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ARTICLE INFO ABSTRACT 
 Objective: This study looks at how market research and business intelligence 

(BI) affect the expansion of e-commerce companies. 
Method: A mixed-method approach is used in the research, incorporating case 
studies and data analysis from real-world situations. Case studies will 
be used to gather primary data, and pertinent literature will be the source of 
secondary data. 
Results: The goal of the study is to demonstrate how market research and 
business intelligence techniques support competitiveness, profitability, and 
overall growth in e-commerce enterprises. 
Implications: The results provide insightful information for multiple 
stakeholders: 
• E-commerce companies: Learn how to use market research and BI to achieve 
strategic expansion. 
• Management staff: Recognize the true significance of market research and 
business intelligence in making decisions. 
• BI teams: Determine ways to maximize return on investment (ROI) and 
optimize performance. 
Conclusion: It is anticipated that this study will show that thorough market 
research and a clearly defined business intelligence plan are essential to starting 
and running a profitable online business (Hypothesis: H1) 

 
Introduction 

 
Demand is unique from other economic items, hence it's critical to grasp it thoroughly. Demand, according to 
McGrath (2000), is less concrete. Demand is disguised, making measurement and comprehension 
challenging. People's wants, expectations, how and when they will use it, where they will use it, and how 
much they are willing to pay are all factors to consider (McGrath, 2000). Because business intelligence is 
becoming more and more important in the e-commerce sector, using data can help firms expand faster and 
make more money than they did in the past. Businesses may now obtain information from a variety of data 
sources, according to Henschen (2012), which can help them identify business opportunities, recognize 
emerging market trends, and make more informed operational decisions. In light of this, the paper seeks to 
provide light on how market research and business intelligence relate to the expansion of e-commerce 
companies. The study begins with a thorough assessment of the literature on the definitions, advantages, and 
difficulties of market research and business intelligence. It also looks at potential tactics for enhancing the 
growth of e-commerce and the range of  tools and resources used in a profitable business intelligence 
endeavor. In addition, the study looks at how market research and business intelligence affect the expansion 
of e-commerce, possible drivers of improved company performance, and some effective real-world instances 
to highlight the main ideas. The study employed a range of electronic and literary sources, including books, 
scholarly journals, and internet articles, for its research methodology. After that, the report will be polished 
and organized logically, adhering to the scholarly methods of discovery, analysis, and problem-solving. With 
a certain amount of managerial expertise in the areas of strategic marketing and customer relationship 
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management, medium to upper management in the e-commerce sector may find the study helpful and 
informative. (Wu et al., 2023) (Barata et al.2023) 
 
1.1 Aim of the Research 
The research aims to examine how business intelligence and market research can help e-commerce 
businesses to grow. This is important because over the years, the usability, popularity, and success of the e-
commerce models have been immense. Many successful e-commerce organizations have been implementing 
business intelligence and market research in a systematic way to enhance their growth, competitiveness, and 
profit in the market. Therefore, this research will explore and critically evaluate the different aspects of 
business intelligence and market research on the growth of e-commerce businesses using real-world data. 
The study will also help different e-commerce businesses to understand how they can enhance their business 
intelligence and market research. Moreover, the study will also help the management persons and the 
business intelligence teams in e-commerce to understand the real value of business intelligence and market 
research and to find different ways to increase the business intelligence performance and return-on-
investment. I have divided this research into a number of chapters and I will also use a number of case 
studies to enrich the validity of the research. This includes primary research by gathering data from the case 
studies and secondary research by critically evaluating different literatures. 
Finally, findings from different literatures and case studies will be concluded. The conclusion will support 
hypothesis that a good business intelligence plan and market research are the foundation for creating a 
successful e-commerce presence. Also, it will support aim and objectives as being used to get the desired 
outcome. 
 
1.2 Research Questions 
The primary research question is:  How does business intelligence impact the growth of e-commerce 
businesses? 
In order to answer this question, the following sub-questions must also be addressed: What is business 
intelligence and what is its role in the modern competitive business environment? What are the benefits and 
challenges of implementing business intelligence in the e-commerce sector? The above question aims to 
achieve the next steps. The first focuses on defining what business intelligence represents and how the 
continuous use of advanced technology to analyze the information in a business environment. The second will 
direct the primary focus into the advantages and disadvantages of business intelligence specifically in the e-
commerce sector. And by this direction, the aims of each sub-question will fulfill the purpose of the next sub-
question until the targets achieved. 
 
