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Abstract—Business analytics has emerged 

as the defining competitive capability of the 

digital marketing era, enabling organisations 

to transform the vast streams of behavioural, 

transactional, and contextual data generated 

by digital interactions into actionable 

intelligence that drives campaign 

optimisation, audience personalisation, and 

marketing resource allocation. Digital 

marketing systems—encompassing search 

engine marketing, social media advertising, 

email campaigns, programmatic display, 

content marketing, and influencer 

platforms—generate unprecedented volumes 

of granular performance data that, when 

analysed through appropriate analytical 

frameworks, yield insights unavailable 

through traditional marketing research 

methodologies. This study examines the 

applications, adoption patterns, business 

impact, and implementation challenges of 

business analytics across digital marketing 

systems, drawing on primary survey data 

from 100 digital marketing and IT 

professionals and secondary data from 

industry analytics reports including Gartner, 

McKinsey, eMarketer, and HubSpot State of 

Marketing Reports. The research employs 

descriptive analytics framework mapping, 

survey-based adoption analysis, and impact 

quantification to document how descriptive, 

diagnostic, predictive, prescriptive, and 

cognitive analytics capabilities are applied 

across seven major digital marketing 

channels. Findings reveal that 86% of 

respondents agree that analytics improves 

campaign ROI, predictive analytics adoption 

reaches 70% among surveyed practitioners,  

 

and real-time bid optimisation delivers an 

average 31% improvement in Return on Ad 

Spend. However, significant implementation 

challenges persist including data silos 

(68%), privacy regulation compliance 

(62%), and analytics talent scarcity (58%). 

The study provides a comprehensive 

framework for understanding analytics 

maturity in digital marketing and offers 

strategic recommendations for organisations 

seeking to advance their analytical 

capabilities. 

Keywords: business analytics, digital 

marketing, predictive analytics, customer 

lifetime value, marketing attribution, 

personalisation, A/B testing, ROAS, 

marketing mix modelling, data-driven 

marketing, machine learning. 

1. INTRODUCTION 

The convergence of digital technology, 

ubiquitous internet connectivity, and 

sophisticated data collection infrastructure 

has fundamentally transformed the practice 

of marketing. Where traditional marketing 

relied on demographic segmentation, mass 

media broadcasting, and post-campaign 

survey research to understand consumer 

behaviour, digital marketing systems 

generate real-time, individual-level 

behavioural data at every touchpoint of the 

customer journey—from the initial search 

query and social media impression through 

mailto:gangajimahesh@gmail.com


2026, Vol 2 Issue 2 | 159 

International Journal of 

                 AI ELECTRICAL CIVIL AND MECHANICAL ENGINEERING 
Peer Reviewed, Referred & Indexed Journal 

                                            ISSN: 3070-0434                                   www.zesterapublications.com                                Original Research Paper 

  

website interaction, email engagement, 

purchase transaction, and post-purchase 

service interaction. This data abundance 

represents both the defining opportunity and 

the central analytical challenge of 

contemporary marketing management. 

Business analytics—encompassing the 

spectrum from descriptive reporting and 

diagnostic analysis through predictive 

modelling and prescriptive optimisation to 

cognitive AI applications—provides the 

methodological framework for converting 

digital marketing data streams into 

competitive intelligence. Organisations that 

successfully deploy analytics capabilities 

across their digital marketing systems gain 

the ability to identify the highest-value 

customer segments, allocate budget across 

channels with precision, personalise content 

and offers at individual scale, predict 

customer lifetime value and churn 

probability, and continuously optimise 

campaign performance through automated 

experimentation and bid management. 

The global digital advertising market 

reached USD 626 billion in 2023 

(eMarketer, 2023), with India's digital 

advertising expenditure growing at 35% 

annually to reach ₹57,600 crore—making 

analytics-driven marketing optimisation a 

commercially significant capability with 

direct bottom-line impact. McKinsey Global 

Institute (2021) estimates that data-driven 

marketing organisations are 23 times more 

likely to acquire customers, six times more 

likely to retain them, and 19 times more 

likely to be profitable than non-analytics-

enabled peers—a performance differential 

that underscores the strategic imperative of 

analytics capability development. 

