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ARTICLE INFO ABSTRACT 

 This study investigates how big data analytics (BDA) can enhance sales 
performance in organizations through qualitative analysis. In today's data-driven 
business environment, organizations leveraging BDA achieve 15-20% higher 
revenue compared to competitors using traditional methods, highlighting its 
strategic importance. Despite widespread adoption, specific mechanisms 
through which BDA enhances sales performance remain underexplored, 
particularly regarding implementation challenges and ethical considerations. 
Using semi-structured interviews with 15 industry professionals analyzed 
through MAXQDA software, the research identified five key themes: BDA 
Capability, Customer Relationship Management Capability, Organizational 
Readiness, Leadership Support, and Customer Engagement, with 25 associated 
sub-themes. The findings reveal that BDA serves as a valuable organizational 
resource (supporting Resource-Based View theory) that enables the development 
of dynamic capabilities, particularly in customer relationship management. The 
integration of BDA with CRM systems creates synergistic effects that significantly 
improve sales outcomes when supported by leadership advocacy and 
organizational readiness. The study's limitations include its cross-sectional 
nature, small sample size, and qualitative approach. Future research should 
employ larger samples, mixed methods approach, and longitudinal designs to 
quantify BDA's impact across diverse industries while addressing ethical 
implications of data usage. 
 
Keywords: Big Data Analytics, Sales Performance, Customer Relationship 
Management, Organizational Readiness, Dynamic Capabilities Theory 
 

 
1. Introduction: 

 
In 2024, organizations leveraging big data analytics achieved a remarkable 15-20% revenue increase compared 
to competitors relying on traditional methods, highlighting the transformative power of data-driven decision-
making (Yee, Chui, Roberts & Issler, 2024). This compelling statistic underscores a pivotal shift in how 
businesses operate in an era where data is often described as the "new oil." As global markets become 
increasingly competitive and consumer expectations evolve, organizations are turning to big data analytics to 
unlock insights that drive sales performance. This research investigates the potential of big data analytics to 
enhance sales outcomes in organizations, focusing on its ability to optimize sales strategies, improve customer 
engagement, and boost revenue growth. By exploring the intersection of advanced analytics and sales, this 
study aims to provide a comprehensive understanding of how organizations can harness data to achieve 
sustainable competitive advantages. 
Big data analytics refers to the process of collecting, processing, and analyzing vast volumes of structured and 
unstructured data to uncover actionable insights. In the context of sales, this involves leveraging data from 
customer interactions, market trends, and internal performance metrics to inform strategies such as predictive 
modelling, customer segmentation, and sales forecasting. The proliferation of digital technologies, cloud 
computing, and artificial intelligence has made big data analytics more accessible, enabling organizations to 

https://kuey.net/


5429 Sandeep Tyagi, et al. / Kuey, 29(4), 10326 

 

process real-time data and make informed decisions swiftly. Industries ranging from retail and e-commerce to 
financial services and manufacturing are increasingly adopting these tools to stay ahead in dynamic markets. 
However, despite the widespread adoption of analytics, the specific mechanisms through which big data 
directly enhances sales performance remain underexplored, particularly in terms of measurable outcomes like 
conversion rates, customer retention, and salesforce productivity (Chatterjee, Chaudhuri & Vrontis, 2022). 
The context of this research is rooted in the rapid evolution of data-driven business environments. Sales teams 
today face unprecedented challenges, including rising customer expectations, fragmented markets, and the 
need for personalized offerings. Traditional sales approaches, often reliant on intuition or historical patterns, 
are proving inadequate in addressing these complexities. Big data analytics offers a solution by enabling 
organizations to analyze customer behaviour, predict purchasing trends, and optimize resource allocation. For 
instance, predictive analytics can identify high-value prospects, while real-time data dashboards can enhance 
salesforce efficiency.  
 
Yet, the literature reveals significant gaps in understanding how these tools translate into tangible sales 
improvements across diverse organizational contexts. While studies have explored big data in marketing or 
supply chain management, sales-specific applications—such as the impact of analytics on closing deals or 
improving cross-selling opportunities—remain relatively uncharted. 
 
Several unexplored and underexplored aspects of this topic warrant further investigation. First, there is a lack 
of comprehensive frameworks that link big data analytics to specific sales performance metrics, such as lead 
conversion rates or customer lifetime value. Existing research often focuses on broad organizational benefits, 
such as cost reduction or operational efficiency, but overlooks the granular impact on sales processes. Second, 
the role of organizational factors—such as data infrastructure, employee training, and cultural readiness—in 
facilitating or hindering analytics adoption is underexplored. Many organizations struggle to integrate 
analytics into their sales workflows due to data silos, outdated systems, or resistance to change. Third, the 
ethical implications of using big data in sales, including issues of customer privacy, data security, and 
algorithmic bias, remain inadequately addressed. These gaps highlight the need for a focused study that 
bridges theoretical insights with practical applications. 
 
