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Business Intelligence as a strategic tool to enhance the effectiveness of
digital marketing

Abstract :

The combination of business intelligence and digital marketing has become an imperative in
light of expanding markets, massive data, and the multitude and diversity of its sources.
Business intelligence enables organizations to collect raw data from various sources, process
and analyze it, extract insights, identify patterns and trends, and and make predictions.

This study aims to highlight the necessity, importance, and value of business intelligence for
digital marketing. It also discusses the available business intelligence tools for digital
marketing, in addition to mentioning some organizations that have used business intelligence
in digital marketing and achieved results.

Keywords : Business Intelligence, Digital Marketing.
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Category rating Profit and 5% tax by moths
Product line Total Quantity Total @ Tax 5%
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Food and beverages 56 145 952
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