This study examines how business analytics 

is applied across the major digital marketing 

system components—search engine 

marketing, social media, email, 

programmatic display, content, influencer, 

and affiliate channels—and how the 

different analytics types (descriptive, 

diagnostic, predictive, prescriptive, and 

cognitive) are deployed to address specific 

marketing challenges in each channel 

context. By combining primary survey 

evidence with secondary industry 

benchmark data, the study develops a 

comprehensive picture of current analytics 

adoption maturity, business impact 

realisation, and implementation challenge 

prevalence in the digital marketing domain. 

2. OBJECTIVES OF THE STUDY 

The primary objective of this study is to 

examine the applications, adoption patterns, 

business impact, and implementation 

challenges of business analytics across 

digital marketing systems. Specifically, the 

study aims to identify and categorise the full 

spectrum of business analytics applications 

in digital marketing, mapping descriptive, 

diagnostic, predictive, prescriptive, and 

cognitive analytics capabilities to their 

specific digital marketing use cases and 

business outcomes. It further seeks to 

document the key performance metrics, 

analytics tools, and measurement 

frameworks applied across seven major 

digital marketing channels including search, 

social media, email, display, content, 

influencer, and affiliate platforms. The 

research aims to assess the current state of 

business analytics adoption among digital 

marketing practitioners through primary 

survey analysis, identifying adoption rates 

for specific analytics capabilities and the 

organisational factors that facilitate or 

impede advanced analytics deployment. 

Additionally, the study seeks to quantify the 

business impact of analytics applications in 

digital marketing through benchmark 

performance improvement data, and to 

identify and prioritise the key 

implementation challenges—including data 

privacy, talent scarcity, attribution 

complexity, and platform fragmentation—

that constrain analytics maturity 

advancement in digital marketing 

organisations. 
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3. LITERATURE REVIEW 

[1] Davenport and Harris (2007) in their 

landmark work 'Competing on Analytics' 

established the theoretical foundation for 

analytics as a source of sustainable 

competitive advantage, documenting that 

organisations with advanced analytics 

capabilities consistently outperform peers 

across revenue growth, customer retention, 

and operational efficiency dimensions. Their 

five-stage analytics maturity model—from 

standard reporting through analytical 

competition—provides the developmental 

framework within which digital marketing 

analytics maturity is assessed in the present 

study. 

[2] Kotler and Keller (2016) in Marketing 

Management articulated the shift from mass 

marketing to precision marketing enabled by 

digital data and analytics, documenting that 

one-to-one marketing at scale—previously 

theoretically desirable but practically 

impossible—became achievable through the 

combination of digital behavioural data, 

machine learning personalisation models, 

and programmatic delivery infrastructure 

that constitutes the contemporary digital 

marketing analytics ecosystem. 

[3] Wedel and Kannan (2016) in a 

comprehensive review of marketing 

analytics in the digital environment, 

identified customer lifetime value 

modelling, real-time bidding optimisation, 

and multi-touch attribution as the three 

highest-impact analytics applications in 

digital marketing, and documented that each 

application requires distinct data structures, 

modelling approaches, and organisational 

capabilities—findings that inform the multi-

application analytical framework applied in 

the present study. 

[4] Chaffey and Ellis-Chadwick (2019) in 

Digital Marketing: Strategy, Implementation 

and Practice documented the evolution of 

digital marketing analytics from simple web 

traffic reporting through sophisticated multi-

channel attribution and predictive customer 

analytics, identifying the customer data 

platform (CDP) as the key enabling 

infrastructure for unified cross-channel 

analytics that resolves the data 

fragmentation challenge endemic to multi-

channel digital marketing operations. 

[5] Sterne (2010) in Social Media Metrics 

established the foundational measurement 

framework for social media analytics, 

documenting the evolution from vanity 

metrics (follower counts, likes) toward 

business-outcome-linked metrics 

(engagement-to-conversion rate, earned 

media value, social share of voice) that 

enable rigorous ROI assessment of social 

media marketing investment—a 

measurement evolution that has continued 

through the era of influencer marketing 

analytics and social commerce. 

[6] Sheng, Nah and Siau (2008) examined 

the impact of real-time analytics on mobile 

and digital marketing effectiveness, finding 

that contextual personalisation enabled by 

real-time behavioural data processing 

increases click-through rates by 28–42% 

compared to non-personalised control 

conditions—empirical evidence that directly 

motivates investment in real-time analytics 

infrastructure for digital marketing 

applications. 

