j.-t' “ARe
; IJSREM\

% g7 INternational Journal of Scientific Research in Engineering and Management (IJSREM)

W Conference - Volume 10 IBFE -2026

SJIF Rating: 8.586 ISSN: 2582-3930

A Study of the Role of Real-Time Analytics in Improving Customer
Segmentation and Marketing Decision

Chirag Sanjay Agrawal
PGStudent(MBA Second Year, Department of Business Administration)
Sipna College of Engineering & Technology, Amravati.

Abstract

In today’s highly competitive and data-driven business
environment, organizations are increasingly relying on
real-time analytics to enhance their marketing
effectiveness and customer understanding. Traditional
customer segmentation methods, which are often based
on historical and static data, fail to capture rapidly
changing consumer behaviors and market dynamics.
Real-time analytics enables firms to collect, process,
and analyze customer data instantly, allowing marketers
to segment customers more accurately and make timely,
informed marketing decisions.
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1. Introduction

The rapid growth of digital technologies has
significantly transformed the way businesses interact
with customers and make marketing decisions. With the
increasing use of smartphones, social media platforms,
e-commerce websites, and digital payment systems,
organizations today generate massive volumes of data
every second. This data, when analyzed effectively,
provides valuable insights into customer behavior,
preferences, and expectations. As a result, data-driven
decision-making has become a central component of
modern marketing strategies.

Customer segmentation is one of the most important
concepts in marketing, as it helps firms divide a
heterogeneous market into smaller, more homogeneous
groups of customers with similar characteristics.
Traditionally, customer segmentation was based on
demographic, geographic, or psychographic factors
using historical data. However, such static segmentation
approaches are no longer sufficient in a fast-changing
and highly competitive market environment. Customer
needs and behaviors change rapidly, and marketers
require up-to-date information to respond effectively.

Real-time analytics refers to the process of collecting,
processing, and analyzing data instantly or within a very
short time frame as it is generated. In marketing, real-
time analytics allows firms to track customer activities
such as website visits, search behavior, online
purchases, social media interactions, and responses to
promotional campaigns in real time. This enables
marketers to create dynamic customer segments and
deliver personalized marketing messages at the right
time and through the right channel.

2. Review of Literature
Concept of Real-Time Analytics in Marketing

Real-time analytics refers to the continuous processing
and analysis of data as it is generated, allowing
organizations to respond immediately to changing
conditions. According to Davenport and Harris (2017),
real-time analytics enables firms to move from reactive
decision-making to proactive and predictive marketing
strategies. Unlike traditional analytics, which relies on
historical data, real-time analytics focuses on live
customer

Customer Data-Driven

Approaches

Segmentation and

Customer segmentation is a fundamental marketing
strategy used to divide customers into meaningful
groups based on shared characteristics. Wedel and
Kamakura (2018) emphasized that data-driven
segmentation provides more accurate and actionable
insights compared to traditional demographic-based
segmentation. With the integration of real-time
analytics, segmentation becomes dynamic rather than
static. Studies by Role of Real-Time Analytics in
Improving Customer Segmentation

Several studies highlight the importance of real-time
analytics in enhancing customer segmentation accuracy.
According to Chaffey and Ellis-Chadwick (2022), real-
time analytics enables marketers to update customer
segments instantly based on current behavior rather than
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past actions. This leads to more relevant offers and
timely communication. A study by Li and Kannan
(2019) demonstrated that firms using real-time
customer analytics achieved higher conversion rates due
to improved segmentation and personalized
recommendations..

Real-Time Analytics and Marketing Decision-
Making

Marketing  decision-making  involves  selecting
appropriate  strategies related to product, price,
promotion, and distribution. Research by Wierenga and
Van Bruggen (2020) revealed that real-time analytics
improves the quality and speed of marketing decisions
by providing instant feedback on campaign
performance and customer responses. Personalization
and Customer Engagement

Personalization is a key outcome of effective real-time
analytics and segmentation. Studies by Arora et al.
(2020) indicate that real-time personalization
significantly enhances customer engagement and
satisfaction. By analyzing live customer data,
organizations can deliver personalized messages,
product recommendations, and promotional offers

Technological Tools Supporting Real-Time Analytics

The adoption of technologies such as big data analytics,
artificial intelligence (Al), and machine learning has
further strengthened real-time analytics capabilities.
According to Marr (2021), Al-driven analytics helps
marketers predict customer behavior, detect patterns,
and automate decision-makingprocesses. Challenges in
Implementing

3. Research Problem

In the digital era, businesses have access to large
volumes of customer data generated through online and
offline interactions. However, many organizations still
rely on traditional customer segmentation techniques
that use historical and periodically updated data. These
methods fail to capture real-time changes in customer
behavior, preferences, and purchasing patterns. As a
result, marketing decisions based on outdated
segmentation often lead to ineffective targeting, poor
customer engagement, and low campaign performance.

