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The purpose of this study was to design and explain a model of data-driven marketing strategies
in the digital marketing of knowledge-based companies with emphasis on contextual, behavioral,
and structural dimensions as well as the implementation stages of data-driven strategies. This
study was conducted using a qualitative approach within an interpretivist paradigm. The research
population consisted of experts, managers, and specialists active in knowledge-based companies
with at least five years of experience in digital marketing and data-driven marketing. Participants
were selected through snowball sampling, and the sample size was determined based on
theoretical saturation. Data were collected through semi-structured interviews and analyzed
using directed content analysis and MAXQDA software. To assess the validity of the extracted
subcategories, the Content Validity Ratio (CVR) was calculated with the participation of 10
experts. Ultimately, 43 subcategories were identified and classified into five main categories,
including contextual factors, behavioral factors, structural factors, strategy implementation
stages, and strategy outcomes. The findings indicated that contextual factors such as
environmental data-driven analysis, utilization of emerging technologies, competitive data
analysis, and development of information technology infrastructure played a significant role in
shaping data-driven marketing strategies. Behavioral factors including managers’ data-oriented
skills, human resource expertise, data-driven organizational culture, and cross-functional
collaboration facilitated effective implementation of these strategies. Structural dimensions such
as data-based workflow design, system integration, data management, and internal policy
development were also identified as critical elements. Furthermore, the implementation process
of data-driven marketing was conceptualized as a six-stage operational cycle consisting of data-
driven research, data cleansing and analysis, campaign design, customer acquisition,
performance evaluation, and campaign optimization. The outcomes of these strategies included
accurate customer targeting, increased conversion rates, enhanced customer loyalty, improved
customer experience, and higher return on investment. The results demonstrated that data-driven
marketing in knowledge-based companies is not solely dependent on technology, but rather
emerges from the interaction of contextual, behavioral, and structural organizational factors. The
proposed model can serve as a practical framework for guiding digital marketing decision-
making and improving the effectiveness of marketing strategies in knowledge-based companies.
Keywords: Data-driven marketing, digital marketing, marketing strategy, knowledge-based
companies, data analysis, data-driven decision-making
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Extended Abstract

Introduction

The rapid expansion of digital technologies and online communication platforms has
fundamentally transformed the nature of marketing activities across industries. In contemporary business
environments, organizations increasingly rely on digital channels, data analytics, and intelligent
technologies to understand customer behavior, improve communication strategies, and enhance
competitive performance. As a result, data-driven marketing has emerged as one of the most influential
paradigms in modern digital marketing, enabling firms to convert large volumes of customer and market
data into actionable strategic insights (Bossow-Thies et al., 2020; Chaffey & Ellis-Chadwick, 2019). Unlike
traditional marketing approaches that rely heavily on intuition and managerial experience, data-driven
marketing emphasizes evidence-based decision-making through the systematic collection, analysis, and
interpretation of customer-related information.

Knowledge-based companies operate in highly dynamic and technology-oriented environments
characterized by rapid innovation, market uncertainty, and intense competition. These firms depend
significantly on digital marketing and technological capabilities to survive and sustain competitive
advantages. In such contexts, the ability to leverage data for marketing decisions becomes a strategic
necessity rather than a competitive luxury (Lotfi et al., 2018; Martin-de Castro, 2015). The increasing
availability of customer data through social media platforms, e-commerce systems, mobile applications,
and digital interactions has created unprecedented opportunities for organizations to better understand
customer preferences, personalize services, and optimize marketing campaigns (Wilson, 2019). However,
despite these opportunities, many knowledge-based companies still face considerable challenges in
transforming raw data into effective marketing strategies.

Recent studies indicate that digital marketing effectiveness is increasingly associated with the
integration of artificial intelligence, machine learning, predictive analytics, and big data technologies into
marketing processes (Gabelaia, 2022; Sundari et al., 2025). These technologies enable organizations to
predict customer behavior, personalize communication, automate decision-making, and improve customer
engagement. Research has demonstrated that machine learning models often outperform marketers’
intuition in predicting consumer responses and identifying market opportunities (Sundsoy et al., 2014).
Furthermore, intelligent digital marketing systems can improve campaign targeting, optimize advertising
expenditures, and increase return on investment. Nevertheless, the implementation of data-driven
marketing remains challenging due to issues such as data privacy concerns, lack of analytical capabilities,
organizational resistance, and insufficient integration between technological and managerial systems
(Nupponen, 2019; Taimour Faisal Ahmad Al & Zhang, 2025).