The justification for this research lies in addressing theoretical, practical, and societal gaps. Theoretically, the 
absence of a cohesive model linking big data analytics to sales performance limits the development of evidence-
based strategies. Existing frameworks, such as those in marketing analytics, do not fully account for the unique 
dynamics of sales environments, where real-time decision-making and interpersonal interactions play a critical 
role. Practically, organizations face significant challenges in implementing analytics, including high costs, lack 
of skilled personnel, and integration complexities. For instance, small and medium-sized enterprises (SMEs) 
often lack the resources to adopt sophisticated analytics tools, creating disparities in competitive capabilities. 
Societally, the growing reliance on customer data raises ethical concerns, such as the potential for misuse or 
breaches of trust. As organizations increasingly use predictive models to target customers, ensuring 
transparency and fairness becomes paramount (Hallikainen, Savimäki & Laukkanen, 2020). This study seeks 
to address these gaps by providing a holistic understanding of how big data analytics can be leveraged 
responsibly to enhance sales performance. 
 
To guide this investigation, the study addresses the following research questions: 
RQ1: How does big data analytics influence key sales performance metrics, such as conversion rates, customer 
retention, and revenue growth? 
RQ2: What organizational factors, including data infrastructure, employee skills, and cultural readiness, 
facilitate or hinder the adoption of big data analytics in sales? 
RQ3: How do industry-specific differences, such as market dynamics or customer expectations, affect the 
impact of big data analytics on sales performance? 
By addressing these questions, this research aims to fill critical gaps in the literature and provide a foundation 
for organizations to leverage big data analytics effectively. The findings will offer insights into best practices 
for integrating analytics into sales strategies, ensuring that organizations can maximize their return on 
investment while maintaining ethical standards. As businesses continue to navigate the complexities of a data-
driven world, understanding the role of big data analytics in sales performance will be crucial for achieving 
sustainable growth and competitive differentiation.  
 

2. Literature Review 
 
As businesses look to use data-driven insights to obtain a competitive edge, the use of big data analytics (BDA) 
to improve sales performance has attracted a lot of attention lately. This literature review synthesizes key 
studies from 2016 to 2025, presented in chronological order, to explore how BDA influences sales performance, 
identify research gaps, and propose constructs and hypotheses for further investigation. The review draws on 
studies from diverse contexts, including e-commerce, manufacturing, pharmaceutical, and industrial sectors, 
to provide a comprehensive understanding of BDA’s impact on sales. 
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Li et al. (2016) investigated the role of customer reviews in online e-marketplace sales, using a big data 
architecture to analyze 2,939 records from Amazon.com. Their findings confirmed that review volume and 
rating significantly influence sales rank, particularly for search products (e.g., electronics) compared to 
experience products (e.g., clothing). They also identified moderating factors such as review usefulness, 
answered questions, and discounts, which amplify the effect of review volume on sales rank, though not review 
rating. This study highlights the importance of customer-generated data in driving sales but focuses narrowly 
on e-commerce, leaving broader organizational contexts underexplored. 
 
Raguseo and Vitari (2018) examined the business value of BDA investments, drawing on the resource-based 
view (RBV) theory. Their empirical study of firms demonstrated that BDA directly improves financial 
performance and indirectly enhances customer satisfaction, though market performance did not mediate this 
relationship. The study underscores BDA’s potential to create competitive advantages but notes a lack of focus 
on sales-specific metrics and the need for further exploration of mediating factors beyond customer 
satisfaction. 
Popović et al. (2018) explored BDA’s impact on high-value business performance in manufacturing firms using 
a qualitative case study approach. Their findings indicate that BDA capabilities—data sourcing, integration, 
analytical tools, and employee expertise—combined with organizational readiness (e.g., strategy, top 
management support), enhance decision-making and operational efficiency. The study emphasizes the role of 
organizational factors but highlights a gap in quantifying sales-specific outcomes and generalizability due to 
its manufacturing focus. 
Baqai and Qureshi (2020) investigated marketing analytics in the context of digital globalization, using 
structural equation modelling (SEM) to analyze data from 300 managers. They found that marketing analytics 
and IT infrastructure positively impact sales performance, mediated by absorptive capacity and top 
management advocacy. Barriers to analytics deployment were insignificant, suggesting that organizational 
support and infrastructure are critical. However, the study’s focus on marketing analytics limits its applicability 
to broader BDA applications in sales. 
 
Hallikainen et al. (2020) focused on B2B firms, examining how customer BDA enhances sales growth and 
customer relationship performance. Their multi-industry study of 417 firms found that BDA significantly 
improves monetary (sales growth) and non-monetary (relationship performance) outcomes, with analytics 
culture moderating the latter. This study provides robust evidence for BDA’s role in B2B sales but notes the 
need for further research on cultural and contextual factors influencing adoption. 
 