[7] Gartner (2023) in the Magic Quadrant 

for Marketing Analytics Platforms 

documented that organisations deploying 

unified marketing measurement platforms 

(combining marketing mix modelling with 

multi-touch attribution) achieve an average 

18–24% improvement in marketing Return 

on Investment relative to organisations 

relying on single-method attribution 

approaches, with the improvement being 

largest in organisations with diverse channel 

mixes and long customer consideration 

journeys. 

[8] NASSCOM and Deloitte (2022) in the 

India Analytics Report documented that 

India's analytics market grew to USD 4.6 

billion in FY22, with digital marketing 
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analytics representing the fastest-growing 

application segment at 42% annual 

growth—driven by the explosive expansion 

of India's digital advertising ecosystem, e-

commerce sector, and direct-to-consumer 

brand landscape. The report identified talent 

scarcity as the most significant constraint on 

analytics adoption, with demand for 

marketing analytics professionals exceeding 

supply by approximately 3:1. 

 

4. RESEARCH METHODOLOGY 

This study employs a mixed research design 

integrating primary survey-based analysis 

with secondary industry data synthesis to 

comprehensively examine business analytics 

applications, adoption patterns, business 

impact, and implementation challenges in 

digital marketing systems. 

4.1 Research Design 

A descriptive and analytical research design 

is adopted. The descriptive dimension 

involves systematic documentation and 

framework development for analytics 

applications across digital marketing 

channels and analytics type categories. The 

analytical dimension applies percentage 

analysis, adoption rate measurement, and 

impact quantification to primary survey data 

and secondary industry benchmark sources, 

enabling comparative assessment of 

analytics capability maturity across surveyed 

organisations and identification of the key 

drivers and barriers of analytics adoption 

advancement. 

4.2 Data Sources 

Primary Data: A structured questionnaire 

was administered to 100 respondents 

comprising digital marketing managers, 

business analysts, marketing technology 

specialists, and IT professionals engaged in 

digital marketing analytics roles across e-

commerce, retail, financial services, and 

technology organisations in Hyderabad and 

remote settings. The questionnaire covered 

analytics tool usage, adoption of specific 

analytics applications, perceived business 

impact, and implementation challenge 

severity across 20 items rated on five-point 

Likert scales. 

Secondary Data: Industry benchmark data 

on analytics adoption rates, business impact 

metrics, and digital marketing channel 

performance was sourced from Gartner 

Magic Quadrant for Marketing Analytics 

Platforms (2023), McKinsey Global Institute 

Marketing Analytics Report (2021), 

eMarketer Global Digital Advertising 

Forecast (2023), HubSpot State of 

Marketing Report (2023), NASSCOM–

Deloitte India Analytics Report (2022), and 

Google Think with Google analytics insights 

publications. 

4.3 Sample Size 

The primary survey sample comprises 100 

respondents selected through purposive 

sampling from digital marketing and IT-

enabled organisations in Hyderabad, 

ensuring representation across e-commerce 

(28%), financial services (22%), retail 

(18%), technology (20%), and media and 

entertainment (12%) sectors. The sample 

size is validated at 95% confidence level 

with ±5% margin of error using Yamane's 

formula, yielding a minimum required 

sample of 80—100 respondents were 

surveyed to improve robustness and enable 

sub-group analysis by sector and analytics 

maturity level. 

4.4 Tools for Analysis 

The following analytical tools are applied: 

(i) Percentage Analysis—frequency 

distribution of Likert-scale survey responses 

across analytics adoption parameters; (ii) 

Analytics Framework Mapping—systematic 

categorisation of analytics applications by 

type 

(descriptive/diagnostic/predictive/prescriptiv

e/cognitive) and digital marketing channel; 

(iii) Impact Benchmarking—compilation 

and comparison of business impact metrics 

from primary survey and secondary industry 

sources using weighted average 
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improvement statistics; (iv) Challenge 

Prioritisation Matrix—ranking of 

implementation challenges by frequency of 

occurrence and severity rating from primary 

survey; (v) Descriptive Statistics—mean and 

standard deviation of adoption rates and 

impact metrics across analytics application 

categories. 

5. DATA ANALYSIS AND 

INTERPRETATION 

Table I presents the five-tier business 

analytics maturity framework mapped to 

specific digital marketing applications and 

associated business outcomes. Descriptive 

analytics—the most widely adopted tier, 

applied by virtually all digital marketing 

organisations—provides the foundational 

performance visibility through traffic 

analysis, campaign reporting, and audience 

segmentation that enables basic marketing 

management. Prescriptive analytics, applied 

by a smaller but growing proportion of 

organisations, represents the highest-value 

tier for digital marketing, enabling 

automated budget optimisation, real-time bid 

management, and algorithmic content 

recommendation that deliver continuous 

performance improvement without requiring 

manual analyst intervention. 