Another major transformation in modern marketing is the shift from mass marketing toward
personalized and customer-centric communication. Contemporary consumers expect organizations to
provide tailored experiences based on their preferences, behaviors, and individual needs. Consequently,
personalized marketing communication has become a central element of digital marketing strategies
(Strycharz & Smit, 2019). Studies show that data-driven personalization improves customer satisfaction,
enhances loyalty, and increases customer engagement in digital platforms (Silva et al., 2019). This trend is
particularly important for startups and knowledge-based companies that rely on innovation and customer
relationships to strengthen their market positions. Research on startup businesses highlights that digital
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marketing contributes significantly to brand awareness, customer acquisition, and business growth
(Prabhu, 2019; Tubalawony, 2025).

Despite the growing importance of data-driven marketing, many organizations struggle to establish
effective frameworks for implementing such strategies. Existing studies often focus primarily on
technological tools and analytical techniques while paying limited attention to organizational, behavioral,
and structural dimensions influencing implementation success (Nadler & McGuigan, 2018). Furthermore,
most available models have been developed in advanced economies and may not fully address the
contextual realities of knowledge-based companies operating in developing countries. In these firms,
limitations related to financial resources, technological infrastructure, managerial maturity, and
organizational culture can significantly influence the effectiveness of data-driven marketing practices
(Chakraborti et al., 2022; Sunarjo et al., 2025).

The literature also indicates that successful implementation of digital marketing strategies requires
more than technological adoption. It involves organizational learning, managerial competencies,
interdepartmental collaboration, and strategic flexibility (Samus et al., 2025; Sutisna et al., 2025).
Consequently, there is a need for comprehensive models capable of integrating contextual, behavioral,
and structural dimensions of data-driven marketing within knowledge-based companies. Therefore, the
present study aimed to design a model of data-driven marketing strategies for digital marketing in
knowledge-based companies and identify the major dimensions and components influencing their
implementation and outcomes.

Methods and Materials

This study employed a qualitative research approach based on an interpretivist paradigm. The
research aimed to identify the dimensions and components influencing data-driven marketing strategies
in knowledge-based companies and develop an integrated conceptual model. Directed content analysis
was selected as the primary analytical method because the literature already provided an initial theoretical
foundation regarding data-driven marketing and digital marketing strategies. This approach enabled the
researchers to combine theoretical concepts with empirical insights derived from expert experiences.

The research population consisted of experts, senior managers, marketing specialists, and
professionals working in knowledge-based companies who possessed at least five years of professional
experience in digital marketing, data analytics, or strategic marketing management. Participants were
selected using snowball sampling. Sampling continued until theoretical saturation was achieved, meaning
no substantially new concepts emerged from subsequent interviews.

Data collection was conducted through semi-structured interviews. Interview questions focused
on identifying contextual, behavioral, and structural factors influencing data-driven marketing,
implementation processes, organizational challenges, and strategic outcomes. All interviews were audio-
recorded, transcribed verbatim, and analyzed using MAXQDA software. During the coding process,
meaningful units were extracted line-by-line from interview transcripts and grouped according to semantic
similarities.

To assess the validity of extracted subcategories, the Content Validity Ratio (CVR) method was
applied with the participation of ten experts. Subcategories with acceptable CVR values were retained for
further analysis. The coding process resulted in the identification of 43 subcategories grouped into five
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major categories: contextual dimensions, behavioral dimensions, structural dimensions, implementation
stages of data-driven marketing strategies, and expected outcomes of strategy implementation.

Findings

The findings revealed that the contextual dimensions of data-driven marketing included
environmental data analysis for marketing decisions, utilization of emerging technologies, prediction of
market trends, adaptation to data-related regulations, analysis of competitors’ data, monitoring social and
cultural changes, customer needs analysis, and development of information technology infrastructure.
These dimensions were identified as fundamental prerequisites for implementing data-driven marketing
strategies in knowledge-based companies. Participants emphasized that organizations capable of
continuously monitoring environmental changes and utilizing analytical technologies could respond more
effectively to market uncertainty and customer expectations.