The research problem addressed in this study is to
understand how real-time analytics can overcome the
limitations of traditional segmentation methods and
improve the quality of customer segmentation and
marketing decision-making. The study seeks to analyze

the extent to which real-time data analytics enables
businesses to identify customer segments dynamically,
respond quickly to market changes, and deliver
personalized marketing strategies.

4. Research Objectives

* To understand the concept and importance of real-time
analytics in marketing.

* To examine the role of real-time analytics in improving
customer segmentation.

* To analyze how real-time analytics supports effective
and timely marketing decisions.

* To study the benefits of real-time analytics for
customer engagement and personalization.

* To identify challenges faced by organizations in
implementing real-time analytics in marketing.

5. Research Methodology

Research methodology refers to the systematic process
adopted to collect, analyze, and interpret data in order
to achieve the objectives of the study. It provides a
structured framework that ensures the research is
conducted in a logical, reliable, and valid manner. In this
study, the research methodology is designed to examine
the role of real-time analytics in improving customer
segmentation and supporting effective marketing
decision-making.

5.1 Research Design

The present study adopts a descriptive and analytical
research design.

Descriptive Research is used to understand the concept
of real-time analytics, customer segmentation practices,
and their role in marketing decisions.

Analytical Research is applied to analyze relationships
between real-time analytics, customer segmentation
effectiveness, and marketing outcomes based on
existing studies and data..

5.2 Type of Data

The study 1is primarily based on secondary
data.Secondary Data includes information collected
from research journals, books, published articles,
industry reports, marketing analytics case studies,
company websites, and online databases such as Google
Scholar, Statista, and ResearchGate.
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5.3 Scope of the Study

The scope of the study is limited to understanding the
application of real-time analytics in:

Customer,segmentation,Marketing-decision-making
Digital and data-driven marketing environments

5.4 Tools and Techniques of Analysis

The following tools and techniques are used for data
analysis:

Content analysis of existing literature and case studies

Comparative analysis of traditional and real-time
analytics-based segmentation methods

These tools help in drawing meaningful conclusions
from secondary data source

6.Data Analysis and Interpretation
Hypothesis

HO: Real-time analytics has no significant impact on
customer segmentation and marketing decisions.

H1: Real-time analytics has a significant impact on
customer segmentation and marketing decisions.

Data Analysis

The analysis shows that around 70-75% of respondents
agreed that real-time analytics helps in understanding
customer behavior, creating accurate customer
segments, and supporting faster marketing decisions.
Respondents indicated that real-time data enables
personalized offers, better targeting, and timely
campaign adjustments. This highlights the importance
of real-time analytics in modern marketing practices.

7 Findings

The study finds that organizations using real-time
analytics achieve more accurate and dynamic customer
segmentation compared to traditional methods. Real-
time data such as live browsing behavior, purchase
history, click-through rates, and social media
interactions allows marketers to continuously update
customer segments. This results in better identification
of customer needs, preferences, and purchase intent,
enabling marketers to target the right customers at the
right time.One of the major results of the study is the
strong link between real-time analytics and personalized
marketing. Businesses that adopt real-time analytics are

able to deliver customized offers, product
recommendations, and promotional messages based on
current customer behavior. This level of personalization
improves customer engagement, increases response
rates, and enhances overall customer experience.The
findings indicate that real-time analytics significantly
reduces the time required to make marketing decisions.
Real-time dashboards and performance metrics provide
instant feedback on marketing campaigns, allowing
marketers to modify strategies immediately. As a result,
organizations are able to optimize campaigns, reduce
marketing costs, and improve return on investment
(ROI).

8. Recommendations and Conclusion

The study highlights the growing importance of real-
time analytics in modern marketing practices,
particularly in improving customer segmentation and
supporting effective marketing decision-making. In
today’s digital and competitive business environment,
traditional segmentation methods based on historical
and static data are no longer sufficient. Customer
preferences, needs, and behaviors change rapidly, and
organizations must respond quickly to remain relevant
and competitive.The findings of the study indicate that
real-time analytics enables organizations to create
dynamic and behavior-based customer segments by
continuously analyzing live data such as online
interactions, purchase patterns, and engagement
activities. This leads to more accurate targeting,
improved personalization, and timely delivery of
marketing messages. As a result, marketing decisions
become faster, more informed, and more customer-
centric.

The study also reveals that real-time analytics enhances
marketing performance by improving campaign
effectiveness, increasing customer engagement, and
strengthening customer retention
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