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Abstract

The purpose of the research is to study the difference between big data analysis
(BDA) and classic marketing analysis (CMA), and use the solutions provided by big
data analysis (BDA) to solve the problem of production failure. Through theoretical
research, to provide better marketing strategies to promote production. The research
combines big data analysis and classic analysis, and chooses high standards of com-
plexity and regulations to combine to produce more valuable insights to improve pro-
duction efficiency. In addition, the research shows that the existence of predictive
knowledge can show the effect of testing, and then develop better marketing efforts.
The conclusion shows that marketing behavior can identify customer needs and inter-
ests and obtain early decisions as a decision-making application for production im-
provement.
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Introduction cessful models of new products. Be-
cause classical methods cannot really
After research, we found that there grasp the speed of knowledge and the
are still many obstacles in marketing flow of information, they cannot
practices, including the lack of suc- achieve the ability to solve these prob-
lems.
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Today, big data analysis methods
have been used in many fields, because
the amount of data presented is too
large to be fully understood by the
brain. However, "big data is a profes-
sional term that describes a large
amount of high-speed information. It is
complex and variable data. Advanced
technology is needed to achieve acqui-
sition, storage and information distri-
bution, management and analysis. "[1].
Therefore, the big data analysis
method is considered to be the best
way to help marketing decision makers
gain better insights to increase produc-
tivity.

This article introduces the differ-
ence between big data and classical
analytics, followed by Introduce theo-
retical research to determine the ap-
propriate production strategy. This
study provides us the combination be-
tween the two analyses, these combi-
nations stem from the use of big data.
By understanding the forecast knowl-
edge of customer needs Anticipate bet-
ter decisions to increase production,
and then observe common influences
on marketing behaviors to identify cus-
tomer impacts and make early produc-
tion development decisions. By col-
lecting data, analyzing (BDA and
CMA) and making better decisions in
the actual situation to achieve the time
of production success.

Classical Analytics and BDA

The functions of classical data
analysis are limited by the maximum
and minimum values, and cannot solve
the problems facing marketing today.
Therefore, classical marketing analysis
cannot solve the method of achieving
better production success. The method
of big data is different. Big data is un-

structured and complicated. It also de-
scribes a very large data set [2]. It is
also used to describe a large number of
numbers and data.

Both business intelligence and
big data analysis can be used to pro-
mote marketing decision models. And
get more valuable insights, information
and accurate analysis on time.

Today, the combination of in-
formation technology and marketing is
used to improve production develop-
ment [3]. Therefore, classical market-
ing analysis methods have promoted
marketing results to gain more valu-
able insights. At the same time, the big
data method can also participate in un-
derstanding the needs of customers to
enhance marketing decision-making
ability, so as to obtain high-quality
product information in terms of quan-
tity and speed, and predict risks before
they occur.

Theoretical Study

In terms of classical analysis, busi-
ness analysis methods can estimate
risks and predict product success. Be-
cause with timely data, classical mar-
keting analysis can facilitate business
decision-making to produce methods
and results [4]. Classical marketing
analysis is focused on improving the
factors of production success (espe-
cially in customer behavior and prod-
uct development), and the use of big
data analysis is to follow the informa-
tion and analyze big data in time [6].
Despite this, the market's production
development is still very complex, re-
quiring large amounts of data to iden-
tify customer requirements and mar-
keting practices and content [7]. There-
fore, big data analysis methods have
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the potential to achieve business deci-
sions for successful production. In ad-
dition, the development of actual mar-
keting strategies requires the collection
of analytical knowledge such as CMA
and BDA to determine the appropriate
production strategy and determine their
customers' reactions and sentiments, as
well as the capabilities of competitors.
In addition, knowledge about forecast-
ing shows that companies pursue
wealth accumulation and forecast cus-
tomer needs, while complexity governs
the process [8]. Predictive knowledge
(KP) depends on data, capabilities and
company performance. Data leads to
capabilities, and capabilities affect
corporate performance [9]. The result
of successful production is considered
to be not only the ability of enterprise
performance, but also the scale of en-
terprise performance. Therefore, it is
difficult to distinguish the difference
between capability and performance,
and to distinguish the difference be-
tween them. The company's capabili-
ties are influenced by marketing be-
haviors and methods. Therefore, it is
related to predicting knowledge and
production success.