1.3 Scope of the reseach 
The main areas to be covered in this research include an overview of business intelligence, its importance and 
role in e-commerce, benefits and challenges of business intelligence, real-time business intelligence, and an 
account of the case study of an e-commerce company called The Sports Division. The research will also cover 
an introduction to market research, the significance of market research in e-commerce and its impact on the 
success, primary and secondary data used in the research, data collection methods and data analysis and 
different tools used in the market research. The different types of market research and the use of internet in 
market research will also be covered. The research will further include market techniques and limitations of 
market research. The impact of business intelligence on e-commerce in an online marketplace and the 
benefits and risk of market research are investigated. And lastly, a consideration of the impact of decision 
support system on management where a discussion is conducted about the development of management 
support system, its elements and the various types of decision support systems including cybernetics, 
artificial intelligence, management information system (MIS) and knowledge base system. The research will 
provide a detailed evaluation of how business intelligence and market research have been used in e-
commerce over the years for the growth and expansion of various products and services. The expertise and 
knowledge gained from this study will be helpful to both the start-up and existing online companies in 
appreciating the need for data-driven strategies in e-commerce nowadays. The study, therefore, contributes 
towards the advancement of current knowledge in the academic and professional disciplines of information 
systems management and e-commerce and also practical strategies for online business success. 
 
Hypothesis 
This research proposes the following hypothesis: 
H1: A well-defined business intelligence plan and comprehensive market research are fundamental to 
establishing and maintaining a successful e-commerce presence. 
 
This hypothesis aligns with the research aim of exploring how BI and market research contribute to the 
growth of e-commerce businesses. The research findings will be evaluated against this hypothesis to 
determine its validity and draw meaningful conclusions. 
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THEORETICAL FRAMEWORK 
As well as introducing the main themes for research, it explores the definition of business intelligence and 
how it is used. Determining commonalities among consumers, providing optimal customer service, and 
discovering areas where a company can improve operations are several benefits. From a bit as basic business 
intelligence had been used in the form of biographical solutions like the credit reporting industry and 
employment - it's the connotation of the modern term of 'business intelligence' that seems to have changed 
over time and this could clue into the viewpoints of how important it is in a business context. The literature 
review is based on studies that were published over years between 2007-2013 in top information systems and 
top operations management journals. Also, they were selected from a pool of 20 journals that was determined 
based upon the impact they had when comparing the amount of citations they received from research articles. 
This information could suggest differing causes for growth in business intelligence and the significance of 
each, for example. Furthermore, the literature review analysed studies which discussed business intelligence 
and technology from both the 'information systems' and 'operations management' viewpoint. It is helpful for 
this particular research as it investigates the impact that business intelligence can have in an online retailing 
environment and how technology and methods currently used in the e-commerce industry have advanced 
over recent years. (Fosso et al.2020) (Fosso Wamba & Queiroz, 2023) 
 
1. Business Intelligence in E-commerce 
Business intelligence (BI) is a process by which companies improve the quality of their management 
decisions by using data and statistical analysis as a basis. It has both internal and external focuses. Internally, 
it is used to measure the organization's functions and performance against historical data. BI can help e-
commerce entities to identify areas for improvement and to identify operational inefficiencies. It is extremely 
important in today's rapidly changing business environment because it provides timely and accurate insights 
into right now that drive smarter strategic decision over time. When product managers at e-commerce 
companies frame analyses, whether it is measuring sales of a featured product or visitation to an upgraded 
site area, they must keep two simple-sounding ideas in mind to drive the business decisions they are working 
towards – it has to make money and save money. These analyses through the BI process cannot only provide 
critical inputs to website upgrades and redesigns, they can help identify which actions have the potential to 
produce stronger sales and profit results. BI technology offers many short and long-term benefits to e-
commerce, especially in quality improvements and operational cost reduction. For example, an e-commerce 
company can examine click-stream data to reveal the browsing and buying behaviour of clients over time - 
this is just one specific way BI through data analysis can help. Another example is geo-mapping and data 
mining - these analytically driven goals are achieved through a BI strategy, which provides richer results 
rather than hit or miss approaches to more fashionable trends in marketing, such as SEO and website re-
designs which only look to increase traffic for short term success. The benefits of BI are direct, tangible and 
more readily measurable in e-commerce than its implementation or use in any other sector. As companies 
grow in product supply, in staff numbers, in volume of services offered and in brand they can easily lose the 
ability to grasp and understand their internal functional workings - this means that many efficiency 
opportunities are missed. However, unlike in other sectors, the nature of data generation and collection in e-
commerce works with, and is highly conducive, to a successful BI campaign. This is because industry-set 
product line, customer behaviour modelling and prediction and the ability to respond to changes in customer 
habits is readily able to be shaped by the analytical paradigms in a fully-fledged BI deployment. BI has the 
potential to change the way e-commerce is managed and grow - it provides money saving and money making 
opportunities unheard of in even the most high-tech retail sectors of today. In the vast and ever-growing 
realm of e-commerce solutions and strategies, we all know how much development we are yet to experience. 
The future is only made up of opportunities as yet unrealised, and BI holds the key to unlocking a lot of them 
for better e-solutions in future global markets. (Shobana et al.2023) (Nithya and Kiruthika2021) 
 
