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Abstract 
Advertising strategies must include data analytics (DA) and customer relationship management 

(CRM) if one is to keep up with the rapid developments in digital marketing (DM). This paper 

discusses how Digital Transformation (DT) might affect strategies of marketing. It emphasizes 

how DA and CRM systems simplify customer contact, decision-making, and result analysis of 

advertising. DA guides companies in learning about consumer behavior, state of the economy, 

and campaign success. This enables them to create improved, more original marketing strategies. 

Through client data collecting, relationship management improvement, and task completion 

related to communications, CRM systems help to improve this process. The paper discusses the 

significance of DA for determining consumer preferences, projecting future developments, and 

evaluating marketing success as well as for guiding decisions. It also lets it conjecture their 

possible behavior. It looks at several analytical techniques including forecasting, segmentation, 

and instantaneous analytics that enable companies create plans grounded in data and prioritize 

the customer. Merging CRM technologies is seen in terms of how better customer service, simpler 

transactions, and more relevant deals that result from being easy to use all help to improve the 

customer experience. The paper discusses data security issues, aggregating DA and CRM 

systems, and the need of qualified individuals knowing how to apply them. This close inspection 

of DT reveals the significance of marketing plans. It demonstrates how businesses that wish to 

maximize their DA and CRM tools must remain flexible and evolving. These tools enable 

companies in a world run by computers get closer to and more significant relationships with 

consumers. They also improve marketing's efficacy. This enables their continued performance. 

Keywords: Digital transformation; Global Marketing; Business Management; Customer 

Relationship Management. 

I. INTRODUCTION 

Digital transformation (DT) is the result of using digital tools in all kind of corporate 

operations. This influences consumer behavior toward businesses and stimulates economic 

development (Zhu et al., 2021). Using Data Analysis (DA) (Lutfi et al., 2022) and Customer 

Relationship Management (CRM] (Ozay et al., 2024) 

   Tools will help to make marketing plans better, enhance relationships with customers, and 

enable operations run more smoothly as part of this change. 
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An integral component of DT, DA enables individuals to control their behavior and arrive to 

wise decisions. From DA, businesses can have a complete picture of the habits, interests, and 

trends of their consumers, so enabling more targeted and successful marketing campaigns 

(Theodorakopoulos & Theodoropoulou, 2024). Making decisions grounded on facts will help it 

keep ahead of the competitors. This material is quite helpful. 

 Using CRM will enable it to keep in contact with clients and enhance interactions. These 

technologies let companies monitor their interactions with clients, compile data about them, and 

forward a customized message to every one of them. This strengthens bonds and attracts 

customers back-tracking. By ensuring that marketing strategies coincide with consumer 

preferences, CRM systems help to boost sales and client interaction (Ileana et al., 2025). 

 This paper investigates the DA and CRM instruments DT employs in its advertising 

campaigns. This will delve deeply on how various innovations alter the way marketing operates, 

how they influence consumer involvement and business results, and how best to apply them. 

Examining present approaches and their application in the real world will help this essay to 

carefully investigate how DT alters marketing strategies and what effects on future development. 

II. BACKGROUND 

2.1 Marketing DA 

Since DA gives consumers the tools and knowledge needed to base decisions on statistics 

(Rosário & Dias, 2023), it has become a major part of DT in advertising. Since companies rely 

more on DT to interact with consumers, DA has become ever more important for advertising. It 

addresses several tools and strategies to track success, raise campaign effectiveness, and improve 

consumer knowledge. Modern marketing depends on DA to be completely understood if its 

advantages are to be realized. This will enable your application of it. 

 DA is the methodical data analysis meant to find important trends, patterns, and insights 

allowing businesses to make decisions (Elgendy et al., 2022). Usually, the first phase of this 

process is compiling data from many sources—including consumer contacts, sales, social media 

activity, web traffic, and so-called contacts with suppliers. After data collecting, analytical 

methods are used to generate useful results and direct sensible actions. Broad spectrum of 

analytical tools used in marketing, DA clarifies consumer behavior and market dynamics in each 

one of them.  