The study found that market turbu-
lence can also affect the success of
production. Since ancient times, turbu-
lent factors have been constantly pre-
sent, but they can effectively carry out
various innovations. We can also ex-
pect that there will be some turbulent
marketing factors that affect the suc-
cess of production. The relationship
between the turbulence in the market
and the success of production has been
greatly supported [10]. In addition,
marketing behaviors can be tailored to
each customer's needs and interests,
and help us get better business deci-

sions, so marketing behaviors also di-
rectly affect production development.

1. The combination of classical mar-
keting analysis and big data analysis.

The study found that knowledge
fusion will merge with each other in
various fields. This knowledge com-
bines big data analysis and classical
marketing analysis to obtain valuable
information in a timely manner to fa-
cilitate the marketing decision-making
process. In addition to being able to
understand the life cycle of consumers,
it may also help to respond to custom-
ers' ideal pricing strategies [8]. This
knowledge enables us to deeply under-
stand the relationship between major
customers.

And data analysis, classical mar-
keting analysis and production success
factors. The purpose of this combina-
tion is to enable companies to predict
production success based on their re-
spective marketing experience [5].

In contrast to traditional analysis, this
part is that big data has the ability to
gain insight into the social behavior of
customers [11]. Therefore, this combi-
nation uses a comparative strategy to
analyze behavioral data and structure
the diversity of big data sources be-
cause it contains rich behavioral in-
formation. The combined analysis is
used to predict different behaviors. It
also provides multiple customers with
a fast classification method to meet the
predictions required by customers.
Research shows that there is a classifi-
cation method between big data analy-
sis and classical marketing. This is an
analysis method with a certain degree
of complexity and predictive knowl-
edge. It can be divided into four strate-
gies. This classification method can
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help companies choose their own strat-
egy.

The strategies of perfectionists and
resource managers rely on big data
analysis or classic marketing analysis
[5]. Therefore, the combined level of
average knowledge gained by compa-
nies choosing either of these two
strategies may lead to an average level
of production success. Therefore, when
companies use third-party strategies,
they rely on heuristics to make market-
ing decisions about new products [5].
For companies that rely on this strat-
egy, the combination of knowledge
and production success rate are both
low. However, in the most up-to-date
strategy, companies can achieve the
knowledge combination and produc-
tion success that can improve the level
of knowledge of everyone in the or-
ganization, because the leader ’s stra-
tegic technical expertise, market analy-
sis and information about customer
needs ]. The leader is one of the great-
est important strategies. It has the abil-
ity to make timely decisions and helps
to understand consumers' requirements
and perceptions of successful produc-
tion.

There are many advantages in es-
tablishing a pioneer's position in mar-
keting. It has become a short-term mo-
nopolist of market pioneers [12]. This
helps to establish standards in the fu-
ture marketing field, competitors will
be measured by consumers [13]. In or-
der to determine to become a leading
company, researchers recommend
leading advantages, such as producing
new products, using new processes,
and developing and selling the product
[14].

In this study, we focus on the clas-
sical analysis and marketing analysis
of big data analysis, which helps to
customize knowledge for customers to
create special value [5], and realize
forecasting knowledge. Since this
strategy relies on customized knowl-
edge, we chose the pioneer strategy
(PS).

More and more companies are
adopting BDA (for example, using
customer analysis). They can obtain
automated and customized knowledge
[5]. Different from the original hypo-
thetical knowledge, it is an internal
analysis method obtained from classi-
cal marketing. Therefore, successful
companies must implement customized
procedures to anticipate customer
needs. This study shows the impor-
tance of attaching great importance to
complexity. Complexity can funda-
mentally change behavior [15].