Definition and Importance 
Business intelligence refers to the tools, technologies, and strategies used to analyze and make sense of the 
vast amount of data generated by business processes. It is important to note that in today's digitally driven e-
commerce landscape, businesses are increasingly relying on data analysis and business intelligence to gain a 
competitive edge. Business intelligence is not just about gathering and analyzing data, but about the ability to 
put that data to good use. By providing historic, current and predictive views of business operations, business 
intelligence empowers businesses to make informed decisions, streamline operational processes, gain a 
deeper insight into customer behavior and needs, and respond quickly to changing market trends. In the 
competitive e-commerce market, effective business intelligence can spell the difference between sustained 
success and abrupt failure. This is because the insights generated from effective data analysis can help e-
commerce businesses to identify new sales opportunities, develop targeted marketing campaigns and 
understand the changing landscape of the industry. So, being effective e-commerce is no longer about simply 
having a web presence- it is now about using that presence effectively to engage customers and drive sales. 
With customers scanning the globe for the best products at the best price, the competition has never been 
more intense and offering a better service than your competitors is the key to success. Because business 
intelligence can be very complex and, as a practice, can be very disruptive if not planned out properly, there 
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are several challenges in realizing its full potential. For example, it often involves the convergence of many 
different data sources and continuously developing systems. This will include a migration to a single 
platform- a recent report from software advice found that 38% of businesses are still using two or more 
separate platforms to achieve their business intelligence insights. (Rana et al.2022) (Yiu et al.2020) (Niu et 
al.2021) 
 
Role of Business Intelligence in E-commerce Businesses 
Business intelligence in e-commerce is a term used to describe how data analysis can be used by e-commerce 
firms to improve their decision-making process. The role of business intelligence in e-commerce is growing, 
and as more competition in the sector exists, in particular between both small and large e-commerce 
companies, more and more companies are starting to use BI solutions to gain a competitive edge. By 
gathering and analyzing data, e-commerce companies can make sure that their marketing and products are 
tailored to what their customers actually want, rather than what the board thinks they want. Data is generally 
the most valuable asset of an e-commerce business due to the vast amount of information that is generated. 
Examples of data generated include customer details, the path in which people navigate through the website, 
and purchase preferences. Without BI, businesses tend to make important decisions based on sheer 
guesswork. Using data not only reduces this risk but can save time and effort that might have been wasted on 
the wrong decision. By collecting 'big data' and using it in a BI system, a business can gain useful insight into 
not only who their potential and existing customers are but also what they might be specifically looking for 
when it comes to visiting the website. This targeted approach in marketing can have benefits. For example, 
the conversion rate of turning a browsing customer into a paying one could potentially be improved by 
providing more of what the data shows is wanted. The main objective of using business intelligence in e-
commerce is to help managers and those in charge make informed decisions. By reducing uncertainty and a 
reliance on gut feel, businesses can be steered more towards capitalizing on what is known to work thanks to 
the evidence that the data and its analysis have given. There are a variety of methods and technologies 
available to gather and use data. By spending time looking into the needs and requirements necessary for a 
business, there are a host of different BI solutions that are catered to offering as close to a perfect match for 
what is necessary. Overall, business intelligence provides a way for businesses to learn and grow from 
previously collected data, identifying both past and current trends - ultimately helping to make changes and 
adapt in a more agile and efficient manner. Using BI can help turn data into meaningful insight, supporting 
decision making and improving e-commerce performance. (Wu et al., 2023) (Silitonga et al.2024) (Nyanga et 
al., 2020) 
 