Taranekar (2020) proposed a framework for establishing a Business Insights (BI) team to drive data-driven 
sales strategies. Using a case study of a USD 1 billion revenue organization, the study outlined seven steps, 
including defining objectives, developing analytics frameworks, and fostering innovation. The findings suggest 
that BI teams enhance sales growth and customer retention but lack empirical validation across diverse 
industries, indicating a gap in generalizability. 
Johnson et al. (2021) explored the transition to data-driven decision-making in marketing departments, 
combining qualitative interviews and a survey of 298 professionals. They found that top management support 
and BDA sensemaking (e.g., knowledge acquisition, data quality improvement) enhance decision-making 
quality. However, an overemphasis on enterprise analytics may reduce marketing-specific insights, suggesting 
a gap in balancing centralized and department-specific analytics. 
 
Shahbaz et al. (2021) investigated BDA’s impact on pharmaceutical sales performance, focusing on customer 
relationship management (CRM) capabilities. Using SEM with 416 responses, they found that individual and 
organizational factors (e.g., self-efficacy, management support) enhance person-technology fit, improving 
CRM capabilities and sales performance. The study highlights CRM’s mediating role but is limited to 
pharmaceuticals, indicating a need for broader industry applications. 
 
Chatterjee et al. (2022) examined the combined effects of BDA and CRM capabilities on strategic sales 
performance (SSP), with leadership support as a moderator. Their SEM analysis of 317 responses confirmed 
that BDA and CRM capabilities significantly improve SSP, with leadership support amplifying this effect. The 
study’s cross-sectional nature and limited constructs suggest a gap in longitudinal studies and broader variable 
inclusion. 
 
Shittu (2025) proposed a data-driven framework for optimizing sales operations in industrial solutions, 
integrating advanced analytics, AI, and CRM technologies. The study highlights improved revenue, reduced 
sales cycle times, and enhanced customer satisfaction but notes challenges like data integration and upskilling. 
Its focus on industrial markets suggests a gap in applying similar frameworks to other sectors. 
The analysis of extant literature is presented in Table -1 below: 
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Table – 1: Literature Review Table 
Serial 
Number 

Authors 
(Year) 

Research Paper Name Journal Significant Findings 

1 Li et al. (2016) 

“Predicting online e-
marketplace sales 
performances: A big data 
approach” 

Computers & 
Industrial 
Engineering 

“Review volume and rating 
boost sales rank moderated 
by review usefulness 
answered questions and 
discounts”. 

2 
Raguseo & 
Vitari (2018) 

“Investments in big data 
analytics and firm 
performance: an empirical 
investigation” 

International 
Journal of 
Production 
Research 

“BDA improves financial 
performance and customer 
satisfaction but not market 
performance”. 

3 
Popovic et al. 
(2018) 

“The impact of big data 
analytics on firms high value 
business performance” 

Information 
Systems Frontiers 

“BDA capabilities and 
organizational readiness 
enhance manufacturing 
decision-making and 
performance”. 

4 
Baqai & 
Qureshi 
(2020) 

“Data as competitive weapon 
in the digital-globalization era” 

Studies of Applied 
Economics 

“Marketing analytics and IT 
infrastructure improve sales 
mediated by absorptive 
capacity and management 
advocacy” 

5 
Hallikainen et 
al. (2020) 

“Fostering B2B sales with 
customer big data analytics” 

Industrial 
Marketing 
Management 

“Customer BDA enhances 
sales growth and relationship 
performance moderated by 
analytics culture” 

6 
Taranekar 
(2020) 

“Data-driven growth strategies 
with an effective business 
insights team” 

International 
Journal of 
Multidisciplinary 
Research and 
Growth Evaluation 

“BI teams improve sales 
growth and customer 
retention through structured 
analytics frameworks” 

7 
Johnson et al. 
(2021) 

“Implementing big data 
analytics in marketing 
departments” 

Informatics 

“Top management support 
and BDA sensemaking 
improve decision-making 
quality in marketing” 

8 
Shahbaz et al. 
(2021) 

“Impact of big data analytics 
on sales performance in 
pharmaceutical organizations” 

Plos One 

“BDA enhances CRM 
capabilities and sales 
performance via person-
technology fit” 

9 
Chatterjee et 
al. (2022) 

“Big data analytics in strategic 
sales performance” 

EuroMed Journal 
of Business 

“BDA and CRM capabilities 
improve strategic sales 
performance” 

10 Shittu (2025) 
“Optimizing Sales Operations 
in Industrial Solutions” 

Not specified 

“Data-driven approaches 
with AI and CRM improve 
revenue and customer 
satisfaction in industrial 
markets” 

 
3. Research Gap 

 
Several research gaps emerge from this literature review. While studies acknowledge the importance of diverse 
data sources, limited research addresses the practical challenges of integrating structured and unstructured 
data from various sources for sales analytics. 
Most research focuses on specific industries, leaving gaps in understanding how BDA impacts sales 
performance across different sectors with varying data maturity levels. There is insufficient research on 
comprehensive frameworks guiding organizations through the implementation process of BDA for sales 
enhancement, particularly for small and medium enterprises. 
Limited attention has been given to ethical implications of using BDA for sales performance enhancement, 
including privacy concerns and algorithmic bias. Most studies examine short-term impacts of BDA on sales 
performance, with insufficient longitudinal research to understand sustained effects and evolution of BDA 
capabilities over time. 
 