Analytics 
Type 

Application in Digital 
Marketing 

Business 
Outcome 

Descriptive 
Traffic analysis, campaign 

reporting, audience 
segmentation 

Performance 
visibility 

Diagnostic 
Attribution modelling, 

bounce rate analysis, funnel 
drop-off 

Root cause 
identification 

Predictive 
Churn prediction, CLV 
forecasting, propensity 

scoring 
Proactive 

decision-making 

Prescriptive 
Budget optimisation, bid 

management, content 
recommendation 

Automated 
optimisation 

Cognitive/AI 
NLP chatbots, image 

recognition, sentiment 
analysis 

Personalisation at 
scale 

TABLE I: Business Analytics Types and Applications in 

Digital Marketing 

Table II maps the seven major digital 

marketing channels to their specific 

analytics metrics and the tools most 

commonly deployed for analytics in each 

channel context. Search engine marketing—

the channel with the most mature analytics 

infrastructure through Google's suite—relies 

on Click-Through Rate, Cost-Per-Click, 

Quality Score, and Return on Ad Spend as 

its primary performance metrics, with 

Google Analytics 4 and Google Search 

Console providing the foundational analytics 

layer. Social media analytics has evolved 

significantly from engagement-centric 

metrics toward business outcome metrics 

including Cost Per Acquisition and Revenue 

Per Visitor, enabled by the enhanced 

conversion tracking available through Meta's 

Conversions API and TikTok's pixel 

infrastructure. 

 

 

Digital Channel Key Analytics 
Metrics Analytics Tool Used 

Search Engine 
(SEO/SEM) 

CTR, CPC, Quality 
Score, ROAS 

Google Analytics 4, 
Search Console 

Social Media 
Marketing 

Reach, Engagement 
Rate, CPM 

Meta Business Suite, 
Sprout Social 

Email Marketing Open Rate, CTR, 
Conversion Rate 

Mailchimp, HubSpot, 
Klaviyo 

Display 
Advertising 

Impressions, VTR, 
Viewability 

Google DV360, 
Amazon DSP 

Content 
Marketing 

Page Views, Time-
on-Page, Leads 

SEMrush, Ahrefs, 
GA4 

Influencer 
Marketing 

EMV, Reach, 
Authenticity Score CreatorIQ, Traackr 

Affiliate 
Marketing 

EPC, Conversion 
Rate, AOV Impact, CJ Affiliate 

TABLE II: Digital Marketing Channels and Analytics 

Metrics 

Table III presents the primary survey results 

documenting business analytics adoption 

perceptions among 100 digital marketing 

and IT professionals. The finding that 86% 

of respondents agree or strongly agree that 

analytics improves campaign ROI confirms 

broad recognition of analytics' business 

value across the surveyed population. 

Notably, only 70% confirm that predictive 

analytics is actively used for targeting—

indicating that while awareness of predictive 

capabilities is high, actual deployment 

remains limited by data infrastructure, 

modelling expertise, and platform 

integration challenges. Attribution modelling 
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shows the lowest adoption confirmation at 

64% (agree or strongly agree), consistent 

with the complexity of implementing multi-

touch attribution in a cookieless, multi-

device environment. 

Survey Parameter Strongly 
Agree Agree Neutral Disagree 

Analytics improves 
campaign ROI 54% 32% 10% 4% 

Data-driven decisions 
outperform intuition 48% 36% 12% 4% 

Predictive analytics 
used for targeting 36% 34% 18% 12% 

Real-time dashboards 
used regularly 42% 30% 16% 12% 

A/B testing is part of 
campaign process 44% 28% 18% 10% 

Customer journey 
mapping is practised 38% 32% 20% 10% 

Attribution modelling 
is implemented 30% 34% 22% 14% 

TABLE III: Primary Survey – Business Analytics Adoption 

in Digital Marketing (n=100) 

Table IV quantifies the average business 

impact achieved by organisations that have 

successfully deployed specific analytics 

applications in their digital marketing 

systems, sourced from a combination of 

primary survey respondent estimates and 

secondary industry benchmark data. Real-

Time Bid Optimisation delivers the highest 

ROAS improvement at +31%, reflecting the 

power of machine learning algorithms to 

continuously optimise programmatic 

advertising bids across millions of daily 

auction events at a speed and precision 

impossible for manual campaign managers. 