 DA exists in four main forms: diagnosis, descriptive, predictive, and regulatory. Compiling 

fragments of past data helps descriptive analytics to understand how things worked and what 

trends it exposed. Usually, this study involves compiling charts and reports showing past data 

including consumer descriptions and sales statistics. By means of data analysis, diagnostic 

analysis seeks to pinpoint past events so guiding the explanation behind them. This research is 

looking at odd or consistent trends to support past outcomes.  

 By means of past data and information, predictive analysis projects future events and how 

things will be. Forecasting projects consumer behavior, how sales would go, and future market 

change using statistical modeling and Machine Learning (ML) approaches. This studies helps 

businesses to project consumer preferences, so guiding their approach. Prescriptive statistics is 
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the most evolved way to see data. It generates concepts that might find use in prediction models. 

It implies figuring out the best way to use models and optimization techniques to produce the 

desired results. 

2.2 CRM Instruments 

Particularly DT, CRM tools are increasingly crucial for contemporary marketing (Chatterjee et 

al., 2022). Maintaining client contact, streamlining business operations, and applying DA to 

increase marketing efficacy all depend on these solutions. It must first know what CRM systems 

are, why they are important, what their fundamental characteristics are, and how they interact 

with DA if it are to grasp how they impact present marketing strategies. 

 Applications for CRM are bits of software designed to track and evaluate your contacts and 

client data over their lifetime. CRM systems mostly aim to raise customer satisfaction and 

engagement, strengthen business relationships, and increase sales by means of improvement of 

customer satisfaction and engagement. They enable companies to maintain thorough records of 

their contacts with consumers, enhance communication, and ensure that marketing campaigns 

running several channels cooperate. Organizing customer data such that it is readily available for 

marketing and sales teams depends on customer relationship management (CRM) systems.  

Most importantly, CRM systems define customer data management, automatically generated 

emails, handling of sales and marketing. Depend mostly on handling customer data, CRM 

systems provide a central location for storing and managing client data. This feature lets 

companies track consumer contacts, preferences, past buying patterns, and other relevant 

information. This information then enables better customer interest and customizing of 

marketing strategies. Automated communications tools let businesses send targeted messages 

depending on predefined triggers or customer patterns notes, updates, and messages. This 

ensures that clients participate at the right moment and boosts the effectiveness of human actions. 

III. PROPOSED INCORPORATED BUSINESS PROCESS MANAGEMENT MODEL 

(IBPMM) 

The research indicates that Industry 4.0 technologies need organizational integration to fully 

use their advantages, which entails planning to optimize their influence on all company 

operations. The present research employed a descriptive research approach to suggest a 

conceptual IBPMM structure, grounded in conventional Business Process Management (BPM) 

methods, to facilitate DT, given that BPM can enhance company efficiency and offer a systematic 

approach to implementing changes. The primary attribute of a narrative review style is its 

comprehensive perspective on research and the variety of sources used. The narrative evaluation 

of the literature is encapsulated in a theoretical structure by emphasizing the interactions and 

focus points. A non-systematic search for publications in prominent databases was performed. 

The structure was developed by addressing often neglected elements in the move to Industry 4.0 

and their influence on a company's DT. These include skills gap evaluation, handling risks, 

emergency preparation, handling change, and cost-benefit assessment.  
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Figure 1: Integrated Business Management Model 

The author found these elements via his involvement in the European-funded initiative, 

Evolving into Industry 4.0, collaborating with several manufacturing businesses. Utilizing 

'Industry 4.0' alongside the under-explored aspects as phrases, the most relevant publications that 

emphasize their interconnection were identified. The research established the foundation for 

IBPMM, and its structure and corresponding stages can be seen in Fig.1. This study presents a 

theoretical framework underpinned by research emphasizing critical areas often neglected due 

to the overwhelming technical advancements associated with Industry 4.0. The suggested 

IBPMM architecture serves as a method of execution for manufacturing companies to facilitate 

their transition through DT using Industry 4.0 technology.  