4. Theoretical Underpinning 
 
Based on the literature review, it is inferred that the most appropriate theoretical model for researching how 
big data analytics can increase sales performance in organizations would be an integrated framework 
combining the Resource-Based View (RBV) and Dynamic Capabilities Theory (DCT). 
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The integration of Resource-Based View (RBV) and Dynamic Capabilities Theory provides a comprehensive 
theoretical foundation for understanding how big data analytics (BDA) capabilities translate into enhanced 
sales performance. The RBV conceptualizes organizations as possessing unique resources that can create 
competitive advantages when these resources are valuable, rare, inimitable, and non-substitutable (Lockett, 
Thompson & Morgenstern, 2009). In this context, BDA represents a technological resource that organizations 
can leverage to gain insights from vast amounts of data  
While RBV focuses on selecting and utilizing existing resources to obtain competitive advantages, Dynamic 
Capabilities Theory extends this perspective by emphasizing how organizations develop capabilities to adapt 
to rapidly changing environments. Dynamic capabilities represent an organization's ability to integrate, build, 
and reconfigure internal and external competencies to address rapidly changing environments (Teece,  Pisano 
& Shuen, 1997). In the context of BDA and sales performance, Customer Relationship Management (CRM) 
capabilities emerge as critical dynamic capabilities that organizations develop through BDA implementation. 
The theoretical model proposed by Shahbaz et al. (2021) provides an excellent framework for this research. 
This model positions BDA as an organizational resource (aligned with RBV) that helps create dynamic 
capabilities such as Customer Interaction Management Capability (CIMC), Customer Relationship Upgrading 
Capability (CRUC), and Customer Win-Back Capability (CWBC). These capabilities, in turn, enhance sales 
performance. The model also incorporates Advanced Analytics (AA) as a key benefit of BDA that positively 
impacts both CRM capabilities and perceived sales performance. 
This integrated theoretical approach allows researchers to examine both the direct effects of BDA on sales 
performance and the indirect effects mediated through dynamic capabilities. It acknowledges that while BDA 
provides valuable resources, organizations must develop specific capabilities to translate data insights into 
improved sales outcomes. This framework is particularly relevant in today's data-rich business environment 
where organizations increasingly rely on analytics to drive strategic decision-making and maintain competitive 
advantages in global markets. 
 

5. Research Methodology 
 
This study was done by conducting qualitative semi structured interview with industry 15 practitioners from 
different industries. The sampling method used was purposive sampling method. The decision to choose 15 
respondents was grounded in the concept of theoretical saturation, as proposed by Corbin and Strauss (1990), 
and adhered to the principle of consistently seeking fresh insights through probing.  
Semi-structured interviews with 15 business executives that specialise in big data analytics and sales 
performance were the first step in the study.  After being taped and transcribed, these interviews were loaded 
into MAXQDA for examination.  The semi-structured model gave participants the freedom to explore new 
areas of interest depending on their experiences and areas of expertise, while still allowing for consistent study 
of important issues. 
The data analysis was done by thoroughly reading all interview transcripts within MAXQDA's document 
browser, writing initial memos and case summaries to capture preliminary insights. This immersive process 
helped identify patterns and potential coding categories while maintaining connection to the original context 
of the data. 
Using MAXQDA's coding tools, the researchers performed "basic coding" by applying broad codes to relevant 
segments of the interview transcripts. This process utilized both deductive coding (based on the interview guide 
and existing literature) and inductive coding (allowing new concepts to emerge from the data). MAXQDA's in-
vivo coding feature was particularly useful for capturing participants' exact terminology. 
The researchers used MAXQDA's visual tools to identify patterns and relationships among codes.  The Code 
Relations Browser helped visualize relationships between different codes, revealing strong connections 
between concepts like "engagement" and "platform facilitation".  Code Matrix Browser allowed comparison of 
code frequencies across different interviews. The researchers compiled clusters of codes using MAXQDA's code 
hierarchies and Smart Coding features. 
The researchers assessed the coherence of potential themes using MAXQDA's numerous retrieval options that 
maintained connection to the source context. They used Smart coding and creative coding features for radical 
revision. Code matrix and relations browsers were used to examine relationships between themes. MAXQDA's 
visualization tools were used to test theories and discover patterns in the data 
This process led to the identification of five main themes which are Big Data Analytics Capability, Customer 
Relationship Management Capability, Organizational Readiness, Leadership Support and Customer 
Engagement.  
 