Benefits and Challenges of Implementing Business Intelligence 
One of the benefits of business intelligence is that it facilitates data-driven decision making. Data is a key 
asset for any business in today's environment. The ability to collect and analyze data in real-time allows 
businesses to monitor their performance and make informed decisions as and when the need arises. 
Moreover, business intelligence also helps in identifying new business opportunities. It is common for many 
businesses to get caught up with day-to-day operational exercises. Because of that, opportunities for 
innovation or for new businesses can be missed. However, using business intelligence to optimize and 
leverage on the data we get from day-to-day operational activities can help a business to explore and identify 
those new and valuable opportunities. On the other hand, there are challenges when it comes to 
implementing business intelligence. One common challenge is a lack of quality data. Business intelligence is 
always going to be more accurate if you are using the best, most up-to-date data available. However, many 
businesses do make the mistake of taking their data at face value. Bad data is often cited as a key reason why 
business intelligence implementations fail. Secondly, high initial investment is also a common challenge. A 
successful business intelligence strategy relies heavily on making a big and ongoing investment. From 
management and various business processes to the technology that runs the business, there will have to be 
changes made right across the organization. Also, technology is always changing and those changes have to be 
well managed and executed in order for a business intelligence strategy to be satisfactory. Customizing 
business intelligence systems to specifically fit a business's individual needs is also another challenge. Many 
businesses will need to shift their culture and develop their data maturity in the long run and it's not a quick 
or easy process to maximize the effectiveness and the benefits reaped from a business intelligence strategy. 
(Bharadiya, 2023) (Bharadiya, 2023) (Yiu et al.2021) (Bordeleau et al.2020) 
 
Case Studies on Successful Implementation 
The following are real life example of successful implementation of business intelligence in e-commerce 
company. 
 
Telefónica: 
Telefónica is a Spanish multinational broadband and telecommunications provider. The company has 
successfully implemented a new business model based on data-driven knowledge, focusing on solutions that 
allow more efficient and informed decision-making. This process materialised in a project called BI 2.0, 
which has consolidated Telefónica as one of the companies that invest more in business intelligence as a key 
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driver of change. As part of this project, Telefónica built a platform that offers a wide range of tools and 
solutions to help departments and companies to start using business intelligence and to focus on taking 
action on the new insights surfaced from their analyses. The implementation of the new business model was 
followed by a significant improvement in company financials. The net profit of 29 million euros over the 
course of 2018 turned into earnings before interest and tax in the staggering sum of 690 million euros in 
2019. This represents a 27.8% year-on-year growth. Similarly, revenue moved from 1.5 billion euros in 2018 
to 1.7 billion euros in 2019. This case study demonstrates the benefits of business intelligence and the 
importance of a well-structured implementation process. (Atiku et al.2024) (Mattera & Gava, 2022) 
(González & Rampino, 2024) 
 

 
Figure 1. Telefónica Tech helps B2B customers unlock the value of Big Data and the IoT with Tableau 
(Telefónica Tech Helps B2B Customers Unlock the Value of Big Data and the IoT With Tableau, n.d.) 

 
2. Market Research in E-commerce 

 
Market research is often conducted in e-commerce to support the aims of understanding the customers, 
improving the services, and gaining market insights about the potential and existing products. Through 
routine and regular analysis of the sales and customer data, we can use information to support decisions 
regarding merchandising, promotional, and marketing activities. However, reaching helpful conclusions from 
e-commerce market research comes back to having best practices in place for collecting the data in a way that 
keeps it clean and usable, being as segmented as possible, and taking the right steps to differentiate between 
the different customer groups. Campaigns carry more significance when customer and market trends and the 
levels of segmentation have been truly discovered, as this can be used to ensure that communications are sent 
in a way that is most adapted to the receiver. Effective market analysis will give a visual track on the growth of 
the customer base and market share of the company itself. New customers can be tracked over time in terms 
of what marketing activity or other reasons led them to the site. However, 'window shoppers' are also a 
valuable source of potential research, as above those who purchase, the marketer could learn about the type 
of consumer that did not flirt with the call to action prompts, and this can be used to change in page layouts 
and services. Data collection involves search engine and e-commerce tracking, data mining through surveys, 
and the 'leisurely' user sign up, conducted while the user is engaged in free time on an app or site, will be 
more readily indulged. (Gao et al.2023) (Babayev & Israfilzade, 2023) 
 
Definition and Significance 
Lately, there has been a large number of them entering the market, almost making it a requirement for 
modern e-commerce businesses to incorporate market research as a key success factor. So, what is market 
research? Market research is a technique that businesses use to investigate and analyze the size and 
composition of a particular market to access its business potential. It is a very useful tool because through a 
systematic and objective collection and analysis of data, businesses are able to discover insight into their 
customers' needs and wants, business environment as well as ways to reach potential customers. This is a 
great way to build a strong business by making sure that you have a customer-focused and a customer-driven 
operation. Also, knowing the market is key in a successful business and good market research can give you a 
better understanding of the current markets as well as the potential markets that you can tap into. Without 
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the information provided by market research, many companies (and this includes e-commerce businesses) 
would be basing their business on what they think is the correct strategy, and not what the customers actually 
want. This can lead to the business making decisions that are not supported by the customers. However, 
understanding the significance of market research in e-commerce and knowing the difference between 
consumer market research and business market research can give businesses a clear idea on what and how 
they can use these collected data and understandings. (Saura et al.2021) (Liu et al., 2022) 
 
