from 
diverse sources, the reliance on data quality and organizational analytics capabilities that 
demand competent human resources , and the increasing issues of data privacy and 
security in the context of intensive personalization. Furthermore, there is still a gap in the 
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literature regarding the long-term impact of continuous personalization on customer trust 
and loyalty, necessitating more comprehensive longitudinal research. 

3. Technologies Used to Support Data-Driven Customer Experience Strategies 
Data-driven customer experience strategies are increasingly being strengthened by 

the use of various advanced technologies, such as artificial intelligence (AI), Customer 
Relationship Management (CRM) systems, Customer Data Platforms (CDP), and cloud-
based solutions. The integration of AI and data science plays a crucial role in improving the 
accuracy of market segmentation, personalizing customer interactions, and supporting real-
time decision-making, ultimately leading to increased customer satisfaction (Nugroho, 
2025) . CRM systems optimize customer interaction management and sales processes, 
while CDPs enable the integration of data from multiple sources to build comprehensive 
customer profiles, supporting the implementation of predictive analytics and more 
personalized communications ( Biznes, 2025) . Cloud-based AI solutions, on the other 
hand, provide scalable and adaptive analytics capabilities to map customer journeys 
according to individual preferences (Agarwal, 2025) . Furthermore, new technologies such 
as the Internet of Things (IoT), blockchain, and machine learning contribute to improving 
service quality and customer engagement through process automation and enhanced data 
security (Rane et al., 2024) . Overall, the integration of these technologies creates a robust 
data-driven marketing infrastructure capable of increasing customer loyalty and satisfaction 
in the face of increasingly dynamic digital competition (Al-Ababneh & Al Muala, 2025) . 

The available evidence suggests significant variation in studies related to data-
driven customer experience strategies . One of the most comprehensive studies, 
synthesizing hundreds of research articles on omnichannel retail technology, identified 
channel integration, personalization, and customer experience as key themes in modern 
digital marketing (Thaichon et al., 2024) . Furthermore, a review of the literature on big 
data analytics in digital marketing demonstrated that leveraging large-scale datasets enables 
companies to develop more personalized strategies and improve customer satisfaction 
(Theodorakopoulos, 2024) . Other research highlights the importance of integrating the 
Internet of Things (IoT) and Customer Relationship Management (CRM) in supporting 
real-time data processing and hyper-personalization (Ileana et al., 2025) . Furthermore, 
identification of Industry 4.0 technologies demonstrates their role in supporting customer 
profiling, behavioral forecasting, and real-time feedback systems (Kaur et al., 2022) . In 
line with this, various studies also note the increasing attention towards the use of 
technologies such as artificial intelligence, cloud computing, IoT, blockchain, and data 
analytics as key drivers in developing more effective and adaptive digital marketing 
strategies (Jallouli & Kaabi, 2022) . 

These findings indicate that technologies in data-driven customer experience do not 
operate in isolation, but rather form an integrated digital ecosystem, where artificial 
intelligence and machine learning act as the analytical core that processes data into strategic 
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insights, while Customer Relationship Management (CRM) and Customer Data Platform 
(CDP) serve as the main infrastructure in managing and integrating customer data; on the 
other hand, cloud computing provides flexibility and scalability, while the Internet of 
Things (IoT) enriches data sources through the interaction of interconnected devices, thus 
collectively enabling organizations to understand customers more holistically, respond to 
needs in real-time, and create personalized and adaptive experiences across various 
interaction points. However, although the adoption of these technologies contributes 
significantly to improving the quality of customer experience, there are a number of 
limitations that need to be considered, including the complexity of integration between 
technologies that makes it difficult to unify data from various heterogeneous sources, high 
dependence on advanced technologies that require infrastructure readiness and human 
resource competency, and increasing risks related to data security and privacy along with 
the increasing volume and sensitivity of managed data, especially in the use of IoT and 
blockchain. In addition, there is still a gap between the ideal potential of technology and 
practical implementation in the field, especially in realizing a fully integrated omnichannel 
strategy. 

4. The Impact of Data-Based Customer Experience Strategies on Business Performance 
and Consumer Behavior 

Data-driven customer experience strategies have a significant impact on business 
performance and consumer behavior through the use of advanced analytics and artificial 
intelligence (AI) to enhance personalization and customer engagement. The integration of 
big data analytics enables companies to gain in-depth insights into consumer preferences, 
optimize customer journeys, and deliver more personalized experiences, thereby increasing 
customer satisfaction and loyalty (Simbolon et al., 2023). (Nugroho, 2025) . For example, 
AI-based Customer Relationship Management (CRM) systems leverage predictive analytics 
and cognitive automation to improve customer retention and operational efficiency, 
ultimately leading to increased profitability (Rahman & Khan, 2023) . Furthermore, 
dynamic personalization of the customer journey through AI enables real-time 
customization at various points of interaction, driving increased engagement and 
conversion rates (Kumar Bitra, 2025) . In the context of e-commerce, enhancing the online 
shopping experience through optimizing customer service and site functionality has been 
shown to directly correlate with increased customer satisfaction and repeat purchase 
intentions (Dương & Nguyễn, 2025) . Thus, implementing effective data-driven strategies 
not only optimizes customer interactions but also contributes to achieving sustainable 
competitive advantage amidst increasingly complex market dynamics. 