6. Data Validation and Refinement 
 
This systematic approach using MAXQDA's analytical tools enabled the researchers to transform complex 
qualitative data from 15 industry professional interviews into a coherent thematic framework that captures the 
multidimensional relationship between big data analytics and sales performance in organizations. The 
validation of the data was done by Constant comparison between coded segments and original context and 
Cross-checking interpretations among multiple researchers 



5433 Sandeep Tyagi, et al. / Kuey, 29(4), 10326 

 

 
7. Data Analysis & Inferences 

 
7.1 Word Cloud Analysis 
The Word Cloud feature of MAXQDA was used to analyse the inferences from qualitative interviews based on 
the frequency and percentage of keywords. The Figure – 1 illustrates the Word Cloud which has been created 
by MAXQDA based on the keywords in the input data set.  

 
Figure – 1: Word Cloud Analysis done with MAXQDA Software 

 
Several thematic clusters emerge from the word cloud that correspond to the five main constructs identified in 
the qualitative research: 
Big Data Analytics Capabilities: Words such as "Analytics," "Big," "Data," "Information," "Technology," and 
"Processing" relate to the Big Data Analytics Capability construct, highlighting the technical infrastructure and 
analytical processes organizations employ to derive insights from data. 
Customer Relationship Management Capability: Terms including "Customer," "Relationship," "CRM," 
"Interaction," and "Personalization" connect to the Customer Relationship Management Capability construct, 
emphasizing how organizations leverage data to enhance customer relationships. 
Organizational Readiness: Words like "Organization," "Leadership," "Culture," and "Strategy" align with the 
Organizational Readiness construct, pointing to the importance of organizational context in successful BDA 
implementation. 
Leadership Support: Words including "Management," "Support," "Training," "Skills," and "Implementation" 
connect to the leadership support construct, highlighting the importance of leadership support in technology 
adoption. 
Customer Engagement: Terms such as "User," "Adoption," "Performance," "Sales," "Growth," "Revenue," and 
"Metrics" relate to the customer engagement construct, reflecting the outcome measures that organizations 
track to evaluate the impact of BDA. 
 
The word cloud analysis reveals a comprehensive research focus that encompasses technological, 
organizational, and human factors influencing the relationship between big data analytics and sales 
performance. The visualization effectively captures the multidimensional nature of the research topic, 
highlighting both the technical aspects of BDA implementation and the business outcomes organizations seek 
to achieve. This holistic perspective aligns with the integrated theoretical framework combining Resource-
Based View and Dynamic Capabilities Theory, providing a solid foundation for exploring how organizations 
can leverage BDA to enhance sales performance in today's data-rich business environment. 
 
7.2 Analysis of Themes and Sub Themes 
The Table No – 2 depicts the main themes and sub-themes based on the frequencies of the words used by the 
respondents in the response sheet. The analysis was done using the MAXQDA software. 
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Table No 2: Themes and Sub-Themes 
Theme Sub-Theme Description 

Big Data Analytics Capability 

Data Sourcing 
“The ability to collect relevant and high-quality data 
from diverse sources such as customer interactions 
and market trends”. 

Data Integration 
“Combining data from multiple systems to create a 
unified dataset for analysis”. 

Analytical Tools 
“Utilization of advanced tools like machine learning 
and predictive analytics for data processing”. 

Employee Expertise 
“The skill level of employees in using analytics tools 
and interpreting data outputs”. 

Real-Time Processing 
“Capability to analyze data in real time for 
immediate decision-making in sales processes”. 

Customer Relationship 
Management Capability 

CRM System Integration 
“Seamless incorporation of CRM platforms with big 
data analytics for enhanced customer insights”. 

Customer Segmentation 
“Using data to categorize customers based on 
behaviour preferences and demographics”. 

Personalized Marketing 
“Tailoring sales and marketing strategies to 
individual customer needs using analytics”. 

Lead Scoring 
“Prioritizing potential customers based on data-
driven insights to improve conversion rates”. 

Relationship Performance 
“Enhancing long-term customer relationships 
through data-driven engagement strategies”. 

Organizational Readiness 

BDA Strategy 
“Development of a clear strategy for implementing 
and scaling big data analytics in the organization”. 

IT Infrastructure 
“Availability of robust technological systems to 
support data storage and processing”. 

Employee Training 
“Programs to upskill employees in data analytics 
and related technologies”. 

Cultural Acceptance 
“Organizational culture that embraces data-driven 
decision-making and innovation”. 

Resource Allocation 
“Availability of financial and human resources to 
support BDA initiatives”. 

Leadership Support 

Top Management 
Advocacy 

“Active endorsement and prioritization of BDA 
initiatives by senior leadership”. 

Change Management 
“Leadership-driven strategies to manage resistance 
and facilitate BDA adoption”. 