Personalisation engines—enabling 

individual-level content and offer 

customisation at scale—deliver the highest 

Click-Through Rate improvement at +34%, 

with payback periods of 6–9 months 

confirming strong investment return 

justification for personalisation 

infrastructure development. 

Analytics 
Application 

Avg. 
Improvement 

Adoption 
Rate 

Payback 
Period 

Personalisation 
Engines +34% CTR 62% 6–9 months 

Predictive Lead 
Scoring 

+28% 
conversion 54% 4–6 months 

Marketing Mix 
Modelling +18% ROAS 41% 9–12 

months 

Analytics 
Application 

Avg. 
Improvement 

Adoption 
Rate 

Payback 
Period 

Customer Churn 
Prediction -22% churn 48% 6–8 months 

Real-Time Bid 
Optimisation +31% ROAS 58% 3–5 months 

Sentiment Analysis 
(Social) 

+19% 
engagement 46% 5–7 months 

CLV-Based 
Segmentation +26% retention 44% 8–10 

months 

TABLE IV: Business Impact of Analytics Applications in 

Digital Marketing 

Table V presents the implementation 

challenges identified by survey respondents 

as the primary barriers to advanced analytics 

adoption in digital marketing systems, 

ranked by frequency of mention and severity 

rating. Data silos across platforms—cited by 

68% of respondents with an average severity 

of 4.2 out of 5—is the most pervasive 

challenge, reflecting the fragmented nature 

of the digital marketing technology stack 

where data generated in social platforms, 

search engines, email systems, CRM 

platforms, and e-commerce systems resides 

in separate, incompatible repositories that 

resist unified analysis without significant 

data engineering investment. Privacy 

regulation compliance—cited by 62% with 

severity 4.4—has intensified sharply since 

the enforcement of GDPR in Europe and the 

anticipated implementation of India's 

Personal Data Protection Bill, requiring 

fundamental changes to data collection 

consent, processing, and storage practices 

that constrain the behavioural data volume 

available for analytics models. 

Challenge Frequency (% 
Respondents) 

Severity 
(1–5) 

Data silos across 
platforms 68% 4.2 

Privacy regulations 
(GDPR, PDPB) 62% 4.4 

Lack of skilled analytics 
talent 58% 4.1 

Attribution complexity 54% 3.9 
Data quality and 
consistency issues 64% 4.3 

High cost of analytics 
platforms 46% 3.7 

Cookie deprecation / ID 
resolution 52% 4.0 

TABLE V: Challenges in Implementing Analytics in Digital 

Marketing (n=100) 



2026, Vol 2 Issue 2 | 164 

International Journal of 

                 AI ELECTRICAL CIVIL AND MECHANICAL ENGINEERING 
Peer Reviewed, Referred & Indexed Journal 

                                            ISSN: 3070-0434                                   www.zesterapublications.com                                Original Research Paper 

  

6. FINDINGS AND SUGGESTIONS 

The combined analysis of primary survey 

data and secondary industry benchmarks 

yields several significant findings regarding 

business analytics applications in digital 

marketing systems. Business analytics 

adoption in digital marketing is broad but 

uneven across the maturity spectrum: while 

descriptive analytics (campaign reporting, 

traffic analysis) is nearly universally 

adopted, predictive analytics deployment 

reaches only 70% and prescriptive analytics 

only 54% of surveyed organisations—

revealing a maturity gap that represents a 

significant competitive opportunity for 

organisations that advance beyond 

descriptive reporting toward predictive and 

prescriptive capabilities. Real-time analytics 

applications—including bid optimisation 

(58% adoption, +31% ROAS improvement) 

and personalisation engines (62% adoption, 

+34% CTR improvement)—deliver the 

highest and fastest-payback business impact 

of all analytics applications examined, 

confirming that investment in real-time data 

processing infrastructure and machine 

learning model deployment yields 

disproportionate returns relative to batch 

analytics approaches. 