Types of Market Research Techniques 
There are many different ways of conducting primary research. Common types of marketing research are 
surveys, interviews, product testing, and the use of observation or monitoring. Surveys ask a small number of 
questions to a targeted group of people. Surveys can be carried out by giving questionnaires to individual 
people, by telephone, by mail, or online. They can be carried out face to face or in groups, schools, work 
places. Interviews are similar to surveys but allow people to expand on their answer, interview can be carried 
out in person or online and can be carried out one to one or in a group. Product testing is suitable for 
products which are new or need improving. Products being tested by potential customers so researchers can 
find out what works and what didn't before releasing the product to general public. Observation or 
monitoring involves watching how customers behave and the things they do, observation can include physical 
observation where researchers watch the world or observation can show how technology is being used such as 
tracking the use of the internet. Another main distinction between primary and who is that it is normally 
necessary to use far more advanced techniques to analyse secondary data. This is because such data may be 
large scale, and the clients requirement is that the most efficient and accurate methods are used to get out of 
it. This kind of data processing simply isn't normally completed by individual people on a pen and paper, it 
usually requires a computer and special analysis software. (Inagaki et al.2022) (Wu et al.2022) (Thiel et 
al.2023) (Hattori et al.2023) 
 

3. Impact of Business Intelligence and Market Research on E-commerce Growth 
 
This section investigates the impact of business intelligence (BI) and market research on e-commerce growth, 
utilizing both qualitative and quantitative research methods. Analyzing findings and examining case studies 
provide a balanced view of the influence of these practices on the international expansion of businesses. The 
research emphasizes BI's role in interpreting information for enhanced decision-making. Internet-based 
technologies, exemplified by multinational companies like Dell, contribute to strategic BI direction and 
continuous online sales growth. The study also highlights the challenges faced by modern retailers in the 
evolving landscape of international online retail. Empirical evidence reveals significant price dispersion in 
various e-commerce sectors, challenging the notion of a perfect global market. The findings underscore the 
importance of informed decision-making through BI for businesses navigating the complexities of online 
retailing. (Aparicio et al.2023) (Guru et al., 2020) (Lin et al.2020) 
 

4. Enhancing Customer Experience and Personalization 
 
Positive customer experiences foster brand loyalty and boost sales. Businesses, inspired by e-commerce 
giants like Amazon, prioritize personalized marketing and customer-centric strategies. Tailoring seamless 
experiences for each customer is crucial. Leveraging targeted advertising and predictive analytics, as 
exemplified by Shopify's case study on Watchfinder, enhances the e-commerce shopping journey. Analyzing 
customer behavior optimizes product promotions, resulting in a 13% increase in conversion rates for 
Watchfinder. The success prompts increased investment in business intelligence and customer research. This 
showcases the tangible benefits of employing advanced technologies to elevate customer experience and 
personalization in the ever-evolving landscape of e-commerce. (Lojacono & Pan, 2021) (da Silva, 2022) 
(Stolz, 2022) 
 

5. Improving Decision-Making and Strategic Planning 
 
In today's dynamic and global business landscape, leveraging business intelligence (BI) is crucial for 
informed decision-making and strategic planning. BI involves analyzing vast sets of business data, such as 
customer sales and preferences, to derive meaningful insights. For e-commerce businesses like ASOS, BI 
guides product introductions by analyzing customer behaviors, reducing risks, and increasing sales. Despite 
challenges in staff education and the potential risks of data-driven decisions, establishing a data-driven 
culture is essential. While adopting BI is not without hurdles, the substantial benefits it offers, such as 
identifying market opportunities and enhancing operational performance, make it a noteworthy investment 
for businesses. (Niu et al.2021) (Alzghoul et al.2022) (Wu et al., 2023) (Gupta et al.2023) 
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6. Identifying Market Trends and Opportunities 
 
For e-commerce success, understanding market changes and consumer behavior is essential. Modern 
business intelligence (BI) and market research, especially with the application of big data, empower 
businesses to make informed decisions. Big data allows a deeper understanding of market dynamics, 
customer behaviors, and shifts in product demand, enhancing the reliability of market research. While 
historically viewed skeptically, businesses like ASOS are thriving by embracing BI and practice-based market 
research, gaining a competitive edge through streamlined and accessible consumer data. To navigate the 
complex market, industry professionals need specific BI skills, and education providers should focus on 
developing future 'data marketers' to ensure effective governance of consumer data and real-time response 
capabilities. (Elia et al.2020) (Mariani & Wamba, 2020) (Liu et al., 2020) 
 