Cross-Functional 
Collaboration 

“Encouraging teamwork between sales, IT and other 
departments for BDA implementation” 

Vision Alignment 
Ensuring BDA initiatives align with the organization 
strategic goals” 

Performance Monitoring 
“Leadership oversight to track and evaluate BDA 
impact on sales outcomes” 

Customer Engagement 

Customer Satisfaction 
“Improving customer experience through data-
driven insights and personalized interactions” 

Retention Strategies 
“Using analytics to develop programs that reduce 
customer churn and enhance loyalty” 

Feedback Integration 
“Incorporating customer feedback into analytics to 
refine sales strategies” 

Interaction Frequency 
“Increasing the frequency and quality of customer 
interactions using BDA insights” 

Trust Building 
“Ensuring ethical use of data to maintain customer 
trust and transparency” 

 
The themes—Big Data Analytics (BDA) Capability, Customer Relationship Management (CRM) Capability, 
Organizational Readiness, Leadership Support, and Customer Engagement—along with their 25 sub-themes, 
provide a structured framework for understanding how BDA enhances sales performance. These themes and 
sub-themes are significant because they synthesize critical factors influencing the successful adoption and 
impact of BDA in sales, offering both theoretical and practical insights for organizations. 
Big Data Analytics Capability encompasses sub-themes like Data Sourcing, Data Integration, Analytical Tools, 
Employee Expertise, and Real-Time Processing. This theme is significant as it highlights the technical 
foundation required for effective BDA implementation. For instance, Data Sourcing and Integration ensure 
organizations can access and unify diverse datasets, critical for generating actionable insights (Popović et al., 
2018). Analytical Tools and Employee Expertise emphasize the need for advanced technologies and skilled 
personnel, aligning with findings from Shahbaz et al. (2021) that technical capabilities drive sales outcomes. 
Real-Time Processing enables rapid decision-making, enhancing sales responsiveness. 
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Customer Relationship Management Capability, with sub-themes such as CRM System Integration, Customer 
Segmentation, Personalized Marketing, Lead Scoring, and Relationship Performance, underscores the role of 
BDA in optimizing customer interactions. This theme is crucial because it links BDA to customer-centric 
strategies that directly impact sales performance. For example, Customer Segmentation and Personalized 
Marketing enable tailored offerings, improving conversion rates (Hallikainen et al., 2020). Lead Scoring 
prioritizes high-value prospects, while Relationship Performance fosters long-term loyalty, as supported by 
Chatterjee et al. (2022). These sub-themes highlight how BDA enhances CRM effectiveness, a key driver of 
sales growth. 
Organizational Readiness, including BDA Strategy, IT Infrastructure, Employee Training, Cultural Acceptance, 
and Resource Allocation, is significant for addressing the structural and cultural prerequisites for BDA 
adoption. A clear BDA Strategy and robust IT Infrastructure, as noted by Baqai and Qureshi (2020), ensure 
scalability and integration. Employee Training and Cultural Acceptance address skill gaps and resistance to 
change, while Resource Allocation ensures sufficient investment, aligning with Popović et al. (2018). This 
theme emphasizes that technical capabilities alone are insufficient without organizational preparedness. 
Leadership Support, with sub-themes like Top Management Advocacy, Change Management, Cross-
Functional Collaboration, Vision Alignment, and Performance Monitoring, highlights the pivotal role of 
leadership in driving BDA initiatives. Top Management Advocacy and Change Management, as discussed by 
Johnson et al. (2021), facilitate adoption by overcoming resistance. Cross-Functional Collaboration and Vision 
Alignment ensure BDA aligns with organizational goals, while Performance Monitoring tracks outcomes, as 
emphasized by Chatterjee et al. (2022). This theme is critical for ensuring strategic alignment and 
accountability. 
Customer Engagement, encompassing Customer Satisfaction, Retention Strategies, Feedback Integration, 
Interaction Frequency, and Trust Building, is significant for linking BDA to customer-focused outcomes. 
Customer Satisfaction and Retention Strategies, as noted by Raguseo and Vitari (2018), drive loyalty and 
reduce churn. Feedback Integration refines strategies, while Interaction Frequency enhances engagement. 
Trust Building addresses ethical concerns, ensuring responsible data use, a gap noted in the literature (Shittu, 
2025). This theme underscores BDA’s role in fostering customer trust and loyalty, critical for sustained sales 
performance. 
Collectively, these themes and sub-themes provide a comprehensive framework for understanding BDA’s 
impact on sales, guiding organizations in implementation and highlighting areas for further research, such as 
ethical considerations and cross-industry applications. 
 