Data silos (68% of respondents) and data 

quality issues (64%) emerge as the most 

pervasive implementation challenges, 

reflecting the fundamental infrastructure 

deficit that constrains analytics maturity 

advancement: organisations cannot apply 

sophisticated predictive and prescriptive 

models to data that is fragmented, 

inconsistently formatted, or of unreliable 

quality. The Customer Data Platform (CDP) 

emerges from secondary literature and 

survey responses as the most strategically 

important infrastructure investment for 

resolving the data fragmentation challenge, 

by creating a unified, real-time customer 

profile that aggregates behavioural, 

transactional, and demographic data across 

all digital touchpoints into a single analytical 

foundation. Privacy regulation compliance 

(62%, severity 4.4) is identified as the 

fastest-growing challenge, with cookie 

deprecation by major browser vendors and 

India's Personal Data Protection Bill 

implementation requiring a fundamental 

shift from third-party data dependent 

analytics toward first-party data strategies, 

contextual targeting, privacy-preserving 

measurement techniques, and federated 

learning approaches that preserve analytical 

capability within privacy regulatory 

constraints. 

Based on the findings, it is recommended 

that digital marketing organisations prioritise 

the development of a unified first-party data 

strategy—building direct consumer 

relationships through value exchange 

(content, loyalty programmes, personalised 

experiences) that incentivise consent-based 

data sharing—as the foundational response 

to both the privacy regulation challenge and 

the cookie deprecation transition that will 

otherwise erode the data foundation of 

digital marketing analytics. Customer Data 

Platform implementation should be elevated 

to a strategic technology priority for 

organisations with multi-channel digital 

marketing operations, as the unified 

customer profile capability it provides is the 

prerequisite for advancing from descriptive 

to predictive and prescriptive analytics 

across all channels simultaneously. 

Investment in marketing analytics talent 

development should be pursued through a 

combination of internal upskilling 

programmes (certification in Google 

Analytics 4, Meta Analytics, and Python/R 

for marketing analytics) and strategic hiring, 

given the 3:1 demand-to-supply imbalance 

for marketing analytics professionals 

documented by NASSCOM–Deloitte 

(2022). Multi-touch attribution modelling 

should be implemented as a priority for 

organisations with complex multi-channel 

customer journeys, given the 30% of 

marketing budget typically misallocated 

under last-click attribution models—the 
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most common but analytically weakest 

attribution approach—toward channels that 

receive attribution credit disproportionate to 

their actual causal contribution to 

conversion. 

7. CONCLUSION 

This study has provided a comprehensive 

examination of business analytics 

applications across digital marketing 

systems, integrating primary survey 

evidence from 100 practitioners with 

secondary industry benchmark data to 

document the current state of analytics 

adoption, quantify business impact, and 

identify implementation challenges across 

the digital marketing analytics landscape. 

The findings confirm that business analytics 

has become an indispensable capability for 

competitive digital marketing management, 

with data-driven organisations demonstrably 

outperforming intuition-based peers across 

customer acquisition, retention, and 

profitability dimensions. 

The central finding of the study—that 

analytics adoption is broad at the descriptive 

level but narrows significantly at predictive 

and prescriptive tiers, with only 54% of 

organisations deploying prescriptive 

optimisation capabilities—identifies the 

most consequential capability gap in the 

digital marketing analytics ecosystem. 

Bridging this gap from descriptive reporting 

to predictive and prescriptive analytics 

requires not merely technology investment 

but the simultaneous development of data 

infrastructure (Customer Data Platforms, 

unified data lakes), analytical modelling 

capabilities (machine learning, statistical 

inference), and organisational change 

management that embeds data-driven 

decision-making into the culture and 

processes of the marketing function. 

The business impact data documented in the 

study—including +31% ROAS from real-

time bid optimisation, +34% CTR from 

personalisation engines, and -22% churn 

from predictive customer analytics—

provides compelling quantitative 

justification for analytics investment that 

should enable marketing leaders to make the 

business case for analytics capability 

development to organisational leadership 

and finance functions. The implementation 

challenge analysis additionally provides a 

realistic roadmap for analytics maturity 

advancement by identifying the sequenced 

infrastructure, talent, and process 

investments required to progress through the 

analytics capability maturity stages. 

Looking forward, the convergence of 

generative AI capabilities with digital 

marketing analytics represents the most 

significant near-term development in the 

field. Large language models are enabling 

natural language query interfaces for 

marketing analytics dashboards, AI-

generated creative content optimisation, 

conversational marketing automation, and 

synthetic data generation for privacy-

preserving analytics model training—

capabilities that will further accelerate the 

business impact of analytics in digital 

marketing while simultaneously creating 

new implementation challenges around AI 

governance, brand safety, and regulatory 

compliance that future research should 

examine. 
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