7. Increasing Operational Efficiency and Cost Savings 
 
Business intelligence (BI) and market research empower e-commerce businesses to enhance operational 
efficiency and achieve cost savings. Forrester Consulting's research reveals that 90% of surveyed e-commerce 
decision-makers prioritize improving operational excellence. BI provides insights for intelligent decision-
making, addressing challenges like high operational costs. Malaysia's MR. D.I.Y, a leading home 
improvement online retailer, exemplifies this. By implementing BI applications and revamping their ERP 
system, real-time data movements and optimized warehouse processes resulted in reduced inventory costs. 
The company's continuous sales growth and lower prices demonstrate the success of leveraging BI for 
operational improvement in the competitive e-commerce landscape. (Thakur et al.2024) (Auf et al.2023) 
(Shah, 2022) 
 
RESEARCH METHOD 
A mixed-method approach will be used in this study to thoroughly examine how market research and 
business intelligence (BI) contribute to the expansion of e-commerce enterprises. By combining the best 
features of quantitative and qualitative data gathering techniques, this method offers a deeper, more complex 
knowledge of the investigated topic. 
 
Data collection: 

 Primary data: 
o Case studies: This research will involve in-depth analyses of multiple e-commerce businesses. Case 
studies will allow for detailed exploration of how these businesses utilize BI and market research practices, 
and how these practices contribute to their growth. Data will be collected through semi-structured interviews 
with key personnel (e.g., management, BI team members) and document analysis (e.g., internal reports, BI 
dashboards). 

 Secondary data: 
o Literature review: Existing research on the relationship between BI, market research, and e-commerce 
growth will be critically reviewed. Relevant academic journals, industry reports, and white papers will be 
analyzed to identify key themes, gaps in knowledge, and existing theoretical frameworks. 
 
Data analysis: 

 Quantitative data: Data collected from case studies, such as sales figures, customer behavior metrics, and 
market share data, will be analyzed using appropriate statistical methods. This might involve descriptive 
statistics, correlation analysis, or regression analysis, depending on the research questions and the nature of 
the data. 
This research method outlines a comprehensive approach that combines various data collection and analysis 
techniques to gain a deep understanding of how BI and market research influence the growth of e-commerce 
businesses. The mixed-method approach allows for examining the phenomenon from diverse perspectives, 
leading to robust and generalizable findings. 
 

FINDINGS AND DISCUSSION 
 
The implementation of business intelligence techniques for the performance measurement of the e-commerce 
businesses is a big challenge nowadays. Managerial practice in the e-commerce industry more often relies on 
key performance metrics and the classical outdated data described by business intelligence. Business 
intelligence (BI) has been introduced into the e-commerce industry as a method to utilize all of the current 
and historical data effectively, ultimately helping the industry to gain insight. The literature reviewed in this 
study covers the time period from 2005 to 2017, which is believed to be able to provide a comprehensive 
understanding of the latest development of e-commerce industry and the technology behind it. The research 
problem in the present study was originally defined through the context of data constructing and decision 
supporting the e-commerce managerial practice. The primary data accessed and results obtained have 
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confirmed or empowered the findings in the literature. With the support of a real-world case study and 
analysis, showing how Web 2.0 functionality can be used to build an effective business intelligence strategy 
and for gaining insight within the e-commerce sector. This has obviously brought benefits in the areas of 
strategic marketing, site content planning and performance measurement. Moreover, customer experience 
has become important in maintaining loyalty and achieving differentiation in most industries, especially the 
fast growing and trading orientated e-commerce market. It is believed that the methodology has been 
planned and undertaken in a structured manner, which can be suitably adapted to similar research. And also 
a novel framework of applying Web 2.0 for e-Business intellective strategy was proposed to deliver 
managerial practice in the e-commerce community. This study has provided a critical investigation of the 
sustainable prospects of Web 2.0 in the e-commerce industry for the first time with a user experience 
simulation. The results not only demonstrated that the successful implementation of the user-centric online 
business model can lead to significant improvement in customer's online experience, but also identified the 
potential link between the customer's experience and the strategies related to the continuous development of 
the e-Business platform. All of those can together facilitate the strategic decision making as a part of the 
business intelligence implementation. This innovative study, developing on the well-known customer 
satisfaction theories, for the first time has applied user experience simulation with a practical case study. The 
results not only demonstrated that the successful implementation of the user-centric online business model 
can lead to significant improvement in customer's online experience, but also identified the potential link 
between the customer's experience and the strategies related to the continuous development of the e-
Business platform. All of those can together facilitate the strategic decision making as a part of the business 
intelligence implementation. (Lari et al., 2022) (Pallathadka et al.2023) 
 