8. Theoretical Implications 
 
The study of big data analytics (BDA) and how it affects sales effectiveness has a number of important 
theoretical ramifications that broaden our present knowledge in this area.  A strong theoretical framework that 
describes how businesses use BDA as a strategic resource to improve sales results is provided by the study's 
integration of Resource-Based View (RBV) and Dynamic Capabilities Theory (DCT). 
First, this research advances RBV theory by demonstrating that BDA represents a valuable, rare, inimitable, 
and non-substitutable resource that organizations can deploy to create sustainable competitive advantages. 
The findings suggest that organizations with superior data sourcing, integration, and analytical capabilities 
can differentiate themselves in increasingly competitive markets. This extends RBV by highlighting how 
technological resources like BDA can be transformed into tangible sales improvements when properly 
implemented and aligned with organizational goals. 
Second, the study enhances Dynamic Capabilities Theory by illustrating how BDA enables organizations to 
develop specific capabilities that respond to rapidly changing market conditions. The research identifies 
Customer Relationship Management capabilities as critical dynamic capabilities that organizations cultivate 
through BDA implementation, including customer interaction management, relationship upgrading, and 
customer win-back capabilities. This demonstrates how BDA serves as a foundation for developing higher-
order capabilities that directly influence sales performance. 
Third, the research contributes to technology adoption theories by identifying the importance of person-
technology fit in successful BDA implementation. The results show that salesforce perception of BDA is greatly 
influenced by organisational characteristics (voluntariness, user involvement, participation, management 
support) and individual characteristics (self-efficacy, playfulness, social norms), which in turn affects adoption 
and sales performance.  By highlighting the human component of BDA performance, this expands on current 
technology adoption models. 
Fourth, the study advances theoretical understanding of the mediating mechanisms through which BDA 
influences sales performance. The research establishes that BDA does not directly enhance sales outcomes in 
isolation but operates through intermediate capabilities, particularly CRM capabilities. This multi-stage 
process provides a more nuanced theoretical model than previous direct-effect frameworks, offering a clearer 
explanation of how BDA translates into improved sales metrics. 
Fifth, the research contributes to contingency theory by identifying organizational readiness and leadership 
support as critical moderating factors in the BDA-sales performance relationship. The findings suggest that 
the impact of BDA on sales outcomes is contingent upon organizational factors such as data governance, 
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analytical culture, and leadership advocacy. This extends contingency perspectives by specifying the conditions 
under which BDA investments yield optimal returns. 
Finally, the study bridges theoretical silos by integrating insights from information systems, marketing, and 
organizational behavior literature. By examining BDA through multiple theoretical lenses, the research 
provides a more holistic understanding of how technological, organizational, and human factors interact to 
influence sales performance. This interdisciplinary approach addresses the limitations of single-theory 
explanations and acknowledges the complex, multifaceted nature of BDA implementation and impact. 
These theoretical implications collectively advance academic understanding of BDA's role in enhancing sales 
performance while providing a foundation for future research. By establishing a comprehensive theoretical 
framework that incorporates both direct and indirect effects, as well as moderating influences, this study 
contributes significantly to the evolving discourse on data-driven sales strategies in contemporary 
organizations. 
 

9. Practical Implications 
 
With themes including Big Data Analytics Capability, Customer Relationship Management (CRM) Capability, 
Organisational Readiness, Leadership Support, and Customer Engagement, this qualitative study on the effect 
of big data analytics (BDA) on sales performance provides organisations looking to improve sales outcomes 
through data-driven strategies with useful, doable recommendations.  Sales executives, tech professionals, and 
legislators from a variety of industries can all benefit from these implications. 
Firstly, the theme of Big Data Analytics Capability, with sub-themes like Data Sourcing, Data Integration, 
Analytical Tools, and Real-Time Processing, underscores the need for robust technological infrastructure. 
Organizations should invest in advanced analytics tools, such as machine learning platforms and real-time 
data dashboards, to process diverse datasets and generate actionable insights. For instance, integrating 
customer interaction data with market trends, as suggested by Popović et al. (2018), can optimize sales 
forecasting and resource allocation. Small and medium enterprises (SMEs), often resource-constrained, can 
leverage cloud-based analytics solutions to overcome infrastructure barriers, enabling cost-effective adoption 
of BDA for sales enhancement. 
Secondly, the CRM Capability theme, encompassing Customer Segmentation, Personalized Marketing, and 
Lead Scoring, highlights the importance of tailoring sales strategies to customer needs. Organizations should 
implement CRM systems integrated with BDA to segment customers based on behaviour and preferences, as 
supported by Hallikainen et al. (2020). For example, retail firms can use predictive analytics to prioritize high-
value prospects, improving conversion rates. Sales teams should be trained to leverage these tools to craft 
personalized offerings, enhancing customer satisfaction and loyalty, which directly boosts revenue, as 
evidenced by the 15-20% revenue increase reported by McKinsey & Company (2024). 
Thirdly, Organizational Readiness, including BDA Strategy, IT Infrastructure, and Employee Training, 
emphasizes the need for structured implementation frameworks. Organizations must develop clear BDA 
strategies aligned with sales objectives, as noted by Baqai and Qureshi (2020). Investing in employee training 
programs to build data literacy and analytical skills is critical, particularly for sales staff transitioning from 
intuition-based to data-driven approaches. Additionally, fostering a culture that embraces data-driven 
decision-making can mitigate resistance to change, ensuring seamless BDA adoption across departments. 
The Leadership Support theme, with sub-themes like Top Management Advocacy and Cross-Functional 
Collaboration, suggests that senior leadership must champion BDA initiatives. Leaders should allocate 
resources for analytics projects and promote collaboration between sales, IT, and marketing teams, as 
highlighted by Chatterjee et al. (2022). For instance, regular performance monitoring using BDA-driven 
metrics can help leaders track sales outcomes and refine strategies, ensuring alignment with organizational 
goals. 
Finally, the Customer Engagement theme, particularly Trust Building and Feedback Integration, underscores 
the importance of ethical BDA use. Organizations should implement transparent data practices to maintain 
customer trust, addressing privacy concerns raised by Shittu (2025). Incorporating customer feedback into 
analytics processes can refine sales strategies, enhancing retention and interaction frequency. For example, e-
commerce firms can use feedback to adjust personalized marketing, reducing churn and fostering loyalty. 
Organizations can enhance sales performance by investing in BDA infrastructure, integrating CRM systems, 
fostering organizational readiness, securing leadership support, and prioritizing ethical customer engagement. 
These practical steps enable firms to translate BDA insights into measurable sales outcomes, ensuring 
competitive advantage in data-driven markets. 
 