Behavioral dimensions included managers’ data-oriented competencies, employees’ analytical
expertise, data-driven organizational culture, commitment to innovation, evidence-based decision-
making, interdepartmental collaboration, employee motivation, data-based communication improvement,
and workforce flexibility. The findings demonstrated that organizational culture and human resource
capabilities significantly influenced the effectiveness of data-driven marketing implementation. Firms
with analytical mindsets and collaborative structures showed greater ability to utilize customer data
strategically.

The structural dimensions included data-based workflow design, organizational structures aligned
with digital marketing requirements, integrated information systems, data management systems, digital
marketing system design, communication infrastructure development, adaptive organizational
architecture, internal policy development, and performance evaluation systems based on data-driven
outcomes. These findings highlighted the importance of organizational integration and technological
alignment in supporting data-driven marketing processes.

The study also identified a six-stage operational cycle for implementing data-driven marketing
strategies. This cycle included data-driven marketing research, data cleansing and analysis, campaign
design, customer acquisition, performance evaluation, and campaign optimization. Organizations initially
collect and analyze customer and market data to identify opportunities and customer needs. Subsequently,
marketing campaigns are designed based on analytical insights and implemented through digital channels.
After campaign execution, key performance indicators such as conversion rates, customer engagement,
customer acquisition costs, and return on investment are evaluated continuously. Finally, organizations
optimize campaigns through iterative learning and data analysis.

The outcomes of implementing data-driven marketing strategies included accurate customer
targeting, improved personalization, enhanced customer experience, increased customer loyalty, higher
conversion rates, increased sales, improved campaign performance, and greater return on investment.
Participants emphasized that data-driven marketing enabled organizations to make more informed
decisions, improve customer relationships, and strengthen their competitive positions in dynamic digital
environments.

Discussion and Conclusion

The findings of this study demonstrate that successful implementation of data-driven marketing in
knowledge-based companies depends on the simultaneous interaction of contextual, behavioral, and
structural factors. The results indicate that technological capabilities alone are insufficient for effective
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digital marketing performance. Instead, organizations require integrated systems, skilled human resources,
analytical cultures, and flexible structures capable of transforming data into strategic decisions.

The study showed that contextual factors such as environmental analysis, technological
innovation, and market forecasting significantly contribute to organizational readiness for data-driven
marketing. These dimensions help companies anticipate market changes, understand customer behavior,
and improve strategic responsiveness. Furthermore, the integration of emerging technologies such as
artificial intelligence and machine learning enhances the precision and effectiveness of marketing
campaigns by enabling advanced customer segmentation, predictive analytics, and personalized
communication.

Behavioral dimensions emerged as critical determinants of implementation success. Organizations
with strong analytical cultures and data-oriented leadership demonstrated greater capability to utilize
customer insights strategically. Employee expertise, interdepartmental collaboration, and organizational
commitment to innovation also facilitated effective decision-making and campaign optimization. These
findings indicate that data-driven marketing is not merely a technological process but also a managerial
and cultural transformation requiring organizational learning and strategic alignment.

The structural dimensions identified in this study further emphasize the importance of
organizational integration and infrastructure development. Integrated information systems, adaptive
organizational structures, and data-based workflows provide the necessary foundation for efficient digital
marketing operations. The findings also highlight the significance of performance evaluation systems and
internal policies in institutionalizing data-driven practices across organizational processes.

The six-stage operational cycle identified in this study illustrates that data-driven marketing is a
continuous and iterative process rather than a one-time activity. Organizations must constantly collect,
analyze, evaluate, and optimize marketing data to maintain competitiveness in rapidly changing markets.
Continuous learning and adaptive optimization enable firms to improve customer targeting, increase
engagement, and maximize marketing effectiveness over time.

Overall, the proposed model provides a comprehensive framework for understanding the
multidimensional nature of data-driven marketing strategies in knowledge-based companies. The study
contributes to the literature by integrating contextual, behavioral, and structural perspectives into a unified
conceptual model. The findings suggest that organizations capable of combining technological capabilities
with human competencies and organizational alignment are more likely to achieve sustainable competitive
advantages in digital markets.
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