Data-driven customer experience strategies have been shown to significantly impact 
consumer behavior and business effectiveness, although empirical evidence directly linking 
them to business performance metrics remains relatively limited. Numerous studies have 
demonstrated a strong relationship between customer experience and consumer behavior 
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variables, such as loyalty and customer engagement (Rachmawati & Utami, 2021) , as well 
as customer satisfaction (Ningsih and Rika, 2024) . Within the context of a data-driven 
approach, the implementation of big data analytics enables companies to identify consumer 
segmentation, understand product preferences, and predict purchasing behavior with a high 
degree of accuracy, thus supporting the formulation of more targeted and personalized 
marketing strategies and increasing campaign effectiveness and customer satisfaction 
(Rahayu et al., 2025) . Furthermore, the development of the customer experience concept 
indicates a shift towards a technology-integrated approach, particularly through the use of 
artificial intelligence and big data since 2020 (Judijanto & Haryanti, 2025) . However, most 
available studies still focus on measuring consumer-level outcomes, such as satisfaction, 
loyalty, and engagement, as opposed to direct business performance indicators, such as 
revenue, profitability, and market share, indicating a significant research gap in 
understanding the comprehensive impact on business performance. 

These findings indicate that data-driven customer experience strategies serve as a 
primary mechanism in shaping positive consumer behavior, which in turn mediates 
business performance, thus tending to have an indirect impact on business performance 
through increased customer satisfaction, loyalty, and engagement. The use of artificial 
intelligence and big data enables companies to transform from an intuition-based marketing 
approach to a more precise, data-driven approach, making customer interactions more 
relevant, contextual, and valuable, and supporting the creation of competitive advantage 
through more effective customer relationship management. However, while empirical 
evidence demonstrates a strong impact on consumer behavior variables, several limitations 
warrant attention. These include the limited number of studies directly examining the 
impact of this strategy on business performance indicators such as revenue, profitability, 
and market share, thus ensuring a comprehensive causal relationship. Furthermore, the 
dominant focus on satisfaction and loyalty has the potential to overlook other variables that 
influence business performance. Implementation challenges, including technology 
integration, data quality, and organizational readiness, suggest that the effectiveness of this 
strategy in directly improving business performance still requires broader, longitudinal 
empirical evidence. 
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Figure 2. Flow Chart of Variable Development 

Based on all the keywords and research variables, it indicates that data-driven 
customer experience in digital marketing is developing as an integrated and 
multidimensional system, connecting elements of technology, data analytics, marketing 
strategy, and consumer behavior within a single, interconnected framework. Variables 
such as customer segmentation, personalization, and customer journey mapping reflect 
organizational efforts to understand and manage customer interactions more contextually 
and adaptively. On the other hand, technological support such as artificial intelligence, 
machine learning, big data analytics , and platforms like CRM and CDP serve as key 
supporting factors in processing data into valuable insights (data-driven insights), which 
are then utilized to improve the effectiveness of marketing decision-making. Consumer 
behavior variables, such as satisfaction, loyalty, engagement, and repurchase intention, 
emerge as key outcomes influenced by the quality of the resulting customer experience. 
Furthermore, the existence of business performance variables such as customer retention, 
conversion rates, profitability, and competitive advantage indicate that this strategy has 
strategic implications for organizational performance. However, the emergence of 
challenging variables such as data privacy and security, data quality, and limited human 
resource competencies emphasize that the implementation of this strategy is faced with 
complexities that require careful management. Furthermore, the existence of research 
gaps, such as long-term impact, customer trust, and the integration of behavioral and 
emotional data, indicates that the development of data-driven customer experience 
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remains dynamic and requires further study. Thus, all these variables represent a digital 
marketing ecosystem evolving toward a more intelligent, predictive, and customer-centric 
approach. 

CONCLUSIONS AND SUGGESTIONS 
Based on the review of these empirical findings, it can be concluded that data-driven 

customer experience has evolved from a mere operational approach to a strategic paradigm 
that positions data, technology, and understanding customer behavior as the primary 
foundations for value creation and organizational competitive advantage. Its implementation 
is comprehensive and integrated, supported by technologies such as artificial intelligence, 
machine learning, big data, and CRM and CDP systems that enable more personalized, 
adaptive, and real-time management of customer interactions. The impact of this strategy is 
primarily reflected in improvements in consumer behavior, such as satisfaction, loyalty, and 
engagement, which in turn have indirect implications for business performance. However, the 
analysis also reveals several research gaps, including the limited number of studies directly 
examining the causal relationship between data-driven customer experience strategies and 
business performance indicators such as profitability and market share, the lack of exploration 
of the emotional dimensions and subjective perceptions of customers, and the paucity of 
longitudinal research that can explain the long-term impact of continuous personalization on 
trust and loyalty. Furthermore, there are also gaps in implementation aspects, particularly 
related to integration across technologies and channels (omnichannel), data quality and 
governance, and organizational readiness to optimally adopt technology. Therefore, future 
research agendas need to focus on longitudinal empirical testing of the direct relationship 
between data-driven customer experience and business performance, integration of emotional 
dimensions in data-driven models, development of a comprehensively integrated omnichannel 
framework, strengthening data governance and ethics aspects in the context of artificial 
intelligence-based personalization, and studies on organizational readiness and human 
resource competencies in supporting the implementation of data-driven strategies effectively 
and sustainably. 
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