The complexity and speed with which
companies acquire and analyze infor-
mation must increase. It has been
stated that the combined analysis be-
tween big data analysis and classical
marketing requires the application of
complexity and the use of predictive
knowledge.

2. The knowledge of Prediction and
Marketing Behavior

You can make predictions in vari-
ous fields at any time. The theoretical
prediction knowledge can be used to
test the impact of marketing behavior
on production success [16]. Predicted
data and knowledge are influencing
factors of marketing behavior and cor-
porate performance [17]. The most im-
portant aspect of predicting knowledge
is efficiency. Corporate performance
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has many concepts, including effec-
tiveness, efficiency and adaptability.

Therefore, there is a correlation
between knowledge prediction and
marketing behavior. Knowledge fore-
casting regards production success as a
capability, and marketing behavior as a
resource for achieving capability. Stud-
ies have shown that based on predic-
tive knowledge, resources can affect
capabilities. This means that marketing
behavior also affects the success of
production.

3. The joint effects of Marketing Be-
havior and Marketing Turbulence on
Production Success

After collecting information, be-
havioral relevance will be used to cre-
ate customer profiles using analytics.
And by analyzing customer responses,
marketing behavior can be tailored to
each customer's needs and interests.
Using the BDA method correctly, the
method of behavioral relevance can be
to attract the right customers through
the right products. This is a very effec-
tive method and service. Therefore, the
data analysis method can also help us
create an effective track for behavioral
marketing.

Marketing behavior has a signifi-
cant impact on business decisions. In
addition, with the advantages of big
data, we can make timely decisions, so
we can make early decisions and ac-
tions on the actions we take. Multiple
studies have shown the advantages of
marketing behavior; their statistics in-
dicate that the ratio between accepting
early decisions and accepting early de-
cisions is different. Not an early deci-
sion.

Therefore, these statistics confirm
that marketing behavior is an important
coping method for decision-making
behavior and customers, used to im-
prove production and directly affect
production development.

Research shows that the factors of
market turmoil will affect the com-
pany's production development and
production success [18]. At the same
time, companies that can handle both
market turbulence and creativity can
achieve better performance [19]. To
find more production performance
forecast indicators, it is recommended
to investigate the obscure factors in the
market.

Examining the causes of market
turmoil helps to better understand the
real situation of the company's produc-
tion development [20]. In order to pre-
dict the company's performance, mar-
ket turbulence factors represent the
ideal combination of market factors
with internal and external resources.
Therefore, we anticipate that market
turbulence will enhance market capac-
ity to encourage the development of
new products.

The correlation between market
turbulence and production success is
greatly supported [10]. Competing be-
tween MB and MT involves getting the
desire of competitors, understanding
the marketing environment and the
needs of consumers. This will have a
positive impact on production devel-
opment, so MB and MT are very valu-
able for achieving production devel-
opment. Therefore, both marketing be-
havior (MB) and market turbulence
(MT) are relevant to production suc-
cess (PS).
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Conclusion and Discussion

Even though Classical Analytics
will have a significant impact on pro-
duction projects, it can make produc-
tion successful. But it also requires a
lot of data to solve this problem.

In order to enable our research to con-
tinue, in this study, we discussed the
importance and impact analysis of big
data, through timely action, make bet-
ter decisions to achieve production
success, and thus achieve our corporate
performance goals.

We propose a theoretical study,
which includes big data analysis and
classical marketing analysis, to under-
stand the customer's demand for suc-
cessful production, and at the same
time understand how production can be
successful by processing fast and com-
plex data messages. We have proved
that these companies must profit from
the two analysis of BDA and CMA by
focusing on the pioneer's strategic
model, and with a high degree of cus-
tomization and complexity, we truly
and timely obtain our goals.

The use of big data also allows us
to predict better decisions, so we theo-
retically use big data, both in terms of
prediction and knowledge of marketing
behavior, to help us make the best pre-
dictions of business decisions and
promote production success.

For all marketing environments, we
have demonstrated the positive impact
of the combination of marketing be-
haviors and the "market turbulence"
model and method regarding early de-
cision-making and production devel-
opment.
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