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Introduction

Customer Engagement refers to the interactions, experiences, and connections that customers
have with a brand or business. Data-driven customer engagement shifts this approach by using
insights gained from data analysis to create more informed and individualized interactions. The
goal is to create personalized and targeted interactions that resonate with individual customers,
increasing the likelihood of positive engagement outcomes
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Figure 2: Number of Studies by Years of Publications on how Customers Have been better
engaged through Sophisticated Data-driven Engagements
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