IV. DISCUSSIONS 

4.1 Issues and Root Causes 

 In marketing plans, particularly when combined with DA and CRM solutions, DT has many 

benefits but also generates a lot of questions and concerns. Businesses that use these technologies 

to make their marketing more successful have to deal with a lot of difficult problems including 

maintaining information safe and private, linking them to other systems, the need of skilled 

workers, and the proper mix between automation and human interaction. 

 Big concerns for both DA and CRM systems are privacy and data security issues. As the 

volume of consumer data gathered and handled increases, organizations run more danger of data 

breaches and abuse. Strong laws like the General Data Protection Regulations (GDPR) exacerbate 

privacy issues since they prevent companies from gathering, storing, or handling private data 

without closely adhering to rigorous guidelines. Should these criteria fall short, significant fines 

and reputation damage will result. Strong data security policies must be put in place by 

companies to lower these hazards and guarantee their follow fulness. These ought to cover data 

encryption, restricted safe access, and frequent checks. 
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 4.2 Contemporary Technologies and Patterns  

 DT in marketing strategies is expanding under the influence of fast enhancements in DA and 

CRM tools. Many significant technological developments and trends are under progress that will 

affect the direction of advertising. This covers advanced data display techniques, changing 

customer standards, artificial intelligence (AI) and machine learning (ML), and the general 

expansion of DT in advertising.  

 Two of the most significant new technologies altering marketing practice are artificial 

intelligence and machine learning. AI-powered technologies enable marketers to rapidly and 

precisely view vast volumes of data, so providing insights that guide their decisions on 

marketing. ML systems simplify difficult data processing chores including customer segmenting 

and prediction. This helps one to customize marketing plans to fit every individual's tastes and 

behavior. By identifying trends and behaviors difficult to observe with conventional analytics 

approaches, AI-powered predicting systems can, for example, guess what consumers will do and 

enhance marketing. By providing individualized and instantaneous assistance, chatbots and 

other artificial intelligence-powered automatic assistants can help to enhance customer relations. 

Customers are thus more involved and content. 

V. CONCLUSION 

Driven by improvements in DA and CRM systems, the DT of marketing strategies marks a 

dramatic change in how companies interact with consumers and maximize their markets. 

Combining these instruments has drastically changed marketing strategies by letting companies 

use enormous volumes of data to make smart decisions, improve customer experiences, and get 

measurable results. Important findings of this study show that DA is essential in modern 

marketing, thus offering it important knowledge that improves targeting accuracy, lets it create 

tailored campaigns, and strengthens marketing strategies. Among DA's several tools helping 

businesses to better understand and project what their customers will need are forecasts, 

customer segmentation, and instant data. Matching specific likes and dislikes with preferences 

and behaviors helps marketing to be more successful. This helps sales to grow and makes 

customers more committed. 

 Faster interactions, simpler customer data management, and integration of marketing and 

sales activities help CRM tools bring about this change. By allowing businesses to completely 

grasp consumer behavior and preferences, these technologies help them to build closer ties, 

organize more relevant events, and improve relations with their clients. Combining CRM with 

DA lets it use consumer data for more targeted ads and better decision-making, so enhancing 

your retention and loyalty-building capability. One cannot underline the need of applying DT. If 

companies are to remain relevant, their strategies must change as consumer needs and technology 

develop. These days, any effective marketing plan mostly consists in statistics and CRM (client 

relationship management) tools. They provide people the knowledge needed to meet the needs 

of a market more and more dominated by data and grab new opportunities for growth and 

expansion.  

 Companies should especially give three main ideas for optimizing DA and CRM systems top 

importance great importance. One must make investments in advanced DA tools and CRM 



Global Perspectives in Management, Vol. 3, No. 3, 2025                                                                              ISSN: 3049-088X 

 

https://doi.org/10.66027/GPIM/V3I3/GPM25303                                                                                                                     17 

systems. This expenditure demands the acquisition of the relevant technology as well as the 

development of the required skills for proper application. Second, companies must give constant 

innovation and flexibility first priority. The digital sphere is always changing, thus if one wants 

to follow new trends, marketing strategies have to be constantly evaluated and improved. 

Campaigns will remain successful and modern as long as they include fresh technology, look at 

new data reports, and adapt to suit changing consumer behavior. 
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