10. Limitations and Directions for Future Research 
 
This qualitative study on the impact of big data analytics (BDA) on sales performance provides valuable 
insights but is subject to several limitations that offer opportunities for future research. By addressing these 
limitations, researchers can further refine the understanding of BDA’s role in enhancing sales outcomes across 
diverse organizational contexts. 
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One primary limitation is the study’s reliance on a purposive sample of 15 industry professionals, as outlined 
in the methodology. While theoretical saturation was achieved, the small sample size and focus on experienced 
professionals (most with over 15 years of experience) may limit the generalizability of findings. The 
perspectives of less experienced practitioners or those from smaller organizations, particularly small and 
medium enterprises (SMEs), may differ, as they often face resource constraints in adopting BDA (Baqai & 
Qureshi, 2020). Future research should employ larger, more diverse samples, including participants from 
varied organizational sizes, industries, and experience levels, to enhance the applicability of findings across 
contexts. 
Another limitation is the study’s qualitative approach, which, while effective for exploring nuanced themes, 
lacks quantitative validation of BDA’s impact on specific sales performance metrics, such as conversion rates 
or revenue growth. The literature review highlights a gap in quantifying sales-specific outcomes (Popović et 
al., 2018), and this study’s reliance on qualitative data does not fully address this. Future research should adopt 
mixed methods approaches, combining qualitative insights with quantitative measures, such as structural 
equation modelling (SEM) used by Chatterjee et al. (2022), to empirically test the relationships between BDA 
capabilities, CRM effectiveness, and sales performance metrics. 
The study’s cross-sectional design, capturing insights at a single point in time, limits its ability to explore the 
longitudinal effects of BDA adoption. As noted in the literature review, most studies focus on short-term 
impacts, leaving the sustained effects of BDA underexplored (Shittu, 2025). Longitudinal studies tracking BDA 
implementation over time could reveal how capabilities evolve and their long-term impact on sales outcomes, 
providing a dynamic perspective on organizational adaptation and performance. 
Additionally, the study’s focus on five themes—Big Data Analytics Capability, CRM Capability, Organizational 
Readiness, Leadership Support, and Customer Engagement—may overlook other factors, such as technological 
barriers or external market dynamics, that influence BDA’s effectiveness. For instance, the literature notes 
challenges like data silos and integration complexities (Shittu, 2025). Future research should explore these 
barriers, particularly in industries with low data maturity, to develop comprehensive frameworks for BDA 
implementation. 
The ethical implications of BDA, such as customer privacy and algorithmic bias, were identified as a gap in the 
literature but not deeply explored in this study’s findings. Future research should prioritize ethical 
considerations, investigating how transparent data practices and bias mitigation strategies impact customer 
trust and sales outcomes, as suggested by Shittu (2025). 
Finally, the study’s broad industry focus limits its ability to address sector-specific nuances. For example, 
BDA’s impact in e-commerce (Li et al., 2016) may differ from that in pharmaceuticals (Shahbaz et al., 2021). 
Future research should conduct comparative studies across industries to identify tailored BDA strategies for 
diverse market dynamics. 
In conclusion, addressing these limitations through larger, mixed-methods, longitudinal, and industry-specific 
studies, with a focus on ethical considerations, will advance theoretical and practical understanding of BDA’s 
role in sales performance. 
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