Case Studies on E-commerce Businesses Leveraging Business Intelligence and Market 
Research 
The study delves into successful implementations of business intelligence (BI) through detailed case studies, 
exemplifying the transformative impact on business operations. One prominent case is ASDA, a top UK 
retailer, which utilized BI to enhance sales by tracking customer purchase behavior and adjusting stock 
accordingly. The intelligent use of BI led to increased revenue (up to 1.3%) and the ability to handle over 1.6 
billion transactions annually. Similarly, Sainsbury, another leading UK retailer, reduced waste by employing 
BI for an intelligent ordering process. This resulted in savings exceeding 51 tons of trolley waste per year, 
equivalent to about 1.7 million in recycling revenue and savings. These cases underscore BI's potential to 
optimize decision-making, improve efficiency, and drive cost savings, emphasizing the importance of timely 
and strategic utilization of generated information for maximum impact. (Ologunebi and Taiwo2023) 
(Breugelmans et al.2023) (Li et al.2023) 

 
Figure 2. The UK's favourite supermarkets (Armstrong, 2021) 
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This findings can answer primary research question:  “How does business intelligence impact the growth of e-
commerce businesses?” and the hypotheses H1: A well-defined business intelligence plan and comprehensive 
market research are fundamental to establishing and maintaining a successful e-commerce presence. 
 
Recommendations for E-commerce Businesses 
E-commerce businesses face evolving challenges that demand strategic adaptation. Firstly, as growth occurs, 
allocate increased financial resources to marketing, ensuring a low cost per customer acquisition. Secondly, 
leverage insights gained from market research to guide management decisions effectively. Thirdly, maintain 
agility by continuously updating and repackaging products in response to shifting market trends. Fourthly, 
harness multi-channeled data sources for marketing and sales strategies in the digital era. Embracing e-
marketing, including search engine and email marketing, is crucial. Fifthly, stay technologically updated to 
meet the demands of tech-savvy consumers and outpace competitors. Lastly, prioritize customer feedback for 
product evolution, utilizing accessible channels for responses. Adapting to customer needs fosters 
satisfaction, ensuring longevity and success in the dynamic landscape of e-commerce. (Yang et al., 2023) 
(Caliskan et al.2024) 
 

CONCLUSION 
 
In conclusion, this research has clearly demonstrated the significance of business intelligence and market 
research in the growth of e-commerce businesses. As discussed in the literature review section, business 
intelligence empowers e-commerce businesses to make data-driven and customer-centric decisions. The real-
time and predictive analysis features of business intelligence tools not only improve the decision-making 
processes, but also help e-commerce businesses to optimize their customer experience. On the other hand, 
the market research section provides insights into the importance of collecting primary and secondary data in 
the e-commerce industry, as well as the employment of qualitative and quantitative research methods. The 
findings reveal that for e-commerce businesses facing stiff competition, regularly doing online market 
research is important for gathering and analyzing business data such as the performance of the business's 
website, the customer's preferences, and the actions of competitors. Case studies further demonstrate the 
successful implementation of business intelligence strategies and the utilization of market research results in 
e-commerce. For example, Amazon is well-known for its effective use of big data and continuous 
improvement of customer satisfaction. The ability to perform sentiment analysis and gain insights from 
online customer reviews has made a significant impact on the sales in various departments as well as on 
Amazon's strategic decision-making in terms of product development. Conversely, the results from a 
customer survey study in the mobile app industry, as discussed in the market research section, point to the 
fact that mobile app developers and marketers should pay attention to users' feedback and ratings, and not 
underestimate the value and significance of user opinions. This is indicative of the success of businesses as 
long as they understand the perceptions and preferences of the users, taking on a user-focused approach in 
leveraging business intelligence strategies. 
 
Future Research Directions 
In the evolving global economy, optimizing technology to support both e-commerce and traditional stores 
remains a critical area for exploration. Authors highlight challenges in implementing business intelligence 
(BI) in the dynamic e-commerce environment, emphasizing the need for continuous improvement. Future 
research avenues could involve modeling success factors at various BI maturity levels, providing a systematic 
validation methodology. Additionally, evaluating BI's impact on key performance indicators for online 
retailers, especially in terms of customer insights, presents a vital research direction. Quantifying this effect 
in measures like customer satisfaction and retention would contribute significantly to understanding and 
enhancing BI in e-commerce. 
 
PRACTICAL AND MANAGERIAL IMPLICATIONS: 
E-commerce Businesses: 

 Strategic Growth Planning: E-commerce businesses can utilize the insights from this study to develop and 
implement effective growth strategies. Understanding the impact of business intelligence and market 
research on competitiveness, profitability, and overall growth enables them to make informed decisions. 

 Resource Allocation: Armed with knowledge about the contributions of BI and market research, e-
commerce businesses can optimize resource allocation, focusing on areas that directly influence 
competitiveness and profitability. This could involve targeted marketing, product development, or 
operational improvements. 

 
Management Personnel: 

 Informed Decision-Making: The study emphasizes the real value of business intelligence and market 
research in decision-making. Management personnel can incorporate these findings into their decision-
making processes, ensuring that data-driven insights play a pivotal role in shaping strategic directions. 
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 Strategic Investments: The results provide a basis for justifying investments in BI and market research 
tools and personnel. Management can allocate resources to strengthen these areas, recognizing them as 
integral components for sustained growth in the e-commerce sector. 

 
BI Teams: 

 Optimizing Performance: BI teams can use the identified strategies from the study to optimize their 
performance. This involves refining data collection methods, enhancing analytical capabilities, and ensuring 
the timely delivery of actionable insights. 

 Maximizing ROI: With insights into how BI and market research contribute to competitiveness, 
profitability, and overall growth, BI teams can tailor their approaches to maximize return on investment. 
This may involve refining data collection methodologies, exploring new data sources, or improving the 
efficiency of analytical processes. 

 
Overall Business Landscape: 

 Industry Standards and Best Practices: The study sets a benchmark for industry standards and best 
practices regarding the integration of BI and market research in the e-commerce sector. Businesses across 
industries can draw inspiration and insights for their own data-driven strategies, adapting relevant 
methodologies to their specific contexts. 

 Educational Institutions: Universities and training institutions can incorporate the findings into their 
curriculum, ensuring that future professionals are well-equipped with the knowledge and skills required to 
navigate the evolving landscape of e-commerce through effective BI and market research practices. 

 
RESEARCH LIMITATIONS: 
While the study provides valuable insights into the impact of business intelligence (BI) and market research 
on the growth of e-commerce businesses, it is essential to acknowledge certain limitations that may affect the 
generalizability and applicability of the findings: 
 
Scope of the Study: 
The research may focus on specific regions, industries, or business sizes, limiting the generalizability of the 
findings to a broader context. E-commerce businesses operating in different environments may exhibit 
variations in how BI and market research impact their growth. 
 
Data Collection Methods: 
The reliance on case studies and real-world data analysis introduces a potential for selection bias. The chosen 
cases might not represent the entire spectrum of e-commerce businesses, leading to skewed results. 
Additionally, the accuracy and reliability of the data collected through case studies can vary. 
 
Temporal Factors: 
The rapidly evolving nature of both e-commerce and technology in general means that the study's conclusions 
may be time-sensitive. Strategies and technologies considered effective during the study period may become 
outdated, affecting the relevance of the findings over time. 
 
External Market Conditions: 
Economic fluctuations, global events, or industry-specific challenges that occurred during the study period 
may have influenced the results. External factors beyond the scope of the study, such as regulatory changes or 
unforeseen market dynamics, could impact the generalizability of the findings to different timeframes. 
 
Resource Constraints: 
The study may have been limited by resource constraints, affecting the depth and breadth of the analysis. For 
instance, a more extensive dataset or a longer study duration could have provided a more comprehensive 
understanding of the long-term effects of BI and market research on e-commerce growth. 
 
Hypothesis Testing: 
The study's reliance on a single hypothesis (H1) might oversimplify the complex relationship between BI, 
market research, and e-commerce growth. The reality could involve multifaceted interactions that are not 
fully captured by the research design. 
 
Subjectivity in Interpretation: 
The interpretation of qualitative data from case studies introduces an element of subjectivity. Different 
researchers or practitioners may interpret the results differently, potentially impacting the consistency and 
reliability of the study's conclusions. 
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Long-Term Impact: 
The study may not provide insights into the long-term impact of BI and market research practices on e-
commerce businesses. Longitudinal studies could offer a more nuanced understanding of how these practices 
contribute to sustained growth over extended periods. 
Acknowledging these limitations is crucial for readers, researchers, and practitioners to interpret the study's 
findings judiciously and consider these factors when applying the results to different contexts or making 
business decisions. 
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